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CONFERENCE WELCOME
It was with great pleasure that we were to welcome all delegates, presenters, sponsors and guests
to the SERVSIG 2020 Conference from 9 to 12 July at QUT in Brisbane, Australia. Under the
banner of our conference theme, High Tech and High Touch: The Future of Human Services, we
were to welcome delegates from around the world who were interested in taking an
interdisciplinary approach to wicked service problems.
Our program contained numerous scholars and practitioners from outside our traditional
disciplinary boundary in order to prompt us to think differently about service challenges. We looked
forward to considering how both emerging technologies and ethical concerns shaped the research
that lay ahead for our community. We planned exciting pre-conference workshops to demonstrate
practical skills like coding chatbots and using LEGO for serious play. We also developed a special
program for our emerging services researchers, as mentoring new service scholars is at the heart
of the SERVSIG community.

Unfortunately, our plans were derailed by the emergence of COVID-19. Due to the rapidly
changing situation associated with the pandemic and subsequent travel restrictions, we were
forced to cancel the SERVSIG 2020 Conference and Student Research Colloquium. While we
were disappointed that we could not deliver the conference we had planned and were looking
forward to hosting, we were presented with a unique opportunity: the opportunity to deliver the
best service recovery a conference has ever seen! The result was a virtual version of the
conference through published abstracts, videos from some of the authors and a recorded webinar
series by keynotes and panellists. We hope that in reading through the abstracts to be presented
for the conference, seeing our program, and attending some of the now-virtual keynote sessions
we have planned in the coming months, you will be reconnected at a distance to the amazing
depth of the SERVISIG community and inspired to conduct more research of your own.
The webinar series will run from September to December this year on Zoom so stay tuned for
the release of dates and times. We look forward to seeing you all again at the next SERVSIG
conference in 2022.
Professor Rebekah Russell-Bennett and Associate Professor Dominique Greer
Conference Co-Chairs
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CONFERENCE TRACKS AND CHAIRS
TRACK CHAIR

CO-TRACK CHAIR

B2B Services

Professor Daniel Prior

Dr Joona Keränen

Cranfield University, United
Kingdom

RMIT University, Australia

1. The challenges of B2B
services and how they can
be addressed
2. The future of B2B
services
3. The role of high touch
vs. high tech approaches
in B2B services

TRACK CHAIR

CO-TRACK CHAIR

Dr Tom Chen

Dr Martina Čaić

The University of Newcastle,
Australia

Maastricht University,
Netherlands

TRACK CHAIR

CO-TRACK CHAIR

Professor Kate Daunt
Cardiff University,
United Kingdom

Dr Paula Dootson
Queensland University of
Technology, Australia

Co-creation and value
1. How value is created
and/or co-created between
the consumer and the
organisation
2. Peer-to-peer value cocreation
3. New perspectives on
the nature of value
4. Using technology and/or
novel approaches to
facilitate co-creation

Consumer
(mis)behaviour in
services
1. Consumer
(mis)behaviour and its
influences on services
and/or service industries
2. Antecedents and
outcomes of consumer
(mis)behaviour
3. Unintended
consequences of
consumer (mis)behaviour
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TRACK CHAIR

CO-TRACK CHAIR

Professor Dr Phil Klaus

Professor Dr Volker
Kuppelwieser

International University of
Monaco, Monaco

NEOMA Business School,
France

TRACK CHAIR

CO-TRACK CHAIR

Professor Mark
Rosenbaum

Professor Dr Gaby
Oderkerken

University of South Carolina,
USA

Maastricht University,
Netherlands

TRACK CHAIR

CO-TRACK CHAIR

Dr Paul Harrigan

Dr Rory Mulcahy

The University of Western
Australia, Australia

University of the Sunshine
Coast, Australia

Customer experience
and engagement
1. Changing consumer
expectations of what
makes a good service
experience
2. How to enhance the
consumer experience
(high tech, high touch,
combination, etc)
3. The nature of customer
engagement now and into
the future
4. How to encourage and
increase consumer
engagement with services

Innovative service
methods
1. New and unique
methods for data collection
in services contexts
2. The benefits of high
touch (e.g. service design)
or high tech (e.g.
neuromarketing) methods
3. Emerging perspectives
on innovative service
methods

Digital services
communication
1. New IMC strategies for
services
2. Overcoming the
challenges of IMC for
services in a digital age
3. Emerging perspectives
on the role of IMC for
services in the future
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TRACK CHAIR
Professor Liliana Bove

CO-TRACK CHAIR

Service employees

Dr Gauri Laud

University of Melbourne,
Australia

University of Tasmania,
Australia

1. The changing role of
service employees
2. Service employee
wellbeing
3. Unique ways to tackle
the employee-related
barriers to service
excellence
4. High tech vs. high touch
approaches to service
employees

TRACK CHAIR

CO-TRACK CHAIR

Service innovation and
design

Prof Dr Dominik Mahr

Prof Robert Ciuchita

Maastricht University,
Netherlands

Hanken School of
Economics, Helsinki

TRACK CHAIR

CO-TRACK CHAIR

Prof Constanza Bianchi
Universidad Adolfo Ibáñez,
Chile

Dr Charmaine Glavas
Queensland University of
Technology, Australia

1. Different types of
service innovation
2. Practical guides for
service innovation
3. How consumers
respond to service
innovation
4. Agile service innovation
and keeping up with the
future
5. Service design

Service
internationalisation
1. Process of
internationalisation
2. Pitfalls and opportunities
for service
internationalisation
3. Service entrepreneurs
4. Antecedents and
outcomes of
internationalisation in a
variety of contexts
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TRACK CHAIR

CO-TRACK CHAIR

Professor Byron Keating

Dr Christoph Breidbach

Queensland University of
Technology, Australia

University of Queensland,
Australia

1. Emerging service
priorities and the strategies
that may be used to meet
these
2. Strategies to support
emerging services
3. Technology as a way to
enhance service
productivity
4. Increasing service
productivity through high
touch methods
5. Service operations,
front-line employee

TRACK CO-CHAIR
Dr Marjan Aslan
University of Canberra,
Australia

TRACK CHAIR
Professor Werner Kunz
University of Massachusetts,
USA

Service
strategy, operations
and productivity

CO-TRACK CHAIR

Service technology

Dr Kate Letheren
Queensland University of
Technology, Australia

1. Technology for
enhancing service
engagement, value or
experience
2. The application of AI,
robotics and connected
homes to service
3. Pitfalls and opportunities
with leveraging emerging
technology for services
4. Consumer responses to
emerging technologies in
services
5. Digital approaches,
Digital communication
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TRACK CHAIR

CO-TRACK CHAIR

Dr Joy Parkinson

Dr Josephine Previte

Griffith University, Australia

University of Queensland,
Australia

Transformative
services marketing
and vulnerable
consumers
1. Vulnerable and/or
bottom of the pyramid
consumers
2.Transformative service
research
3.Consumer wellbeing
through services
4.New perspectives on
wellbeing and/or
vulnerability
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CONFERENCE PROGRAM

Wednesday, 8 July
A BEACHSIDE AFFAIR: STUDENT RESEARCH COLLOQUIUM DINNER
Southbeach Social, Southbank, South Brisbane

Thursday, 9 July
STUDENT RESEARCH COLLOQUIUM

PRE-CONFERENCE WORKSHOPS

KEYNOTE PRESENTATION

WORKSHOP 1

WHAT IS AND WHAT IS NOT A THEORETICAL
CONTRIBUTION TO SERVICE RESEARCH?

SERIOUS PLAY
Dr Stephen Dann, Australian National University,
Australia

Professor Mike Brady, Florida State University, USA

Morning Tea
STUDENT PRESENTATION
Roundtable
presentations

WORKSHOP 2

Full presentations

THRIVING IN THE DIGITAL AGE: ENABLING
OPPORTUNITIES THROUGH PROACTIVE
SERVICE DELIVERY
Professor Marek Kowalkiewicz, QUT, Australia

Lunch
ACADEMIC HOT SEAT

WORKSHOP 3

An opportunity for a discussion between all
Faculty mentors and Research Students

HOW TO CREATE CHATBOTS – A PRACTICAL
GUIDE TO DESIGNING AND BUILDING FOR
NON-CODERS
Mr Rob Hudson, SpoutLogic, Australia

Afternoon Tea
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FACULTY MENTOR PRESENTATIONS

WORKSHOP 4

OVERCOMING DOUBT TO CARVE OUT A
RESEARCH PROFILE
Professor Liliana Bove
The University of Melbourne, Australia
Professor Mark Rosenbaum
St Xavier University, USA

MAKE YOURSELF ATTRACTIVE TO
EMPLOYERS- AN INTERNATIONAL
PERSPECTIVE
Professor Mark Rosenbaum
St Xavier University, USA
Professor Annouk Lievens
University of Antwerp, Belgium
Professor Sabine Benoit
University of Surrey, UK
Professor Janet McColl-Kennedy
The University of Queensland, Australia

SERVICE DESIGN
Professor Gaby Odekerken-Schröder &
Dr Martina Čai
Maastricht University, Netherlands

Registration opens
The Cube, QUT Gardens Point Campus
CONFERENCE WELCOME RECEPTION / SERVSIG MARKETPLACE
The Cube, QUT Gardens Point Campus

Friday, 10 July
Registration opens
Conference Opening Ceremony
KEYNOTE PRESENTATIONS
THE FUTURE OF SERVICES: A TECHNOLOGY PERSPECTIVE
Session Facilitator:
Professor Dr Gaby Odekerken-Schröder, Maastricht University, Netherlands
Distinguished Professor Dietmar Hutmacher, QUT, Australia
Ms Monica Bradley, Purposeful Capital, Australia
Mr Nic Marchesi & Mr Jay Almaraz, Orange Sky Laundry, Australia
Unique delivery of service and partnership with SERVSIG through Sergeant in Arms initiative
Morning Tea & Networking
CONCURRENT SESSION 1
Cutting-edge research from the SERVSIG community
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Lunch: ERB Meeting Journal of Service Management (JoSM)
CONCURRENT SESSION 2
Cutting-edge research from the SERVSIG community
Afternoon Tea & Networking
CONCURRENT SESSION 3
Cutting-edge research from the SERVSIG community
PANEL SESSION
THE MORAL LIMITS OF SERVICE MARKETS: JUST BECAUSE WE CAN, SHOULD WE?
Session Facilitator: Professor Maria Raciti, University of the Sunshine Coast, Australia
Dr Abi Foluké Badejo, Griffith University, Australia
Associate Professor Sarah Kelly, University of Queensland, Australia
Professor Michael Schuetz, Jamieson Trauma Institute, Australia
A NIGHT AT THE MUSEUM: CASUAL CONFERENCE DINNER
Queensland Museum, South Brisbane

Saturday, 11 July
Registration opens
Breakfast: ERB Meeting Journal of Service Theory and Practice (JSTP)
KEYNOTE PRESENTATIONS
THE FUTURE OF SERVICES: A HUMAN PERSPECTIVE
Session Facilitator: Professor Janet R. McColl-Kennedy
The University of Queensland, Australia
Professor Mike Brady, The Florida State University, United States
Mr Marty Janssen, NSW Health, Australia
Ms Alison Oborn, Adelaide’s Haunted Horizons, Australia
Morning Tea & Networking
CONCURRENT SESSION 4
Cutting-edge research from the SERVSIG community
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Lunch: ERB Meeting Journal of Services Marketing (JSM)
MEET THE EDITORS SESSION
Professor Mike Brady
Journal of Service Research
Professor Jay Kandampully
Journal of Service Management
Associate Professor Chatura Ranaweera & Professor Marianna Sigala
Journal of Service Theory and Practice
Professor Rebekah Russell-Bennett & Professor Mark Rosenbaum
Journal of Services Marketing
Special Sessions

Opportunities for
Ethnography in B2B
Service Research
Professor Daniel Prior &
Associate Professor
Joona Keranen

Building a Pattern Library
for Service System
Transformation
Ms Kaisa Koskela-Huotari,
Associate Professor
Josina Vink, Professor Bo
Edvardsson & Professor
Per Kristensson

Creating Large Scale
Transformative Service
Research Projects
Professor Ray Fisk

Sharing Smart Cities 2020
Dr Tom Chen, Professor
Dr Dominik Georgi,
Professor Byron Keating &
Professor Rebekah
Russell-Bennett

2019 SERVSIG Best Dissertation Award Presentations
Delphine Caruelle, Jonas Heller, Andreas Lechner & Josina Vink
Afternoon Tea & Networking

PANEL SESSION
HOW CAN WE INNOVATE BY KEEPING HUMANITY AT THE CENTRE OF SERVICE?
Session Facilitator: Ms Cara Walsh
Transformer of consumer insights into profitable products and experiences
Professor Ray Fisk, Founder of SERVSIG and SERVCollab, Texas State University, USA
Professor Jonathan Roberts, Australian Centre for Robotic Vision, QUT, Australia
Ms Julie Salsbury, Department of Main Roads and Transport, Australia
Conference Closing Ceremony
GALA DINNER
Howard Smith Wharves, Brisbane City

Sunday, 12 July
Optional Post-conference Cultural Tours
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KEYNOTE SPEAKERS
DAY 1 KEYNOTE SPEAKERS
Distinguished Professor Dietmar W Hutmacher | Queensland University of Technology
Over the last two decades, Dietmar has gained worldwide recognition in the field of
biomedical engineering, biomaterials, tissue engineering & regenerative medicine.
As a reflection of his pioneering ethos, Dietmar’s research efforts have resulted in
traditional scientific/academic outputs as well as pivotal commercialization outcomes.
This success has been achieved through a concerted and integrated leadership effort
including contributions from colleagues in engineering (tissue engineering,
biomaterials science, computational modelling, chemistry, nanotechnology), the life
science disciplines (molecular cell and developmental biology, medicine, stem cell
research, genomics, proteomics, bioinformatics), and applied clinical research
(orthopaedics, plastic surgery, dentistry, radiology).
In Dietmar’s role as a Research Capacity Building Professor, Director of the Centre in Regenerative Medicine at the
Queensland University of Technology (QUT) and Director of the ARC Industrial Transformation Training Centre for
Additive Biomanufacturing, he mentors junior (Assistant Professor) and mid-career (Associate Professor) faculty
members. The quality of Dietmar’s team members is reflected in their level of support: 35% of his Postdoctoral Fellows
and PhD students have been awarded prestigious fellowships (ARC, Marie Curie, DFG, Endeavour Awards, Whittaker
Fellowship etc.) or scholarships (ARC, NHMRC, DAAD etc). Prior to his academic career, Dietmar had more than 10
years of experience in the medical device and biotechnology industry. He has served as a Scientific Advisor for several
SME companies as well as global corporations and have undertaken numerous research projects with funding from
industry. Currently Dietmar is the chair of a number of scientific advisory boards for both large academic research
consortia and centres as well as for biotech and medical device companies. His outstanding research career, former
industry experience and MBA has equipped Dietmar with the scientific expertise, leadership profile and management
experience to undertake cutting edge basic and translational research which has lead to significant progress in
fundamental understandings, yet very importantly from a far more wide reaching perspective to innovations that has
improved the quality of life for many patients.

Ms Monica Bradley | Purposeful Capital
Monica has exceptional strategy, technology and innovation investment experience.
She helps organisations identify future revenue streams by assessing the
vulnerabilities of current revenues, capabilities, assets and customer markets and
recommending business models adjustments, investment themes and internal
innovation practices and engagement with the global innovation networks to find
opportunities.
Monica returned to Australia in 2012 after impressive careers in USA and Middle East
and has a genuine ambition to help grow globally significant ventures from
Australia.
She has developed an impressive portfolio of non-executive
directorships, advisory roles, venture capital investment and executive strategy
advice.
Monica leads strategic discussions that help boards and executives better understand the risks and opportunities of
the changing economy and exercise informed judgement in their strategy design, talent engagement and investments.
Monica helps decision makers in corporations, government and start-ups, deliver implementable innovation, investment
and technology strategy. Monica has impeccable relationships and draws on her global network to connect the capital,
technology, talent and customers which enable sustainable growth of global ventures.
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Nic Marchesi & Jay Almaraz | Orange Sky Laundry
In October 2014, Nicholas Marchesi co-founded Orange Sky alongside his best mate
Lucas Patchett. Together, they built the first van. Nic led the initial van build and
supported the early service rollouts. Nic continues to have oversight of the Vehicle
Team and the Orange Sky Fleet. He has been integral to the design and construction
of the vehicles and the associated research and development. Nic has ensured the
success of each vehicle model at Orange Sky. Nic is an avid problem solver and
drives continuous improvement across all areas of Orange Sky, adopting the
mentality that everything has the capacity to be improved. Nic pioneered the
integration of technology into Orange Sky’s operations and helped lead the
development of the Orange Sky Portal and App – pieces of technology built in-house.
Nic previously worked as a camera operator and editor for the Australian
Broadcasting Corporation and for the Seven Network. In these roles, he developed
a passion for sharing people’s stories as a way of getting people to better relate to
and connect with one another. As a result of Nic’s influence, storytelling is central to
Orange Sky’s culture and is the cornerstone of the organisation’s brand and creative
content.
Coming aboard the Orange Sky team in 2016, Jay sat alongside a small, passionate
team. Together the team continued work on the Orange Sky internal portal, helping
our operations to power through our fourth and fifth year with no sign of slowing. In
Nov 2018 Jay moved out of the engineering space and into the role of Product Lead
on Orange Sky’s newest project, Campfire. Jay is now in charge of guiding our
extraordinary team of developers and designers to produce a product that is
generating waves in the for-purpose sector. Alongside our Customer Success team,
Jay manages partner acquisition by presenting Campfire to other non-for profits and
channelling their requirements into solutions that match their mission. Jay’s goal is
to deliver a platform where amazing people can connect with organisations, join their
mission, and amplify social impact on a global scale.

Professor Dr Gaby Odekerken-Schröder | Maastricht University | Keynote Session Facilitator
Gaby Odekerken’s professional interest and expertise is heavily inspired by the
current service economy. Fascinated by managerial questions of how to create a
unique customer experience, in a complex value network or how to infuse new
technology in retail or healthcare settings or how to move manufacturing firms
towards services, she enjoys developing new courses or embarks on innovative
research projects with PhD candidates, co-authors and industry stakeholders.
Her research has been published in leading international journals such as Journal
of Marketing, Journal of Service Research, Journal of Service Management, Journal
of Services Marketing, Journal of Retailing, Journal of Business Research, MISQ,
European Journal of Marketing, Journal of Relationship Marketing, Journal of
Consumer Marketing etc. Gaby Odekerken is passionate about triple helix
cooperations, involving government, industry and university. Her participation as a
researcher and partner in large EU consortia as well as in regional subsidy initiatives,
enable her to transfer and validate her scientific knowledge.
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DAY 2 KEYNOTE SPEAKERS
Dr Michael Brady | The Florida State University
Michael (“Mike”) Brady is the Bob Sasser Professor and Chair, Department of
Marketing, at Florida State University. He is also an affiliated faculty member or
honorary professor at The University of Maryland, Arizona State University, The
University of Washington, the University of Queensland, Australia, Karlstad
University, Sweden, and UIBE, China. Mike’s primary research interest lies at the
intersection of customers and employees in frontline service transactions. He has
published articles in many top scholarly journals, including Journal of Service
Research, Journal of Marketing, Journal of Consumer Research, Journal of
Retailing, Journal of the Academy of Marketing Science, International Journal of
Research in Marketing, and many other outlets. His research articles have been
cited over 20,000 times to date, his 2000 article in the Journal of Retailing is one of
the most downloaded articles of all time in Science Direct, and his 2001 article in
the Journal of Marketing was ranked the fifth most influential article for future
research in services marketing. Mike’s work has also been covered in the popular
press, such as MSNBC, U.S. News, the Chicago Tribune, and Tampa Bay
Times. He has won numerous awards, including the Christopher Lovelock Career
Contributions to the Service Discipline Award, the SERVSIG best article award, the
M. Wayne Delozier, Robert Johnston, and Steven J. Shaw research awards, the
Academy of Marketing Science and University outstanding teacher awards, the
inaugural College of Business Distinguished Teacher award, outstanding reviewer
awards, the University graduate student mentoring award, and the William R. Jones
award for mentoring minority doctoral students. Mike is a member of the Board of
Directors of the American Marketing Association (AMA), past president of the AMA
Academic Council, and an Associate Editor for the Journal of the Academy of
Marketing Science. He is the current Editor-in-Chief of Journal of Service
Research.

Mr Marty Janssen | NSW Health
The vision of a society free from shame, stigma and embarrassment about sex,
sexuality and sexual health has guided Marty throughout his 20 year career in
public health. Commencing his career as a social worker and counsellor supporting
people with HIV, STIs, issues with sex, sexuality and the intersection with religion,
culture and identity led Marty to develop an acute understanding of the impact of
shame and stigma on individuals, and the need for systemic and cultural change in
relation to how we deal with sex in our societies.
This experience led Marty to diversify his focus into working with affected
communities to enable them to use their strengths to create change. This has
included working with a range of vulnerable yet strong communities including
LGBTIQA+ people, culturally diverse groups, sex workers, Aboriginal communities,
and young people.
Marty has long advocated the need for working with affected communities, taking a strength-based approach, and the
use of effective engagement and communication to deliver population-based change. This journey has resulted in his
current focus on social marketing principles and programs to enhance behaviour change – working to normalise and
de-stigmatise STI prevention behaviours, and increase access to STI services, with a particular focus on young people
in NSW. His role as Social Marketing and Health Promotion Program Manager at the NSW STI Programs Unit in NSW
Health includes managing the award-winning Down To Test social marketing and Play Safe digital communication
programs.
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Ms Alison Oborn | Adelaide’s Haunted Horizons
“The spookiest, the scariest and the most ‘real’experience you’re likely to have in
South Australia!”
This is the proud claim that Alison Oborn, South Australian author, radio
personality, paranormal researcher and tour operator makes about her dream and
her passion, Adelaide’s Haunted Horizons multi-award winning ghost & dark history
tours, a tour business that takes you to some of the most unique heritage locations
in S.A.”
Born into a haunted house, her life was full of questions and in 1989 decided to find
answers to those questions by researching the paranormal. Setting up a team,
Paranormal Field Investigators, she became the head researchers at the Adelaide
Gaol which led to writing her book “Ghosts of the Past” showcasing 10 years of
ghostly experiences there.
After years of researching and tour guiding experience, she combined her passion for history/heritage and her
fascination for the paranormal and bravely set up her own business, Haunted Horizons. H.H. quickly became the largest
provider of ghost tours and dark history/crime tours in South Australia, even achieving ‘Hall of Fame’ for winning ‘Best
Tour & Transport Operator’ 3 years in a row in the State Tourism Awards. We also became Finalists in the Telstra
Business Awards 2016 & 2017.
Since opening in 2010 her passion for our history, heritage and the paranormal is still the driving force behind H.H. The
‘ghosts’ and dark history are a great way to bring history/heritage to a younger generation in a more unique way.
It is also a great way to raise money for causes close to her heart and H.H. now support Beyondblue.

Professor Janet R. McColl-Kennedy | The University of Queensland | Keynote Session
Facilitator
Janet McColl-Kennedy is Professor of Marketing and Director of Research in the
UQ Business School, The University of Queensland, Brisbane, Australia.
She is a Visiting Professor and Fellow, Cambridge Service Alliance, Institute for
Manufacturing, in the Department of Engineering, the University of Cambridge, UK.
Professor Janet McColl-Kennedy has made a significant research contribution to
the discipline of Marketing, specifically in her research area of “Services”. With over
174 publications (74 being refereed international journal articles,19 book
chapters/books, 67 refereed international conference proceedings).
Professor McColl-Kennedy is not only a leading senior marketing academic in Australia, she is internationally
recognised as a leading researcher in Service Science. Her research interests focus on customer experience
management and include service recovery, customer complaining behaviour, customer rage and customer value cocreation. She has particular expertise in health care and the professions.
Janet leads several international research teams, obtaining over $3 million in competitive research grants including
eight prestigious Australian Research Council (ARC) grants. She has a H index of 46 (Google scholar).
Professor McColl-Kennedy’s work consistently appears in prestigious journals in her field such as the Journal of
Retailing, Journal of the Academy of Marketing Science, Leadership Quarterly, Journal of Service Research, California
Management Review, Journal of Service Management, Journal of Business Research, Psychology and Marketing,
Journal of Marketing Management and Industrial Marketing Management.
She is Co-Lead of the Service Innovation Alliance at the Business School, the University of Queensland – a
multidisciplinary research group.
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CONFERENCE PANELLISTS
Day 1 Panel: The moral limits of service markets: just because we
can, should we?
Dr Abi Foluké Badejo | Griffith University
Dr Abi Foluké Badejo is a behaviour change researcher, innovation designer and
social entrepreneur driven by Social Justice and love of complex problem solving
for transformative social impact. Dr Badejo’s emancipatory interests are evident in
her systems-based approaches to understanding complex behavioural and social
problems. Her work focuses on generating and translating multi-stream, formative
research insights into sustainable social innovations that serve to empower
vulnerable people and communities across Australia and the Global South.
Dr Badejo has led and/or contributed to a number of social behaviour change
research projects for national and international organisations including North
Queensland Primary Health Network, Queensland Health, Diabetes Queensland
and UNICEF Malawi.
Her current program of research is focused on building the evidence base to break the global human trafficking supply
chain and designing services for victims of human trafficking. Dr Badejo’s research also aims to decolonise oppressive
dominant discourses and re-represent subaltern voices through her work on African feminism, gender inequality and
diversity & inclusion. Her award-wining work has been presented at national and international conferences and
published in peer-reviewed scholarly journals.
Dr Badejo was also the recipient of the 2018 Healthy Active research grant from Northern Queensland Primary Health
Network (NQPHN) on behalf of Life Education Queensland, Australia’s largest health promotion charity for children. As
the lead investigator, Dr Badejo led the research, design & development of Healthy Eats! A community-based
sustainable social marketing program aimed at improving health outcomes for disadvantaged children from Indigenous
and migrant communities across North Queensland.

Associate Professor Sarah Kelly | University of Queensland
Associate Professor Sarah Kelly is an Associate Professor in Law and Marketing
and the Marketing Discipline Leader in the UQ Business School. She has
interdisciplinary expertise in marketing, psychology and law and is globally known
for her research and consulting in the sports field, and is also co-leading an
interdisciplinary research team at UQ in Trust, Ethics and Governance. Recent
projects include the impacts of scandal in sport, governance of esports, megaevent legacy and risk issues in women’s sports. Sarah is also leading a global
sports innovation accelerator at UQ and advises start-up businesses in sports
technology. She teaches Sports Law and Marketing and has won awards for her
teaching.
Sarah holds several non-executive directorships, including as Deputy Chair of the Brisbane Lions AFL Football Club,
Tourism and Events Qld, Events Management Qld, The Gregory Terrace Foundation and the Wandering Warriors. She
is also a member of the Australian Institute of Company Directors National Education Advisory Board, the State
Minister’s Sport Advisory Council.
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Professor Michael Schuetz | Jamieson Trauma Institute
Professor Michael Schuetz is a practicing orthopaedic surgeon and research leader
in the field of trauma care and orthopaedic trauma research. In August 2018
commenced as the Director of Jamieson Trauma Institute based at the Royal
Brisbane and Women’s Hospital campus in Brisbane. The Jamieson Trauma
Institute strives to advance the optimal trauma patient’s outcome by focusing on
the patient’s journey to include the prehospital, acute care, rehabilitation and longterm outcomes for people who suffer a traumatic injury. Improvements can range
from models of care, to specific interventions and developing new devices.
Professor Schuetz is actively involved in clinical knowledge translation and
commercialisation of novel orthopaedic surgery technologies. He oversaw a recent
phase two randomised clinical trial of minocycline therapy in spinal cord injury at
the Princess Alexandra Hospital and has contributed to five clinical cohort studies
in fracture management.

Professor Maria Raciti | University of the Sunshine Coast | Panel Facilitator
Professor Maria Raciti uses marketing tools and techniques for the greater good—
being the active pursuit of equity, social justice and betterment. Maria’s main
research areas are services marketing and social marketing. Maria is currently an
Adjunct Fellow with the National Centre for Student Equity in Higher Education
(NCSEHE) and was part of a 2019 Department Taskforce with the Australian
Government Department of Education developing a national strategy to address
regional and rural disadvantage. Dr Raciti is a Principal Fellow of the Higher
Education Academy (UK), was the NCSEHE 2018 Research Fellow and is coleader of two, multidisciplinary research groups that focus on research for, with and
by Indigenous Australians, migrant, refugee and culturally diverse communities,
seeking to improve wellbeing and quality-of-life.

Day 2 Panel: Inspiring innovative services that are centred on
humanity
Professor Ray Fisk | Texas State University
Raymond P. Fisk (B.S., M.B.A., and Ph.D. from Arizona State University) is
Professor of Marketing at Texas State University. He has published in the Journal
of Marketing, Journal of Retailing, Journal of the Academy of Marketing Science,
Journal of Service Research, European Journal of Marketing, Journal of Service
Management, Journal of Services Marketing, Service Industries Journal, Journal of
Health Care Marketing, Journal of Marketing Education, Marketing Education
Review, and others. He has published six books: Serving Customers: Global
Services Marketing Perspectives; Services Marketing: An Interactive Approach, 4th
Ed.; Services Marketing Self-Portraits: Introspections, Reflections and Glimpses
from the Experts; Marketing Theory: Distinguished Contributions; AIRWAYS: A
Marketing Simulation; and Services Marketing: An Annotated Bibliography. He is
Past President of the American Marketing Association’s Academic Council. He
founded the AMA Services Marketing Special Interest Group (SERVSIG) in 1993
and has served SERVSIG in many other leadership roles. The American Marketing
Association made him the Inaugural Recipient of the SIG Leadership Award in
2016. He received the Career Contributions to the Services Discipline Award from
SERVSIG in 2005. In 2012, he received the Grönroos Service Research Award
from the CERS Centre for Relationship Marketing and Service Management at the
Department of Marketing, Hanken School of Economics, Finland. Recently, he
founded ServCollab. ServCollab is a service research collaborative for diagnosing
and treating humanity’s service system problems.
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Professor Jonathan Roberts | Queensland University of Technology
Jonathan is Professor in Robotics at Queensland University of Technology (QUT).
His main research interests are in the areas of Field Robotics, Design Robotics and
Medical Robotics. Jonathan was a co-inventor of the UAV Challenge, an
international flying robot competition. Before joining QUT, Jonathan was the
Research Director of CSIRO’s Autonomous Systems Laboratory where he
developed projects in the area of museum robotics and telepresence. Jonathan is
a Past President of the Australian Robotics & Automation Association. He currently
serves as a Senior Editor of the IEEE Journal of Robotics and Automation Letters,
and an Associate Editor of the Journal of Field Robotics.

Ms Julie Salsbury | Department of Transport and Main Roads
In her current role as General Manager Customer Experience, Julie is the
accountable executive for embedding the customer at the heart of departmental
policy-making and strategy deployment.
Julie and her team work collaboratively with functions and delivery arms across the
department to ensure customer perspectives, motivations and expectations are
considered upfront and used to guide the development of product and service
delivery.
National acknowledgement and recognition of the team’s commitment and efforts
include two Australian Business Awards (2018 and 2019) and achieving finalist
status in the Australian Service Excellence Awards four years in a row and winning
the 2019 Australian Service Champion Award last month for the Customer
Experience Transformation Program.

Ms Cara Walsh | Transformer: Consumer insights into profitable products and experiences
Panel Facilitator
Cara Cipollone Walsh has over 20 years of experience working in advertising and
marketing technology. Cara has held senior roles focused on operations, product
development and product marketing, predominantly within a digital and ad
tech. She was Director of Digital Ad Products at AT&T, a Fortune 5 company in
the US, where she built the company’s first programmatic ad buying platform – the
fifth largest in the US. She was the first Manager of Digital Brisbane, where she
developed the city’s first digital strategy and launched key programs including
Coder DoJo, Visiting Entrepreneur program and Power Up Business digital
education program. She has worked as a publisher and marketer on both the brand
and agency side. She loves building out new products and services from the ground
up and running design sprints with the customer. She is currently the Chair of QUT
Business School’s Advertising, Marketing and PR school, is an adjunct lecturer,
mentor for Women in Technology, and a mentor for River City Labs current
accelerator program.
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WORKSHOP FACILITATORS
Dr Stephen Dann | Australian National University
Pre-conference workshop
Serious Play
Dr Stephen Dann is a Senior Lecturer in the Research School of Management,
College of Business and Economics at the Australian National University. He is a
Senior Fellow of the Higher Education Academy (UK), and recipient of the
Australian and New Zealand Marketing Academy Conference Emerging
Educator award, the College of Business and Economics Education Innovation
award and the Australian National University Vice Chancellor’s Citation for
Outstanding Contribution to Student Learning.
Driven by a singular goal of “What brings my career trajectory back to Legoland?”,
Dr Stephen Dann is a Senior Lecturer in marketing, Lego Serious Play practitioner,
and multi-award winning educator. He ventured to Legoland Windsor in the UK,
to study the ways of Lego Serious Play at the Temple of Bricks. He now brings this
modern artform of meaning making, story-telling and creative thinking to academic,
corporate and student clients across Australia, Canada and New Zealand. His
Lego Serious Play workshops bring audiences on a journey of discovery, learning,
and quickly assembled models of Lego that come to life with stories, embedded
meanings, and decidedly fabulous color schemes.
He has written several globally renowned textbooks in marketing, ecommerce and e-marketing, and is relentlessly
proud of sneaking a wonderful pun on “Seizing the memes of production” into a very serious academic paper classifying
different genres of #Selfies.

Professor Marek Kowalkiewicz | Professor and Chair in Digital Economy
Pre-conference workshop
Thriving in The Digital Age: Enabling Opportunities Through Proactive Service Delivery
Professor Marek Kowalkiewicz is an academic and industry leader with extensive
experience in conducting academically sound research, co-innovating with industry
and university partners, and delivering innovative products to the market. Currently,
as Professor and Chair in Digital Economy, as well as Leader of the Embracing
Digital Age research theme, he leads Queensland University of Technology’s
research agenda to inform and influence a robust digital economy in Australia and
the region. He joined QUT from Silicon Valley, where he led innovation teams of
one of the largest enterprise software vendors in the world. Before Silicon Valley,
Marek worked in Singapore, Australia and China. Marek manages a contemporary
research portfolio and converts industry driven opportunities into research
outcomes of global relevance. He is an invited government expert, university
lecturer and project lead, as well as an inventor and author. Marek is recognised
as a top quality manager and excellent public speaker, and has an interest in
working with stakeholders in developing innovative ideas, ground-breaking
business applications and high-impact new technologies.
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Mr Rob Hudson | SpoutLogic
Pre-conference workshop
How to Code Chatbots – A Practical Guide to Designing and Building For Non-Coders
Rob has over 26 years in the advertising and digital industries. He is a former
director of Greenfield and Icon in London and Y&R and Clemenger here in
Australia.
In 2019, Rob Launched SpoutLogic; a consultancy focused on the practical
application of human-centred design and emerging technology for business,
academia and governments, delivering digital innovation and marketing advantage.
Rob sits on the boards of Mindshift, Artisan, Interactive Minds and the Brisbane
Portrait Prize. He is a consulting lecturer to QUT on marketing technology, brand
strategy and behaviour change. He is also a Multicultural Ambassador for Qld Govt,
a Member of CEO institute, an IPA Certified Strategist and author of the Digital
Analytics for Marketing section of the most recent IMC book from McGraw-Hill
Education.

Professor Dr Gaby Odekerken-Schröder | Maastricht University &
Dr Martina Čaić | Karlstad University
Pre-conference workshop
Service Design
Gaby Odekerken’s professional interest and expertise is heavily inspired by the
current service economy. Fascinated by managerial questions of how to create a
unique customer experience, in a complex value network or how to infuse new
technology in retail or healthcare settings or how to move manufacturing firms
towards services, she enjoys developing new courses or embarks on innovative
research projects with PhD candidates, co-authors and industry stakeholders.
Her research has been published in leading international journals such as Journal
of Marketing, Journal of Service Research, Journal of Service Management,
Journal of Services Marketing, Journal of Retailing, Journal of Business Research,
MISQ, European Journal of Marketing, Journal of Relationship Marketing, Journal
of Consumer Marketing etc. Gaby Odekerken is passionate about triple helix
cooperations, involving government, industry and university. Her participation as a
researcher and partner in large EU consortia as well as in regional subsidy
initiatives, enable her to transfer and validate her scientific knowledge.
Martina Čaić is a Post-Doctoral researcher at CTF (Jan 2020) – Service Research
Center at Karlstad University in Sweden. She gained her PhD from Maastricht
University in the Netherlands where she was a Marie Curie Fellow funded by the
Service Design for Innovation Network (SDIN). Her research addresses user
experiences in value networks, with a particular focus on robotic and ambient
assisted living technologies. Specifically, she conducts applied research in
healthcare, healthy aging contexts, using service design tools and methods to
better understand users’ perceptions of disruptive technologies.
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Do Personality Traits Drive Tourists' Dishonest Behavior at Tourist
Destinations?
Dr Mohd Adil, Mr Mohd Sadiq1
1

University of Otago, Dunedin, New Zealand, 2NIT Hamirpur, Hamirpur, India

Track: Consumer (mis)behaviour in services
Introduction to the Research Problem and Literature Review
A recent viral video on social media showing an Indian family caught stealing accessories from a
Bali hotel has brought huge embarrassment to millions of Indians living in India and abroad. Such
incidences have always remained a major problem for service sector especially tourism and
hospitality industry. It is equally true in the context of services provided at the tourist destination.
As tourist destinations are important part of a society’s daily life, a two-way relationship existed
between tourist destination and society. Ironically, despite providing good service by staff at the
destination, hotels continue to face heavy financial, social, and emotional loss from theft or tourist
dishonest behavior.
Generally, tourist misbehavior is defined as “unacceptable tourist behavior in a given setting at a
tourist destination” (Tsaur, Cheng, & Hong, 2019). Personality traits are believed to be an
influencer of tourist behavior along with other antecedents. Researchers like Kvasova (2015),
Karim, Zamzuri, and Nor (2009) highlighted that those individuals high on extraversion,
agreeableness, openness to experience, and conscientiousness are less likely to engage in
unethical behavior. However, individuals high on neuroticism are believed to be aggressive,
impulsive, and easy subject for psychological stress, that lead us to hypothesized positive relation
between neuroticism and dishonest behavior. Extant literature indicates that there is a dearth of
studies integrating unethical tourist behavior and tourism marketing, especially in an emerging
economy like India. Therefore, to fill this void, the present study is a first attempt which aims at
investigating the relationships between tourists’ big five personality traits and their dishonest
behavior. Besides, this study also attempts to identify as to which particular trait is the most
potential driver towards displaying dishonest behavior by tourists in Indian context.
Methods/Approach
The study measures the impact of big five personality traits on proactive, passively, deceptive
practices, and no perception of harm dimensions of unethical behavior. The proactive unethical
behavior explains proactively taking advantage at the cost of sellers, where passive unethical
behavior explains passively taking advantage at the cost of sellers. The third deceptive practices
explain the unethical intentional actions perform to deceive and take advantage at the cost of
sellers. The last one, no perception of harm explains that consumers think that their action will
not harm anyone directly.
In the backdrop of the importance of personality traits in the tourism and hospitality industry, we
propose and validate our conceptual model using the tourist data of 1,218 respondents generated
from five different tourist hotspot in India—Goa, Agra, Varanasi, Delhi, and Mumbai. The
proposed research model was analyzed using Partial Least Square (PLS) in ADANCO 2.1.1
software.
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Results/Findings
Findings reveal that tourists who are high on extroversion, agreeableness, conscientiousness,
and openness to experience do not show any sign of dishonest behavior. However, tourists high
on neuroticism show significant influence on their dishonest behavior.
Discussion and implications
Our findings have key implications in tourism and hospitality industry. Extant literature on
dishonest behavior suggests that individuals who are high on any of the big five traits except
neuroticism exhibit a positive ethical behavior. Our study also corroborates past findings. It
highlights that neuroticism is the only influential trait in tourists to drive their dishonest behavior.
The reason for such findings could be attributed to the characteristics of each trait. For instance,
Extraverts have social oriented characteristics, individuals high on agreeableness tend to behave
like a good citizen, individuals high on conscientiousness follow rules and regulations, individuals
high on openness to experience have intellectual curiosity. Such characteristics drive tourists to
not to engage themselves in dishonest behavior.
To reduce tourist dishonest behavior, hotel managers may design customized promotional
messages, religious quotes, proverbs in both English and regional languages encouraging
tourists to exhibit ethical behavior. Also, 24x7 monitoring through CCTV or body and baggage
scanner particularly at exit points may further deter tourists from involving in any misbehavior and
reducing their neurotic traits. This gives a direction to future research— which values drive tourists
high on neuroticism to not to adopt dishonest behavior? Besides this, future researchers can
replicate the same model in the first world countries.
References
Karim, N. S. A., Zamzuri, N. H. A., & Nor, Y. M. (2009). Exploring the relationship between Internet
ethics in university students and the big five model of personality. Computers &
Education, 53(1), 86-93.
Kvasova, O. (2015). The Big Five personality traits as antecedents of eco-friendly tourist
behavior. Personality and Individual Differences, 83, 111-116.
Tsaur, S. H., Cheng, T. M., & Hong, C. Y. (2019). Exploring tour member misbehavior in group
package tours. Tourism Management, 71, 34-43.
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Return on Time and the Perceived Time Value of Services
Professor Tor W. Andreassen1
1

NHH Norwegian School of Economics, Bergen, Norway

Track: Service innovation and design
My favorite things in life don't cost any money. It's really clear that the most precious resource
we all have is time.
—Steve Jobs

Lost time is never found again.
—Benjamin Franklin

At Amazon Go, customers use their smartphones to “check in” at the stores, and their selected
goods are automatically charged to their credit cards when they exit. In retailing, self-checkout is
a well-established practice to avoid lines and save time. The commercial success of service
innovations is critically dependent on consumers’ adoption and use of the new service in their
everyday lives (Christensen et al. 2016). For consumers to adopt an innovation, they need to be
convinced that the customer value-added (Sexton 2009) more than compensates for any costs
or perceived risk of giving up the existing service (Kahneman, Knetsch, and Thaler 1991). For
innovators, finding what consumers value is crucial for adoption, diffusion, and commercial
success (Gourville 2006). Time is valuable to consumers, whether they save it, buy it, or spend
it.
Recent research has highlighted the positive effect of time buying (e.g., buying household
services) on life satisfaction (Whillans et al. 2017). Our point of departure is that we propose that
consumers’ preferences for time and time management influence how they evaluate different
services and innovations. These preferences are heterogeneous and important in deciding which
service to use that will best enable consumers to save or spend time (Christensen et al. 2016).
How people spend their time is clearly linked to individual well-being (Aaker, Rudd, and Mogilner
2010). Inspired by Whillans et al.’s (2017) research showing that buying time can affect well-being
by promoting happiness, we argue that consumers are careful with how they spend their time and
use time optimization as a criterion for selecting products and services to buy (Lloyd et al. 2014).
Providing time utility has become a central element of service innovation (Berry 2016). Thus,
offering a better understanding of the link between consumers’ time preferences (CTPs) and the
perceived time value of services (TVS) may provide important insights into the antecedents of
service innovation success. We conceptualize CTPs as consumers’ general subjective
preferences for saving, buying, and spending time. Thus, CTPs are a general inclination of
individual consumers to focus on and value time, and they are not tied to a specific service or
activity. CTPs introduce three dimensions of consumers’ individual time preferences—namely,
saving time by, for example, rearranging priorities (e.g., going to the gym only twice a week),
buying time by investing in goods (e.g., robotic lawn mower) and services (e.g., house cleaning),
and spending time on various preferred activities (e.g., family, job). People both save and buy
time to be able to spend time on activities they value most. Fundamental to this thinking is that
consumers differ in their configuration of time preferences. One consumer might have a strong
preference for saving both time and money and thus score high on time saving but low on time
buying. Consequently, he or she would be more inclined to adopt time-efficient services, such as
mobile banking, but less inclined to adopt services such as household services to buy time.
Another consumer might have a strong preference for buying time through household services,
to spend more time on preferred activities. Consequently, different services may carry different
TVS for consumers. For example, two consumers might differ in their perception of time value of
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an online-banking or a car-sharing service. By the same token, different services cater to different
time preferences. A restaurant visit may cater to consumers’ preference for spending time,
whereas hiring a gardener may accommodate a preference for buying time.
By conceptualizing and operationalizing consumers’ preferences for time saving, time buying, and
time spending as antecedents of perceived TVS, this study advances previous research in two
ways. First, by conceiving CTPs as three interconnected dimensions, our research provides a
more nuanced explanation of a complex phenomenon such as time preferences and explicates
how such preferences determine the adoption of services. Given the importance of time and time
preferences in service adoption (Collier and Kimes 2013), we argue that perceived TVS is a key
property of services that explains the variances of adoption intentions. In Christensen et al.’s
(2016) terminology, consumers hire services for different jobs to save time, buy time, or spend
time. While previous research has focused on service attributes as drivers of value creation
(Kumar and Krishnamurthy 2008; Voorhees et al. 2009), research on time allocation has identified
efficiency as the main decision driver (Berry, Seiders, and Grewal 2002; Feldman and Hornik
1981). However, extant research has not examined the effects of individual preferences for time
management on the value provided by different services. For example, a relevant research
question is whether consumers with a preference for buying time gain more value from using a
particular service than time-saving consumers.
Second, while marketing research has examined consumers’ perceptions and management of
time (e.g., Festjens and Janiszewski 2015), research on the effects of time on adoption intentions
is scant. Understanding how CTPs influence consumers’ perceptions and adoption intentions of
services is important to determine consumers’ motivations for adopting and integrating services
into their lives.
Through a novel study of 901 consumers across four service categories, we test our conceptual
model and find support for the relationship between consumers’ time preferences (CTPs), the
perceived TVS, and services adoption. This study shows that customers’ preferences for time is
critical when evaluating a new service—a notion that managers need to factor into the
development of new services. Time is an important element when consumers decide to integrate
a new service into their lives.
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Introduction to the research problem
Complaint handling and service recovery research have occupied service researchers for more
than 40 years (Van Vaerenbergh and Orsingher, 2016). For a considerable time, a firm-centric
orientation, in which the firm is responsible for solving the problem situation, was prevalent. This
was followed by a dyadic orientation in which customers were regarded as co-creators of their
recovery experiences (e.g., Dong et al. 2008). However, a recent overview paper calls for a
broader scope by suggesting it is important to include multiple actors who collaborate in the
recovery process and outcome (Arsenovic et al., 2019). Grounded in the aforementioned
research, this study aims to examine the impact of actors beyond the customer-firm dyad on the
customer's service recovery experience.
Proposed Theoretical Framework/Concepts
This study builds on the multi-actor orientation suggested in the S-D logic literature (Vargo and
Lusch, 2016) in which a multitude of actors collaborate and integrate different resources to cocreate the customer’s service recovery experience. In this theorizing, the customer experience
three distinct phase’s, (pre-recovery, recovery and post-recovery) of a service recovery encounter
resulting in the customers’ service recovery experience (Van Vaerenbergh et al. 2019). This
experiential view is rooted in the notion that social context influences social actors as people are
hardwired and influenced by other people (Söderlund, 2016). In response to the recent call by
Arsenovic et al., (2019), which highlights the need to go beyond the customer-firm dyad in service
recovery processes and outcomes, the present research empirically examines the impact of other
actors in a customer's social community on the customer's service recovery experience. In
particular, this study analyzes the role of collaborative judgment (i.e., the jointly agreed-upon rules
for the social behavior manifested through social norms and influences) in three separate but
interlinked phases (pre-recovery, co-recovery, and post-recovery evaluation), which all shape the
customer's service recovery experience. Using justice theory as our theoretical point of departure,
we first set out to examine the role of collaborative judgment in the pre-recovery phase. In
particular, we investigate the impact of the collaborative judgment on a customer's voicing
behaviors (e.g., actions a customer takes after a company fails to resolve the failure). As a second
step, we zoom in on customers who voiced their complaints and study the role of collaborative
judgment in the co-recovery phase. More specifically, the study is zooming in on analyzing the
role friends, family, and acquaintances play in shaping the customer's service recovery
experience. In particular, we examine the impact of the collaborative judgment on the customer's
evaluation of distributive justice, procedural justice and interactional justice, resulting from the
joint efforts expressed by the customer and the service provider in the recovery encounter, which
subsequently have a downstream influence on various different key-marketing metrics such as
satisfaction and loyalty.
Method/Approach
In collaboration with a global retailer, through convenience sampling, data were collected from
eight different countries across the world including three in Asia (China, Japan, and South Korea)
and five in Europe (Belgium, Croatia, Germany, Italy, and the United Kingdom). A retrospective
approach commonly used in service research (e.g., Grégoire and Fisher, 2006) was adopted, and
all customers were given an option to respond to a web-based questionnaire based on their most
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recent unfavorable experience. The countries form a strategic sample, representing a diverse set
of customers' grounded in cultural differences, buying behaviors, and the possibility of data
access to reach a generalized sample. In total N=7000 respondents expressed their unfavorable
experience and approximately 20% of these chose to voice their dissatisfaction and complained.
This sample is used for the empirical investigation of our conceptual theoretical framework.
Preliminary Findings and Contributions
In this study, two essential contributions are reported. First, we respond to the recent call by
Arsenovic et al., (2019), and examine how judgments by actors beyond the customer-firm dyad
are linked to customer recovery evaluation. Drawing on social psychology literature, and in
particular social comparison theory, we show that customers are sensitive to people they trust
and we explain how it links to customers' service recovery evaluation in terms of satisfaction and
loyalty towards the service firm. The findings show that collaborative judgement has a substantial
influence on customer voicing behavior. In particular, our findings reveal that what friends, family,
and social community perceive to be important, impacts how the customer evaluates the
magnitude of the service failure. Second, our findings further report that collaborative judgment
has a positive moderating effect on customers' perceived justice and post-recovery loyalty
intentions (e.g., word-of-mouth and repurchase intentions). In conclusion, this study contributes
to the emerging literature on multi-actors in services. In particular, we empirically extend the
dyadic-orientation to account for the crucial role of collaborative judgment in influencing customer
behaviors and evaluations of service recovery encounters. On a managerial level, this study
expands our understanding of service recovery experience and help to guide service providers to
deal with service failures more accurately and effectively.
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Introduction to the research problem
In today’s markets, the rise of social media channels has led to a dramatic influencing role for
customers. Not satisfied with the passive role of being a receiver of firms’ offerings; customers
proactively engage in engagement behaviors that influence other social actors embedded within
networks. Recently, the digital world has been witnessing consistent technological
advancements; hence the way customers influence others extends beyond written statements, to
include visual content. Despite the acknowledged influence of visual compared to textual
customer engagement behaviors (CEBs) in online contexts, a typology of forms of visual influence
is yet unknown.
Literature review
The explosive growth of the internet, has led to the dramatic rise in the influence of customers
and a shift in the locus of control from firms to customers (Blasco-Arcas et al., 2016; Wu et al.,
2016). Accordingly, customers’ online customer engagement behaviors (CEB) are becoming
increasingly influential in the service industry (Lemon & Verhoef, 2016; Mathwick & Mosteller,
2017). Importantly, customers’ interactive role extends beyond providing information and
incorporate influencing opinions and choices of other customers about products and services
(Azer & Alexander, 2018; Zhang et al., 2017).
The rise of a plethora of social media platforms have provided consumers with extensive options
for interaction and influence. Recently, customers’ online interactions have been increasingly
shifting from text-based to image-based social platforms like Instagram or Facebook involving
image-based content like pictures and video-logging (V-logging) (Dolan et al., 2016; Hollebeek &
Chen, 2014; Souza et al., 2015). This implies that, not only textual but visual forms of CEBs need
to be explored. Despite being an emerging area of study, forms of visual CEB have received very
little attention among researchers (Hennig-Thurau et al., 2010; King et al., 2014) although the
biggest challenge for managers to handle visual CEBs lies in knowing its different forms and
mechanisms of influence (Dolan et al., 2019; Juric et al., 2016; Van Doorn et al., 2010). Therefore,
to address this gap and respond to research calls in this regard, this paper aims to study forms of
visual CEB within online social contexts.
Method/Approach
Netnography is selected as an appropriate method to guide this study, as several studies in the
area of CEB have adopted it to investigate consumers’ specific cognitions, emotions and
behavioural patterns (e.g. Brodie et al., 2013; Hollebeek & Chen, 2014; Smaliukiene et al., 2015;
Verma, 2014). As a marketing research technique, netnography uses publicly available online
information to explore the needs and decision influences of relevant online consumer groups
(Kozinets, 2010).
Results/Findings
By analyzing online information from Instagram and Facebook, this study identifies a typology of
visual CBE that contributes to the extant knowledge offering a better understanding on how visual
stimuli and content may exert influence on users’ behavior. Preliminary results are being
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processed, identifying how different visual representations elicit different positive and negative
forms of visual CEBs in users.
Discussion and implications
Practically, the findings provide managers with a clearer view of visual CEBs which has received
little attention to this end and offer data driven recommendations on how to respond to each form
when occurs. As more content creation in online media becomes visual, it is important for
managers to get an understanding on how visual representations may influence differently on
users’ behaviors and may also foster different forms of CEBs and other consumer responses.
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Introduction to the research problem
In the hospitality industry, we are witnessing a proliferation of platforms – such as Agoda.com and
Hotels.com – which mediate interactions between hotels and customers (Constantinides et al.,
2018; Jacobides et al., 2018) during the customer journey (Lemon & Verhoef, 2016). In response,
hotels are increasingly working with platforms, making platforms an important touchpoint to
engage with customers. Key is therefore the hotel’s ability to successfully work with platforms.
Platform integration is the ability of hotels to develop a set of activities to effectively work with
platforms during the customer journey, with the goal of offering a seamless service experience.
Although, in recent years, there has been an increasing interest amongst researchers on service
experience and customer journey (Homburg et al., 2017; Kuehnl et al., 2019; McColl-Kennedy et
al., 2019; Tax et al., 2013), our understanding on the capabilities that hotels require for platform
integration during the customer journey is still limited. Against this backdrop, the purpose of this
study is:
To explore the capabilities that hotels apply for platform integration during different stages of the
customer journey.
Literature review
Platforms and platform integration
Platforms facilitate interactions between two distinct network of users or sides, which may not
have been possible otherwise, resulting in the emergence of two-sided markets (Mcintyre &
Srinivasan, 2017; Rolland et al., 2018). The two distinct sides include: a business side (B2B), in
this case hotels, who offer service, and pay commissions to participate on the platform, and a
customer side (B2C), who requires the service to satisfy their need c. The role of platforms is to
get “both sides on board” (Rochet & Tirole, 2003). and facilitate direct interactions between them
(Watson et al., 2015). Platform integration focuses on the B2B side of two-sided markets.
Whereby, hotels and platforms who are separate, distinct, and specialized - work together in an
effective and efficient manner. This requires hotels to develop capabilities to effectively integrate
their resources with platforms and necessitates a tightly routinized set of activities.
Platform integration during the customer journey
Due to the proliferation of platforms, and the hotel’s minimal control over platform resources,
crafting a seamless service experience during the customer journey can become challenging.
Platform integration addresses this challenge by delineating on a series of routinized activities to
effectively work with platforms at different stages of the customer journey.
The customer journey perspective focuses on interactions with customers over a period of time,
comprising of three stages: pre-purchase, purchase and post-purchase (Howard & Sheth, 1969;
Neslin et al., 2006; Verhoef et al., 2009). Pre-purchase stage emphasizes on all interactions with
customers before purchase. Practically, this stage includes engaging with customers when they
are searching and evaluating hotels on platforms. Subsequently, purchase stage focuses on
interacting with customers once they have made a hotel choice. It includes activities in regard to
hotel reservation and payment. Next, the post-purchase stage encompasses all customer
interactions succeeding the purchase stage. Practically, this may include engaging with
PAGE 38

39

customers via platforms for amending reservation details and replying to queries. It may also
continue during and after customer’s stay at the hotel. Thus, as hotels interact with customers via
platforms, hotels need to complement and match their resources with the resources of platforms
(Das & Teng, 2000; Huang & Li, 2018). Such alignment of resources expands the dyadic hotelto-customer and platform-to-customer perspective (McColl-Kennedy et al., 2015; Tax et al.,
2013), to a broader view that includes the interplay of hotels and platforms during customer
interactions. As such, platform integration accounts for inter-firm (hotel-platform) capabilities to
support service experience during the entire customer journey.
Method/Approach
As platform integration is a complex process developed by managers, we wanted to uncover deep
insights on this process from the experiences of managers working at hotels. As such, we adhered
to the principles of grounded theory to guide our inquiry (Strauss, 1987). In particular, as our study
emphasized on capabilities i.e. routinized activities (Barney, 1991), we followed the grounded
theory method suggested by Strauss, (1987) and Strauss & Corbin, (1997, 1998). We used
theoretical sampling approach and employed interview methods to gather our primary data. We
supplemented the interview data with relevant documents that were both private and public. 16
hotels participated in our research. To guide our data analysis, we applied the scheme suggested
by Strauss & Corbin, (1997, 1998) involving open, axial and selective coding.
Results/Findings
Our findings yielded two distinct types of platform integration capability portfolios: coordinating
and learning. Coordinating capabilities relate to orchestrating the hotel activities in an effective
yet efficient manner to foster resource alignment with platforms. Learning capabilities relate to the
use of customer intelligence to develop new knowledge base and reconfigure the influence of
coordinating capabilities for resource alignment. We arrange the identified capabilities into a
conceptual framework against the stage of the customer journey they are applied.
Discussion and implications
The proliferation of platforms has given rise to more complex customer journeys (Herhausen et
al., 2019). To facilitate a seamless service experience during the customer journey (Lemon &
Verhoef, 2016; Voorhees et al., 2017), capabilities for platform integration is required. By
addressing the call for more research on the management of service experience during the
customer journey (McColl-Kennedy et al., 2015; Ostrom et al., 2015), we contribute to the
literature by proposing the capabilities for platform integration at different stages of the customer
journey. Our research is valuable for firms and platform owners on the B2B side of two-sided
markets (Muzellec et al., 2015), as we delineate how they can craft a seamless service experience
as customers transition through pre-purchase, purchase and post-purchase stages.
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Introduction to the research problem
In the sharing economy, where value is actualised through sharing and gaining access to assets,
how customers develop and experience psychological ownership (PO) needs further
investigation. Understanding the PO that individuals associate with their possessions and how
they develop a strong attachment during resource sharing with other customers is of interest. To
date, the concept of PO in virtual engagement platforms or online-community services has not
been explored, yet it is customers’ perceptions of PO, and the degree to which platform users
contribute their own resources, that provides the point of differentiation with more traditional
businesses. However, understanding a customer’s PO and their investment of resources (e.g.
time, commitment to ratings systems, investment of knowledge and skills), and how this manifests
in the sharing economy is lacking. This paper examines the role of PO, collective PO (cPO), and
customer engagement to develop a typology of customers involved in the sharing economy. This
knowledge will assist in developing strategies for generating relational trust and commitment
(Yang et al., 2017), and goodwill, accountability or loyalty among strangers collaborating on
sharing platforms. This conceptual study draws on the literature of PO, the sharing economy, and
customer engagement.
Literature review
Psychological Ownership (PO) is defined as a state in which individuals feel as though the target
of ownership or a piece of their target is ‘mine’ (Pierce et al., 2003). Etzioni (1991 p. 466) observed
that PO is a ‘dual creation, part attitude, part object, part in the mind, part real’. These feelings of
ownership are influenced by social and cultural factors in which an individual actor is embedded.
Jussila, et al’s (2015, p.125) model of PO states that the three causes of PO are ‘(a) exercised
control over the object, (b) coming to intimately know the object, and/or (c) investment of the self
into the object’. Particularly, customers’ sense of control over products marketed by a firm leads
to feelings of ‘mine’ for the products whether they are legally owned or not. Building on the premise
of individual PO, Pierce and Jussila (2010) also developed the construct of cPO, which is the
collectively held sense (feeling) that this target of ownership (or a piece of that target) is
collectively ‘ours’. This collective cognitive/affective state is an emergent group-level
phenomenon. It is a socially constructed state (Gibson and Earley, 2007) that transcends the
limits of individual cognition/affect through group processes involving the acquisition, storage,
transmission, manipulation, and use of information (Gibson, 2001). This collective state results in
shared (i.e., common) feelings, knowledge, and beliefs about the target of ownership; and their
individual and collective rights (e.g., use, control) and responsibilities (e.g., sense of protection)
in relation to that target.
The Sharing Economy, through technological advances, has moved from simply sharing goods
and services with one’s neighbour into business models where an individual can share another’s
goods and/or services, or vice versa. Furthermore, the sharing economy is not constrained by
personal relationships or location, and thus enables actors to access resources with spare
capacity (Benoit et al., 2017). Resources are ‘anything, tangible or intangible, internal or external,
operand or operant that the actor can draw on for increased viability’ (Lusch & Vargo, 2014,
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p.121). Actors (i.e. customers), through their engagement with the sharing economy, can provide
low or high contributions of resources when interacting within a sharing economy platform.
Customer Engagement can reflect a psychological state with a focal object and ‘occurs within a
specific set of situational conditions generating differing customer engagement levels’ (Brodie et
al., 2011, p.258). Therefore, engagement is dynamic and iterative and typically begins as low but
may develop through time (Brodie et al., 2011). For example, some platform users might access
information only (e.g., by occasionally reading online reviews), and not contribute their own
knowledge and experiences. On the contrary, some platform users might be highly engaged in
the investment of their knowledge and skills in accessing, developing, and contributing information
and other tangible assets. In addition, rating systems are typically used to reflect past engagement
of users within the platform (Zloteanu et al., 2018). However, while some platform users might be
particularly protective and conscious of their digital identity, users can choose to what degree they
engage (or not) with providing scores and feedback about others. In sum, the observable
engagement activities of users can vary greatly in terms of co-producing (e.g. co-promotion),
relational properties (e.g. type of relationship they have with other platform actors), informational
properties (e.g., influence they have) and temporal properties (e.g. the variation of frequency)
(Storbacka et al., 2016).
Proposed theoretical framework/Concepts
Many sharing economy platforms (e.g., TripAdvisor, stackoverflow [programme code share],
timebanks), have different types of users that consume their services. We contend that users can
feel a sense of PO or cPO within these platforms. In addition, customers align their engagement
(behavioural, cognitive and affective), which can result in low or high contributions of resource.
We propose four types of users who contribute to the sharing economy platforms and their sense
of PO within them, i.e. Taker, Giver, Enthusiast, and Admirer (see figure 1 for the Typology of
users’ PO and engagement in the sharing economy). Takers participate in low engagement, have
a sense of ‘mine’ and believe in a sense of self–identify. Givers participate in high engagement,
have a sense of ‘mine’ and believe in a sense of self–identity. Enthusiasts participate in high
engagement, have a sense of ‘ours’ and feel tied to a community. Admirers participate in low
engagement, have a sense of ‘ours’ and feel tied to a community.
Discussion and implications
Firstly, we propose that actors can develop a sense of PO that can vary from an individual to a
collective capacity within the sharing economy. We identify that PO is not over the sharing
economy platform itself but is the PO the individual experiences in using the sharing economy. In
addition, users play a role in contributing to the sharing economy platform, but this can range from
low to high engagement. Secondly, we identify that the sense of PO (PO or cPO) and a customer’s
degree of engagement influences the co-creation on the platform. Finally, we establish a typology
so that platform managers can identify the type of user they want to target for their platform to
successfully function (see figure 1.). For example, some sharing platforms (e.g. Fon) may not
need high engagement from platform users to function but do need customers to have a sense of
‘ours’ (i.e. an Admirer). However, some platforms (e.g. timebanks), need all users to feel a sense
of community and to commit high engagement in order function (i.e. an Enthusiast), whilst some
platforms (e.g., TripAdvisor) can perform with a mix of users involved (e.g., Takers or
Enthusiasts).
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Track: Innovative service methods
Introduction to the research problem
Service encounters are ubiquitous in tourism experiences, representing touch points in the guest
experience created by the enterprise where quality value propositions are presented and
consumed as financial transactions (Clatworthy, 2011; Meyer & Schwager, 2007; Shankar, Urban,
& Sultan, 2002). The service encounter itself represents a socially constructed phenomenon
where within a dyadic social exchange, a myriad of stakeholders (from policymakers to business
owners and consumers) contribute to its simultaneous creation, production and consumption
(Bitner, Booms, & Mohr, 1994; Bitner & Hubbert, 1994; Czepiel, 1990; Solomon, Surprenant,
Czepiel, & Gutman, 1985; Svensson, 2001). In the encounter between the tourist and the frontline
employee in a tourism enterprise, the employee's interpretations of their socio-cultural
experiences can play a role in how they see themselves as the service provider and how they see
the tourist as the service receiver (Golubovskaya, Robinson, & Solnet, 2017; Mak, Wong, &
Chang, 2011; Narayan, Rajendran, Sai, & Gopalan, 2009; Teng & Liu, 2014). Consequently, in
tourism experiences, the frontline employee's acknowledgement of their culturally informed
perspectives could have implications for the design and delivery of quality service experiences
(Golubovskaya et al., 2017; Sharma, Tam, Kim, Zhan, & Su, 2018) that are internationally
competitive. Quality tourism service experiences in multicultural service encounters seen as
service encounters where cultural diversity exists amongst the guests as well as amongst the
employees. Both tourism and services literature are replete with discipline-specific jargon and
concepts. In the tourism literature interactions with the visitor are characterized as host guest
interactions, guest, a catch-all phrase referring to the visitor or the tourist (Krippendorf, 1987;
MacCannell, 1976; Smith, 1977; Urry, 1995). This exchange is called the service encounter or
the 'moment of truth' in marketing literature; a concept that is used interchangeably with the term
the service experience. Recently, marketing scholars have attempted to distinguish between the
two concepts where the encounter refers to a discrete activity or moment when the customer
interacts with the customer and the experience is a set of continuous encounters (Bitner & Wang,
2014; Voorhees et al., 2017). Critical therefore to accessing quality and the perspectives of any
one stakeholder party to the interaction is the need to examine the discrete activity referred to as
the service encounter; the social interaction between the service provider or host and the service
receiver or guest. The methodological approach discussed seeks to combine the interpretivist
approach used in culture and tourism to be applied within the service context and responds to the
call for innovative methodologies that can be used to explore the ever changing nature of culture
across time and spatial contexts and the need to strengthen the theoretical underpinnings of both
services and tourism. In applying this approach, the frontline employee perspective, the primary
agent in the production and delivery of quality tourism service experiences, is theorised.
The role of the frontline employee as a co-creator of value and its consequences for creating a
quality service experience is well accepted in the services literature (Bitner et al., 1994;
Edvardsson, 1998; Gronroos, 1988; Grönroos, 1982, 1984; Parasuraman, Zeithaml, & Berry,
1994; Surprenant & Solomon, 1987; Zeithaml, Berry, & Parasuraman, 1988). With this came the
evolution of service quality and a myriad of contested roles and theories of the frontline employee
in the co-creation of the service experience. The increased access to travel and the increased
occurrence of multi ethnic identities have resulted in a myriad of cultural influences that may be
in effect within the social interactions that occur within tourism service experiences from the
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perspectives of both the employee and the tourist. Harnessing the potential for economic value
first necessitates an understanding of it and challenges the current philosophical assumptions
that are in use to examine both tourism and service experiences. In reviewing the methodologies
that inform the empirical studies that embrace cultural studies in both services and tourism, there
are challenges inherent in the articulation and commoditization of the lived experience of the
service provider (host) and the service receiver (guest). Synthesis of the ideas and theoretical
underpinnings of key concepts under consideration in this discussion have been primarily noted
in the literature of mega analysis of research trends in services, tourism, human resources and
international management (Ivanova-Gongne, 2015; Ostrom, Parasuraman, Bowen, Patrício, &
Voss, 2015; Solnet, Kralj, & Baum, 2015; Zehrer, Muskat, & Muskat, 2014). There is however a
repeated acknowledgement from both academics and practitioners that there is a need to facilitate
a more integrated approach to knowledge development on the use of culture in both the tourism
and services industry, efforts to do this remains in an infancy or insufficient phase. This critical
discussion also seeks to contribute to the creation of an integrated approach by synthesizing key
arguments concerning the knowledge gaps that exist around the production and delivery of quality
tourism service experiences and the role of culture in optimizing the contribution of the frontline
employees in particular within multicultural service encounters. It proposes boundaries relevant
to practitioners and academics within which the dyadic and interdependent human nature of the
service encounter can be examined within tourism service experiences across different spatial
contexts; and it problematizes the philosophical approaches that are in use to create tourism
knowledge concerning the individual as an embodied social actor within a multicultural service
encounter.
The philosophical assumptions of the comparison between the service encounter and social
interaction, is premised on decisions made about the ontology (the nature of reality and being),
epistemology (the study of knowledge, the acquisition of knowledge, and the relationship between
the knower [research participant] and would-be knower [the researcher]), axiology (the role and
place of values in the research process), rhetorical structure (the language and presentation of
the research), and methodology (the process and procedures of research) (Ponterotto, 2005, p.
127). This paper proffers a research paradigm, that set of interrelated assumptions about the
social world that provide the philosophical and conceptual framework for this comparison (Guba
& Lincoln, 2005; Lincoln & Denzin, 2003) that could be situated within social constructivism and
phenomenology, both of which have implications for the ontological and epistemological design
of a research inquiry. (Demeritt, 2002) provides a starting point for this philosophical maze,
positing the role of phenomenology in articulating the "truth" about the nature of social reality
whilst navigating the inherent political and philosophical contestations evident in the individual
perceptions. (Eberle, 2010) extends the discourse in suggesting that a phenomenological lifeworld analysis guided by Schutz's theorising allows for constructs that validate the empirical
appropriateness of common sense understandings of phenomenon as compared to the inductive
interpretations offered by ground theory. Both paradigms offered compelling arguments but given
that the research respondents within tourism service experiences are most likely to be found
within a commercial enterprise, the option of a phenomenological paradigm will not be feasible or
cost efficient in use of time or financial resources to access the respondents. Social constructivism
would provide the better lens to examine culture in addition to individual lived experience. This
choice more appropriate given the view of culture as 'constitutive of and constituted by 'the lived',
that is the material, social and symbolic practices of everyday life' (Gray, 2002, p. 1). Further,
social constructivism offers a critical perspective of culture for both tourism and service research
as it is based on a social ontology that insists that beings do not exist independently of their social
environment and its collective shared systems of meanings (Risse, 2007). Its utility in theorizing
the influence of culture in a quality service experience is therefore premised on its notion of mutual
constructiveness of [social] structures and agents (Adler, 1997). This meant that the meanings
attributed by the other stakeholders party to the service encounter could be incorporated in the
research findings. Fundamentally, social constructivism holds that it is possible for multiple
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realities to exist simultaneously, offering an ontological space within which the myriad of value
laden perspectives in a quality service experience can be examined and understood. This
perspective acknowledges that the multiple meanings of individual experiences are socially and
historically constructed (Creswell, 2009; Pernecky, 2012), critical considerations within the
practice of service and tourism
Grounded in the theorizing of Schulz, the proposed model presents a perspective of social action
from the perspective of the actor. It serves to explain why there continues to be contestation
between the behavior of the actor and how those behaviors are perceived by the observer of the
actor which in the context of the service enterprise, would be management, supervisors,
colleagues and customers. Further within the context of the service encounter, this
subjective/objective paradigm, insider/outsider or self-and-other perspective may be useful in
interrogating cultural misunderstandings and cultural relativism. "Common-sense world"; "world
of daily life" or "everyday world" are some of the various expressions used to describe the
intersubjective world experienced by man within what Husserl terms the natural attitude (Schütz,
1971). What is described here is the space within which social action occurs, where interactions
are viewed, acted on and interpreted by the social actor(s) involved. Within this space of
intersubjectivity, meaningful communication presupposes a priori knowledge, which is therein
understood as common-sense knowledge. Schutz offers a rationale for the concrete enactment
of the common-sense world by highlighting the role of the social actor's biographical situation and
their stock of knowledge on hand. There is an inherent subjectivity that drives any action taken, it
is the sedimentation of all previous experiences that are unique and subjectively given to the
individual and to that individual alone. Schutz further hypothesises that during any interaction, the
individual's primary consideration is the situation before them. The elements observed and acted
upon are determined with regard to the individual's knowledge and physical placement in the
world. Schutz maintains "the place which my body occupies within the world, my actual Here, is
the starting point from which I take my bearing in space. It is, so to speak, the centre of my system
of coordinates...And in a similar way my actual Now is the origin of all time perspectives under
which I organize the events within the world..." (ibid, xxx). Natanson (as cited in ibid 1971)
observes that "the" world that is transposed in the common-sense experience into "my" world is
not the standardized space and time of natural science that forms the basis for the typifications
of spatial and temporal location utilized by man in the daily life, rather it is the reverse. The primary
grounding of our being in the world is in a subjective space and time. The biographical situation
and the stock of knowledge at hand, defines the individual's world based on his uniquely
sedimented and structured subjectivity. Although the individual defines the world from his
perspective, he is nevertheless a social being, rooted in an intersubjective reality. This space of
intersubjectivity is where the actor enters the encounter, their natural attitude providing insights
to their understanding and subsequent interpretation of social reality.
The proposed Phenomenological Hermeneutic Perspective (PHP) model presented in Figure 1,
would therefore facilitate a decision making model that can be used to understand the action
observed by the frontline employee or any of the other individuals party to a phenomenon, in this
discourse the performance of quality service experiences. The model allows for the observer to
note social patterns of behavior; discern those behaviours that are natural to the participant but
influences the outcome and spatial relations and/or than can be deemed cultural specific. The
continuum used to assess the purposive outcomes of the action in review that moves from overt
to covert performances, action to inaction. Given the highly experiential nature of the service
experience, this model creates a starting point to theorise the social action that results in the
service encounter and the service experience, the later treated within this context as an extended
service encounter with repeated exchanges between two or more social actors. Within this
framework, the encounter with technology can also be imagined as it allows for a framework within
which the actions of a single actor can be observed by the framing of a temporal spatial
boundaries within which service encounters can be broken down into concrete and observable
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parts. Within this imagining, there is an improved specificity to the definitions used in identifying
critical incidents in the service experience that could then be used for comparative analysis across
enterprise types and geo-political locations. This would facilitate a greater understanding of how
quality can be conceptualized, created and co-created; how service experiences can be designed
to optimize employee performance; and how service failures can be better diagnosed for focused
service recovery efforts. Within this concrete segmentation of social action within a service
encounter, the influence of culture as experienced within the natural attitude of the frontline
employee or the guest can be examined.
Figure 1: A phenomenological Hermeneutic Perspective (PHP) model ©Beckles 2014 (Adapted from Schultz's theorizing of
common sense knowledge)

The Phenomenological Hermeneutic Perspective model proposed here, seeks to move beyond
the reproduction of a linear theorizing of the host guest interaction, that privileges either party
irrespective of their cultural background. Rather it seeks to provide a theoretical construct that
can be used to examine the perceptions of any stakeholder involved in a multicultural interaction
and valuing the meanings attributed by the actor. Within this framework, existing knowledge can
be assessed and the opportunity to facilitate a deeper understanding of the individual action is
facilitated. Given the increased mobility and movement of people globally, it no longer holds that
physical clues such as nationality or ethnicity can be the primary indicators of one's cultural
experience or expectations. Also within the service enterprise, research indicates that there are
varying perspectives of quality service between management, employees and the customer.
There is therefore a need to explore the cultural constructs embedded in an individual's life
experiences and how those constructs are manifested as motivators or inhibitors of behaviors in
their interactions. The proposed model will be used to hypothesize the culturally informed
perspectives of any social actor in relation to the delivery of quality service experiences. This also
allows for the latent potential to identify aspects of culture that may have social, economic and
political influence on what is available should be kept sacred, not available for commercial use.
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Track: Co-creation and value
Introduction to the research problem
Technology has been a game changer in the service context by creating new innovation
possibilities and by increasing contextual complexity for service managers (Ostrom et al., 2015).
However, they also pose new challenges as more complex platforms and ecosystems evolve to
support service solutions for customers (Adomavicius et al., 2008). Also, organizations need to
manage their role in broader service ecosystems (Akaka, Vargo, & Lusch, 2012; Beirão, Patrício,
& Fisk, 2017). Technology can be described as ‘potential useful knowledge’ that may support the
creation of solutions for new or existing situations (Vargo, Wieland, & Akaka, 2015), and can be
seen as an ‘institutional phenomenon’ (Vargo & Lusch, 2016). A service ecosystem approach
highlights that innovation is a recursive process and institutions are critical for innovation, since
they frame actors resource integration and mutual value co-creation (Vargo, Wieland, & Akaka,
2015). Institutions are ‘part of more comprehensive, interrelated institutional arrangements’(Vargo
& Lusch, 2016), and provide ‘the rules of the game’ (North, 1990) that frame how actors integrate
resources and exchange services in ecosystems. The concept of institutional work (i.e.
institutionalization ) refers to ‘the purposive action of individuals and organizations aimed at
creating, maintaining and disrupting institutions’ (Lawrence & Suddaby, 2006, p. 215). These
authors point that institutional work involves actions, not only to transform, but also to repair and
solve tensions and conflicts within and across institutions. The institutionalization process aimed
at the maintenance, disruption, and change of institutions is undertaken when actors co-create
value (Vargo, Wieland, & Akaka, 2015). Importantly, the institutional work aimed at disrupting
institutions is distinct from the one associated with the creation of new institutions (Lawrence &
Suddaby, 2006). To enable institutional reconfiguration is necessary to combine different forms
of institutional work so that it becomes embedded in the institutional structure that frames the
value co-creation process (Koskela-Huotari et al., 2016). In this context, research is needed to
understand how the reconfiguration of the institutionalized rules occurs in service ecosystems
undergoing changes in value cocreation practices, that is innovation. Previous research on
institutional work focuses on the creation and emergence of new institutions, but further research
is needed on the effort involved in disrupting existing ones (Lawrence & Suddaby, 2006). Also, is
important to comprehend how in successful and sustainable innovation the breaking, making, and
maintaining of institutions have been balanced (Koskela-Huotari et al., 2016); actors’ adaptations
needed to facilitate value co-creation when implementing IT solutions (Lusch & Nambisan, 2015);
and the multilevel value co-creation dynamic interactions occurring in embedded levels within
service ecosystems (Beirão, Patrício, & Fisk, 2017).
This paper draws on the S-D logic view of service ecosystems (Chandler & Vargo, 2011; Vargo
& Lusch, 2016) and institutional theory (Lawrence & Suddaby, 2006) to comprehend the
institutional reconfiguration and design (i.e. the maintenance, disruption, and changing of
institutions) entailed in the implementation of a innovation within a service ecosystem. Innovation
in this study is viewed as a “co-creation or collaborative recombination of practices that provide
novel solutions for new or existing problems”, and technological innovation “as the co-creation of
new value propositions” (Vargo, Wieland, & Akaka, 2015). A selected case was used to illustrate
the introduction of an innovation (Electronic Health Record - EHR) in the health information
service ecosystem by a lead actor.
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Method/Approach
A case study methodology was chosen as it addresses ‘why’ and ‘how’ research questions,
aiming at theory development and testing by investigating contemporary phenomena in real-life
context, where researchers do not control the events (Yin, 2009). A single-case with embedded
units of analysis was chosen. The unit of analysis is the health information ecosystem and the
EHR, and the embedded levels of analysis are health organization units, software vendors, health
care practitioners, and individual citizens. The sample was theoretically designed to capture the
perspectives of different ecosystem_ENREF_20, providing diversity in size (3 hospitals and 1
primary care unit), and ownership structure (public and private health care (HC) organizations).
Data for the case study were collected through 24 semi-structured interviews within the public
and private hospitals, primary care unit after the EHR implementation. Several actors with
different roles inside each organization were chosen: physicians, nurses, pharmacists, social
assistants, hospitals’ service and IT managers, and citizens. In addition, data collection was also
complemented from regular meetings and workshops with the Health Information Agency. Data
analysis followed a contemporary Grounded Theory approach (Charmaz, 2014), which was not
purely inductive, but abductive (Richardson & Kramer, 2006).
Findings and Discussion
The selected case illustrates the institutional design that emerged with the introduction and
implementation of the innovation in the service ecosystem. The existent institutional
arrangements were disrupted, changed or maintained thought actors’ value co-creation practices
across the ecosystem different levels of institutional context (miso, meso, and macro). The lead
actor, the Ministry of Health, offered the new value proposition but had to engage in several efforts
to change the existing institutional arrangements in the health care ecosystem. The institutional
design was implemented in successive phases, as institutions were dynamically disrupted,
changed or maintained, as they were embraced and adopted by ecosystem actors. The findings
detail how institutions were disrupted, changed, and maintained to enable the implementation of
the innovation, with illustrative examples from the HER. The new value proposition disrupted the
existing institutional arrangements coordinating the service ecosystem by changing the
established value co-creation process. Four major forms of disrupting institutions occurred:
implementing the innovation, undermining the normative basis, facilitating new ways of enacting,
and undermining the existent mindset. Existing institutions were changed by: defining the rules
structure; supporting; adapting; and training/educating. The forms of institutional work associated
with maintaining institutions involved enabling work, monitoring, embedding, and social
relationships.
Results showed the dynamics in the institutional work occurring across the ecosystem intertwined
levels of context. This dynamic evolution and emergence of institutions may result in the arising
of conflicting institutions and tensions between actors that must be addressed. Thus, the lead
actor may design the institutional work to implement the innovation within the service ecosystem,
but the actors who join, and co-create value through resource integration and interactions, are
always changing, adapting to each other, and complex practices and institutions emerge that are
beyond the vision and intent of its creators. Importantly, results showed that the ecosystem is
continuously evolving, as resources are updated and new ones created and more actors entering
the ecosystem being influenced and influencing it. Furthermore, the design of the institutional
arrangements was critical for ecosystem wellbeing. Also, although disrupting and changing
institutions are critical for the innovation efforts, maintaining some institutions is necessary to
allow these changes to be institutionalized. Is critical to understand how the lead actor should
design the set of institutions needed to facilitate a successful implementation and
institutionalization of the new solution. However, at the same time, is important to foster the
emergence of innovation within the ecosystem.
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Track: Customer experience and engagement
Introduction to the research problem
Competitive continuous services (CCS) are services purchased continuously, usually through a
subscription contract with automatic renewal. For example, connection to Internet service, mobile
communications, banking, insurance, medical/health insurance plans, and the like. This product
category has recently grown in importance as most households in developed countries spend on
it a relatively growing portion of their income. Providers of Competitive Continuous Services,
frequently hope to retain their customers also by preserving satisfaction. On the other hand,
competitors try to encourage switching in favor of their brand by advertising attractive offerings.
This paper presents findings related to the moderating influence of competitive stimuli, the
exposure of the consumer to a competitive ad, on the effect that actual satisfaction has on
consumer's readiness to consider the possibility of switching providers.
Literature review
Extensive literature examines the factors that affect consumer behavior in a CCS environment.
Previously, studied variables include inertia (Gray, D’Alessandro, Johnson, & Carter, 2017),
switching intent (Wirtz, Xiao, Chiang, & Malhotra, 2014), the actual switching behavior, and
relationships between these factors. Yet, little attention has been given to consumers' readiness
even to consider the possibility of replacing the service provider. Accordingly, we define a new
construct, namely, consumer's readiness to consider switching (RTCS). This construct adds
another stage in the chain of events the consumer has to go through in the process of switching
a CCS provider.
Given the additional construct, we suggest a conceptual model (figure 1) that describes
relationships among the following constructs: readiness to consider switching, switching intent
(Burnham, Frels, & Mahajan, 2003; Morwitz, 2014) , and influencing factors, namely consumer
satisfaction (Fornell, Johnson, Anderson, Cha, & Everitt Bryant, 1996), the general perceived
attractiveness of competitive offerings, and the perceived attractiveness of a specific competitive
ad. Each arrow in Figure 1 represents a potential hypothesis about the relationships among
variables that calls for empirical testing.
Figure 1
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Method/Approach
Data were collected in two stages, before and after exposure to competitive ads. In the first stage,
the research questionnaires measured consumers' initial attitudes in the absence of competitive
action. In the second stage, the same respondents were exposed to a competitive ad, followed
by a second set of attitudinal questions, allowing, thereby, the estimation of changes in
consumers' behavior following exposure to a competitive ad. The model was tested empirically in
three different services: mobile communications (n=549), banking (n=535), and HMO (health
maintenance organization, n=513). After screening out uncompleted questionnaires, 809 printed
questionnaires, distributed manually, were found valid for analysis (51% of all valid respondents,
while the rest were sent electronically by e-mail and collected using Google forms). Valid data
consists of respondents over age of 18, reporting they use and pay for the service. 49% of the
respondents were over the age of 36, 52% were women, 66% married and 55% held an academic
degree.
Results/Findings
The research hypotheses relating to relationships presented in the model are accepted, including
those related to RTCS, the suggested new construct.
Using partial least squares structural equation modeling (PLS-SEM, SmartPLS software, v.3.2.6),
the study identifies statistically significant relationships between influencing factors, thus
supporting the validity of the model, before and after the exposure of respondents to competitive
marketing stimuli. In addition, the study shows statistically significant behavioral differences
related to the different CCS tested.
While assessing the structural model results (Hair, Joseph F., Hult Ringle, C. M., Wende, S., and
Becker, 2017), following the assessment of collinearity, path coefficients and the coefficient of
determination (R2), Hair et al. (2017) recommend analyzing the f2 effect size. The measured
consumers' initial attitudes, before exposing the respondents to the competitive ad, show medium
effects (Cohen & Cohen, 1988) of the perceived actual satisfaction of the respondents on their
readiness to consider the switching of the current continuous service provider (table 1, column 1).
After exposing the respondents to the competitive ad, the f2 effect size of the same variable is
small, as shown in table 1, column 2.
Table 1
Columns
1

2

3

4

f square - Perceived Actual Service
Satisfaction Effect on Consumer's
Readiness to Consider Switching

f^2
before
Exposure to a
Competitive Ad

f^2 after Exposure
to a Competitive
Ad

Change in Effect
Size

Perceived
Ad
Attractiveness

Mobile Service

0.151

0.036

0.115

3.802

Banking Service

0.214

0.06

0.154

4.506

HMO Service

0.188

0.09

0.098

3.596
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Discussion and implications
The ad perceived attractiveness was measured for the three competitive ads in use (table 1,
column 4). The banking ad, presenting a very clear offering, was perceived by respondents as
the most attractive, while the HMO ad, rich in text and contents, was perceived as the least
attractive among the three. Interestingly, our findings suggest that the existence of a specific
competitive stimuli moderates the effect of actual service satisfaction on consumer's readiness to
consider the switching of the service provider. In addition, we show that there is a positive
relationship between the ad attractiveness and the change in effect size of satisfaction on
consumer's readiness to consider switching. Although higher customer satisfaction is positively
correlated with repeated purchase behavior (Gupta & Zeithaml, 2006), these results are
consistent with literature showing that competitors' price and service advertising, reduce switching
costs of mobile service providers (Polo & Sese, 2009), while the impact of switching costs on
customer repurchase is higher than that of satisfaction (Burnham et al., 2003).
This study has both theoretical and practical importance. Its theoretical contribution is in the
suggested consumer behavior model and its empirical validation. In practice, our model facilitates
the development of marketing strategies for CCS providers. Particularly speaking, findings related
to the moderating influence of the competitive ad on the effect of satisfaction on consumer's
readiness to consider switching, should be considered by service providers looking to retain their
customers by preserving satisfaction. On the other hand, competitors looking to encourage
switching in favor of their brand should stress their price and superior services in order to reduce
the effect of satisfaction from the current service provider.
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Introduction to the research problem
Retaliation is typically explained by fairness and justice theories which are founded in the
assumption that consumers make decisions cognitively and rationally (Fehr & Gächter, 2000).
Yet there are many circumstances, where consumers retaliate despite the behaviour being
counterintuitive and for a seemingly non-rational reason. A recent example was the enraged
reaction of consumers in July 2018 when Woolworths banned single use plastic bags requiring
consumers to pay for durable bags. This resulted in some consumers engaging in retaliation
tactics against the company such as attacking staff and stealing shopping trolleys (Mortimer &
Russell-Bennett, 2018). Social norms are one of the strongest motivators for public behaviours
with the norm of negative reciprocity particularly linked in some psychology and management
literature to be a strong motivator of hostile behaviour providing an alternative explanation
(McAllister, 1995). However there is limited research into the role of social norms and consumer
retaliation. Emotions are important predictors of negative behaviours but little is known about the
link between emotions and retaliation (Haj-Salem & Chebat, 2014). The role of specific negative
emotions are conceptualised as the hostility triad (contempt, anger, and disgust) is discussed as
a mediator of hostile behaviours and is a possible driver of retaliation (Rozin et al., 1999; Lazarus
1968). Further research is needed to understand the role of social norms in the hostility triad and
retaliation.
Literature review
Social exchange theory (SET) is a collection of theories and principles used to explain interactions
between parties when there is no contractual agreement (Emerson, 1976). Within services, SET
explains the rules of conduct and how people behave in accordance with those. SET consists of
interactions that create the obligations between parties (Emerson, 1976). These interactions
adhere to certain social rules, known as social norms, that are accepted by the parties involved.
Social norms have been shown to consistently be a key driver of behaviours (Blau, 1964). For
example, the norm of reciprocity explains that when someone does someone else a favour, it is
expected that the favour will be returned due to a feeling of obligation. In a hostel scenario, when
an organisation is perceived to do wrong doing, then a customer is motivated to restore fairness.
A service recovery failure motivates consumers to regain fairness through two pathways:
reparation and retaliation (Grégoire & Fisher, 2008). Reparation is defined as the compensation
offered by the service organisation (Bowen et al., 1999). The second pathway to seek justice is
retaliation, which is defined as the behaviours performed by a consumer to punish an organisation
for perceived damages they believe the organisation caused (Bechwati & Morrin, 2003; Grégoire
& Fisher, 2006). Retaliation is more destructive and costly to organisations due to the consumer’s
motivation to cause as much harm as possible to the organisation (e.g. Bechwati & Morrin, 2003;
Gregoire & Fisher, 2006).
Most research on retaliation uses a cognition-emotion-behaviour model or appraisal theory (e.g.
Zourrig et al., 2009; Crossley, 2009). The two most established cognitions within these models
are Justice Theory and Attribution Theory. While those are the dominant theoretical perspectives,
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anther cognition-emotion-behaviour model that has been discusses is psychological contract
theory which is tightly linked to social norms (Bavik & Bavik, 2015). The role of emotions also
plays a significant role as a mediator between perceived wrongdoings and retaliation (Gregoire,
Laufer & Tripp, 2010). In the past, service literature clusters all hostile emotions under ‘anger’ yet
psychology and management literature show significant differences between anger, contempt,
betrayal, disgust and other negative emotions. Lazarus (1968) developed a framework called the
‘hostility triad’ which found significant differences between anger, contempt and disgust as moral
motivators for behaviour.
Proposed Framework
The proposed framework uses Bavik &Bavik’s (2015) psychological contract breach as the
independent variable for the experiment and moral identity as a mediator, Gregoire, Laufer &
Tripp (2010) emotional mediator, and Lazarus’s (1968) hostility triad. In addition to this, contempt

is hypothesised as a mediator of PCB and emotions as it is suggested to be in much of
management literature.
Discussion and implications
Anger has been shown to be easily mitigated with apologies yet it is hypothesised that during a
psychological contract breach, it is disgust that is felt which is an inflexible emotion which is not
mediated by an apology (Gouldner, 1960). Therefore discovering negative emotions felt during
this scenario will help practitioners identity emotions other than anger and understand how to
mitigate retaliation. In addition to this, this framework will extend beyond traditional fairness
frameworks to understand the role of social norms in retaliation, where retaliation can occur
despite there being no transaction involved.
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Track: Service technology
Introduction to the research problem
More and more services are designed to be consumed as a group for instance theme parks,
restaurants, hotels, internet of things (IoT) technology however we don’t really understand how
the household unit decides, interacts, or acts as a group. While there was a flurry of research in
the 1970s and 1980s on household decision-making, typically focused on individuals or husbandwife dyads (See Davis1976 and Spiro 1983) little has been done since. This is surprising given
the increasing diversity in household composition e.g. share houses, blended families, traditional
families and single gender parents. Accompanying this social shift is the rise of technologyenabled services for households such as entertainment streaming services like Netflix, food
delivery such as Uber Eats and smart electricity supply e.g. smart meters. While there is an
emerging literature base on the response of individuals to technology services (see van Doorn et
al., 2017; Huang and Rust, 2018; Kumar et al., 2016) there is little research on the response of
diverse households in terms of acceptance or rejection. Given that trust in technology is a key
motivator or barrier to adoption (Martin et al., 2015; Wang and Benbasat, 2005), it is timely to
investigate how households as a collective unit trust technology. Thus the purpose of this
research is to understand different household styles to decision-making and how this style
influences the trust in technology. The results of a mixed-method study of 45 household interviews
and 1345 online surveys shows that households exhibit business-like structures and rules with
some household members acting ‘like a boss’. The implications of these findings are outlined.
Literature review
Most studies on household decision-making have been on individual decision-making within the
household or on traditional husband-wife dyads (Davis 1976, Spiro 1983). While there is some
research on the role of children and decision-making (see Atkin, 1978; Moschis & Moore, 1979;
Belch, Belch & Ceresino, 1985; Foxman, Tansuhaj & Ekstrom, 1989; Dauphin, Lahga, Fortin &
Lacroix, 2011), this is not typically investigated collectively. This focus on individuals or dyads is
a problem because 1. Social psychology (e.g., social norms, looking glass self, etc.) tell us that
our social context and our social interactions all influence our decisions and 2. Many goods and
services are consumed and paid for collectively e.g. internet, electricity, water, furniture, car and
house. While prior household decision-making research has involved identifying the roles of
individual members (Davis 1976, Lackman & Lanasa 1993. Spiro 1983), norms (Kleinschafer, &
Morrison 2014), gender roles (Fonseca et al 2012), there has been little recent research on how
households use structure and rules for decision-making. There is also a need to understand
household levels of trust in technology. This is important because not only is trust a key to
determining whether consumers will decide to engage or not (Martin et al., 2015; Wang and
Benbasat, 2005); but the relationship between consumers and technology trust is more complex
when in a household context. Household decisions and actions are made up of individual inputs
(Yam et al., 2017), family lifecycle, shared finances (Neulinger & Radó, 2018), cognitive biases
like maintaining the status quo (Frederiks, Stenner, & Hobman, 2015), and power dynamics (Lien,
Westberg, Stavros, & Robinson, 2017). The decision to trust is therefore more complicated when
it is a group, rather than individual, decision. This research addresses two gaps in the literature;
the lack of research on household decision-making beyond the dyad despite social psychology
telling us this is important and the lack of research about how rules and structures form household
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decision-making styles. This leads to two research questions; RQ1. How do households differ in
decision-making styles based on rules and structure and RQ2. Does household decision-making
style affect trust in technology?
Method/Approach
A mixed method approach was used commencing with household interviews and then an online
survey. Interviews with 45 households (n = 118) were conducted across Australia with different
types of households e.g. share accommodation, couples, families in the home of the participants,
around the lounge room or kitchen table. Participants answered questions verbally as well as
visually, using an interview storyboard to represent their responses. The use of visual or projective
techniques has been found to be useful when research deals with consumers who are not able
to comprehend text messages or are apprehensive to answer verbal questions directly, such as
children (Rohani, Aung, & Rohani, 2013). The analysis of the group interviews was completed
using an inductive–deductive thematic analysis approach recommended by Fereday and MuirCochrane (2006). The types of household purchases ranged from houses, travel, internet plans
to appliances. The national online survey was completed by 1345 respondents representing 3,998
household members.
Results/Findings
Analysis of the household interviews identified that households varied in decision-making based
on the type of rules, the structure of the household (formal or informal) and the level of agreement.
Using the inductive-deductive analysis approach and returning to the theory, the parallels to
Mintzberg’s (1980) theory of organizational structure emerged as exemplified in this quote “Well
it’s like our household is a company. I’d say I’m the CEO, Kevin is the COO, chief operating
because he does the physical hands-on but I’m also the CFO because I do the financial. We
always joke about it that way. So we’ve got these funny analogies.”
Scale items were identified that reflected the criteria in this theoretical framework that could be
used in the online survey. The constructs measured were bureaucratic/organic structure,
consensual/conflicting goals, top-down/shared decision-making. Using cluster analysis to
distinguish between the households resulted in six distinct types of household decision-making
with significant differences in structure, goals, direction of decision-making and trust in
technology.
Table 1. Types of household-decision styles and trust in technology

Decisionmaking styles
Regimented HH
Expert HH
Shared HH
Unrestricted HH
Masterful HH
Comfortable HH

Mintzberg structure
Machine bureaucracy
Divisionalised form
Professional
bureaucracy
Simple structure
Adhocracy
Adhocracy
ANOVA P-value

Mean
bureaucratic/organic
structure

Mean
consensual/conflicting
goals

Mean top
down/shared
decisionmaking

3.87
4.38

5.41
5.48

2.11
2.83

Mean trust
score in
technology
and
significance
2.17
2.01

4.22

4.45

4.06

2.63

3.98
4.20
4.04
.000

3.98
5.70
5.72
.000

2.59
4.44
3.62
.000

2.29
2.29
2.11
.000

*Higher scores mean more bureaucratic, more consensual, and more top down.
*lower scores means more organic, more conflicting, and more shared decision making

This research demonstrates that households are diverse in terms of the rules and structure of
decision-making and that this diversity is associated with different levels of trust in technology.
This is the first study to offer empirical evidence that households can operate like a business.
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Managers can use this research to develop different value propositions and service offerings for
technology-enabled services.
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Introduction to the research problem
Many modern service providers rely on analytics to enhance their sales and optimize margins
(Heinrich, Mussa, & Zerbi, 2016). However, due to various reasons such as lack of time and
resources many other managers, e.g. independent convenience store managers substantially rely
on their own intuition (e.g., Bogomolova, Szabo, & Kennedy, 2017). Intuitive decisions are based
on beliefs that these store managers have developed over time through their subjective
experiences rather than objective knowledge and facts. Because of high market concentration
and competitive intensity setting the right price is particularly relevant for smaller, independent
stores such as c-stores.
Literature review, gap and intended contribution
Prior research, however, tends to focus on large retailers and as such on large shopping baskets
(e.g., Benoit et al., 2019; Richards, Hamilton, & Yonezawa, 2018) and takes either business-toconsumer or business-to-business perspectives, without combining both (Kienzler &
Kowalkowski, 2017). Further, a few studies address small companies or entrepreneurial pricing
practices, but they focus on manufacturing or customized service settings (e.g., Carson et al.,
1998; Cunningham & Hornby, 1993; Curran et al., 1997), where prices are negotiated. With this
in mind, the current study addresses how independent store managers arrive at prices for their
entire assortments and whether their methods are effective.
Method/Approach
Drawing on interviews with 33 convenience store managers, the authors identify seven common
beliefs and ten practices that underlie managers’ intuitive decision making in pricing. Interviews
were recorded and transcribed (Kitzinger, 1995), resulting in a transcript of 50,522 words. We
used a deductive conceptual cycle (Hennink, Hutter, & Bailey, 2011), which applies both
deductive (i.e., literature-based) and inductive (i.e., data-based) coding and thematic analyses
(Braun & Clarke, 2006). The results, i.e. the customer-related managerial beliefs that are the
foundation for the practices were tested with survey data from 1,504 consumers at points of sale.
The field data include Likert scales, count data, and free-text answers, coded for use in the
quantitative analysis. Accordingly, we employed several analytical strategies and tests, e.g.
Wilcoxon signed-rank tests, Kruskal-Wallis tests and Mann-Whitney U-tests.
Results/Findings
The insights from both studies reveal that the beliefs-based practices are partially inaccurate. For
example, the belief that many purchases in c-stores are driven by urgency was supported by our
consumer data, but not the belief that they are impulse purchases. Similarly, the belief that
consumers have little price knowledge and are negligible about the store price level was partly
supported. Our POS study showed that consumers were well aware of the price paid for the recent
purchase (price recall), but most were unable to estimate another regular item from the
assortment (price estimation). Hence, we challenge some managerial practices, e.g. the focus on
existing customers and propose a framework of amended practices, e.g. also focusing on
potential customers. We also challenge that store managers often use cost-plus pricing,
undertake few promotional sales activities and if they do these are triggered by internal aspects,
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e.g. too much merchandise in stock. Figure 1 gives an overview about all managerial beliefs and
practices that were developed.
Managerial beliefs

Managerial practices

1: Higher sales prices at c-stores are justified
with higher operating and purchasing costs.
2: Independent store managers feel that higher
sales prices are inevitably necessary to
sustain their business.
3: Impulse buying is a major driver of c-store
sales.
4: Purchase urgency is a major driver of cstore sales.
5: C-store customers have little price
knowledge.
6: Consumers are indifferent about store
price levels.
7: The store price level is more important
when a large grocery competitor is in direct
locational proximity.

1: Independent store managers make pricing decisions, and
their price knowledge is high.
2: Sales prices are often internally driven by using cost-plus
pricing.
3: Store managers adapt the internally derived sales price
relying on intuition.
4: Independent store managers adapt the supplier
recommended sales price relying on intuition.
5: Price changes are internally driven.
6: Independent store managers undertake few promotional
sales activities.
7: Decisions about promotional sales activities are internally
driven.
8: Independent store managers differentiate price premiums
for slow- versus fast-moving consumers goods, such that fastmoving goods are priced higher.
9: Independent store managers focus on existing customers
rather than potential customers.
10: Independent store managers do not treat larger retailers as
competitors.

Figure 1: Managerial beliefs and practices

Theoretical implications
Our research contributes to the literature on intuitive decision making and pricing and has
implications for academia and the managerial world. We link the managerial practices of
independent store managers back to their beliefs, in line with the extant theory (e.g., Bogomolova
et al., 2017). By testing managerial beliefs, this study also responds to calls for considerations of
both the supply and demand sides of pricing (Kienzler & Kowalkowski, 2017). The findings support
conceptualizations of price knowledge as a complex construct with various facets (Monroe & Lee,
1999; Vanhuele & Drèze, 2002), e.g. price recall versus price estimation as parts of “price
knowledge”. We also argue for a more differentiated view of impulse buying, including pure,
unplanned purchases and planned impulse purchases and thus recommend to replace the
common, dichotomous view that is often related to a lack of self-control (e.g., Inman, Winer, &
Ferraro, 2009) with also including planned impulses, where consumers plan to buy something,
but it is not clear what. Our study provides empirical evidence for the category of planned impulse
purchases (Stern, 1962).
Managerial implications
Generally, for managers, we show that intuitive decision making is partly effective, but challenging
some of the practices can lead to an optimized business. We develop a framework and show
which of the store managers beliefs needs to be challenged and which practices need
amendment. For example, independent store managers should acknowledge that a competitor is
a firm that meets similar customer needs (Bergen & Peteraf, 2002), so their practice to not treat
larger retailers as competitors just because of the different wholesale prices needs to be
amended. This, the belief of a high purchase urgency and the mere economic necessity
contributes to independent store managers pricing their products rather high in particular the fastmoving items. However, we suggest to reduce “customer-less pricing” methods (Watson et al.,
2015) and focus on existing, but also potential customers for whom price is a major barrier. Also,
we recommend not to exploit the purchase urgency since customers with urgent purchase needs
might also feel vulnerable to exploitation (Herrmann et al., 2007). Further, we recommend to
leverage the service level of c-stores more such as the long opening hours or the convenient
locations.
References upon request
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Introduction to the research problem
A number of service sectors use a different approach to internationalization by reversing the
direction of internationalization and bringing the foreign consumer to the domestic market of the
firm due to structural or strategic motives (Bianchi, 2011; Bjorkman, & Kock, 1997). This
domestically-located, inbound internationalization configuration is found in several consumer
service industries such as education (Mazzarol & Soutar, 2008; Bianchi, 2012), tourism (Bjorkman
& Kock, 1997; Turunen & Nummela, 2017), entertainment (Duarte & Cavusgil, 1996), retailing
(Hadjimarcou et al., 2017), and medical/healthcare (Menvielle et al., 2014; Orava, 2002), among
others. In order to consume a service in a foreign market, individuals must travel to a new country
that is usually unknown and culturally different. High contact between service providers and
foreign consumers from different cultural background can present potential problems of
misunderstandings and frustration during the service encounter due to ethnocentric sentiments
or cultural misunderstandings (Malhotra et al., 2005; Mattila, 1999; Stauss & Mang, 1999;
Winsted, 1997).
Additionally, service sectors such as education, tourism, entertainment or healthcare involve a
range of service encounters of longer duration, which imply that foreign consumers must live for
an extended period in a foreign country while the service is consumed and they are exposed to
many factors that can affect their consumption experience. This suggests that drivers of
experience satisfaction for foreign consumers may differ from experiences held in the domestic
country of the consumer. Limited research exists on the consumer’s perspective regarding foreign
consumer experience with inbound services in a foreign country (e.g., Bianchi, 2011), and most
of this research is qualitative in nature. Drawing on service-dominant (S-D) logic (Vargo & Lusch,
2008), the main objective of this study is to empirically investigate the main drivers of service
experience for foreign consumers of inbound services.
Literature Review
Compared to other service sectors, the inbound internationalization process deals with specific
challenges inherent in customer mobility to a foreign market. Among these are government
immigration policies, exchange rate fluctuations, and potential intercultural service problems
(Bianchi, 2010; 2011). Immigration policies and exchange rates affect the mobility and destination
choice of potential customers travelling abroad. However, once the customer is located in the
overseas market, customer satisfaction derives from the overall service experience, which
involves living in a new country, interactions between customers and service providers of different
cultural backgrounds, and interactions with other customers (Reardon et al., 1996; Zhang et al.,
2010). A few studies have examined the inbound internationalization process of service firms
(Bianchi, 2010, 2011; Turunen & Nummela, 2017: Hadjimarcou et al., 2017). However, there is
limited research on the consumer’s experience of inbound services (Lin et al., 2013; Bianchi,
2012). Lin et al. (2013) identified four main dimensions of customer experience that affected their
satisfaction: physical environment, employee behaviour, value, and functionality. Also, Bianchi
and Drennan (2012) show that evaluations of satisfaction and dissatisfaction for foreign students
are abased on attributes of the core service (service performance), and elements of the peripheral
service (conditions of the host living environment, relationships between customers and service
providers, and among customers, and personal performance). This implies that foreign
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consumers co-create value in their experience when consuming inbound services (Vargo &
Lusch, 2008). Drawing on S-D logic (Vargo & Lusch, 2008), an emphasis on value co-creation for
assessing consumer experience has been previously explored (Akaka et al., 2015; Helkkula et
al., 2012; Prahalad & Ramaswamy, 2004). This view considers the participation and perspectives
of multiple stakeholders in value creation (Vargo & Lusch, 2011). Value cocreation suggests that
the evaluation of experience is dependent on interactions with other actors of an ecosystem
(Helkkula et al., 2012). A service ecosystem perspective highlights the social aspects of a context
through which an experience is evaluated (Vargo & Lusch, 2011). In this view, firms propose value
and service beneficiaries (e.g. customers or other actors) realize value through the evaluation of
the experience including elements of the firms, context and social aspects the integration of
resources to a firm’s value proposition (Akaka et al., 2015). Drawing on the previous theoretical
base as well as previous qualitative findings on inward internationalization and cross-cultural
services (Bianchi, 2011, Lin et al., 2013), a conceptual model of foreign consumer experience
satisfaction of inbound services is developed. This model includes factors related to the core
service (quality related to the core service, employee and other customers), personal factors
(personal growth or communication ability), socialization factors and environmental factors
outside the core service. The model will be tested empirically with foreign consumers of inbound
services in Chile. Based on the literature, two potential moderators are considered: length of
service and ethnocentrism (Malhotra et al., 2005; Mattila, 1999; Stauss & Mang, 1999; Winsted,
1997).
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Introduction to the research problem
Increasingly in service research there is a trend for mixed methods to better understand service
phenomena (O’Cathain, Murphy, & Nicholl, 2010). Typically, the method types rarely extend
beyond the extremes of interviews or focus groups followed by a quantitative survey or
experimental design (Patton, 1999). However, there are other mixed methods such as
triangulation which uses “different types of data which provide cross-data validity checks” (Patton,
1999, p. 1192) and therefore helps to ensure efficient and total data coverage collectively (Carter,
Bryant-Lukosius, Dicenso, Blythe, & Neville, 2014). Two new techniques emerging for services
marketers which can be used to complement traditional approaches are portable
electroencephalogram (EEG) devices (Emotiv EPOC+) and digital screen recordings. EEG
devices such as Emotiv provide raw data which can be translated into performance metrics
readings of engagement, stress, relaxation, interest, focus and excitement. The digital screen
recordings capture actual behavioural interactions with digital tools such as websites and apps in
real time. This paper therefore explores how the Emotiv device when triangulated with digital
screen recordings and traditional interview techniques can be used to better understand customer
engagement and social support elements. The paper outlines the benefits and challenges of
triangulation methods and charts a path forward for using these data collection tools as part of
innovative service research methods.
Literature review
Mixed method research has previously been argued as the future of research (Creswell & Clark,
2011), as without both qualitative and quantitative data research cannot achieve a full picture of
the phenomena it is describing and defining. However, existing mixed methods research typically
follows epistemological guidelines, and thus rarely is seen to extend beyond traditionally
commentary methods (Carter et al., 2014). However, technological advancement is allowing for
new mixed methods to emerge, increasing the opportunity for triangulation across multiple data
sources. One such emerging methods tools is EEG devices and justification of these
neuroscience devices often centres around self-reporting biases, and that of neuroscience data
adding value in a truer picture of the phenomenon, as it occurs (Xu & Zhong, 2018). Literature
has reviewed this device as being able to provide outputs that align with Hollebeek, Glynn &
Brodie’s (2014) definition of Customer Engagement components; affective, cognitive and
behavioural. However, literature has not established how this tool could be utilised as part of a
broader triangulation methods, where its data output is combined with that of screen recordings
as well as interview insights.
Method/Approach
The ‘Brainwaves and Behaviour’ study employed a three-tiered triangulation approach using
scenario testing and a follow up semi-structured interview. Firstly, the collection of brainwaves
activity via the Emotiv EPOC+ device. This data was collected via the Emotiv headset with its
sixteen-point nodes, recording participants real time raw brainwave activity as well as translating
this into preset performance metrics of stress, relaxation, interest, focus, excitement and
engagement (Emotiv.com). Secondly, a screen recording of what the participant viewed,
interacted and engaged with, to see what, when and where participants experiences highs and
lows of the performance metrics. Thirdly, an interview determined what the participants’ process
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was and clarified participants’ opinions of the process, gathering insights into their usage of
technology and where they saw social support emerging (Cutrona, 1991). Each form of data
collected was reviewed according to the customer engagement components of affective, cognitive
and behavioural (Hollebeek, Glynn & Brodie, 2014). Leximancer© was used as an initial content
analysis and thematic analysis was carried out on to determine themes across the interviews.
These three points of data all provided different lenses to the topic and complement each other
to create deeper insights into the phenomenon.
Results/Findings
Triangulation of data was achieved by ensuring that each Customer Engagement component
(Hollebeek et al., 2014) and Social Support element (Cutrona, 1991) could be collected across at
least two of the data collection points. Table 1 illustrates how each component of ‘Feel, Think and
Do’ was represented in the data collected.
Table 1: Descriptives of Data Collected
Data
Collection
Point
Emotiv
Headset
Screen
Recording

Interview

Customer Engagement Components and Social Support Elements
Feel
Performance Metrics outputs of
stress, excitement and
relaxation.
Screen capture of what kind of
information chosen – emotive,
supportive, assistance, guidance,
tangible tools, peer reviews,
discussion boards, video and
visuals.
Emotional features: What
features do they feel would get
them to engage in the
behaviour?
Did they think the information
was helpful (and how so?)?
What features do they feel
would get them to engage in the
behaviour?

Think

Do

Performance Metrics outputs of
engagement, focus and interest.

None.

Screen capture of length of time spent
on a page, cognitive process of filtering
and refining information, flow of which
areas attract participants’ attention.

Screen capture of clicks
through to more information,
interaction with personalised
elements, imputing personal
information for customised
advice.
Behaviours: What did they do
to search the behaviour? What
did they click on and
interactive with? Why?

Cognitive process for searching
information: What elements are
participants looking for? How do they
logically search for information? What
features do they feel would get them
to engage in the behaviour?

Individually each separate data set contributes to the understanding about this topic, however the
findings illustrated that this method of data collection ensured a cross-check across all data points
and therefore multi-layered results were discovered. For example, insights from the Emotiv
performance metrics illustrate that the six metrics are interlinked, creating different occurrences
of patterns depending on what content is being consumed. This is where the application of the
screen recordings identify what participants were viewing at this specific time, and therefore
inferences can be made about how the content contributes to these metrics insights. For example;
where content is text heavy and reading is required, focus increases but excitement and interest
is diminished. Equally, where content is moving visuals (i.e. YouTube© videos) focus is still
elevated, however, so too is interest (and depending on the video topic, excitement may also be
elevated). Similarly, the interviews further delve deeper into how participants processed their task
to gather information on a topic and illustrate that although individuals processing of information
can differ, the desired optimal outcome often does not. Participants essentially want to find the
same information but do so in different ways. This data combined with the Emotiv insights and
the recordings help to fully understand how consumers search for information, and in doing so,
helps build user journey maps for optimal information searching.
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Discussion and implications
The findings from the data collection process of ‘Brainwaves and Behaviour’ study illustrated a
strong need to establish a data planning tool to ensure efficient and total data coverage
collectively. By creating a data plan of the concepts to be covered with the available data sources,
it is possible to build a triangulation matrix which will identify how replication and uniqueness can
be ensured. However, multiple data points can also create challenges and one challenge of this
was the matching of real-time data collection across all data points. This was mitigated but placing
time stamps into the brainwave and screen recording data to ensure the ‘what’ and ‘when’ of
content could be matched across data sets. Equally, the interview process further provided
identification of where, when and what participants feel spiked their interest, focus, excitement
and engagement. Particularly where research questions are complex and/or multi-faceted, or selfreporting is a concern for the research, a mixed methods approach such as incorporating a
neuroscience device could add the value of seeing ‘that which has not been reported’. Moreover,
it is important to acknowledge that this device (nor any other method) alone could have provided
data which would have addressed the ‘Brainwaves and Behaviour’ research questions, but that
is has undeniably in this case provided a richness of data that has expanded the insights captured
in the other two triangulation points.
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Introduction to the research problem
Customers often make special requests of frontline employees (FLE) that are unexpected and
require them to go beyond their job duties (Beatty et al., 2016). Although granting these requests
can enhance customer relationships (Ployhart, Weekley, & Ramsey, 2009; Wang, Beatty, & Liu,
2012), it may also increase customer expectations and sense of entitlement, leading to a possible
feedback loop of more demands directed to FLEs (Fisk & Neville 2011). Further, the FLE may
also experience emotional dissonance when complying with a request contributing to
physiological strain and burnout which erodes well-being (Ben-Zur & Yagil 2005). However, noncompliance can be equally problematic as interpersonal conflict, hostility or aggression towards
the FLE may result as the customer’s self-esteem is threatened (Baumeister, Smart, & Boden
1996; Moeller, Crocker, & Bushman, 2009).
Notwithstanding the above dilemmas facing FLEs who receive a customer special request, it is
likely that the consequences of FLE compliance or non-compliance to future customer loyalty
behaviors, depend on the customer’s motive behind the special request. Three key underlying
reasons customers give for making a special request are: 1) to solve a problem encountered (“I
am in need”); 2) to satisfy a preference or desire (“I want it”), or 3) to manipulate the employee
for enjoyment (“Just to see”) (Bove, Wang, & Beatty, 2018). Thus the research question is how
does a customer’s motive for making the special request affect his/her future loyalty intentions to
the individual FLE and business, following compliance or not. Understanding the motive behind
the special request is useful in judging the longer terms effects of the FLEs response.
Proposed conceptual framework
In our conceptual framework we differentiate between customers who experience FLE
compliance of their special request and those that do not. We expect compliance to have differing
effects than non-compliance on customer future loyalty intentions based on cognitive appraisal
theory. More importantly however, we derive hypotheses for the mixed effects on behavioral
intentions driven by customer motive. We begin with the scenario of compliance of a customer’s
special request.
FLEs are evaluated by customers on two universal dimensions of social perception: warmth and
competence (Cuddy, Fiske, & Glick, 2008). Warmth provides a cue to the customer of the FLE’s
perceived intent and include traits such as friendliness, helpfulness, trustworthiness, sincerity and
morality (Fiske, Cuddy, & Glick, 2007). In contrast, competence reflects traits that relate to the
FLE’s perceived capability or ability to enact the intent, such as intelligence, skill, efficacy and
creativity (Fiske, Cuddy, & Glick, 2007). Consequently, when a customer is “in need” and the FLE
complies with the special request, the inferences made of the FLE’s warmth and competence are
expected to increase. This is because the FLE would be perceived as both helpful (warm) and
capable to deliver on the special request (competent). As affect mediates the effects of cognition
on behavior (Cuddy, Fiske & Glick, 2008), a favorable cognitive appraisal would elicit customer
gratitude and admiration with associated beneficial effects on behavioral loyalty intentions
towards the FLE and business (Fiske, Cuddy, Glick, & Xu, 2002; Habel, Alavi, & Pick, 2017).
Supporting evidence is given by Aaker, Garbinsky and Vohs (2012) who find that warmth and
competence perceptions interact with one another to increase purchase intentions towards the
brand that surpasses the individual contributions of each.
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H1a: Following FLE compliance to an “in need” motive, customer behavioral intentions to
both the FLE and service business will increase.
However, this same effect would not be expected when the customer has a “want” or “just to see”
motive. In the case of customer “I want it” motive, compliance would be expected as customers
feel entitled (Wetzel, Hannerschmidt, & Zablah, 2014); thus cognitive appraisal of the FLE would
be expected to remain unchanged and as there is no forthcoming customer gratitude, behavioral
intentions towards both the FLE and business would also expect to remain the same.
H1b: Following FLE compliance to a “I want” motive, customer behavioral intentions to
both the FLE and service business will remain unchanged.
In the case of “just to see” motive, one would expect the customer to infer that the FLE is
incompetent in not recognizing the customer’s manipulation. As the FLE’s perceived warmth
would increase, the net result of this ambivalent appraisal on behavioral loyalty intentions to the
FLE and business would be a decrease. This is because there would be no main effect of warmth
on purchase intentions (Aaker, Garbinsky, & Vohs, 2012). Individuals perceived as warm but
incompetent elicit emotions of pity and sympathy (Cuddy, Fiske, & Glick, 2008).
H1c: Following FLE compliance to a “just to see” motive, customer behavioral intentions
to both the FLE and service business will decrease.
Similar to enforcing service rules (Habel, Alavi, & Pick, 2017), the rejection of a special request
will be perceived as a self-concept threat for customers “in need” or with a “want” motive. This
threat will promote reactance where the customer will attribute the FLE’s response to the
characteristics of the FLE. This external attribution will depreciate the customer’s perceptions of
the FLE’s warmth and competence (see Heeper, Gramzow, & Sedikides, 2010), reducing
behavioral loyalty intentions to both the FLE and associated business. Indeed, individuals
perceived as low warmth and competence elicit contempt-related emotions and passively harmful
actions such as condescending and demeaning behaviors (Cuddy, Fiske, & Glick, 2008).
H2: Following FLE non-compliance to an (a) “in need” or (b) “want” motive, customer
behavioral intentions to both the FLE and service business will decrease.
However, this rejection will not be perceived as a self-concept threat by customers with a “just to
see motive” who understand that they were attempting to manipulate the FLE. Consequently, it is
expected that “just to see” customers will feel less of a need to protect their self-concept as they
will attribute the FLE’s response to their own behavior. Therefore, FLE non-compliance will likely
have no effect on the FLE’s warmth and competence appraisal and associated loyalty intentions
such that:
H2c: Following FLE non-compliance to a “just to see” motive, customer behavioral
intentions to both the FLE and service business will remain unchanged.
A summary of anticipated changes in FLE cognitive appraisal in terms of warmth and competence
under conditions of compliance and non-compliance of the customer’s special request by motive
is given in Table 1.
Discussion and implications
We will employ scenario-based experiments to help minimize the potential for response bias using
a 3 (motives) x 2 (contexts: retail and hotel) between-subjects design. The findings and their
implications will be shared at the conference presentation.
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Table 1. Changes in Cognitive Appraisal of FLE Following Compliance/
Non-compliance of a Special Request by Customer Motive
Customer motive
FLE compliance

I need it

I want it

Just to see

A request brought about a
deficiency in resource,
preventing the customer to
meet their goal.

A request brought about by
an urge to possess, or gain
something perceived as
desirable or preferable for
the customer’s satisfaction.

A request brought about
by the perceived fun of
manipulating another to
cross normative or
ethical boundaries.

Warmth

+

NC

+

Competence

+

NC

_

Warmth

_

_

NC

Competence

_

_

NC

FLE non-compliance

+ increased appraisal
- decreased appraisal
NC no change in appraisal
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Introduction to the research problem
Consumers increasingly interact with brands via smart assistants like Apple`s Siri or Amazon`s
Alexa (Dawar & Bendle, 2018). These interactions are almost human-like, because
communication takes place through very realistic voices and speech, leading to an attribution of
human attributes to brands (i.e., brand personality perceptions). As voice and speech are the only
determinants (i.e., no pictorial cues) of consumers’ brand personality perceptions in these
interactions and research from psychology suggests that people infer human personality from
voice and speech (Scherer, 1979), companies must understand what this implies for managing
their brands.
Extant research shows that sensory elements like color (Labrecque & Milne, 2012) or package
design (Orth & Malkewitz, 2008) affect brand personality perceptions. Further, we know that
sound impacts important marketing outcomes (e.g., Dong, Huang, & Labroo, 2019). Two studies
also provide evidence for the effects of speech on brand personality, whereby these studies solely
focus on written (i.e., not auditive) effects of speech (Ang & Lim, 2013; Sela, Wheeler, & SarialAbi, 2012). The goal of this research project, therefore, is to provide first evidence for the auditive
effects of voice and speech on brand personality perceptions, which prior research did not
examine yet.
In a sequence of studies, we will show (a) the effects of two key characteristics of voice and
speech (i.e., voice pitch and speech rate) on two important dimensions of brand personality (i.e.,
competence and excitement). (b) We will demonstrate that the mechanisms of these effects differ
between brand personality dimensions (i.e., the elicitation of arousal for the excitement dimension
and imagery for the competence dimension). For excitement, we expect a positive direct effect of
speech rate mediated through an increase of arousal, and for competence, we expect an
interaction rather than direct effects of voice pitch and speech rate as imagery is assumed to be
greater for voice and speech characteristics being on similar levels (e.g., high voice pitch and high
tempo). (c) We will explore relationships of several additional characteristics and types of voice
and speech with brand personality perceptions in correlational studies using recordings of 50
different spokespersons. (d) We will examine the role that brand-voice-fit (i.e., the fit of voice and
speech with an intended brand personality) plays for other important marketing outcomes (e.g.,
brand purchase).
With our studies, we respond to a recent call for research on structural sound elements like voice
pitch and speech rate associated with a brand by Lowe & Haws (2017) and contribute to the
literature by providing first empirical evidence on the relationship between the acoustic
characteristics of voice and speech with brand personality perceptions. The findings help to
understand what the use of voice and speech implies for managing an intended brand personality
and other important branding outcomes. The findings are of particular importance as nowadays
perceptions of brand personality and relationships among consumers and brands increasingly
build on cues such as voice and speech due to more frequent and more human-like interactions
via smart assistants.
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Literature review
Extant research shows that sensory elements like logo design (Luffarelli, Stamatogiannakis, &
Yang, 2018), color (Labrecque & Milne, 2012), or package design (Orth & Malkewitz, 2008) affect
brand personality perceptions. The effects of sound in general and the effects of voice as a
frequently occurring medium of marketing communications has been neglected in this stream of
research. Nevertheless, research shows that sound affects marketing outcomes. Dong, Huang,
& Labroo (2019) for example show that the pitch of music affects consumption choices by inducing
morality. Further, we know that speech in terms of closeness-implying pronouns and metaphors
can affect brand personality perceptions, even though these findings are based on written
characteristics of speech, but not auditive ones (Ang & Lim, 2013; Sela, Wheeler, & Sarial-Abi,
2012). Summarizing, extant research shows that (a) sensory elements impact brand personality
perceptions without considering sound, (b) sound, in general, affects other important marketing
outcomes, and (c) written speech affects brand personality perceptions. The effects of auditive
characteristics of voice and speech on brand personality perceptions have not been investigated
yet.
Method/Approach
For this research project, we plan a sequence of studies including experimental manipulations of
voice pitch, speech rate, and voice-brand fit as well as large correlational studies using recordings
of 50 spokespersons. Until now, we developed two stimuli with professional female and male
spokespersons in cooperation with advertising agencies and conducted a first two (voice pitch:
low vs. high) x two (speech rate: slow vs. fast) randomized between-subjects scenario experiment
(n = 140). For the manipulations of voice pitch and speech rate, we used the recordings of the
female spokesperson and the digital sound engineering software Avid Pro Tools. The use of
professional spokespersons and sound engineering software strengthens the ecological validity
of our experiment. In the scenario, participants went through a voice-based table reservation
process of a restaurant chain using a smartphone mock-up with the voice of the restaurant chain
being manipulated. We measure all variables on established seven-point Likert scales. For data
analyses, we use regression-based mediation and moderation analysis.
Results/Findings
Our first experimental study shows a significant direct effect of speech rate on brand excitement
(b = 0.54, p < 0.01) and a significant indirect effect of speech rate on brand excitement via arousal
(b = 0.34, 95% bias-corrected bootstrap CI with 5000 samples: 0.03, 0.44). Further, we find a
significant interaction effect of voice pitch and speech rate on brand competence (b = 1.02, p <
0.01) mediated through imagery (95% bias-corrected bootstrap CI with 5000 samples: 0.07, 0.60).
These results are as hypothesized. Further studies will be presented at the conference.
Discussion and implications
Our studies will provide first evidence for the acoustic effects of voice and speech on brand
personality perceptions. Further, we show the underlying mechanisms of these relationships and
the role that brand-voice fit plays for other important marketing outcomes. The findings have
crucial implications for brand management. Our findings suggest that consumers infer brand
personality from acoustic characteristics of voice and speech. Results of our first study suggest,
that fast speech rate facilitates the perception of brand excitement and having the same levels of
voice and speech characteristics (e.g., high voice pitch and high tempo or reversely) facilitates
the perception of brand competence. In a sequence of further studies, which will be presented at
the conference, we will provide further evidence for these and additional effects.
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Introduction to the research problem
The primary aims of the Australian National Safety and Quality Health Service Standards
(NSQHS) are to protect health consumers from harm and to improve the quality of health service
provision through criteria established in consultation with a wide range of stakeholders. Health
care services can use these standards as a part of internal quality assurance and must use them
to meet a minimum level of performance when used as part of an external accreditation process
(National Safety and Quality Health Service Standards, 2012). The current (2016) and immediate
past standards (2012) request that healthcare facilities ‘partner with consumers’ to improve health
care experiences. To meet this standard a new type of healthcare management professional,
referred to as ‘health engagement advisors’ herein, are emerging alongside existing patient
advocates and consumer complaints officers.
To date the capabilities of health engagement advisors has not been defined, evidenced by job
advertisements that require no specific qualifications. As engagement advisors play a pivotal role
in engaging with both patients and staff to improve healthcare experiences, understanding the
necessary capabilities is critical to the success of such positions. Hence, we explore health
engagement advisor capabilities, providing managers with essential and desirable attributes and
theorists with a validated scale to measure these capabilities.
Literature review
Within the business management and marketing paradigms, previous engagement research has
focused on stakeholders like employees, and end users of services. Employee engagement with
the job and organisation (Saks, 2006) and consumer engagement with the brand (Vivek, Beatty,
Dalela, & Morgan, 2014) emphasise self-reported measures gathered from an individual’s
response to an organisation or entity. Within healthcare services there has been a move towards
measuring ‘patient engagement’ a proxy for a patient’s ability to manage a chronic disease
(Graffigna, Barello, Bonanomi, & Lozza, 2015; Hibbard, Stockard, Mahoney, & Tusler, 2004).
Moving beyond the consumer, Jansson et al. (2015) developed a Patient Advocacy Engagement
Scale for Health Professionals highlighting how many times the different services were advocated
for, thus focusing on provider engagement capacity. While this is useful in determining how to
measure engagement as an output of a workers’ activities, the individual qualities of engagement
professionals that ensure successful engagement endeavours has received little attention in the
healthcare or management literature.
As ‘boundary spanners’ between healthcare facilities and consumers, the capabilities of health
engagement professionals are critical to the success of consumer partnering. As the literature on
health engagement advisors is limited, this research is informed by similar healthcare professions.
While previous research in nursing cohorts recommends authenticity, empathy, positivity and
respect provide engagement potential (Lapeña-Moñux, Cibanal-Juan, Maciá-Soler, Orts-Cortés,
& Pedraz-Marcos, 2015), other qualities found in interpreters include emotional intelligence, selfreflection, flexibility and commitment/loyalty (Brisset, Leanza, & Laforest, 2013). Advocacy for
patients was considered one of the most critical skills in these roles (Pilnick & Dingwall, 2011).
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While trust is considered critical to all relationships, it has not been recognised as a component
of the interpersonal qualities required of advisors and will be explored in this setting.
Professional capabilities of engagement advisors are also likely to be aligned with the existing
expectations of healthcare workers. Whilst clinical skills are not required, conflict resolution,
effective verbal/non-verbal communication, cultural sensitivity and problem solving are relevant,
important skills (Callery & Milnes, 2012). Further leadership, being a good educator, promoting
consumer participation and self-efficacy and research skills are all part of effective relationships
between patients and doctors (Stevenson, Ryan, & Masterson, 2011; Street & Haidet, 2011).
While flexibility has been highlighted as a personal quality (Havens, Vasey, Gittell, & LIN, 2010),
meeting the demands of the evolving servicescape with limited resources require innovative
thinking and thus innovation is also considered a professional skill not currently highlighted in the
health engagement literature.
Proposed theoretical framework/concepts
As the role of an engagement advisor is new, research into capabilities is limited. The qualities
required by engagement professionals can be considered as both a fulfilment of the organisations
key responsibilities and the perceptions of stakeholder, which in turn, determine the success of
consumer partnering. Based on the Relational Coordination Theory (Nankervis, Furler, Young,
Patterson, & Blackberry, 2015), we explore four themes of capabilities that lead to higher success
in engagement roles 1) relational capabilities, 2) communication capabilities, 3) personal
capabilities, and 4) professional capabilities. Existing research has constructed scales for those
in employed in engagement domains, e.g., the model of intercultural communication competence
(Arasaratnam, 2006). Similarly, Tam and Kim (2017) have constructed a scale consisting of eight
dimensions to measure the extent to which diplomatic professionals display certain attributes.
This research extends these conceptualisations focusing on the interpersonal qualities and
professional capabilities of health engagement professionals. Commensurate with current
healthcare engagement research a multi-stakeholder view of the capabilities should be
established (Burns, 2017).
Discussion and implications
This research seeks to understand the roles, responsibilities, and capabilities of health
engagement professionals through the lenses of health engagement advisors and health
consumers. With data collected from interviews with health consumers, health services
professionals and health carers, the findings will be used to help inform employers and advisors
about the skills that to excel in this complex role.
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Artificial Intelligence in Telecommunications
Artificial Intelligence (AI) is believed to be the fastest-growing technological trend in 2019, with
noticeable prevalence in technology, media and telecommunications (TMT) services (Deloitte,
2019). According to a Mobile World Congress survey, 76 percent of telecommunications
operators (Telcos) are preparing to integrate AI into customer care (e.g., chatbots), network
automation, and infrastructure maintenance amongst other areas (Stoughton, 2018).
Nonetheless, as organizations increasingly incorporate AI into their business operations,
concerns have been raised regarding the absence of algorithmic ethical regulation and the
unintended consequences of AI (Osoba & Welser IV, 2017). Machine learning (ML) algorithms, a
primary embodiment of analytical AI that we investigate in this research, base their predictions
and recommendations on datasets generated by human programmers to reflect human
consumers and might thus unintentionally inherit and replicate historical patterns of discrimination.
This phenomenon is hereon referred to as algorithmic bias (Kirkpatrick, 2016) and is of great
concern if there is no transparency in the inputted data or no regulation that determines the limits
of the use of the data.
Literature review
This study focuses on analytical AI, or the capacity of machines to process large sets of data, to
learn from it and to analyze and uncover valuable information with minimal human interference
(e.g., through ML algorithms; Huang and Rust, 2018; SAS Institute, 2017). Even though this
cognitive technology is undoubtedly useful, e.g., to innovate customer care (Huang & Rust, 2013),
anticipate sales force opportunities and hindrances (Syam & Sharma, 2018), promote
collaborative personalization (Kleinberg et al., 2017), it also carries some trade-offs. On the one
hand, ML algorithms are data-driven; this means their requirement for large amounts of data to
self-learn potentially infringes individuals’ privacy (Agrawal et al., 2018). On the other hand, due
to their ability to tackle complex data sets and self-improve, ML algorithms are increasingly being
trusted to detect and correct human errors; thus, human control is being replaced by machine
autonomy (Kleinberg et al., 2017). As more services incorporate these AI tools, increasing
concern has been placed on the systems used to evaluate the validity of the algorithms and on
the possible economical and societal hazards deriving from the dependence on these
instruments.
Algorithmic bias is “a form of bias that occurs when mathematical rules favor one set of attributes
over others in relation to some target variable” (Bantilan, 2018, p. 16). Humans build and program
ML algorithms and these tools, in turn, use datasets produced by humans, machines or a hybrid
to learn and render predictions and recommendations (Kirkpatrick, 2016). If the datasets already
exhibit historical under-sampling of certain groups of the society or contain patterns of
discrimination, the algorithms may unintentionally inherit and replicate them, potentially delivering
inaccurate or even bigoted outputs (Kirkpatrick, 2016; Osoba & Welser IV, 2017). The existing
literature scarcely explores both the desirable and undesirable effects of introducing ML
algorithms in services. It mainly addresses the threatening roles of these AI tools in inherently
social sectors: criminal justice, employment, credit granting, and social media (e.g., Angwin et al.,
2016; Kleinberg et al., 2017). Even within the social domain, these studies still fail to address
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contemporary concerns of, e.g., digital privacy (Joyce, 2015). Moreover, one of the main
challenges of implementing ML algorithms is the required sizable investment in data analytics
(Kibria et al., 2018). Hence, it is of utmost importance to investigate the economic impacts of
algorithmic bias, which has not yet been addressed by existing studies. Finally, literature on digital
regulatory frameworks has established the need for data protection laws to legislate against the
wrongful use of personal information by ML algorithms (Osoba & Welser IV, 2017). This implies
advancing existing research to more broadly capture the impact domains of algorithmic bias and
to investigate new avenues for algorithmic regulation. Accordingly, the central research questions
ask: How do Telcos perceive the impact of analytic AI on their internal and external stakeholders?
What are the domains of influence of algorithmic bias on these stakeholders?
Method/Approach
This qualitative research employees in-depth phenomenographic interviews (Marton, 1994),
complemented with collaborative visual artefacts (e.g., photographs, videos), to elicit informants’
perceptions of their future with AI and anticipate the effects on Telcos and society in general. The
research approach consisted of three steps (Čaić et al., 2018): (1) Reflection on meaning,
contemporary experience & future direction of AI; (2) Sensitizing on the topic of Algorithmic Bias;
and (3) Anticipations of future conditions impacted by the Algorithmic Bias. The sample consists
of 10 informants in top managerial positions (i.e., Data Analytics, Marketing & Sales, and HR) in
five telecommunications companies, across two countries.
Results/Findings
After a comprehensive assessment of the codes emerging from the verbal data (87 single-spaced
pages of text), the impact of algorithmic bias in the telecommunications was illustrated by the
informant’s narratives on three main domains: (i) opportunities of AI in Telcos (i.e., decisionfacilitator, innovation-enabler, client-satisfaction tool), (ii) sources of algorithmic bias (e.g.,
underutilized and obsolete data,), (iii) domains of algorithmic bias impact (i.e., social, professional,
and economic). Consequently, we propose a conceptual framework (see Figure 1) that identifies
three impact spheres of algorithmic bias as a threat for telecommunication services.
Figure 1: Algorithmic Bias in Telecommunications: A Threat - Impact Domains
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Discussion and implications
The purpose of this research is to explore the potential impact domains of algorithmic bias in the
telecommunications industry. In-depth phenomenographic interviews gathered evocative
representations of how Telcos perceive the future contribution of ML algorithms (e.g., threat or
opportunity) and how they expect algorithmic bias to influence internal and external stakeholders
in the social, professional, and economic spheres. In this way, it empirically addresses a gap in
AI literature by expanding the knowledge base about the influence of algorithmic bias on universal
human rights. The current research provides three theoretical contributions. First, this study
advances the body of knowledge on the impacts of algorithmic bias by diving deeper into its social
effect by uncovering how algorithmic bias might influence compliance with the universal human
rights to privacy and to freedom of opinion and expression (UN Human Rights, 2011). Second,
this research expands extant views on the domains of human wellbeing (individual and societal)
threatened by algorithmic bias and hence contributes to transformative service research
(Anderson & Ostrom, 2015). The proposed conceptual framework (Figure 1) identifies two new
spheres of impact - professional and economic -, thus providing a more comprehensive view on
the stakeholders and domains affected by the prejudices inherited by ML algorithms. Third, this
research proposes a more balanced assessment of the impacts of algorithmic bias within
organizations and on society.
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Track: Co-creation and value
Introduction to the research problem
The service ecosystem lens on value co-creation suggests that actors benefit from joining forces
to access resources and operate on them, framed by institutional arrangements (Vargo and
Akaka, 2012; Vargo and Lusch, 2016). Collaborative processes need to be regulated or
orchestrated by the resource-integrating parties’ joint efforts (Haase and Kleinaltenkamp, 2011).
They need governance (Heide, 1994) and take place in asymmetric relationships (both social and
business) where actors signal to one another; both what they can offer and what they are trying
to achieve in terms of captured value-in-context (Findsrud and Dehling, 2019). Since value is
multifaceted, experiential, idiosyncratic and context specific in nature value is assessed in
different ways by the same actor over time (Vargo and Lusch, 2016; Edvardsson and Tronvoll,
2019). Scholars call for empirical studies on ecosystems, focusing on the process and outcome
of multiple actors collaboration in practice (Caridà et al., 2018; Lusch and Nambisan, 2015). Some
studies have zoomed in on service innovation with a service ecosystem lens (Barrett et al., 2015)
but no empirical study has explicitly and empirically analysed multi-actor collaboration and the
orchestration of resource integration for value co-creation in service ecosystems.
Against this background and the knowledge gap argued for above, the aim of the paper is to
empirically analyse and conceptualize the orchestration of multi-actor collaboration for value cocreation. The focus in the empirical analysis is on operationalizing value in-context in terms of
economic, social, cultural, environmental value in a technology-enabled service ecosystem,
where ICTs play an important, facilitating and coordinating role.
Literature review
A service ecosystem is defined as: “a relatively self-contained, self-adjusting system of resourceintegrating actors connected by shared institutional arrangements and mutual value creation
through service exchange” (Vargo and Lusch, 2016, p. 10-11). Edvardsson, Tronvoll and Gruber
(2011) emphasize that value is co-created in collaboration with other actors in a social context,
since service ecosystems are embedded in a larger social context. Hence actors enact
complementary roles, have access to different sets of resources and focus on extracting different
categories of value such as economic value, social value, cultural value, environmental value.
Resources are integrated through the exchange of skills and knowledge on the basis of
arrangements that are continuously renewed and generated through a platform (Polese et al.,
2018).
In such context ICTs play a key instrumental role in fostering both the becoming of novel
resources, as properties of the service ecosystems itself (Koskela-Huotari et al., 2018), and of
novel service ecosystems emerging from the combinatorial, heteropathic integration of existing
resources (Peters, 2016). That is, the practices and the processes that underlie resource
orchestration and the formation of novel and sustainable service ecosystems.
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Method/Approach
This study adopts a qualitative research approach and an empirical contextualization strategy
(Ketokivi and Mantere, 2010). It reinterprets the Airbnb case by the light of the literature on service
ecosystem. Specifically, the study focuses on the “Italian Villages project 2017-2018” launched
by Airbnb, the Italian Ministry of Cultural Heritage (Mibac) and the Italian National Association of
Municipalities ANCI) to support the development of Italian rural areas. The narrative we build is
based on both primary and secondary data. The data analysis allows us to better understand
engaged actors resource integrating efforts and the process of novel service ecosystems (e.g.
the Airbnb ecosystem) formation in a large service ecosystems where ICTs play many different
roles.
Results/Findings
The configuration of the network we analysed - including hosts, Air B&B, guests, complementary
service providers, local community, local/national authorities, etc.- shows an emerging
technology-enabled service ecosystem that opens up new modes of resource integration to
prompt the individual/collective well-being and the self-sustainability of the Italian rural territories.
In such context, the Airbnb engagement platform plays an orchestrating role in shaping new
service ecosystems. Indeed, it has evolved from a multi-sided and a multi-service digital
infrastructure to a service ecosystem where many actors interact, share and match resources
(Caridà et al., 2018) to create and capture value.
Discussion and implications
This paper responds to the need to better understand service ecosystems in action and the call
in service research for empirical studies on multi-actors collaboration for value co-creation in
practice. It pays specific attention to how ICT is enabling novel and useful forms for collaboration
and resource integration. This study focuses on why and how value is co-created by multiple
collaborating actors in a large service ecosystems where ICT provide not only a technological
infrastructure for resource integration but also coordinate the collaboration between multiple
actors and the institutionalization of new and useful economic and social practices at large. The
paper also contributes by extending current conceptualizations of service ecosystems by defining
and introducing orchestration of multi-actor collaboration for value co-creation and opens up for
further research toward the social direction of innovation.
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Introduction to the research problem
The plastic surgery industry is an area of significant research potential and importance, with the
$1.1bn industry in Australia servicing a patient community who consume more cosmetic services
per capita than the US (Richardson, 2017). Breast Augmentation is the most common cosmetic
procedure, accounting for 14.1% of all surgical and non-surgical procedures (Richardson, 2017;
Filcroft, Spillane & Read, 2014). Motivated by a drive for femininity, improved self-esteem, and
social acceptance, there is volatility in the physical and psychological wellbeing of the breast
augmentation market (Solvi et al, 2010; Walden, 2010). This volatility aligns with a growing trend
towards dissatisfaction from patients with objectively successful outcomes (Phillips, 2017).
Forster, Kunzi and Giovanoli (2012) quantify this trend by highlighting the re-operation rates,
which sit at a considerable 30%. Of this group, 13.7% of patients with objectively successful
outcomes undergo re-operation purely for aesthetic purposes. This trend evidences a dissonance
between a patient’s expectations of the breast augmentation service, and their subsequent
perceptions, with a high proportion of successful outcomes resulting in customer dissatisfaction.
The role of virtual technology in enhancing the service experience has been widely acknowledged
in fields such as fashion retailing, e-commerce and tourism (De Heras, 2012; Xin, 2013). While
the literature considers the role of 3D breast imaging as an aid in the customer experience (Scholz
& Smith, 2016) and evaluates the breast simulation accuracy (Roostaeian & Adams, 2014; Mailey
et al, 2013) there is little understanding of how and whether 3D breast imaging can bring the
imagined goal closer to the reality to improve the customer experience. This research addresses
two research questions:
RQ1

(a) How does a patient expect to experience the breast augmentation service?

RQ1

(b) How does 3D imaging shape patient expectations of the customer experience of a
breast augmentation service?

RQ2: How does Vectra 3D imaging software influence the expected customer experience to
improve the actual customer experience for primary standard breast augmentation
patients?
Literature review
Customer Experience
The customer experience is an important source of competitive advantage for service
organisations, influencing preferences and purchase decisions, and creating a new lever for value
creation (Texiera et al 2012; Gentile, Spiller & Noci, 2007). It is an internal, subjective, and holistic
concept that encompasses all aspects of the service process (Meyer & Schwager, 2007;
Zomerdijk & Voss, 2010). While customer experience literature has covered a range of fields
including hospitality, health, tourism, and education (Quan & Wang, 2004; Ackner et al, 2013;
Morgan, et al, 2010; Mollen & Wilson, 2010), the customer experience for transformative services
is an area that is yet to be explored, with the current literature lacking application to transformative
services such as medical and cosmetic surgery. Services aimed at the body increase the salience
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of the sensorial customer experience dimension, which may alter the overall customer experience
(Walden, Panagopoulous & Shrader, 2010; Dawn & Lee, 2004). Gentile (2007) provides a sixdimensional framework designed to explain and analyse the aspects of the customer experience
identified by previous authors. The framework proposes that the customer experience is a multidimensional structure composed by elementary components, which are categorized in Table 1:
Table 1
Dimension

Definition

Sensorial

A component of the customer experience that affects the senses

Emotional

A component of the customer experience that involves the generation of moods

Cognitive

A component connected with thinking or conscious mental processes

Pragmatic

A component of the customer experience coming from the act of doing something, related to the concept
of usability throughout the whole product life-cycle

Lifestyle

A component of the customer experience that comes from the affirmation of the system of values and
the beliefs of the customer through adoption of a lifestyle and behaviours

Relational

A component of the customer experience that involves the consumer and their social context, and
relationships with others and themselves.

3D Imaging
The advent of 3D imaging and augmented reality can help reduce the gap between patient
expectations and perceived outcomes, evidenced from its application in such fields as cosmetic
dentistry, and the make-up industry (Qiao et al, 2011; Huang et al, 2013). Breast surgeons have
adopted 3D simulation as a planning aid to demonstrate potential outcomes for patients, thus
facilitating better expectations management (De Heras et al, 2012). While the extant literature
considers the role of 3D imaging as an aid in the customer experience (Scholz & Smith, 2016)
and evaluates the breast simulation accuracy (Roostaeian & Adams, 2014; Mailey et al, 2013),
there is an evident gap in the research investigating how this technology addresses the
managerial issue of patient expectations against perceived outcomes. Holsapple & Wu (2009)
posit a framework of user acceptance of virtual worlds that serves as a useful tool to analysing
virtual experiences such as 3D simulation. It considers that engagement with a virtual world is a
function of imaginal and emotional responses. imaginal factors—role projection, fantasy,
escapism—and emotional factors—emotional involvement, arousal, enjoyment—borne out of a
virtual experience can provide a key tool to analyse the relationship between the user and the
virtual environment, including initial and sustained engagement and effectiveness (Holsapple &
Wu, 2009).
Method/Approach
This research will report the findings of qualitative longitudinal interviews with 20 patients of a
metropolitan breast surgery clinic. The semi-structured interviews will be conducted before and
six-weeks after surgery (40 interviews). Half of the sample will be electing to undergo 3D breast
imaging and half will receive the standard service (no imaging). Interview questions will be framed
around both Gentile’s (2007) customer experience framework, and Holsapple & Wu’s (2009)
hedonic research framework. Data will be transcribed and analysed using NVivo software.
Results/Findings
Breast augmentation patients had relatively homogenous expectations pertaining to the various
dimensions of Gentile’s (2007) customer experience framework, which are summarised in Table
2, alongside their subsequent perceptions and relevance to participation in 3D imaging.
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Table 2
Dimension
Sensorial




Relational

Pragmatic






Expectation
Some soreness, mainly
discomfort
Confident in smooth
physical recovery




Supportive inner-circle
Potential concern for coworker and wider social
circle opinions



Follow-up calls,
appointment reminders,
and availability in case of
any complications or
queries







Perception
Minimal soreness, mainly discomfort
Significant, unexpected discomfort
when trying to sleep

Vectra 3D Impact
No notable differences
between responses from
3D and non-3D groups

Positive experiences with social circles
and work colleagues
Some perceived judgement and
annoyance from work colleagues

No notable differences
between responses from
3D and non-3D groups

Satisfied with standard follow-up,
appointments, and general availability
Dissatisfaction with crisis
management and customer service in
service failure

Vectra 3D patients citing
desire for more followup and more assistance
in post-operative period

Cognitive



Expected sizing to be the
most important thing to
consider in the journey,
and the cause of most
confusion and doubt



All patients discussed sizing as of the
most importance, and those who did
not have Vectra 3D imaging more
commonly cited concerns with the
size of their implants.

Those who did not have
Vectra 3D imaging more
commonly cited
concerns with regard to
implant size

Emotional



Excitement, nervousness
and empowerment



Feelings of confusion and regret in the
preliminary post-op period
Excitement and nervousness
confirmed and experienced during the
immediate pre and post-operative
stages
Impatience, annoyance and
frustration with physical recovery
commonly cited

Those who did not have
Vectra 3D imaging more
commonly cited postoperative concerns and
uncertainty.





Lifestyle



Expectation that after the
initial time off, recovery
will not affect their
lifestyle. Concerns
regarding ability to remain
active.





Common that patients desired an
additional week off work, feeling
physically unprepared to return to
work
As anticipated, impatience and
concern with not being able to return
to physical activity

No notable differences
in responses between
3D & non-3D imaging
groups.

Discussion and implications
The research has theoretical contributions for the customer experience, 3D imaging and medical
literatures. There are also key practical contributions for medical practitioners through valuable
insight into patient experiences, expectations management, and optimal usage of 3D imaging
resources.
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Introduction to the research problem
Service coproduction has been recognized as an important practice in service provision (Vargo
and Lusch 2004). With the development of technology, anthropomorphized service toolkits that
can act like human-beings (instead of listing simple instructions) becomes increasingly common
among companies that coproduce services with customers via the online platform. This research
proposes that anthropomorphized service provider leads to a mixed effect on satisfaction in
service coproduction task through the mechanisms of increased social rapport and decreased
autonomy with the boundary condition of task nature.
Literature review
Anthropomorphism literature has suggested that consumers respond to anthropomorphized
entities in the same way as they respond to human-beings. It has been found that interpersonal
communication, compared to receiving information from a computer, can lead to higher level of
social rapport and subsequently satisfaction and word-of-mouth (DeWitt and Brady 2003; Gremler
and Gwinner 2000). Therefore this research posits that interacting with an anthropomorphized
service provider (vs. receiving information from a non-anthropomorphized service provider like
product website in computer) would be perceived as interpersonal interaction, which in turn
increases social rapport and consumer satisfaction in the coproduction service.
On the other hand, an anthropomorphized service provider it may exert negative impact as well
due to decreased consumer autonomy. In the service context, research has found that autonomy
is vital in boosting satisfaction for customization service (Dahl and Moreau 2007). An
anthropomorphized service provider, however, is likely to have a negative impact on satisfaction
because consumer autonomy is threatened when consumers receive help or input from another
“person”.
While an anthropomorphized service provider will influence customers’ service experience
through the opposing mechanisms of increased social rapport but decreased autonomy, our
research further proposes that the salience of these two underlying mechanisms will depend on
the task nature (i.e., self-expressive or not). Taken together, we put forth the following
hypotheses:
H1: In non-self-expressive coproduction tasks, anthropomorphized (vs. non-anthropomorphized)
e-service agent would increase consumer satisfaction in service coproduction.
H2: In non-self-expressive coproduction tasks, increased social rapport mediates the effect of
anthropomorphized (vs. non-anthropomorphized) e-service agent on increased consumer
satisfaction.
H3: In self-expressive coproduction tasks, anthropomorphized (vs. non-anthropomorphized) eservice agent would decrease consumer satisfaction in service coproduction.
H4: In self-expressive coproduction tasks, decreased consumer autonomy mediates the effect of
anthropomorphized (vs. non-anthropomorphized) e-service agent on decreased consumer
satisfaction.
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Method/Approach
We conducted data from three experiments (including field and laboratory) in different contexts
(e.g., codesign a greeting card and a t-shirt) to testify our hypotheses. Study 1 was a field study
testing the interaction effect of anthropomorphized e-service agent and task self-expressiveness
on real purchase of a co-designed Chinese New Year greeting card. Study 2 aimed to replicate
the results and reveal the underlying mechanisms in an online experiment (i.e., Amazon’s
Mechanical Turk) using a different sample (i.e., American participants). We used a different coproduction task in this study. Participants were asked to imagine that they have a trip in the city
of Auckland and co-design a T-shirt as a tour souvenir with the help from a co-design e-service
agent. Results of this study revealed that participants were less satisfied with the service provided
by anthropomorphized e-service agents when the service task was self-expressive, because their
autonomy was threatened. In Study 3, we aimed to again reveal the mediating role of autonomy
in the self-expressive condition using the moderation approach. Specifically, participants were
given more freedom in the co-design process (e.g., participants can determine the design order,
can go back to previous design and change the choices, and the motto choice is self-designed
instead of choosing from options), which can bolster their autonomy. We expected that bolstering
autonomy would attenuate the negative effect of anthropomorphism on service satisfaction. To
generalize our findings, we changed the product for co-design again. Participants co-designed a
mug through choosing its color, picture and motto on it.
Results/Findings
Our findings confirm the opposing effects of coproduction with an anthropomorphized service
provider (versus non-anthropomorphized one) on customers’ perceived social rapport and
autonomy. Particularly, when the coproduction task is self-expressive, the effect of decreased
autonomy will be heightened by anthropomorphized service providers and decrease customer
service evaluation. In contrast, when the coproduction task is non-self-expressive, social rapport
would be increased and subsequently lead to increased service satisfaction. We also conducted
studies with manipulations to examine conditions that can alleviate the moderation of the task
nature of self-expressiveness.
Discussion and implications
Overall, this research contributes to anthropomorphism and service marketing literatures, and
provide significant implications for service coproduction in the digital age with the popularity of
having customers’ interaction with an “e-service provider”.
References
Dahl, D. W., & Moreau, C. P. (2007). Thinking inside the box: Why consumers enjoy constrained
creative experiences. Journal of Marketing Research, 44(3), 357-369.
Dewitt, T. & Brady, M.K. (2003). Rethinking service recovery strategies. Journal of Service
Research, 6(2), 193‐207.
Gremler, D.D. & Gwinner, K.P. (2000).
Customer‐employee
rapport
in
service
relationships. Journal of Service Research, 3 (August), 82‐104.
Vargo, S. L., & Lusch, R. F. (2004). Evolving to a New Dominant Logic for Marketing. Journal of
Marketing, 68(1), 1-17.

PAGE 93

94

Consumers’ Perceptions of Online Video Reviews and their Impact
on Uncertainty Reduction
Miss Valeriia Chernikova1, Dr Robert Ciuchita1
1

Hanken School of Economics, Helsinki, Finland

Track: Digital service communication
Introduction to the research problem
When consumers face difficulties making purchase decisions, they engage in activities that help
them gain additional information about products and services (Berger & Calabrese, 1975;
Mudambi & Schuff, 2010). Previously, consumers looking for uncertainty reduction had to rely on
word-of-mouth (WOM) from friends and family or information provided by sellers. Nowadays, they
can take advantage of electronic word-of-mouth (eWOM) in the form of online reviews (Banerjee,
Bhattacharyya, and Bose 2017), including those made by field professionals (e.g., Wirecutter,
Stiftung Warentest), online influencers and celebrities (e.g., Kendall Jenner, Camille Styles), as
well as peer-to-peer (P2P) online reviews (Banerjee, Bhattacharyya, & Bose, 2017) generated by
regular consumers that wish to share their experiences. Because P2P online reviews originate
from real consumers, people tend to trust them more than descriptions of the products provided
by retailers and manufacturers (Floyd et al. 2014; Zhang et al. 2014).
Previous studies have shown the importance of online reviews for both consumers looking for
support for purchase decisions (e.g., Park, Lee, & Han, 2007; Yusuf, Che Hussin, & Busalim,
2018) and companies (e.g., Bhandari & Rodgers, 2018; Floyd et al., 2014). However, such studies
mainly addressed textual reviews or textual reviews supported with photos (e.g., Casaló, Flavián,
Guinalíu, & Ekinci, 2015; Siering, Deokar, & Janze, 2018), while overlooking another form online
reviews – video reviews. Besides, most studies on P2P reviews address tangible products, while
paying limited attention to services, with an exception to reviews about hotels and restaurants
(e.g., Filieri, Raguseo, & Vitari, 2019; Zhang, Zhao, Cheung, & Lee, 2014).
P2P online reviews in video format are rapidly increasing in popularity, especially on YouTube,
where people develop their video blogs (vlogs) dedicated to a specific topic (e.g. junk food reviews
by Family Food Dude) or post reviews as a part of their lifestyle vlogs (Morrison, 2015). According
to HubSpot Content Trends Survey, people pay the most attention to video content in comparison
to any other media (An, 2017). Yet, it remains unclear how different P2P review formats affect
consumers’ perceptions of both review and reviewer characteristics, and, consequently,
uncertainty reduction concerning the performance of products and services. The purpose of this
study is to examine (1) How consumers perceive online video reviews in comparison to textual
reviews and textual reviews supported with photos (Mudambi & Schuff, 2010; Pan & Zhang,
2011), (2) How such perceptions affect uncertainty reduction (Goldsmith & Clark, 2008; Mudambi
& Schuff, 2010), and (3) What impact does this have on decision comfort. It can be assumed that
video reviews perform differently from textual reviews as well as textual reviews supported with
photos because of the their varying degree of vividness (Healey, Booth, & Enns, 1995; Steuer,
1992) and stimulated mental imaginary (Roggeveen, Grewal, Townsend, & Krishnan, 2015). In
addition, this study aims to address the lack of service focus in the P2P review literature by looking
at the airline industry, which has received a lot of attention from reviewers on YouTube.
Literature review
The research model of this study (please see Figure1) builds upon the P2P review literature,
paying special attention to review and reviewer characteristics, which both impact consumers’
perceptions about online reviews (Cheung & Lee, 2012; Schindler & Bickart, 2012), but have not
been considered in unison in previous research. The study relies on uncertainty reduction theory
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(Berger & Calabrese, 1975), that offers a framework explaining how consumers use different
sources of information, such as P2P online reviews (Hu, Liu, & Zhang, 2008), to evaluate products
and services in purchase decisions. The impact of online review on uncertainty reduction is also
underreached, although studies have pointed that the main purpose of engaging with online
reviews is to reduce uncertainty (Goldsmith & Clark, 2008; Mudambi & Schuff, 2010), leading to
improved decision comfort (Parker, Lehmann, & Xie, 2016). Studies indicate that more vivid
presentation formats help consumers better imagine their experiences (Roggeveen et al., 2015;
Yoo & Kim, 2014), which increases persuasiveness of the message (Lee & Gretzel, 2012). In this
process, mental imaginary plays an important role in forming consumer attitudes and behaviours,
meaning that lack of mental imagery can lead to increased uncertainty, and, consequently,
withdrawal from making purchase decisions (Heller, Chylinski, de Ruyter, Mahr, & Keeling, 2019;
Simon, 1955).
Figure 1. Research Model of the Study

Method/Approach
The research relies on a series of studies, including experiments and content analysis. A pilot
study has provided preliminary evidence that video reviews perform differently from textual
reviews and textual reviews supported with photos. The findings encouraged us to develop the
framework in Figure 1, including both review and reviewer characteristics, aiming to find out to
what extent review vividness servs as a boundary condition for uncertainty reduction in the context
of online reviews (Goldsmith & Clark, 2008; Mudambi & Schuff, 2010). To test this framework, we
are currently conducting a series of experimental studies in the airline context that compare airline
reviews on YouTube with textual reviews providing the same content and textual reviews
supported with photos (screenshots from the video reviews). Finally, a content analysis study is
meant to provide a typology of P2P video reviews based on the most viewed / followed video
reviews on YouTube. The data collection for these studies is currently ongoing.
Results/Findings
A pilot study with 61 master’s degree students indicates that consumer perception of review
characteristics varies significantly between different types of review formats. Specifically, the
preliminary results show that P2P online reviews in video format have a stronger influence on
consumer perception of review helpfulness (Sig.=.010) and credibility (Sig.=.001) comparing to
textual reviews. In addition, participants indicated more favourable overall attitudes towards video
reviews, also indicating that they are more likely to search for a video review.
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Discussion and implications
This research contributes literature on P2P communications in three ways. First, it provides
evidence that online reviews in video format have a stronger influence on consumer perception
in comparison to textual reviews. Second, it develops a conceptual model that incorporates
characteristics of both reviewers and reviews in measuring their impact on uncertainty reduction
and decision-making comfort. In doing so, this study enriches service literature by showing how
the vividness of information in online environment influences consumer decision making. Third, it
offers a typology of video reviews indicating what kind of video reviews are more likely to reduce
consumer uncertainty and, consequently, support decision making. Thus, this study contributes
to the service literature by looking at how consumers learn about services prior to making
purchase decisions and the different types of video content consumers share about their service
experiences. Finally, this study provides important managerial implications suggesting that
companies need to invest in encouraging their consumers to share reviews in video format, as
well as indicating what kind of reviews are the most beneficial for them to receive. Such
implications also can be used outside of P2P review settings, for example, when cooperating with
online influencers and professional review organizations.
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Introduction to the research problem
Many firms in the hotel, airline, and car-rental industries operate multiple service classes to meet
diverse customer needs, and each class progressively offers better service values with at higher
costs. To maximize the revenue from any unsold capacity at the time of consumption, firms have
long been committed to upselling, a sales technique to persuade customers to switch up toward
a higher-class service with extra charge. In general, front-line employees ask customers to revise
their initial reservations at the point of consumption. Therefore, firms are motivated to increase
employee loyalty from these counter representatives as it potentially increases service value and,
in turn, the revenue from upselling. In this paper, we provide empirical evidence on the link
between employee loyalty, perceived service value, and upselling. Further, we quantify the extent
to which firms achieve gains from upselling, by increasing employee loyalty.
Literature review
Within the framework of the service profit chain (Heskett et al. 1994), previous studies have
documented that firms benefit from seller-customer interaction within a service encounter
(Gwinner et al. 1998; Rust and Chung 2006). Further, employee loyalty as a salient consequence
of employee satisfaction (Christen et al. 2006; Gong et al. 2014) likely results in a higher level of
service quality (Loveman 1998; Silvestro and Cross 2000) and thus increases the firm’s
profitability (Reichheld 1993). Other literature, however, has found little support for such link
between employee loyalty and the firm’s business outcomes (Kamakura et al. 2002; Silvestro
2002). While the results are mixed, none of these studies has investigated the role of employee
loyalty in transaction-specific customer survey and its longitudinal impact on the firm’s business
outcomes, relying on either cross-sectional or infrequent periodic surveys from samples of
customers. Our research is also related to previous research that examines the upselling
technique. Much of this literature focuses on the role of upsells in the revenue management (Cui
et al. 2017; Guillet 2020; Yılmaz et al. 2017) or customer response to upsells (Heidig et al. 2017;
Norvell et al. 2018). Employee loyalty, however, has not been widely studied in the context of
upselling, despite its importance in successful upsells. A scant literature on employee loyalty in
the context of upselling (e.g., Khwaja and Yang 2018) does not focus on the longitudinal impact
of customers’ perceived service value on their likelihood of accepting upsell offers. Our paper
addresses this research gap by presenting a framework to understand the extent to which
employee loyalty improves service value for each transaction and the firm’s future upsells.
Method/Approach
The data follow a panel of 119,138 unique loyalty club members from May 2010 to October 2012.
The entire sample involves 777,835 rental car transactions across 2,964 airport and off-airport
locations in the US. The overall proportion of car-class upsells (i.e., the class paid for and the
class driven are the same, and both are higher than the class reserved) is about 0.5% in our
sample. Each transaction is linked to customer survey that asks customers to rate their perceived
value for the money for the rental experiences on a scale from 0 (poor) to 9 (excellent). We use
customer responses to this question as a single measure of customer value (e.g., Rust et al.
2000), and match those survey responses to each transaction. In addition to customer survey,
the firm conducted five waves of (web-based) employee survey during the sample period. In this
survey, employees were asked to rate their loyalty to the firm on a scale from 1 meaning
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'completely disagree' to 5 meaning 'completely agree': "I would recommend this company to a
friend as a good place to work." (e.g., Gong et al. 2014; Keiningham et al. 2006).
We model customers' perceived service value ratings and their acceptance of upsell offers as two
separate but related processes, within the framework of a two-stage least squares regression
analysis (Angrist and Imbens 1995). In the first stage, we model the contribution of employee
loyalty to customer perception of value at each service encounter. With the predicted perceived
value in hand, we then model the likelihood a customer accepts the firm's upsell offer in the
following service encounter. To address a potential endogeneity concern in the system of
equations, we use the day of week when customers participated in survey as the instrument. We
also control for any latent time-varying and time-invariant heterogeneity in transaction details such
as daily rental rates, rental duration, booking channels, rental purposes, and major holidays.
Results/Findings
As shown in Table 1, the results from our proposed model reveal that loyalty from front-line
employees significantly improves customers' perceived value of service and, in turn, increases
the likelihood that a customer accepts the firm's upsell offer in the next service encounter, even
after controlling for transaction details and unobserved heterogeneity of customers and car-class
characteristics (Column (1)). Interestingly, we do not find such role of employee loyalty in
customers' evaluations associated with overall and attribute-specific service quality and the
subsequent acceptance of upsells (Columns (2)). To quantify the economic value of improving
employee loyalty, we set up a simulation study in which employee loyalty ratings are manipulated
as follows: starting from the original rating for each transaction, we increase employee loyalty
ratings by % (bounded by the maximum of 5, based on the data) where ranges from 10 to 90 and
predict the incremental service value and upselling. As shown in Figure 1, a 50% improvement in
employee loyalty ratings boosts service value ratings by 1.8% and, in turn, increases upsells by
13.9% from the current level. In other words, a unit increase in the level of employee loyalty
improves the likelihood of upsells by 18.9%, which translates to $0.6 million gains in the firm's
revenue from upselling.
Discussion and implications
Our paper demonstrates that employee loyalty indirectly increases upsells through improving
customers' valuation of service experiences. Also, the results reveal that customers' perceived
value of service is the key benefit from increasing employee loyalty at the time of consumption.
These findings make the following contributions. First, our research adds to the literature on
upselling, to which arguably less attention has been paid, by providing an empirical framework to
evaluate the contribution of employee loyalty to the firm's revenue from upsells. Second, the
results that pertain to our proposed model illustrate how employee loyalty indirectly affects upsells
through customers' perceived service value, providing managerial insights into the firm's customer
and service management. Finally, this paper illustrates how the firm can obtain a bound on the
economic value of managing employee loyalty.
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Table 1: Parameter Estimates
DV: Customer Ratings

Intercept

Employee Loyalty

DV: Acceptance of Upsells

(1) Value

(2) Quality

(3) Value

(4) Quality

7.4373***

7.4566***

-6.0993***

-9.9182

(0.3955)

(0.2970)

(2.2011)

(5.8241)

0.1626**

0.0545

(0.0577)

(0.0434)

Predicted Perceived Value

0.4851**
(0.2338)

Predicted Perceived Quality

1.0311
(0.7459)

Survey Day

-0.1535**

-0.0392

(0.0750)

(0.0563)

-0.5995***

-0.1035**

0.3946

0.1317

(0.0558)

(0.0419)

(0.3109)

(0.2402)

0.2054***

0.1248***

-0.2159

-0.2501

(0.0607)

(0.0456)

(0.2397)

(0.2248)

0.0677**

0.0668***

-0.1773

-0.1723

(0.0296)

(0.0222)

(0.1214)

(0.1089)

FE: Customer Tier

Y

Y

Y

Y

FE: Rental Purpose

Y

Y

Y

Y

FE: Booking Channel

Y

Y

Y

Y

FE: Reserved Class

Y

Y

Y

Y

0.0426

0.0094
127.8

142.0

2833

3132

log (Daily Rental Rate)

log (Rental Duration)

log (Interpurchase Time)

Adjusted R-Squared
AIC
Number of Observations
*** p

3522

3522

< 0.01, *** p < 0.05
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Figure 1: Effect of Changes in Employee Loyalty
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Introduction to the research problem
Since Stauss and Friege’s (1999) conceptual article on regain management, researchers and
practitioners have shown a growing interest concerning winning back customers who have
defected from a firm (Kumar, Bhagwat, & Zhang, 2015; Vulser, 2018). This rising interest may be
due to the fact that despite a firm’s efforts on satisfaction and retention, customers still defect
(Capraro, Broniarczyk, & Srivastava, 2003; Reichheld, Teal, & Smith, 1996; Stauss & Friege,
1999). Researchers have mostly focused on win back strategies and existing literature helps
understanding what strategy is more efficient in terms of customer characteristics and reasons
for defection (Bogomolova, 2010, 2016; Homburg, Hoyer, & Stock, 2007; Kumar et al., 2015;
Tokman, Davis, & Lemon, 2007). Win back strategies represent all the processes that a firm puts
in place to regain customers who terminated their relationship with the firm (Stauss & Friege,
1999). However, to our knowledge, no study has considered the reasons why returning customers
switchback to their original provider and to what extent these reasons affect their relationship
quality (RQ) with the firm. The ambiguity about the attitudes and behaviors of returning customers
is frustrating for practitioners facing requests to increase customer win-back rates. Our research
addresses this issue by studying the reasons why customers switchback to their original provider
and how these reasons affect differently their RQ. Specifically, we answer two questions: (1) Why
do customers switch back to their original provider? (2) To what extent the reasons for switching
back affect the RQ? We bring the following contributions: First we provide new understanding on
why customers switchback to their original provider, mobilizing Interdependence theory (Dailey,
Jin, Pfiester, & Beck, 2011; Dailey, Rossetto, Pfiester, & Surra, 2009). This theory focuses on the
interactions between partners as the core of close relationships (Rusbult & Buunk, 1993). These
interactions create outcomes in the forms of rewards and costs (gratitude, pleasure, distress,
pain). Individuals stop their relationships when they perceive better alternatives, fewer
investments and lower outcomes than they believe they deserve (Kelley, 1979). Our study is the
first one to study this in Relationship Marketing (RM) (see Table 1). This will enhance the RM
literature by adding to the reasons for defection, and reason to stay, the concept of reasons for
renewals. Second, we document that won-back customers differ in terms of attitudinal and
behavioral aspects of the relationship with their firm according to the reason why they come back.
Apart from the theoretical contribution, our research helps managers to identify unstudied win
back strategies and to adapt their customer relationship management according to the reason(s)
for renewal.
Literature review
RM has mostly focused on customer retention and how to avoid customer churn (Fornell &
Wernerfelt, 1987; Fornell & Westbrook, 1984; Gronroos, 1994; Hess, Ganesan, & Klein, 2003).
RM represents the desire for firms to establish, develop and maintain a successful relationship
with their customers (Morgan & Hunt, 1994). RQ is a key aspect of RM (Palmatier, Dant, Grewal,
& Evans, 2006; Watson, Beck, Henderson, & Palmatier, 2015). It refers to the general evaluation
of the strength of the relationship, conceptualized by a composite or multidimensional construct
to capture the different facets of the relationship (Crosby, Evans & Cowles, 1990; De Wulf,
Odekerkan-Schröder, & Iacobucci, 2001; Palmier et al, 2006).

PAGE 103

104

Table 1. Comparison with existing studies on customer win-back

Account for
reason for
defection

Modeling the
reasons for
renewals

Account for win
back strategies

Modeling the
relationship quality
of won back
customers

Modeling the
profitability of won
back customers

Stauss & Friege
(1999)

No

No

No

No

Yes

Thomas et al.
(2004)

No

No

Yes

No

Yes

Homburg et al.
(2007)

Yes

No

Yes

No

No

Tokman et al.
(2007)

Yes

No

Yes

No

No

OdekerkenSchröder et al.
(2010)

Yes

No

No

No

No

Bogomolova
(2010)

Yes

No

No

No

No

Kumar et al.
(2015)

Yes

No

Yes

No

Yes

Pick et al. (2015)

No

No

No

No

No

Bogomolova
(2016)

Yes

No

No

No

No

The current study

Yes

Yes

Yes

Yes

Yes

Studies

RQ quality leads to profitability and is an important metric to measure firm performance (Gupta &
Zeithaml, 2006). As firms cannot retain 100% of their customers, it is also important to win them
back in order to stay profitable (Griffin & Lowenstein, 2001). Literature on regain management
has focused on how to win back lost customers and their profitability (see Table 1). However, to
the best of our knowledge, no research has studied returning customers’ RQ, despite the fact that
RQ is an antecedent of profitability. Researchers in psychology have studied reasons for renewals
in on/off again romantic relationships (Dailey et al., 2011; Dailey, Rossetto, et al., 2009, 2009).
Dailey et al. (2009) are the first academics to focus on "cyclical" or on/off again relationships: that
is, relationships that stop (breakups) and restart (partner getting back together). They identify
seven reasons for renewals following a relationship breakdown: (1) communicating more
effectively, (2) characteristics about the partner or self, (3) continued attachment, (4) renewed
effort, (5) increased time together, (6) increased intimacy, (7) dissatisfaction with alternatives.
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Proposed theoretical framework/Concepts
We use romantic relationship as an analogy and build on Dailey et al.’s framework (2009) to
identify reasons for renewals in the RM context. Because returning customers have previously
defected, they already have a reference point (Solomon, Tissier-Desbordes, & Heilbrunn, 2005)
on their relationship. As a result, the reasons for defection (Keaveney, 1995) affect the reasons
why customers come back. Dailey et al. (2009) argue that partners in cyclical relationships report
more negative aspects of their relationship compared to non cyclical partners. However, in RM,
according to the social exchange theory (Blau, 1964) and the norm of reciprocity (Bagozzi, 1995),
RM strategies and firm efforts encourage customers to reciprocate (Palmatier et al., 2006;
Palmatier, Jarvis, Bechkoff, & Kardes, 2009). Thus, building on this reciprocity norm, RM efforts
such as a seller’s efforts and investment into rebuilding the relationship, lead to good customers
with positive attitude and beneficial behaviors (Palmatier et al., 2009). On the other side, Wetzel
et al. (2014) argue that sometimes, firms’ efforts lead to customer entitlement, which is “a
customer’s expressed claims for extra effort on belief that they deserve it”. Entitlement can lead
them to demand more from the firm for less effort from their part. When a customer comes back
because the alternative is not satisfying, he/she is aware that other alternatives are not superior
(unless it is an opportunistic customer who is only looking for the best price). Moreover, he or she
has realistic expectations of its service quality based on their previous relationship (Solomon et
al., 2005). He is thus more likely to be satisfied according to Oliver's (1980) expectation
disconfirmation theory. As a result, depending on the reasons for renewals, returning customers
should not have the same attitudes. The Fig.1 depicts the conceptual model.
Discussion and implications
A successful RM for a firm resides in strong relationships with its customers (Dwyer, Schurr, &
Oh, 1987; Garbarino & Johnson, 1999). This study investigates the RQ of returning customers. It
contributes to the existing RM literature by introducing the concept of reasons for renewals.
Moreover, it emphasizes the extent to which these reasons for renewals affect the RQ of returning
customers. From a managerial point of view, our study provides academic support that returning
customers do not have the same RQ according to their reason for defection and renewals. Thus,
managers should identify why customers come back to the firm in order to follow their RQ and
use the right RM strategy accordingly. Moreover, they can adapt their win back strategies to
encourage regained customers to come back for a particular reason.
Firm
strategies

First lifetime
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Reasons for
defection

-

Control variables
Lapsed time since first defection

-

Complaints

-

Industry

-

Contractual vs. non contractual setting
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Fig.1 Conceptual Model
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Track: Service technology
Introduction to the research problem
Gamification has been hailed as a key tactic to boost innovation, improve marketing outcomes
and drive value by practitioners across various industries (Balis, 2018; Manoharan, Agarwal &
Shukla, 2017; Zoe, 2018). Statista (2019) estimates the worldwide gamification market to more
than double its value to $11.94 billion in 2021, up from $4.91 billion in 2016. A plethora of studies
on gamification have recently emerged in computer science, engineering, education and health
science, but less so in business and management, and with very limited representation in service
research (notable exceptions include Hammedi, Leclerq, & Van Riel, 2017; Harwood & Garry,
2015; Mulcahy, Russell-Bennett, Zainuddin, & Kuhn, 2018). Despite its popularity among
managers and scholars, gamification remains an umbrella construct (Landers, 2019). Associated
with co-creation, engagement and experience, gamification has been conceptualized and applied
differently in other disciplines, which has led to a lack of comprehension consensus and a lack of
conceptual and theoretical clarity. This lack of consensus has resulted in a misunderstanding of
what gamification entails and how it works (Deterding, 2019). The aim of this study is therefore to
integrate the rapidly growing and cross-disciplinary scattered contributions on gamification
research by addressing the following research questions: (1) How has gamification been defined
across the extant literature? (2) What are the key concepts and theories related to gamification
across disciplines and contexts? (3) How do these different perspectives converge with and
contribute to service research? and (4) What is the future of gamification in service research?
Method/Approach
To answer these research questions, we conduct a systematic literature review following the
Preferred Reporting Items for Systematic Review and Meta-Analysis (PRISMA) Protocol
(Shamseer et al., 2015). We searched for the term gamif* at the topic level in the Web of Science
Core collection and the EBSCO database which returned 1,224 and respectively 235 articles. 37
articles were dropped as they did not have accessible abstracts leaving 1,423 articles for further
screening. We then proceeded with a first screening phase at the abstract level with teams of two
researchers excluding articles in which: (1) Gamification was not mentioned in the title or the
abstract, (2) The focus was not on gamification but on “serious games” or “game-based”
applications, or (3) Gamification was used as an instrument, technique or approach to collect data
to answer research questions unrelated to gamification. Intercoder reliability was calculated using
Krippendorff’s Alpha and was over 80% for each coding team (Hayes & Krippendorff 2007);
abstracts on which there was disagreement were discussed and if no agreement was found they
were taken to the next screening round. Thus, 518 articles proceeded to a second screening
phase with teams of two researchers using the same exclusion criteria to screen each article at
the content level. This yielded 246 articles that proceeded to a third screening phase in which we
applied journal quality criteria. Specifically, only 137 articles that were published in journals ranked
in the first quartile of the Journal Citation Report (JCR) or the Scientific Journal Ranking (SJR)
were further considered. To analyse these articles, we employed a multi-method approach. First,
teams of two researchers manually content-coded each article based on a coding scheme (please
see the Results section). Second, we employed a systematic text mining and topic modelling
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machine learning approach to consolidate concepts and themes across our set of articles
(Biesenthal & Wilden, 2014). Specifically, we employed Leximancer 4.0 and SPSS Modeler Text
Analytics to identify the frequency and semantic similarity of words occurring across the articles,
cluster these as concepts, and then group and map the concepts according to their established
relationships into themes (Cretchley et al., 2010). Finally, we employed VOSviewer to visualize
co-citations and cited references with a minimum number of 20 citations of cited references.
Results/Findings
Our preliminary results identify four unique clusters that summarize the selected articles around
the following themes in order of prominence (please see Figure 1): (1) Learning (key concepts of
e.g., engagement and motivation), (2) Game (key concepts of e.g., experience, design and
mechanics), (3) Systems (key concepts of e.g., user, individual and environment), and (4)
Knowledge (key concepts of e.g., interaction and information). Within each cluster, we go back to
the manual coding to identify the theoretical lenses employed, potential antecedents and
outcomes, methodologies employed and the research context in which gamification is defined.
To illustrate, the most common definitions either relate to game design (i.e., usage of game
mechanics in non-game contexts; e.g., Deterding, Dixon, Khaled, & Nacke, 2011) or to the user
experience (i.e., providing affordances for gameful experiences which support the customers’
overall value creation; e.g., Huotari & Hamari, 2012) (please see Figure 2). Furthermore, the most
prominent theories employed were the Self-determination (e.g., Ryan & Deci, 2000) and Uses
and Gratifications (e.g., Katz, Blumler, & Gurevitch, 1974) theories. Interestingly, we also find
theories originating in service research (e.g., The Service-Dominant Logic; Vargo & Lusch, 2004)
have been employed to study gamification in computer science and education research. Finally,
the semantic mapping of the highly co-occurring concepts yielded pathing results from how such
theories used in gamification could be linked to service constructs such as customer experience
and loyalty.
Figure 1 – Overview cross-disciplinary text mining analysis
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Figure 2 – Visualization of co-citations and cited references

Discussion and implications
Our goal with this research is to clarify how gamification has been conceptualized in extant
multidisciplinary research, identify the similarities between cross-disciplinary gamification studies
and based on the analysis provide a research agenda highlighting the opportunities of
gamification for service research. For instance, given that customer experience and customer
engagement are concepts that have been widely discussed in service research over the last
decade, we contend that future research could benefit from service research theorizing (Bolton et
al. 2018; Brodie, Fehrer, Jaakkola, & Conduit, 2019) on these two potential outcomes of
gamification. Furthermore, developing topics in service research (e.g., service design for
innovation; Patricio, Gustafsson, & Fisk, 2018) might also serve as inspiration for gamification
research. From a practical point of view, our synthesis shows managers and service providers,
which elements of gamification are most relevant to customers in particular contexts (e.g., driving
engagement). These insights help them develop and design innovative service offerings that
incorporate gamification elements.
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Introduction to the research problem
The formation of collective groups often requires a period of adjustment as individual actors learn
how to engage with each other in the new context. Taking for example the scenario of a newly
formed collaborative business team, individuals come from different entities and may have
different agendas and ways of engaging in their previous contexts. It takes time to establish new
institutional arrangements that guide the behavior and engagement among the actors. Consider
then a newcomer entering into an existing arrangement with engagement behaviors that are
distinct from the collective; how do they align their engagement with the group? This paper
considers these situations and outlines four scenarios that ensue when an individual’s
engagement behavior is misaligned with those of the collective.
Literature review
Customer engagement is defined as a customers’ voluntary resource contributions that have a
brand or firm focus but go beyond what is fundamental to the transaction, and which occur in
interactions between the focal customer and the focal object (i.e. the firm/brand) (Jaakkola and
Alexander, 2014). Recently, this notion has been extended to recognize that these interactions
take place within a broader network of actors (Brodie et al., 2019). This notion of actor
engagement considers both the actors’ disposition and manifested behaviors to invest resources
in interactions with other connected actors in a service ecosystem (Brodie et al., 2019). The
disposition of an actor (i.e. their state of readiness or a tendency to act) both informs the activity
of engaging and is informed by the engagement (Brodie et al., 2019).
Actor engagement is both an individual-level and a collective-level phenomenon (Kleinaltenkamp
et al., 2019), in which collective engagement is more than the sum of the component individual
actor engagement. Social and emotional contagion occurs in the interactions among the actors
and results in the dispersion of engagement across the service ecosystem (Bowden et al., 2017).
Kleinaltenkamp et al. (2019) argue that collective engagement is influenced by and influences
institutional arrangements, and is enhanced when the institutional setting is aligned. This paper
considers what happens when an individual actor’s engagement is misaligned with the collective,
illustrated through four possible scenarios.
Proposed Theoretical Framework/Concepts
Actor engagement is embedded within an institutional setting (Storbacka et al., 2016). Drawing
on institutional theory, we deduce that institutional arrangements provide norms and rule
structures that guide actor engagement. In adopting an institutional approach, we consider
institutions through the lens of individual actors, who operate in several service ecosystems
simultaneously (Karpen and Kleinaltenkamp, 2019). Therefore, not all actors in the service
ecosystem will have aligned institutional perspectives and hence their engagement behaviors
may manifest in different ways. However, institutional arrangements are constantly in flux and
through the interactions of actors in the service ecosystem actors can change or disrupt
(engagement) practices (Brodie et al., 2019). Hence, we propose four scenarios that would ensue.
In the first scenario a focal actor would identify that her engagement behaviors are misaligned
with the collective, through observational learning or explicit instruction from another actor. She
would subsequently replicate the engagement behaviors of the group and evaluate their
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effectiveness. In a positive scenario, successful engagement would result in a changed, or
modified, engagement disposition for the focal actor and a tendency to act in a more aligned
manner going forward. In the second scenario, the focal actor replicates the engagement
behaviors of the collective, but does not perceive this to be the optimal mechanism for engaging.
The actors’ engagement disposition remains unchanged and given an alternative they would
embark on a different type of engagement behaviors. In this instance, the actor demonstrates
spurious engagement and remains at least partially misaligned with the collective. In the third
scenario, the focal actor disagrees with the engagement practices of the collective and seeks to
change them. This actor is considered a ‘disruptor’ and through either complaint behavior,
activism, or defiance would seek to influence the engagement practices of the collective and
subsequently modify the existing institutional arrangements of the collective group of actors.
Finally, the misalignment in engagement dispositions and/or engagement behaviors may not be
sustainable for the focal actor over an extended period. Assuming that the focal actor has mobility,
it is likely that she will swiftly exit from the collective and seek an alternate ecosystem in which
her engagement behaviors are more aligned.
Discussion and Implications
This paper provides insight into the emergence of actor engagement in collective settings. It
considers the scenario where the engagement behaviors of a focal actor are distinct from the
collective engagement practices. We offer four scenarios which the focal actor will follow, to either
gradually align their engagement disposition and behaviors, continue with spurious engagement
(a term we introduce here to the literature), actively seek to modify the institutional arrangements
of the collective group, or exit from the ecosystem. This answers the call of Storbacka et al. (2016)
for research on how institutional logics guide actor engagement in a service ecosystem.
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Introduction to the research problem
Over the years there have been a lot of discussions about managerial relevance of research in
management journals (Ankers & Brennan 2002; Jaworski 2011). The usefulness of managerial
implications in research has been emphasized in several articles with different guidelines;
however, there is no agreement from various journals on how this section should be structured
and researchers on service are largely confused to which extent this section can, or should, be
advanced (Bartunek and Rynes, 2010). In service design research, which is a highly practical
research area, the growing amount of number of research in the field does not reflect well the
managerial relevance of the research as the link between immediate, specific findings from the
article and the well-established, generalizable principles is not established (Locke, 2007;
Rousseau, 2009). Hence, given implications for practice scatter and are not built on an
established framework or principle. The aim of this paper is to explore how managerial
implications on service design research were provided and to illustrate them under a framework
to enhance their usefulness to practitioners. The research question is: “What managerial
implications are provided to manager in service design research?”
Literature review
Managerial implication
Managerial implications summarize what the results mean in terms of actions. They compare the
results to the action standard and indicate what action—or even non-action—should be taken in
response (Ellen & Willis, 2016). In journal submission, the requirement for managerial implications
are quite general. For example, JMS looks for manuscripts with “meaningful new implications or
insights for theory, whether such implications or insights are derived from empirical research, or
from the conceptual synthesis of recent advances and novel ideas into new theory” (Author
Guidelines, JMS). JPIM requires the implication section to “present the theoretical implications
and managerial implications of the study.” (Author Guidelines, JPIM) and JIM seeks manuscripts
which “provides theoretical and managerial implications useful for the further development of
research.” (Author Information Pack, JIM). All in all, there is no generic guideline on how the
managerial implications should be written in business and management journals. Although many
academics would like to have a stronger impact on practice, there is considerable confusion (and
even disagreement) about the extent to which this goal can, or should, be advanced by way of
managerial implications. (Bartunek and Rynes, 2010).
Service Design
Service design is defined as “a human-centered, creative, iterative approach to the creation of
new services (Blomkvist et al., 2010)”. It includes numerous contributions from service marketing,
operations, and information technology, all merged through design-based methods and tools
(Patrício &Fisk ,2013). Service design researchers have mainly focused on the methods and tools
of service design such as personas, customer journey maps, service blueprints, experience
models and stakeholder maps (e.g. Shostack, 1982, 1984; Bitner et al., 2008; Blomkvist et al.,
2010; Stickdorn and Schneider, 2011; Patrício et al., 2011; Teixeira et al., 2012). The service
design approach is both a set of methods for practitioners developing a service as well as an
emerging scientific field. The general awareness of service design has increased rapidly among
practitioners because the methods of this approach have proven to be very powerful in bringing
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customers and the service experience into the center of service development (Ojasalo et al.,
2015).
Proposed theoretical framework/Concepts
The figure is in form of a ladder consisting three steps as the following: process- related
implications, strategic implications and transformative implications.

Transformative
implications
The implications related to the
entire organizational and
business model transformation

Strategic implications
The implications related to the
integral part of the company’s
business strategy

Process-related
implications
The implications related to
the integral part of the
company’s innovation process
1. Customer experience and
behavior
2. Service design tools and
practices
3. New service/product
development process
4. Working method
5. Employees’ performance
6. Managing projects
7. Leveraging stakeholders

1. Business strategy and
operation management
2. Service and new service
development strategy
3. Customer value cocreation
4. Innovation strategy
5. Service system and service
network
6. Customer acquision strategy

1. Organizational culture and
structure
2. Cross-department and crossorganization level
3. Organizational mental model
4. Business model
5. Core transformative
capability of the organization
strategy

Figure 1. The framework of managerial implications on service design

This framework functions as a communicative model for illustrating the variation in service design
researchers’ managerial implications. The foundational reference point of this framework is the
Dannish Design Ladder (Dannish Design Center, 2015), which is highly relevant because it
supports measuring changes in the participating company by measuring the extent to which
design is present within the firm.
Process-related implications
Service design is an approach that is integrated in integral part of the company’s innovation
process. The solutions are driven by the problems and the customers and require engagement of
a variety of skills and capacities. The managerial implications categorized in this module focus on
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utilization of service design tools and practices in the process, improvement of customer
experience, service/product development activities and efficient working method.
Strategic implications
Service design plays a bigger role in the organization in terms of cooperation with management
to rethink the business concept completely or in part. This module concerns directly the business
visions and its desired business field and the value chain. The implications in this module focus
on different strategies related to business strategy and operation management, service and new
service development strategy, innovation strategy and customer value cocreation strategy.
Transformative implications
Service design transform the organizations in multi-levels and between multi-units, departments
inside the organizations and between the organizations. It attempts to bring design thinking and
service design methods to transform the organizational culture and structure, mental models and
business models become customer-oriented and sustained by design.
Discussion and contributions
On the raising importance of the managerial relevance of service design research, this framework
encourages communications between service design researchers as a communicative platform
for mapping the managerial implications in different research. Moreover, it supports them to
connect their findings of individual studies to generalized principles to enhance the usefulness of
the managerial implications. As this framework is generic, there is a call for further study to adapt
this framework into different industries to get more in-depth insights and validations.
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Introduction to the research problem
International trade in services worldwide has seen significant growth in recent years (Pla-Barber
& Ghauri, 2012), with an increasing number of smaller service firms undertaking international
business activities (Wentrup, 2016). For such firms, the individual decision-maker has been
recognised as particularly influential for international growth (e.g. Glavas, et al, 2019). For
instance, explanations of business growth in the international business literature have
emphasised the role of resources, such as knowledge, held by key decision-makers (e.g. Clarke,
Tamaschke, & Liesch, 2013), while the international entrepreneurship literature has specifically
highlighted the important role of individual-level characteristics, such as emotions (e.g. Grégoire,
Cornelissen, Dimov, & Burg, 2015), which have been identified as an important source of
information (e.g. Fodor & Pintea, 2017), particularly for decision-making. This finding suggests
that the level of the individual is an important consideration yet, nascent research into service
internationalisation has ignored the individual, instead focusing on firm-level outputs, for instance
(e.g. Turunen & Nummela, 2017). As a result, little is known about how service entrepreneurs
may manage key psychological processes (i.e., emotion regulation) for decision-making during
international growth (e.g. Zahra, Korri, & Yu, 2005). This is surprising, given the effective
management of emotions is important for firm outcomes (Baron, 2008; Shepherd, Williams, &
Patzelt, 2015 ) and on processes regarding opportunity recognition, exploitation and decisionmaking (Delgado García, Quevedo Puente, & Blanco Mazagatos, 2015; Fodor & Pintea, 2017).
It is unclear which emotion regulation strategies may be important for entrepreneurs, particularly
given increasing levels of complexity in service-dominant settings (Gebauer et al. 2005, 2013).
Operating in environments characterised by uncertainty and change has been empirically linked
to emotion-rich responses (e.g. Larsen & McGraw, 2011), yet it is unclear whether the emotion
regulation strategies that are important for service-oriented firms are the same as those for goodsoriented firms. Such strategies are suspected to be different because traditional international
business activities, such as market entries and exits (e.g. Coviello, 2017), may not accurately
depict the situations encountered by service entrepreneurs when their firms’ cross-national
borders, particularly as firm boundaries are more fluid in digital-enabled environments (Nambisan,
2017). Thus, while research suggests increased potential for service firms to exploit opportunities
offered by digital-enabled environments (e.g. McKinsey, 2017), it has yet to be determined how
service firms are pursuing international opportunities (cf. Reuber & Fischer, 2011), or how the
entrepreneurs at the forefront of such firms are making these key decisions. These findings point
to a pressing need for further research in service dominated digital-enabled environments.
Literature review
Emotions
Emotions have been conceptualised as mental states or mindsets, arising from evaluations of (i)
behaviours, (ii) events or situations, particularly those characterised by change; and (iii) mental
processes, such as reasoning and/or thoughts (Bagozzi, Gopinath, & Nyer, 1999; Neumann,
2017). For entrepreneurs specifically, emotions have been recognised as a valuable source of
information (e.g. Fodor & Pintea, 2017; Podoynitsyna, Van der Bij, & Song, 2012), playing a key
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role in decision-making (e.g. O’Shea, et al, 2017), and conceptually linked to entrepreneurial
outcomes (e.g. Gorgievski, et al, 2011; Hitt, et al, 2001); including at the level of the firm (e.g.
Baron & Tang, 2011) and the individual (e.g. Laguna, et al, 2016). Therefore, it appears important
to understand how emotions arise and are managed by entrepreneurs. Despite this,
entrepreneurship scholars have tended to examine emotion as part of a broader set of affectrelated concepts, for example mood, and/or more permanent dispositional traits and tendencies
(e.g. Fodor & Pintea, 2017) such as optimism or high energy. Another tendency appears to be
the study of single emotions in isolation (e.g. Shepherd, 2003), despite the fact that most often
mixed emotions are experienced simultaneously (Podoynitsyna, et al, 2012). This lack of scholarly
understanding is surprising because emotions specifically represents an important potential
resource, given they can be manipulated and deliberately managed (e.g. Fodor & Pintea, 2017),
for instance for strategic competitive advantage. As such, the following proposition has been
established:
Proposition 1.

Mixed emotions at the individual entrepreneurial level will influence the
digitalisation of services at the firm-level.

Emotion Regulation
Emotion regulation refers to behaviours that knowingly or unknowingly, maintain or modify which,
when or how emotion is experienced or expressed, in light of explicit goals (Gross, 1998, 2002;
Niven, Totterdall, & Holman, 2009). As an emerging research stream within the emotions-based
psychology literature and the field of entrepreneurship (Maor & Gross, 2015), emotion regulation
studies examine how individuals influence the impact of emotion at the intrapersonal,
interpersonal and group level (Gross, 1998; Niven, Troth, & Holman, 2019) to achieve specific
outcomes. For entrepreneurs, emotion regulation may be particularly important, given indications
that the entrepreneurial process may encompass events and situations particularly likely to
stimulate emotion responses (e.g. Baron, 2008). Further, the literature has empirically linked
different emotion regulation strategies to differential outcomes in key areas such as cognition (e.g.
Richards & Gross, 2000), innovative behaviour (e.g. Laguna, et al, 2016) and entrepreneurial
outcomes (e.g. Gorgievski, et al, 2011; Hitt, et al, 2001). Yet it remains unclear which events are
likely to be particularly emotion-laden for entrepreneurs across the lifecycle of their firms,
particularly in service firms (e.g. O’Shea et al, 2017). Further, our understanding of the impact of
emotion regulation within digital-enabled environments, such as virtual teams (e.g. Glikson &
Erez, 2013). The foregoing research proposes that emotion regulation may be a critical ability for
success as an entrepreneur, particularly in dynamic and rapidly-changing environments, such as
digitalised firms.
Proposition 2.

Antecedent- and response-focused emotion regulation strategies will
influence the digitalisation of services.

Digitalisation of Services
Digitalisation refers to the increasing use of digital technologies to connect people, systems,
companies, products and services (Coreynen, Matthyssens, & Van Bockhaven, 2017: 44). As a
firm process, it is important because it represents a profound shift distinct from firm growth (Brax
& Visintin, 2017), making international business the norm for many entrepreneurial firms
(Vendrell-Herrero, Gomes, Collinson, Parry, and Bustinza, 2018). For instance, digitalisation has
underpinned a process identified as servitisation (Brax & Visintin, 2017), which refers to a firm’s
path away from traditional product- or manufacturing-oriented businesses, towards an
increasingly strategic and operational service-oriented offering (Brax & Visintin, 2017). Despite its
profound impact, digitalisation remains largely underexamined in relation to its influence on
service entrepreneurs, particularly in international settings. This is surprising, as the phenomenon
offers potential for entrepreneurial endeavours, e.g. through servitisation, and is therefore
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positioned as an enabler of opportunities in this study. Thus, this study seeks respond to calls for
further investigation in the servitisation literature (e.g. Green, Davies, & Ng, 2017).
International Opportunity Recognition
This study draws on the entrepreneurship literature to apply Davidsson (2015)’s three-construct
opportunity recognition framework to servitization within international entrepreneurial firms. This
framework comprises (i) an external enabler, which is an external circumstance, such as
digitalization, which offers the potential for entrepreneurial endeavours; (ii) a new venture idea,
defined as “an imaginary combination of product/service offering, markets, and means of bringing
the offering into existence” (Davidsson, 2015, p.683); and (iii) opportunity confidence, arising from
an individual entrepreneur’s subjective evaluation of either an external enabler or new venture
idea (Davidsson, 2015). The three-construct approach is useful because it has the potential to
encapsulate contextual phenomena, such as dynamic, highly digitised environments, which
underpin many international, entrepreneurial firms today. Context is important because
opportunities, particularly in international settings, are inherently contextual (Reuber, et al., 2017;
Welch, et al., 2011). That is, opportunities are deeply embedded in their situational settings.
Despite the significance of context, however, prominent scholars examining international
entrepreneurial firms contend that context remains under-addressed (Reuber, et al., 2017). For
instance, Davidsson’s approach has been drawn upon in relation to firm growth and external
enablers, such as digital technologies (Briel, Davidsson & Recker, 2018) and natural disasters
(Williams & Shepherd, 2016). However, few studies have examined this framework in relation
individual-level processes, such as emotions. This is surprising, given new ideas emerge at the
level of the individual (e.g. Hurmerinta, Nummela, & Paavilainen-Mäntymäki, 2015). Thus, the
following proposition has been established:
Proposition 3.

International opportunity recognition is influenced by emotions, emotion
regulation strategies, and the extent of digitalisation in service firms.
Development of a Conceptual Framework

Considering the examined literature, a proposed conceptual model has been developed:

Emotion Regulation
Strategies
-

Antecedent-focussed
Response-focussed

International opportunity
recognition
Digitalisation of Services

-

New ‘international’ idea
‘International’ opportunity
confidence

Figure 1. Conceptual model of emotion regulation, digitalisation and opportunity recognition

Discussion and implications
This research promotes the need for further scholarly attention regarding how emotions present
in entrepreneurs who operate in dynamic digitally-enabled service environments. Specifically, this
research proposes that choice of emotion regulation strategy may influence the type of new ideas
and opportunities pursued by entrepreneurs. For instance, specific emotion regulation strategies
may influence how effectively entrepreneurs can imagine new combinations of product/service
offerings, within servitization processes. The proposed research aims to contribute to the nascent
service internationalisation literature. Future studies should aim to empirically examine the
propositions as proposed.
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Introduction to the research problem
During the last century, evolution and growth of both new and existing businesses have strongly
been influenced by technology. In particular, companies are developing platforms to orchestrate
collaboration among multiple actors using technologies and a wide range of resources, configured
to foster service innovations. It has impacted on different aspects of companies’ behavior,
breaking and changing the rules of markets in several situations. Thus, the role played by the
technology, and more specifically platforms, in the scaling up process of innovative service
ecosystems represents a prominent field calling for deepen research. Scaling-up represents a
special role for actors to play when adapting to and taking advantage of changing environments
(Edvardsson et al., 2018). Paina and Peters (2012, p. 367) refer to scaling up as “a set of
processes that lead to expanded and sustainable coverage of services, and involves
strengthening the capacity of delivery organizations, increasing diversity and robustness of
funding and management arrangements, and growing the system’s overall capabilities to add
more services or to integrate services”. Accordingly, the enhancement of technological platform
is creating novel opportunities through the integration of digital components (Lusch & Numbisan,
2015) generating, in turn, new institutional arrangements (Westley and Antadze, 2010). Despite
the use of the scaling up concept in various literature streams, only few conceptual models and
empirical studies (i.e., (i.e., Zomerdijk and Voss 2011; Aal et al., 2016; Di Pietro et al., 2017)
present frameworks and models that explain how the scaling-up process is initiated, emerge and
become institutionalized. Hence, scaling up of innovative service ecosystems is a hot topic for
both managers and scholars. In addition, there are a lack of previous studies focused on the
contribution of platform to the scaling-up. This study aims to explain how platforms are fostering
the scaling up of innovative service ecosystems, using a service-dominant logic lens. The
research is grounded on the conceptual framework detecting scaling-up drivers of service
innovations (Di Pietro et al. 2017).
Literature review
Considering that every service ecosystem has a distinct set of actors, resources and institutional
arrangements (including norms, rules and business habits), Barile et al. (2016, p.663) argue that
the viability of an ecosystem “depends on its ability to adapt to a changing environment by
identifying a role to play in each context”. Innovation evolves by exploring and exploiting changes
and emerging opportunities (Bacon et al., 2008), that requires entrepreneurial abilities and
strategies to make the process unfold, become institutionalized and successful Di Pietro et al.
(2017) have in an explorative study identified a constellation of four drivers of the scaling up
process of innovative service ecosystems, calling for further research in other empirical settings
characterized by the presence of technology. Similarly, Lusch and Nambisan (2015) suggest
more research to develop the conceptualization of the role of technology and platforms in service
ecosystems and their scaling up. In that direction, Edvardsson and Tronvoll (2019) propose a
classification of Innovation Platforms that, in addition to assembly focus platform and brand
constellation focus platform, recognizes the strategic role of technology focus platform. There is
a need for both conceptual and empirical research on scaling up of service ecosystem (Wright
and Stigliani, 2013), in particular taking into consideration how platforms can contribute to better
understand and explain this phenomenon.
PAGE 124

125

Method/Approach
The focus in this study is on investigating the role of platforms in the scaling-up process of
innovative service ecosystems and, accordingly, to enrich the conceptualization of the scaling up
framework suggested by Di Pietro et al. (2017). To achieve this, the research design is grounded
in two main phases. First, a systematic literature (SL) review using the PRISMA methodology
(Crocetti, 2015; Moher et al., 2009). The systematic literature review aims to summarize state of
the art in the role of technology and platform regarding the service ecosystems in general and
about the scaling-up process. The output of this phase is a valuable and essential input of the
second phase of the study that consists of empirically studying the phenomena by adopting a
reflexive research design based on empirical data collected from eight fast-growing platformbased business ecosystems. The purpose of the second phase is to explore empirically the
contribution of platforms in fostering the scaling-up process throughout the analysis of eight
innovative service ecosystems in order to conceptualize the role of the platform when it comes to
forming and driving the scaling-up process.
Results/Findings
To carry out the SL and considering the research scope and impact factor, the most relevant
journals in service research and technology (indexed by both SciVerse Scopus and Web of
Science) were studied. Selecting the years 2000-2019 (March 2019) as time frame, the papers of
chosen keyword were collected: Scaling up (5); Technology platform and service innovation (5);
Technology and service ecosystem (11); Digital Platform (18) Technology and service innovation
(145). In line with the aim of the research, the most consistent papers were selected, analyzed
and summarized in a systemic table. From the analysis, several key issues that need for an
empirical investigation are detected. Various are the contributions asking for studies aimed to
deepen knowledge on the successful development of business models grounded on digital
technology and innovation (e.i. Huang et al., 2017; Andreassen et al., 2018). Starting from the
output gathered, the paper concludes that when it comes to investigating the scaling-up process
of innovative service ecosystem, limited attention has been paid, considering contributions
provided by IT and digital platforms influence. Thus, in the empirical phase, by analyzing and
comparing eight platform-based service ecosystems, it is investigated in practices about how
platform-based service ecosystems scale up. The motivations that push the entrepreneurs to
develop and join digital ecosystem (Nambisan and Baron, 2019) are presented, as well as, the
aspects that influence the interaction of platforms with the identified drivers of the scaling (Di
Pietro et al. 2017). Hence, the evidence is provided to understand how the platform affects
operations and dynamic capabilities (Cenamor et al., 2019) during the expansion process, also
providing input for the design and the scalability of innovative services (Barrett et al., 2015).
Discussion and implications
This study is zooming in on the first phase of a more comprehensive research aimed to identify
the role and enabling the contribution of technology and platforms in the scaling-up process of
innovative service ecosystems. The systematic literature review was carried out to describe the
current state of the art of the body of scholarly knowledge in the field and to identify knowledge
gaps. Only a very few studies focalize the attention on the scaling-up of service ecosystem and,
in particular, on the contributions provided by IT platforms and key actors, often referred to as the
entrepreneurs. The paper contributes to identifying empirically grounded phases that describe the
scaling-up process as the basis for an extended conceptual framework on the scaling up of
service innovations. Furthermore, the paper provides empirical evidence of the role played by
platforms in fostering the fast growth and expansion of innovative service ecosystems.
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Introduction to the research problem
In 2018, Cambridge Analytica dominated news headlines. They harvested big data from the
profiles of more than 87 million Facebook users (Hern, 2018), mapped their personality traits
based on their likes and used that information to target them with 5.9 million visual ads (Poulsen,
2018) in the ‘2016 Donald J. Trump for President of the United States’ campaign. Algorithms were
developed to combine data from Facebook with other sources to create a superior dataset that
contained hundreds of individual properties for each person which were used to construct
messages and target people with highly personalised advertising. Cambridge Analytica may have
influenced the outcome of the 2016 US presidential election (Cadwalladr & Graham-Harrison,
2018).
However, many communication professionals are not aware of the importance of big data and
academics argue that communicators need to be conscious of the opportunities and challenges
that working with big data will bring to organisations (Holtzhausen, 2016; Wiencierz, 2019;
Wiesenberg, Zerfass, & Moreno, 2017). Despite the generally accepted importance of big data in
corporate communication, academic research has mostly ignored its potential and challenges
(Wiencierz, 2019; Wiencierz & Röttger, 2017; Wiesenberg et al., 2017). Organisations practicing
corporate communication, either intentionally or unintentionally, do the same things as other
organisations. Their communications tend to be different in detail than in practice (Fredriksson &
Pallas, 2015). Like organisations, communicators do the same things because they are obliged
to by coercive, normative, or mimetic institutional pressures — regulations, industry norms, or
predominant beliefs (Frandsen & Johansen, 2013; Fredriksson & Pallas, 2015). This study
examines the institutional pressures that influence data-driven communication in the corporate
communication industry and attempts to answer the following research question: What elements
of coercive, normative and mimetic institutional pressures influence corporate data-driven
communication?
Literature review
Very little research exists on big data in corporate communication (Wiencierz & Röttger, 2017).
Despite its generally acknowledged importance for organisations and their communications,
academic research has mostly ignored the potential benefits and challenges big data can bring
to strategic communication (Wiencierz, 2019; Wiencierz & Röttger, 2017; Wiesenberg et al.,
2017). Wiencierz (2019) examined the potential of using social media analytics in personalised
strategic communication and is the first study to include an ideal-typical application process
model. Due to the complexity with using big data, communicators can only travel at a slow speed
on the road towards corporate data-driven communication (Wiencierz, 2019). Wiesenberg,
Zerfass and Moreno’s (2017) first empirical study on big data in strategic communication is based
on a quantitative survey by Zerfass et. al. (2016). Based on their study's results, big data is seen
by communicators as an overall function of management that has just reached the industry
(Wiesenberg et al., 2017). In a systematic literature review on the use of big data in corporate
communication, Wiencierz and Röttger (2017) found potential in applying big data to improve
marketing communication but do not operationalize the use of big data in corporate
communication (Wiencierz & Röttger, 2017).
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Proposed theoretical framework/concepts
Neo-institutional theory has been by identified by academics as a suitable theory for examining
strategic communication (Frandsen & Johansen, 2009; Sandhu, 2009; Wiesenberg et al., 2017)
and serves as a useful theoretical framework in analysing how organisations use strategic
communication to achieve their goals (Kjeldsen, 2013; Macfarlane, Barton-Sweeney, Woodard,
& Greenhalgh, 2013; Wilbur, 2017). The theory is also known as Scott's (2008) Three Pillar
framework and includes: (1) a coercive pillar, that focuses on how institutions constrain and
regulate the behaviour of organisations by setting up laws and rules, and introducing monitoring
and sanctioning activities; (2) a normative pillar, that focuses on normative rules which introduce
prescriptive, evaluative or obligatory elements in an organisation’s life; and (3) a mimetic pillar,
that focuses on the organisation’s shared view of reality and the events through which their
perception is influenced (Frandsen & Johansen, 2013; Scott, 2008).
Discussion and implications
Three Pillar framework rejects the notion of formal organisations being rational and effective
instruments in achieving specific goals (Frandsen & Johansen, 2013). Neo-institutional theory
considers organisations as being actors who are not only searching for effectiveness but are also
driven by the need for legitimacy (Deephouse & Suchman, 2008). Each of the institutional pillars
provides a basis for an organisation’s legitimacy in their environment (Frandsen & Johansen,
2013). This research is important because it examines the under-explored field of corporate datadriven communication by applying the neo-institutional theoretical framework.
Coercive institutional pressures may influence an organisation to behave in a certain manner and
often exist when governments establish specific regulations that they must comply with (Dimaggio
& Powell, 1983). These types of forces become obvious when powerful organisations force less
powerful ones to comply with requests in order to receive legitimacy and its subsequent benefits
(Edwards, Mason, & Washington, 2009). Being able to show stakeholders that regulations and
norms are being followed provides a basis for their legitimacy and reputation (Fredriksson &
Pallas, 2015).
Normative institutional pressures stipulate the morally or socially correct behaviour of
organisations. They may create communication policies and strategies that organisations
implement and adjust to (Fredriksson & Pallas, 2015). Pressure from over ninety civil rights
organisations demanding morally correct behaviour influenced Facebook to establish a civil rights
audit to ensure civil rights laws and principles are respected, embraced, and inform their work
(Murphy, 2019). Based on the audit’s recommendations, Facebook decided to update to their
Community Standards policy and ban content related to white nationalism and separatism from
social network products (Sandberg, 2019).
Mimetic institutional pressures may also influence organisations to imitate similar organisations
to themselves due to uncertainty, a powerful force that exists within their environment. Uncertainty
is created in situations where new technologies and advancements are poorly understood and
goals are ambiguous (Dimaggio & Powell, 1983). Pressure created by ambiguous new
communication technologies and advancements used by Cambridge Analytica may have
influenced Facebook to announce the network can sway the outcome of political elections (Biddle,
2018).
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Introduction to the research problem
Digitally enabled car sharing and ride hailing is set to become a key driver of growth and
profitability in tomorrow’s auto markets. Revenues from mobility services are projected to soar to
almost $1.2 trillion, with profits reaching as much as $220 billion. Fuelled by constant
improvements in autonomous vehicle technologies, global markets for mobility as a service are
set to grow exponentially over the next decade (Accenture, 2018). Original equipment
manufacturers (OEMs) are established players in this field, however, the increasing viability of
electric and alternative powertrains; new, lightweight materials; and the growth of connected and,
ultimately, autonomous vehicles set the stage for new ecosystems of mobility allowing for faster,
safer and cleaner travel (Deloitte, 2017). While there is uncertainty about the speed of the
transition away from personally owned vehicles toward future mobility systems centered around
driverless vehicles and shared mobility, there is no doubt that this transition affects far more than
business models of the automakers—industries from insurance and health care to energy and
media are challenged to rethink and innovate their business models.
Digitalization and the rise of the Internet of Everything (IoE) tremendously influences the way
firms, customers and other stakeholders interact and do business together (Fredette et al., 2012).
An emergent stream in the technology and service innovation literature is discussing the new
opportunities for creating value offered by digital technologies, such as those incorporated in the
IoE (Langley et al., 2020; Gambardella & McGahan, 2010; Keen & Williams, 2013; Wirtz, Schilke,
& Ullrich, 2010). However, as Langley (2020) point out, despite the huge interest in these new
technologies, that have the potential to radically alter how we live, work and interact with each
other and with organizations, there is a lack in understanding how businesses can succeed in
adapting and innovating their extant business models to new technological possibilities. The IoE,
indeed, is not simply ‘yet another technology’ in this respect; it offers opportunities throughout the
entire process of value creation whereby it influences not only the functional level of business
operations (Langley et al. 2020), but also, more broadly, the institutional and societal level.
The IoE poses considerable challenges to firms and our society at large, including the
development of interoperability between systems, coping with industry partners that do not
collaborate with the new technologies, lack of skills of employees, partners and customers, liability
issues, data privacy and other path dependencies that are not well understood in the existing
business model literature (Langley et al. 2020). Thus, the purpose of this paper is (1) to explore
such path dependencies for technology-shaped business models and (2) develop strategies to
overcome and use path dependencies for business model innovation.
Literature review: Technology-shaped business models and path dependencies
Contemporary business model thought points to the importance of more holistic views of business
models and business model innovation, informed by system thinking, entrepreneurship and
complexity theories (Foss & Saebi 2017; Fehrer & Wieland, 2020). There is a shift, for example,
in practitioner and popular business model conceptualizations towards increased
decentralization, high interoperability, openness and platformization (Fehrer et al. 2018). This is
mirrored in the recent scholarly literature which begins to describe the nature of business models
PAGE 130

131

as systemic (i.e., many actors participate in the design and evolution of business models),
performative (i.e., how views on business models are enacted and in turn enact the reality of
business models), and institutional (Wieland et al. 2017; Zott et al. 2011; Doganova & EyquemRenault 2009). Such systemic views of business models highlight, that resource integration and
exchange processes do not take place in a vacuum but are enabled and constrained by sets of
norms, beliefs, values, practices, assumptions, laws and powerful path dependencies, that aim at
maintaining existing institutions (e.g., Vargo and Lusch, 2016; Chesbrough & Rosenbloom, 2002).
We contrast firm-centric and systemic conceptualizations of business models, to highlight, how
the systemic view of business models has the capacity to better model complex business
environments – such as mobility ecosystems – marked by increased digitalization, openness and
decentralization.
Method/Approach
We draw on an abductive reasoning approach (Tavory & Timmermans, 2014) that informed our
research process – a nonlinear, non-sequential, iterative process of systematic and constant
movement between literature and empirical data, through which literature-based results can be
reconceptualised or expanded as indicated by the empirical findings (Dubois & Gadde, 2002;
Nenonen et al., 2017). Our decision to use abductive reasoning rested on the mismatch between
the existing literature and insights from expert interviews, that highlighted the systemic approach
to technology-enabled business models. Most of the existing literature took a narrow firm-centric
approach to business model innovation. However, the nascent empirical evidence from our expert
interviews regarding the challenges of implementing digital processes and the IoT suggested to
us a largely different empirical context and the presence of a different kind of nomological network
for business model innovation. By tacking back and forth between the extant business model
literature and the empirical data extracted from 14 in-depth expert interviews with thought leaders
in the German mobility industry, we endeavoured to refine our understanding of systemic
business models and the path dependencies they are embedded in.
Findings and discussion: Path dependencies as constraints and source of inspiration
The complexity of the mobility industry powerfully demonstrates that business model innovation
in increasingly digital and decentralized IoE environments needs to be viewed from a systemic
perspective. It is important to reiterate that all business model innovation processes – digital and
traditional – are systemic institutional change processes. That is, to innovate systemically,
organizations need to overcome adaptive tensions, cognitive biases and powerful path
dependencies of all actors in the ecosystem (Chesbrough & Rosenbloom, 2002, Fehrer &
Wieland, 2020). With this research we uncover five strategies to overcome and use such path
dependencies as source of inspiration: (1) Enrolling allies, the ongoing recruitment of partners
(customers, incumbents, start-ups and others) to co-opete, collaborate and develop knowledge;
(2) Sensing shifts in power, the ongoing questioning of the role and legitimization in the network
(3) Identifying analogies, the ongoing association and comparison with upcoming business
models within and across industries; (4) Thinking agile, the adaptable and modular way of setting
up and doing business; and (5) Aligning ontologies, the way of making data accessible and usable
across systems.
Interestingly, the identified path dependencies, such as data sovereignty, legal restrictions and
liability in the case of accidents, skills to deal with digital technologies and driverless cars and
longtime investments in, for example, rail transport or energy harvesting for electric cars were
discussed as constraints for business model innovation, but, at the same time, as sources for the
innovative spark to think more creatively to find new solutions and thus, as enablers for business
model innovation.
This paper contributes to the recent discussion of systemic and institutional business models in
the broader management and marketing discipline. By pointing out the important role of path
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dependencies when innovating technology-shaped business models, we rethink the nomological
network – the drivers and consequences – of business model innovation, from a systemic
perspective. Further, we provide tangible strategies for managers, entrepreneurs and policy
makers as to how to deal with such path dependencies when digitally transforming business
models and more broadly industries and our society.
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Introduction to the research problem
Research about experience has gained fundamental attention in service research and the term
has in recent years become a major buzzword. Researchers recognized the importance of
experiences early on in emphasizing that “customers demand experiences, rather than products”
(Abbott, 1955), calling it “the next competitive battleground” (Pine & Gilmore, 1998, p. 98). The
growing importance of experience in marketing is reflected by the concept’s inclusion in the
Marketing Science Institute’s 2012 – 2014 and 2016 – 2018 research priorities (MSI, 2014, 2016).
Moreover, special issues addressing consumer experience have appeared in leading journals
including the Journal of Retailing (2009).
Despite nearly four decades of research, many managers are still struggling to create compelling
consumer experiences. A recent study indicates that specifically young consumers are frustrated
when it comes to the experiences associated with digital services (Gartner, 2018). One reason
for the struggle is “that it is defined so broadly – so “holistically” – as to exclude almost nothing; it
has become the theory of everything” (Maklan, Antonetti, & Whitty, 2017, p. 93). What is more,
there is a lack of conceptual clarity, a divergent set of theories and inconsistent empirical findings
among the marketing discipline and its sub-disciplines (e.g. service marketing). Particularly,
service research has been coined by controversial debates about experience (Bustamante &
Rubio, 2017; Klaus & Maklan, 2012; Lipkin, 2016).
Overall, the literature obtained into our literature review refers to four major experience concepts:
consumer experience, consumption experience, customer experience, service experience. These
terms are often used interchangeably (Andreassen et al., 2016; Beltagui, Candi, & Riedel, 2016;
Bustamante & Rubio, 2017; Klaus & Maklan, 2012), implying that no differences exist. We
demonstrate, however, that differences exist and matter. To address these issues, the aim of this
paper is to present the findings of a multidisciplinary systematic review within marketing and its
sub-disciplines that focuses on the following research questions: (1) what is (and is not)
consumption experience, customer experience, service experience, and consumer experience,
(2) what are important debates, and (3) how can future research be streamlined?
Literature review
We conduct a multidisciplinary systematic literature review, using an evidence-based approach
from medical science: the Preferred Reporting Items for Systematic Review and Meta- Analysis
(PRISMA) Protocol (Shamseer et al., 2015). Systematic reviews are used to minimize biases by
using a replicable, scientific and transparent processes (Tranfield, Denyer, & Smart, 2003) to
ensure rigor. Consistent with other studies in management literature using the PRISMA technique
(Kranzbühler, Kleijnen, Morgan, & Teerling, 2018; Kunisch, Menz, & Ambos, 2015; Savino,
Petruzzelli, & Albino, 2017), we sourced articles from EBSCO’s Business Source Elite database,
a rich database for management, business, economics, and marketing journals, following a four
step identification procedure. Only journals with an impact factor larger than 3, journals with
outstanding scientific relevance (e.g. Marketing Science), or carefully selected managerial
contributions were included to maximize the quality of this review (figure 1), 113 studies in total.
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Proposed theoretical framework/Concepts
Experience-related research in marketing has been described as multidisciplinary (Lemon &
Verhoef, 2016) with many leading scholars having contributed a great deal to further broaden our
understanding of experience in marketing. However, scholars of the various disciplines tend to
stick to the worldviews of their (sub-)disciplines, which limits unfolding the whole potential of
experience orientation. As such, experience research is characterized by infrequent collaboration
among multiple disciplines. One reason for the infrequent collaboration may be that conflicting
"questions, paradigms and theories" of contributing disciplines need to be considered (MacInnis
& Folkes, 2009, p. 908). At that point, explicitly establishing an integrative multidisciplinary outlet
with a focus on consumers as their common unit of analysis bears the potential to build
generalizable theories and concepts beyond the scope of isolated (sub-)disciplines (figure 2). As
MacInnis & Folkes (2009, p. 909) aptly pointed out, “the world does not divide itself into areas that
correspond to the disciplinary units that make up universities.” Specifically, for complex
phenomenon such as experiences, we propose that consumer experience may serve as an ideal
multidisciplinary outlet, in the sense that marketing and its multiple sub-disciplines can join forces
to conduct studies on consumer experience or seek inspiration in questions and perspectives
from one another. For complex phenomena, a multidisciplinary outlet may be fruitful to cover and
capture all relevant facets.
Discussion and implications
This paper serves both as an entry point for those who have not followed the development of
experiences research and as a frame of reference for those who have. Thus, our findings may be
beneficial for managers and scholars alike. Scholars may benefit from our research through a
clear research agenda (table 3) enabling scholars to recognize the need to conduct strong
empirical studies, which are based on strong conceptual frameworks. Those studies will be vital
in the future to achieving seminal breakthroughs. In addition, a conceptual roadmap has been
compiled on the basis of our literature review (table 1). This may serve as a research guideline to
make research from several disciplines accessible and facilitate knowledge exchange among
marketing, its sub-disciplines and adjoining disciplines. In addition, a framework of four
experience constructs is presented including all four experience constructs that illustrates
differences, similarities and relationships among the phenomena and summarizes the current
body of knowledge (table 2). Managers may benefit from our research by organizing the complex
and often-contradictory research streams and results. This may enable them to implement
powerful consumer experience-based strategies and enhancing the consumer experience.
Finally, our research could benefit consumers, as a clearer understanding of consumer
experience from academia and practice may lead to more experiential-laden products and
services.
Overall, research into experience has had an intense start with increasing enthusiasm. Over the
years, however, it seems that research has lost its focus, as many fragmented debates and
concepts have emerged in the respective silos of marketing and its related subdisciplines. Our
integrative review has incorporated almost 40 years of research and sought to re-organize the
resulting experience concepts. Specifically, we have (1) brought together and presented the
current state of knowledge (table 2) under the umbrella of four identified experience concepts that
are consumption experience, service experience, customer experience, and consumer
experience. (2) Each concept has been summarized respectively including a delineation of
prevailing debates (table 1). While acknowledging the current body of knowledge, the review also
showed that more research is needed to meet the high expectations of scholars and managers
regarding the experience construct. Thus, (3) we have presented a future research agenda hoping
to stimulate further research. The complexity of the field as whole suggest to break with isolated
research projects and facilitate collaboration. In our view, the consumer experience concept offers
rich opportunities for further inquiry. Our integrative framework of consumer experience (figure 1)
represents an outlet for multidisciplinary research including openness towards adjoining
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disciplines in providing a joint focus on the consumer as analytical unit. Ultimately, the symbiosis
of research efforts of various (sub)disciplines may contribute to achieving future breakthroughs.

Figure 1: Systematic search strategy

Figure 2: Integrative framework for consumer experience
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Table 1: Experience constructs overview

Experience
Construct
(1)
Interaction
metaphor
(2)
Form of
engagement
(3)
Unit of analysis
(4)
Discipline
(5)
Output
Construct
definition

Customer experience

Service experience

Consumption
experience

Consumer experience

Customer journey,
purchase journey

Servicescape

Consumption journey

Touchpoints

Service encounter

Interaction

Interaction

Firm & customer

Firm & customer

Consumer

Consumer

Predominantly
marketing

Predominantly service
research

Predominantly
consumer research

Customer insights

Service insights

Consumption insights

Customers’ holistic,
multidimensional,
subjective experience in
response to firms’
offerings.

Customers’ interactive and
contextual experience with
the servicescape of a
service organization during
service encounter and
usage.

Consumers’ experience
during the act of
consumption and usage.

Modularity of mind,
resource based view

S-D Logic

Prevailing
debates/
dimensions

(1) Customer experience
management
(2) Digital/online
customer
experience
(3) Retail customer
experience
(4) Brand experience

(1) Service experience
creation & design
(2) Relational service
experience
(3) Experiential value
creation
(4) Service encounter
experience

Empirical
approaches

Case studies,
experiments, grounded
theory, survey,
repertory grid, multi
method
(Brakus, Schmitt, &
Zarantonello, 2009;
Homburg, Jozić, &
Kuehnl, 2017; Lemon &
Verhoef, 2016; Verhoef
et al., 2009)

Case studies, multimethod, experiments,
grounded theory, surveys

Phenomenology,
consumer behavior
theories, learning
theories
(1) Outstanding
consumption
experience
(2) Hedonic/aesthetic
consumption
experience
(3) Affective
consumption
experience
(4) Product consumption
experience
Ethnography, multimethod, experiments,
surveys

Main theoretical
foundation(s)

Main studies

(Akaka & Schau, 2019;
Bitner, 1990; Vargo &
Lusch, 2004; Zomerdijk &
Voss, 2010)

(Arnould & Price, 1993;
Belk & Costa, 2002;
Hirschman & Holbrook,
1982; Hoch, 2002;
Holbrook & Hirschman,
1982; Richins, 1997)

Consumer journey,
relationship journey

Multidisciplinary &
adjoining disciplines
Consumer insights
Consumer experience is
described as a holistic,
multidimensional,
emergent, consumerbased, multidisciplinary
construct, which involves
interaction to come alive
and focuses on rendering
consumer insights.
Phenomenology,
consumer behavior
theories (e.g. CCT),
assemblage theory
(1) Consumer-based
insights
(2) Consumer experience is
multi-disciplinary with
openness to adjoining
disciplines
(3) Consumer-object
experience
(4) Sensory consumer
experiences
N/A (conceptual only)

(Arnould & Thompson,
2005; Hoffman & Novak,
2018; Novak & Hoffman,
2019; Thompson,
Locander, & Pollio, 1989)
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Table 2: What we know about experience

Experience
construct
Consumption
experience

What we know

General insights


















Customer
experience

Consumption practices entail experiential elements
Consumption has been described as being cyclical including acquisition, use/possession, and disposition
Outstanding consumption experience
The term outstanding has been chosen as an overarching term as it incorporates no underlying meaning
Various related, yet distinct outstanding consumption experience concepts have been developed
including extraordinary experience, peak experience, and transcendent experience
Outstanding consumption experience concepts can be distinguished by intensity and relational status
(subjective/individual vs. collective)
Hedonic/aesthetic consumption experience
Consumption experience highlights consumers’ imaginal-emotive responses
Primarily subjective state of consciousness, phenomenological in spirit, autolectic in nature with links to
cognition and affection
Consumers’ hedonic needs (aesthetic, pleasurable, experiential) complement utilitarian needs
(functional, practical), however, are underpinned by different motives and outcomes
While post-consumption experience is theoretically included, most attention has been devoted to usage
experience
Affective consumption experience
Affection encompasses emotions, moods, feelings
Emotional states are important response of consumption experience. Thus, a focus has been placed on
measuring emotions during consumption experience
Measures include differential emotions scale (DES), pleasure arousal dominance (PAD), consumption
emotion descriptors (CES), and Plutchik’s emotional categories
Arousal has been proposed as important modifier of hedonic consumption experience
Product consumption experience
Product consumption experience has been established as a sub-concept of consumption experience
It is defined as consumers’ interactive form of product-related experience, accumulated directly or
indirectly
General insights












There is agreement about five key dimensions: behavioral, affective, sensory, intellectual, and social
Customer experience is delineated as being holistic, multidimensional, interactional, and subjective in
nature
Customer experiences are customers’ responses towards firms’ offerings
Retail customer experience, online customer experience, and brand experience integrates under the
overarching customer experience construct
Customer experience Management
Customer experience management constitutes firms’ strategies to actively channel and manager
customer experience towards customers
Broad conceptualizations describe it as firms’ cultural mindset, strategic orientation, and ability to
steadily renew customer experience
Narrowly speaking, it includes designing and managing of touchpoints and customer journeys
Customer journeys, purchase journeys, and touchpoints are related concepts of customer experience
The ultimate goal of customer experience management is to create value for customers and firms
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Digital/Online customer experience
In the case of online customer experience, the notion experience sometimes means knowledge
Online customer experience influences online store choice
Digitization has major impact on humans with lines between human beings and robots becoming more
faded. Yet, the literature on digital customer experience is limited
Retail customer experience





Service
experience

Brand experience
Brand experience emphasizes brand related touchpoints and neglects the social dimension of customer
experience
The concept emphasizes brand related touchpoints and neglects the social dimension of customer
experience
General insights


















Consumer
experience

For retail customer experience atmospheric and social dimensions are highlighted





Paradigm shift from IHIP to S-D logic, which constitutes the dominating theoretical foundation of service
experience
In S-D logic, service is seen as a process of exchanging information, knowledge, skills, and competences
placing the focus on value-in-use
Customers and companies co-create value
Service experience creation & design
Service design is considered an antecedent of value creation
Shift from product-orientated view (organizing people, designing product features) with service
reliability and service quality as an outcome to customer-centric view with service experience as an
outcome
Relational service experience
On a micro level, service experience interactions may be of individual, dyadic, collective, or systematic
nature
On a meso and macro level, literature examines service experience through service systems, service
delivery networks, or service ecosystems
Experiential value creation
Service experience has been linked to value creation
Not the object of consumption triggers value creation, but the experience of consumption and
incorporates not only present (use) but also past, future (imaginary) experiences, and consumers’
context
Value is socially constructed and unfolds through interaction and experiences evoked by senses
Service encounter experience
Service encounter is considered essential for the service experience to come alive: moment of truth
Consumption and production of service evolve through a series of interactions (service encounters) and
the interface (touchpoint) between service organization and consumer
The organization-consumer interface is the service encounter, thus concept such as touchpoints and
service encounter are similar
Service encounters have been delineated as being detached, direct, and dyadic events
General insights
The unit of analysis within marketing has changed constantly from products, to markets, to customers
More recently, scholars propose to broaden the focus from customers to consumers and build consumerbased strategy
Gaining consumer insights rather than customer insights yields the opportunity to gain valuable insights
about non-customer behavior and build generalizable theory beyond the customer brand-relationship
Multidisciplinary construct with openness to adjoining disciplines
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Consumer experience is a multidisciplinary construct with openness towards adjoining disciplines




Consumer experience with smart objects
Philosophy and biology offer a vivid starting point to conceptualize consumer-object assemblages
The consumer experience conceptualization with smart objects has been further modified by focusing
on the relationship journey metaphor as consumer’s responses to relations with smart objects






Sensory consumer experience
Sensory marketing will have severe impact on marketing as technological advances make knowledge
about the human senses more accessible
Senses are considered the tools through which humans sense the world
Knowledge about the creation of sensory consumer experience may contribute to establish subconscious
sensorial-based trigger
Neurosciences offer rich opportunities to gain consumer experience insights and integrate them into
marketing to ultimately gain insights about consumer behavior

Table 3: Future research agenda

Experience
construct
Consumption
experience

Research Questions








Conceptual
How can experiences in the pre-/post-consumption stages be conceptualized including acquisition
experience, possession experience, and disposition experience?
How does consumer experience differ between different industries or cultures?
How can insights about consumption experience be integrated into the broader concept of consumer
experience?




Empirical
Which outstanding consumption experience concepts is best applicable for the business context?
How can outstanding consumption experiences be measured?
Are there other settings apart from extreme leisure events to study outstanding consumption
experience?
Can outstanding consumption experiences be triggered through non-experience-orientated related
offerings?
What characteristics do ordinary experiences have?
How are ordinary experiences different from outstanding consumption experiences?




Theoretical
What is digital customer experience?
How does digital customer experience differ from online experience?





Conceptual
How can digital customer experience be conceptualized?
Is user experience a sub-concept of customer experience?
Are current conceptualizations of the customer experience correct?



Empirical
In an increasingly digital world, how does the digital customer experience affect customer outcomes?






Customer
experience

Theoretical
How does post-consumption experience differ from usage consumption experience?
How does the complexity of products/services influence the intensity of the consumption experience?
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Service
experience

Consumer
experience

How can existing brand experience, retail experience or online experience scales best be utilized for
customer experience?
How does customer experience evolve over time?





Theoretical
Is there value in experience?
What is the value of experience?
Which theoretical foundations other than S-D logic could serve as a suitable anchor for service
experience?






Conceptual
What is service experience?
What are important elements and/or dimensions of service experience?
What are the psychological processes involved in the consumption of services?







Empirical
How can the service experience be measured appropriately?
How does the service employee experience affect the service experience and outcomes?
Which design elements have the greatest influence on the service experience?
Are there new explorative methods for conducting service experience studies?













Theoretical
How does consumer experience relate to other experience concepts?
How does consumer experience relate to concepts such as consumer journey, relationship journey, or
consumption journey?
Which other disciplines offer valuable insights for consumer experience research?
What promotes cooperation between disciplines?
What competences are needed in order to evaluate and integrate innovative perspectives, tools and
theories from adjoining disciplines?
Which theories from adjoining disciplines can contribute to further broaden our understanding of
consumer experience?
What human biases exist for the perception of consumer experience?
How does the realty of one person affect the consumer experience of another person?
How are senses related to consumer experience? Are there weights and measures?
How do conscious and subconscious consumer experiences differ?
How do attitudes affect consumer experience? Do different people get influenced by different
attitudes?




Conceptual
How can consumer experience be conceptualized?
How can businesses effectively manage and design consumer experience? (including experiences for
non-customers)
Which senses influence consumer behavior and to what extent?
How can the emergent nature of the consumer experience be conceptually captured?







Empirical
What are the consequences of consumer experience?
What are the drivers of consumer experience?
What impact do other consumers have on the consumer experience?
How can consumer experience be measured?
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Which empirical methods are useful to implement multidisciplinary research about consumer
research?
What are the dimensions of consumer experience?
How do the senses impact customer experience?
How will data analysis capabilities and increasing data availability about consumer behavior impact the
consumer experience?
Which types of interaction influence sensual experiences?
Can neuroscientific methods such as electro-encephalography (EEG), functional magnetic resonance
imaging (fMRI), magnetoencephalography (MEG), positron emission tomography (PET), single and
multineuron recording, lesion studies, transcranial direct current stimulation (tDCS), and transcranial
magnetic stimulation (TMS) utilized for consumer experience research?
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Table 2: Article categorization

Experience
construct
Main studies
(article
categorization)

Customer experience

Service experience

Consumption experience

Consumer experience

(1) Customer experience
management
(Homburg et al., 2017;

(1) Service experience
creation & design

(1) Outstanding
consumption experience

(1) Consumer-object
experience

(Andreassen et al., 2016;
Beltagui et al., 2016; E.W.
Anderson, 1998; Edvardsson,
Enquist, & Johnston, 2005;
Patrício, Fisk, & Falcão E Cunha,
2008; Patrício, Fisk, Falcão e
Cunha, & Constantine, 2011;
Stuart & Tax, 2004; Vargo &
Lusch, 2004, 2008; Zomerdijk &
Voss, 2010)

(Arnould & Price, 1993; Belk &
Costa, 2002; Belk, Wallendorf, &
Sherry, Jr., 1989;
Csikszentmihalyi, 1990; Maslow,
1961, 1964; Privette, 1983;
Schouten et al., 2007; Tumbat &
Belk, 2010; Unger & Kernan,
1983)

(Chalmers, n.d.; Hoffman &
Novak, 2015, 2018; Novak &
Hoffman, 2019;
Vaneechoutte, 2000)

Kuehnl, Jozic, & Homburg,
2019; Lemon & Verhoef, 2016;
Meyer, C., & Schwager, 2007;
Puccinelli et al., 2009; Tax,
Mccutcheon, & Wilkinson,
2013; Teixeira et al., 2012;
Verhoef et al., 2009)

(2) Digital/online
customer experience
(Bleier, Harmeling, &
Palmatier, 2018; Bolton et al.,
2018; McColl-Kennedy, Zaki,
Lemon, Urmetzer, & Neely,
2018; Melis, Campo,
Breugelmans, & Lamey, 2015;
Novak, Hoffman, & Yung,
2000; Ordenes, Theodoulidis,
Burton, Gruber, & Zaki, 2014)

(3) Retail customer
experience
(Bustamante & Rubio, 2017;
Melis et al., 2015; Möller &
Herm, 2013; Naylor, Kleiser,
Baker, & Yorkston, 2008;
Otnes, Ilhan, & Kulkarni, 2012;
Puccinelli et al., 2009; Rose,
Clark, Samouel, & Hair, 2012;
Verhoef et al., 2009)

(4) Brand experience
(Brakus et al., 2009; Kuehnl et
al., 2019)

(5) General customer
experience articles
(Falk, Hammerschmidt, &

Schepers, 2010; Heinonen et
al., 2010; Lakshmanan &
Krishnan, 2011; Lemke, Clark,
& Wilson, 2011; Lipkin, 2016;
Moore & Lutz, 2000; Ordenes
et al., 2014; Otnes et al., 2012;
Ponsignon, Klaus, & Maull,
2015; Schmitt, 1999;
Schouten, McAlexander, &
Koenig, 2007; Verleye, 2015;
Wirtz et al., 2018; Yang, Hu,
Winer, Assael, & Chen, 2012;
Zomerdijk & Voss, 2010)

(2) Relational service
experience
(Akaka, Vargo, & Schau, 2015;
Anderson & Smith, 2016;
Brocato, Voorhees, & Baker,
2012; Carù & Cova, 2015;
Chandler & Lusch, 2015; Colm,
Ordanini, & Parasuraman, 2017;
Grove & Fisk, 1997; Pareigis,
Echeverri, & Edvardsson, 2012;
Tax et al., 2013; Wilder, Collier, &
Barnes, 2014)

(3) Experiential value
creation
(Blocker & Barrios, 2015;
Chandler & Lusch, 2015;
Helkkula, Kelleher, & Pihlström,
2012; Vargo & Lusch, 2008)

(4) Service encounter
experience
(Bitner, 1990, 1992; Chandler &
Lusch, 2015; Edvardsson et al.,
2005; Grove & Fisk, 1997; Hui &
Bateson, 1991; Patrício et al.,
2011; Savino et al., 2017; Tax et
al., 2013; Zomerdijk & Voss,
2010)

(5) General service
experience articles
(Albrecht, Hattula, Bornemann,
& Hoyer, 2016; Bolton,
Gustafsson, McColl-Kennedy, J.
Sirianni, & K. Tse, 2014; Büttgen,
Schumann, & Ates, 2012;
Ferguson, Paulin, & Bergeron,
2010; Grace & O’Cass, 2004;
Hilken, de Ruyter, Chylinski,
Mahr, & Keeling, 2017; Klaus &
Maklan, 2012; Kumar, Rajan,
Gupta, & Pozza, 2017; Liu,
Mattila, & Bolton, 2018;
Umashankar, Bhagwat, & Kumar,
2017; Verhoef, Antonides, & de
Hoog, 2004; Winsted, 1997)

(2) Hedonic/aesthetic
consumption experience
(Batra & Ahtola, 1990; Chitturi,
Raghunathan, & Mahajan, 2008;
Havlena & Holbrook, 1986;
Holbrook, Chestnut, Oliva, &
Greenleaf, 1984; Holbrook &
Hirschman, 1982; Mano & Oliver,
1993; Martin, 2004; Naylor et al.,
2008)

(2) Sensory consumer
experiences
(Achrol & Kotler, 2012;
Krishna, 2011)

(3) General consumer
experience articles
(Arnould & Thompson,
2005; Bagozzi, 2011; Ofir,
Simonson, & Yoon, 2009;
Schmitt, Joško Brakus, &
Zarantonello, 2015;
Thompson et al., 1989;
Thompson, Locander, &
Pollio, 1990)

(3) Affective consumption
experience
(Cowley, 2007; Holbrook et al.,
1984; Izard, 1977; Mandel &
Nowlis, 2008; Mano & Oliver,
1993; Mehrabian & Russell,
1974; Plutchik, 1980; Rahinel &
Redden, 2013; Richins, 1997;
Russell, 1980; Westbrook &
Oliver, 1991; Wirtz, Mattila, &
Tan, 2000)

(4) Product consumption
experience articles
(Alba & Hutchinson, 1987; Hoch,
2002; Hoch & Deighton, 1989;
Hoch & Ha, 1986; Kwortnik &
Thompson, 2009; Moore & Lutz,
2000; Schlosser, 2006; Yang et
al., 2012)

(5) General consumption
experience
(Arnould & Thompson, 2005;
Bahl & Milne, 2010; Hamilton &
Price, 2019; Lee & Tsai, 2014;
Luo, 2009)

PAGE 142

143

References
Abbott, L. (1955). Quality and competition; an essay in economic theory. New York.
Achrol, R. S., & Kotler, P. (2012). Frontiers of the marketing paradigm in the third millennium.
Journal of the Academy of Marketing Science, 40(1), 35–52.
Akaka, M. A., & Schau, H. J. (2019). Value creation in consumption journeys: recursive reflexivity
and practice continuity. Journal of the Academy of Marketing Science, 47(3), 499–515.
Akaka, M. A., Vargo, S. L., & Schau, H. J. (2015). The context of experience. Journal of Service
Management, 26(2), 206–223.
Alba, J. W., & Hutchinson, J. W. (1987). Dimensions of Consumer Expertise. Journal of Consumer
Research, 13(4), 411–454.
Albrecht, C. M., Hattula, S., Bornemann, T., & Hoyer, W. D. (2016). Customer response to
interactional service experience: The role of interaction environment. Journal of Service
Management, 27(5), 704–729.
Anderson, S. T., & Smith, J. S. (2016). An empirical examination of the impact of tri-dyadic fit on
the service experience. Journal of Service Management, 27(3), 299–319.
Andreassen, T. W., Kristensson, P., Lervik-Olsen, L., Parasuraman, A., McColl-Kennedy, J. R.,
Edvardsson, B., & Colurcio, M. (2016). Linking service design to value creation and service
research. Journal of Service Management, 27(1), 21–29.
Arnould, E. J., & Price, L. L. (1993). River Magic: Extraordinary Experience and the Extended
Service Encounter. Journal of Consumer Research, 2096(1), 24–45.
Arnould, E. J., & Thompson, C. J. (2005). Consumer Culture Theory (CCT): Twenty Years of
Research. Journal of Consumer Research, 31(4), 868–882.
Bagozzi, R. P. (2011). Measurement and Meaning in Information Systems and Organizational
Research: Methodological and Philosophical Foundations. MISQ, 35(2), 261–292.
Bahl, S., & Milne, G. R. (2010). Talking to Ourselves: A Dialogical Exploration of Consumption
Experiences. Journal of Consumer Research, 37(1), 176–195.
Batra, R., & Ahtola, O. T. (1990). Measuring the Hedonic and Utilitarian Sources of Consumer
Attitudes. In Marketing Letters (Vol. 2).
Belk, R. W., & Costa, J. A. (2002). The Mountain Man Myth: A Contemporary Consuming Fantasy.
Journal of Consumer Research, 25(3), 218–240.
Belk, R. W., Wallendorf, M., & Sherry, Jr., J. F. (1989). The Sacred and the Profane in Consumer
Behavior: Theodicy on the Odyssey. Journal of Consumer Research, 16(1), 1.
Beltagui, A., Candi, M., & Riedel, J. C. K. H. (2016). Setting the stage for service experience:
design strategies for functional services. Journal of Service Management, 27(5), 751–772.
Bitner, M. J. (1990). Evaluating Service Encounters: The Effects of Physical Surroundings and
Employee Responses. Journal of Marketing, 54(2), 69–82.
Bitner, M. J. (1992). Servicescapes: The Impact of Physical Surroundings on Customers and
Employees. Journal of Marketing, 56(2), 57.
Bleier, A., Harmeling, C. M., & Palmatier, R. W. (2018). Creating Effective Online Customer
Experiences. Journal of Marketing, 83(2), 98–119.
Blocker, C. P., & Barrios, A. (2015). The Transformative Value of a Service Experience. Journal
of Service Research, 18(3), 265–283.
Bolton, R. N., Gustafsson, A., McColl-Kennedy, J., J. Sirianni, N., & K. Tse, D. (2014). Small
details that make big differences. Journal of Service Management, 25(2), 253–274.
Bolton, R. N., McColl-Kennedy, J. R., Cheung, L., Gallan, A., Orsingher, C., Witell, L., & Zaki, M.
(2018). Customer experience challenges: bringing together digital, physical and social
realms. Journal of Service Management, 29(5), 776–808.
Brakus, J. J., Schmitt, B. H., & Zarantonello, L. (2009). Brand Experience: What Is It? How Is It
Measured? Does It Affect Loyalty? Journal of Marketing, 73(3), 52–68.
Brocato, E. D., Voorhees, C. M., & Baker, J. (2012). Understanding the Influence of Cues from
Other Customers in the Service Experience: A Scale Development and Validation. Journal
of Retailing, 88(3), 384–398.
PAGE 143

144

Bustamante, J. C., & Rubio, N. (2017). Measuring customer experience in physical retail
environments. Journal of Service Management, 28(5), 884–913.
Büttgen, M., Schumann, J. H., & Ates, Z. (2012). Service locus of control and customer
coproduction: The role of prior service experience and organizational socialization. Journal
of Service Research, Vol. 15, pp. 166–181.
Carù, A., & Cova, B. (2015). Co-creating the collective service experience. Journal of Service
Management, 26(2), 276–294.
Chalmers, D. J. (n.d.). Facing up to the problem of consciousness.
Chandler, J. D., & Lusch, R. F. (2015). Service Systems: A Broadened Framework and Research
Agenda on Value Propositions, Engagement, and Service Experience. Journal of Service
Research, 18(1), 6–22.
Chitturi, R., Raghunathan, R., & Mahajan, V. (2008). Delight by Design: The Role of Hedonic
Versus Utilitarian Benefits. Journal of Marketing, 72(3), 48–63.
Colm, L., Ordanini, A., & Parasuraman, A. (2017). When Service Customers Do Not Consume in
Isolation: A Typology of Customer Copresence Influence Modes (CCIMs). Journal of Service
Research, 20(3), 223–239.
Cowley, E. (2007). How Enjoyable Was It? Remembering an Affective Reaction to a Previous
Consumption Experience. Journal of Consumer Research, 34(4), 494–505.
Csikszentmihalyi, M. (1990). Flow. The Psychology of Optimal Experience. New York
(HarperPerennial) 1990.
E.W. Anderson. (1998). Customer Satisfaction and Word of Mouth. Journal of Service Research.
Edvardsson, B., Enquist, B., & Johnston, R. (2005). Cocreating customer value through
hyperreality in the prepurchase service experience. Journal of Service Research, Vol. 8, pp.
149–161.
Falk, T., Hammerschmidt, M., & Schepers, J. J. L. (2010). The service quality-satisfaction link
revisited: Exploring asymmetries and dynamics. Journal of the Academy of Marketing
Science, 38(3), 288–302.
Ferguson, R. J., Paulin, M., & Bergeron, J. (2010). Customer sociability and the total service
experience. Journal of Service Management, 21(1), 25–44.
Gartner. (2018). Gartner Survey Finds That Most Consumers Have Underwhelming Digital
Experiences.
Grace, D., & O’Cass, A. (2004). Examining service experiences and post-consumption
evaluations. Journal of Services Marketing, 18(6), 450–461.
Grove, S. J., & Fisk, R. P. (1997). The Impact of Other Customers on Service Experiences: A
Critical Incident Examination of “Getting Along.” Journal of Retailing, 73(1), 63–86.
Hamilton, R., & Price, L. L. (2019). Consumer journeys: developing consumer-based strategy.
Journal of the Academy of Marketing Science, 47(2), 187–191.
Havlena, W. J., & Holbrook, M. B. (1986). The Varieties of Consumption Experience: Comparing
Two Typologies of Emotion in Consumer Behavior. Journal of Consumer Research, 13(3),
394.
Heinonen, K., Strandvik, T., Mickelsson, K. J., Edvardsson, B., Sundström, E., & Andersson, P.
(2010). A customer-dominant logic of service. Journal of Service Management, 21(4), 531–
548.
Helkkula, A., Kelleher, C., & Pihlström, M. (2012). Characterizing Value as an Experience:
Implications for Service Researchers and Managers. Journal of Service Research, 15(1),
59–75.
Hilken, T., de Ruyter, K., Chylinski, M., Mahr, D., & Keeling, D. I. (2017). Augmenting the eye of
the beholder: exploring the strategic potential of augmented reality to enhance online service
experiences. Journal of the Academy of Marketing Science, 45(6), 884–905.
Hirschman, E. C., & Holbrook, M. B. (1982). Hedonic Consumption: Emerging Concepts, Methods
and Propositions. Journal of Marketing, 46(3), 92.
Hoch, S. J. (2002). Product Experience Is Seductive. Journal of Consumer Research, 29(3), 448–
454.
PAGE 144

145

Hoch, S. J., & Deighton, J. (1989). Managing What Consumers Learn from Experience. Journal
of Marketing, 53(2), 1.
Hoch, S. J., & Ha, Y.-W. (1986). Consumer Learning: Advertising and the Ambiguity of Product
Experience. Journal of Consumer Research, 13(2), 221.
Hoffman, D. L., & Novak, T. P. (2015). Emergent Experience and the Connected Consumer in
the Smart Home Assemblage and the Internet of Things. SSRN Electronic Journal.
Hoffman, D. L., & Novak, T. P. (2018). Consumer and object experience in the internet of things:
An assemblage theory approach. Journal of Consumer Research, 44(6), 1178–1204.
Holbrook, M. B., Chestnut, R. W., Oliva, T. A., & Greenleaf, E. A. (1984). Play as a Consumption
Experience: The Roles of Emotions, Performance, and Personality in the Enjoyment of
Games. Journal of Consumer Research, 11(2), 728.
Holbrook, M. B., & Hirschman, E. C. (1982). The Experiential Aspects of Consumption: Consumer
Fantasies, Feelings, and Fun. Journal of Consumer Research, 9(2), 132.
Homburg, C., Jozić, D., & Kuehnl, C. (2017). Customer experience management: toward
implementing an evolving marketing concept. Journal of the Academy of Marketing Science,
45(3), 377–401.
Hui, M. K., & Bateson, J. E. G. (1991). Perceived Control and the Effects of Crowding and
Consumer Choice on the Service Experience. Journal of Consumer Research, 18(2), 174.
Izard, C. E. (1977). Human Emotions. Boston, MA: Springer US.
Klaus, P., & Maklan, S. (2012). EXQ: a multiple-item scale for assessing service experience.
Journal of Service Management, 23(1), 5–33.
Kranzbühler, A. M., Kleijnen, M. H. P., Morgan, R. E., & Teerling, M. (2018). The Multilevel Nature
of Customer Experience Research: An Integrative Review and Research Agenda.
International Journal of Management Reviews, 20(2), 433–456.
Krishna, A. (2011). An integrative review of sensory marketing: Engaging the senses to affect
perception, judgment and behavior ☆.
Kuehnl, C., Jozic, D., & Homburg, C. (2019). Effective customer journey design: consumers’
conception, measurement, and consequences. Journal of the Academy of Marketing
Science, 47(3), 551–568.
Kumar, V., Rajan, B., Gupta, S., & Pozza, I. D. (2017). Customer engagement in service. Journal
of the Academy of Marketing Science, pp. 1–23.
Kunisch, S., Menz, M., & Ambos, B. (2015). Changes at Corporate Headquarters: Review,
Integration and Future Research. International Journal of Management Reviews, 17, 356–
381.
Kwortnik, R. J., & Thompson, G. M. (2009). Unifying service marketing and operations with service
experience management. Journal of Service Research, 11(4), 389–406.
Lakshmanan, A., & Krishnan, H. S. (2011). The Aha! Experience: Insight and Discontinuous
Learning in Product Usage. Journal of Marketing, 75(6), 105–123.
Lee, L., & Tsai, C. I. (2014). How Price Promotions Influence Postpurchase Consumption
Experience over Time. Journal of Consumer Research, 40(5), 943–959.
Lemke, F., Clark, M., & Wilson, H. (2011). Customer experience quality: An exploration in
business and consumer contexts using repertory grid technique. Journal of the Academy of
Marketing Science, 39(6), 846–869.
Lemon, K. N., & Verhoef, P. C. (2016). Understanding Customer Experience Throughout the
Customer Journey. Journal of Marketing, 80(6), 69–96.
Lipkin, M. (2016). Customer experience formation in today’s service landscape. Journal of Service
Management, Vol. 27, pp. 678–703.
Liu, S. Q., Mattila, A. S., & Bolton, L. E. (2018). Selling Painful Yet Pleasurable Service Offerings:
An Examination of Hedonic Appeals. Journal of Service Research, 21(3), 336–352.
Luo, X. (2009). Quantifying the Long-Term Impact of Negative Word of Mouth on Cash Flows and
Stock Prices. Marketing Science, 28(1), 148–165.
MacInnis, D. J., & Folkes, V. S. (2009). The Disciplinary Status of Consumer Behavior: A
PAGE 145

146

Sociology of Science Perspective on Key Controversies. Journal of Consumer Research,
36(6), 899–914.
Maklan, S., Antonetti, P., & Whitty, S. (2017). A better way to manage customer experience:
Lessons from the royal bank of Scotland. California Management Review, 59(2), 92–115.
Mandel, N., & Nowlis, S. M. (2008). The Effect of Making a Prediction about the Outcome of a
Consumption Experience on the Enjoyment of That Experience. Journal of Consumer
Research, 35(1), 9–20.
Mano, H., & Oliver, R. L. (1993). Assessing the Dimensionality and Structure of the Consumption
Experience: Evaluation, Feeling, and Satisfaction. Journal of Consumer Research, 20(3),
451.
Martin, B. A. S. (2004). Using the Imagination: Consumer Evoking and Thematizing of the
Fantastic Imaginary. Journal of Consumer Research, 31(1), 136–149.
Maslow, A. H. (1961). Peak experiences as acute identity experiences. The American Journal of
Psychoanalysis, 21(2), 254–262.
Maslow, A. H. (1964). Religions, Values, and Peak Experiences. Columbus: Ohio State University
Press.
McColl-Kennedy, J. R., Zaki, M., Lemon, K. N., Urmetzer, F., & Neely, A. (2018). Gaining
Customer Experience Insights That Matter. Journal of Service Research,
109467051881218.
Mehrabian, A., & Russell, J. A. (1974). An Approach to Environmental Psychology. In Cambridge,
Mass (Vol. 315). Cambridge, MA: The MIT Press.
Melis, K., Campo, K., Breugelmans, E., & Lamey, L. (2015). The Impact of the Multi-channel Retail
Mix on Online Store Choice: Does Online Experience Matter? Journal of Retailing, 91(2),
272–288.
Meyer, C., & Schwager, A. (2007). Customer Experience. Harvard business review. Havard
Business Review, 85(2), 116–126.
Möller, J., & Herm, S. (2013). Shaping Retail Brand Personality Perceptions by Bodily
Experiences. Journal of Retailing, 89(4), 438–446.
Moore, E. S., & Lutz, R. J. (2000). Children, Advertising, and Product Experiences: A Multimethod
Inquiry. Journal of Consumer Research, 27(1), 31–48.
MSI. (2014). Research Priorities 2014-2016. Cambridge MA: Marketing Science Institute.
MSI. (2016). Research Priorities 2016-2018. Cambridge MA: Marketing Science Institute.
Naylor, G., Kleiser, S. B., Baker, J., & Yorkston, E. (2008). Using transformational appeals to
enhance the retail experience. Journal of Retailing, 84(1), 49–57.
Novak, T. P., & Hoffman, D. L. (2019). Relationship journeys in the internet of things: a new
framework for understanding interactions between consumers and smart objects. Journal of
the Academy of Marketing Science, 47(2), 216–237.
Novak, T. P., Hoffman, D. L., & Yung, Y.-F. (2000). Measuring the Customer Experience in Online
Environments: A Structural Modeling Approach. Marketing Science, 19(1), 22–42.
Ofir, C., Simonson, I., & Yoon, S.-O. (2009). The Robustness of the Effects of Consumers’
Participation in Market Research:The Case of Service Quality Evaluations. Journal of
Marketing, 73(6), 105–114.
Ordenes, F. V., Theodoulidis, B., Burton, J., Gruber, T., & Zaki, M. (2014). Analyzing Customer
Experience Feedback Using Text Mining: A Linguistics-Based Approach. Journal of Service
Research, 17(3), 278–295.
Otnes, C. C., Ilhan, B. E., & Kulkarni, A. (2012). The Language of Marketplace Rituals:
Implications for Customer Experience Management. Journal of Retailing, 88(3), 367–383.
Pareigis, J., Echeverri, P., & Edvardsson, B. (2012). Exploring Internal Mechanism Forming
Customer Servicescape Experiences. Journal of Service Management, 23(5), 677–695.
Patrício, L., Fisk, R. P., & Falcão E Cunha, J. (2008). Designing multi-interface service
experiences: The service experience blueprint. Journal of Service Research, 10(4), 318–
334.
PAGE 146

147

Patrício, L., Fisk, R. P., Falcão e Cunha, J., & Constantine, L. (2011). Multilevel Service Design:
From Customer Value Constellation to Service Experience Blueprinting. Journal of Service
Research, 14(2), 180–200.
Pine, B. J., & Gilmore, J. H. (1998). Welcome to the Experience Economy. Harvard Business
Review, 76(4), 97–105.
Plutchik, R. (1980). Emotion: A psychoevolutionary synthesis. New York: Harper & Row.
Ponsignon, F., Klaus, P., & Maull, R. S. (2015). Experience co-creation in financial services: an
empirical exploration. Journal of Service Management, 26(2), 295–320.
Privette, G. (1983). Peak experience, peak performance, and flow: A comparative analysis of
positive human experiences. Journal of Personality and Social Psychology, 45(6), 1361–
1368.
Puccinelli, N. M., Goodstein, R. C., Grewal, D., Price, R., Raghubir, P., & Stewart, D. (2009).
Customer Experience Management in Retailing: Understanding the Buying Process. Journal
of Retailing, 85(1), 15–30.
Rahinel, R., & Redden, J. P. (2013). Brands as Product Coordinators: Matching Brands Make
Joint Consumption Experiences More Enjoyable. Journal of Consumer Research, 39(6),
1290–1299.
Richins, M. L. (1997). Measuring Emotions in the Consumption Experience. Journal of Consumer
Research, 24(2), 127–146.
Rose, S., Clark, M., Samouel, P., & Hair, N. (2012). Online Customer Experience in e-Retailing:
An empirical model of Antecedents and Outcomes. Journal of Retailing, 88(2), 308–322.
Russell, J. A. (1980). A circumplex model of affect. Journal of Personality and Social Psychology,
39(6), 1161–1178.
Savino, T., Petruzzelli, A. M., & Albino, V. (2017). Search and Recombination Process to
Innovate: A Review of the Empirical Evidence and a Research Agenda. International Journal
of Management Reviews, 19, 54–75.
Schlosser, A. E. (2006). Learning through Virtual Product Experience: The Role of Imagery on
True versus False Memories. Journal of Consumer Research, 33(3), 377–383.
Schmitt. (1999). Experiential Marketing. In Journal of Marketing Management (Vol. 15).
Schmitt, B., Joško Brakus, J., & Zarantonello, L. (2015). From experiential psychology to
consumer experience. Journal of Consumer Psychology, 25(1), 166–171.
Schouten, J. W., McAlexander, J. H., & Koenig, H. F. (2007). Transcendent customer experience
and brand community. Journal of the Academy of Marketing Science, 35(3), 357–368.
Shamseer, L., Moher, D., Clarke, M., Ghersi, D., Liberati, A., Petticrew, M., … Whitlock, E. (2015).
Preferred reporting items for systematic review and meta-analysis protocols (prisma-p) 2015:
Elaboration and explanation. BMJ (Online), Vol. 349.
Stuart, F. I., & Tax, S. (2004). Toward an integrative approach to designing service experiences
Lessons learned from the theatre. Journal of Operations Management, 22(6), 609–627.
Tax, S. S., Mccutcheon, D., & Wilkinson, I. F. (2013). The Service Delivery Network (SDN): A
Customer-Centric Perspective of the Customer Journey. Journal of Service Research, 16(4),
454–470.
Teixeira, J., Patrício, L., Nunes, N. J., Nóbrega, L., Fisk, R. P., & Constantine, L. (2012). Customer
experience modeling: from customer experience to service design. Journal of Service
Management, 23(3), 362–376.
Thompson, C. J., Locander, W. B., & Pollio, H. R. (1989). Putting Consumer Experience Back
into Consumer Research: The Philosophy and Method of Existential-Phenomenology.
Journal of Consumer Research, 16(2), 133.
Thompson, C. J., Locander, W. B., & Pollio, H. R. (1990). The Lived Meaning of Free Choice: An
Existential-Phenomenological Description of Everyday Consumer Experiences of
Contemporary Married Women. Journal of Consumer Research, 17(3), 346.
Tranfield, D., Denyer, D., & Smart, P. (2003, September). Towards a Methodology for Developing
Evidence-Informed Management Knowledge by Means of Systematic Review. British
PAGE 147

148

Journal of Management, Vol. 14, pp. 207–222.
Tumbat, G., & Belk, R. W. (2010). Marketplace Tensions in Extraordinary Experiences. Journal
of Consumer Research, 38(1), 42–61.
Umashankar, N., Bhagwat, Y., & Kumar, V. (2017). Do loyal customers really pay more for
services? Journal of the Academy of Marketing Science, 45(6), 807–826.
Unger, L. S., & Kernan, J. B. (1983). On the Meaning of Leisure: An Investigation of Some
Determinants of the Subjective Experience. Journal of Consumer Research, 9(4), 381.
Vaneechoutte, M. (2000). Experience, awareness and consciousness: Suggestions for definitions
as offered by an evoeutionary approach. Foundations of Science, 5(4), 429–456.
Vargo, S. L., & Lusch, R. F. (2004). Evolving to a New Dominant Logic for Marketing. Journal of
Marketing, 68(1), 1–17.
Vargo, S. L., & Lusch, R. F. (2008). Service-dominant logic: Continuing the evolution. Journal of
the Academy of Marketing Science, 36(1), 1–10.
Verhoef, P. C., Antonides, G., & de Hoog, A. N. (2004). Service Encounters as a Sequence of
Events The Importance of Peak Experiences. Journal of Service Research, 7(1), 53–64.
Verhoef, P. C., Lemon, K. N., Parasuraman, A., Roggeveen, A., Tsiros, M., & Schlesinger, L. A.
(2009). Customer Experience Creation: Determinants, Dynamics and Management
Strategies. Journal of Retailing, 85(1), 31–41.
Verleye, K. (2015). The co-creation experience from the customer perspective: its measurement
and determinants. Journal of Service Management, 26(2), 321–342.
Westbrook, R. A., & Oliver, R. L. (1991). The Dimensionality of Consumption Emotion Patterns
and Consumer Satisfaction. Journal of Consumer Research, 18(1), 84.
Wilder, K. M., Collier, J. E., & Barnes, D. C. (2014). Tailoring to Customers’ Needs: Understanding
How to Promote an Adaptive Service Experience With Frontline Employees. Journal of
Service Research, 17(4), 446–459.
Winsted, K. F. (1997). The service experience in two cultures: A behavioral perspective. Journal
of Retailing, 73(3), 337–360.
Wirtz, J., Mattila, A. S., & Tan, R. L. P. (2000). The moderating role of target-arousal on the impact
of affect on satisfaction - An examination in the context of service experiences. Journal of
Retailing, 76(3), 347–365.
Wirtz, J., Patterson, P. G., Kunz, W. H., Gruber, T., Lu, V. N., Paluch, S., & Martins, A. (2018).
Brave new world: service robots in the frontline. Journal of Service Management, 29(5), 907–
931.
Yang, S., Hu, M. (Mandy), Winer, R. S., Assael, H., & Chen, X. (2012). An Empirical Study of
Word-of-Mouth Generation and Consumption. Marketing Science, 31(6), 952–963.
Zomerdijk, L. G., & Voss, C. A. (2010). Service Design for Experience-Centric Services. Journal
of Service Research, 13(1), 67–82.

PAGE 148

149

Elevating the Human Experience (HX) Through Service Research
Collaborations: A Workshop on Best Practices in Serving Humanity
Dr Raymond Fisk1, Dr Linda Alkire1, Dr Laurel Anderson2, Dr David Bowen3, Dr Thorsten Gruber4, Dr Amy
Ostrom2, Dr Lia Patrício5
1

Texas State University, San Marcos, United States, 2Arizona State University, United States, 3Thunderbird School of
Global Management, United States, 4Loughborough University, United Kingdom, 5Universidade do Porto, Portugal

Track: Transformative services marketing and vulnerable consumers
Introduction to the research problem
Improving wellbeing through transformative service is a major service research priority (Ostrom
et al. 2015). To improve wellbeing for all, we advance ServCollab as a service research
collaborative for diagnosing and treating humanity’s service system problems. ServCollab’s
mission is to serve humanity through service research collaborations that catalyze reducing
human suffering and improving human wellbeing.
Every human is born and lives within nested service systems. These systems start with the family
and continue in complexity to cities, states, and nations. Such service systems are crucial to the
meaning of our lives and our wellbeing. While many people benefit from these human service
systems, many others are excluded or neglected by design.
This interactive workshop will introduce ServCollab to the SERVSIG service research community
and enable discussion of best practices for service research collaborations.
Literature review
The need for significant improvements in human systems is well documented. The United Nations
(2016) proposed 17 Sustainable Development Goals for 2030. These goals are centered around
many unjust human service systems. Such systems are quite common, especially for those born
female, a minority, or into poverty. Inequality is pervasive even in many advanced economies.
Inequity is the most difficult fairness problem in the world. Just human service systems must
respect human dignity by working with those in need to co-create self-sustaining, measurable,
and scalable solutions.
Service research has evolved to study the profound role that services play in human lives.
Service-dominant (S-D) logic (Lusch and Vargo 2014) is the best-known perspective for studying
human service systems and service ecosystems. Recently, Trischler and Charles (2019) applied
a service ecosystem lens to public policy issues, too.
Transformative Service Research (TSR) has become an influential service research subtopic that
challenges service researchers to aspire to doing research that improves human wellbeing
through service (Anderson et al. 2013). TSR concepts have been applied to the problems of
people in extreme poverty (Fisk et al. 2016) and to refugees (Nasr and Fisk 2019).
A large service design research subfield has emerged and created new service research tools
that enable designing and redesigning service systems. Service design has been presented as a
tool for innovating service ecosystems (Patricio et al. 2019). In short, the service research
community is developing the knowledge and skills to diagnose these service system problems
and to collaboratively develop solutions!
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Proposed Theoretical Framework/Concepts
ServCollab seeks to broaden the understanding of humans by focusing on human experience
(HX) which is our term for human responses to various service systems as each actor attempts
to meet their basic human needs across their life journey. HX is based on the life of each person
rather than based on specific service roles, which means it is much broader than customer
experience or employee experience.
Humane service systems should be designed for inclusion (Fisk et al. 2018). This is because a
lack of inclusion is at the root and core of unjust human service systems. To clarify, inclusion is
the process of bringing others up, not bringing anyone down. Inclusion will require many projects
that seek solutions to exclusionary service systems. To create such inclusive service systems,
we propose building upon methodologies such as action research (Reason and Bradbury 2013)
and design science (Van Aken 2004). Creating humane service systems is difficult because of
the embedded and intersectional nature of service systems, but mainly because solutions cannot
be imposed on people in need.
ServCollab has three human rights goals:
1. Serve - To serve all humans with research that respects their dignity and supports their rights.
2. Enable - To enable collaborations among researchers and service organizations that span
disciplinary and national boundaries in pursuit of diagnosing and treating humanity’s many
service system problems.
3. Transform - To seek measurable reductions in human suffering and measurable
improvements in human wellbeing.
ServCollab Projects
ServCollab has encouraged two service research collaborations: refugee services and adapting
voice technologies in social care services.
Transformative Refugee Services
The project calls for rethinking service provisions for refugees to create more hospitable rather
than hostile service systems and improving the experiences for refugees with both short term and
long-term solutions. The proposed framework can provide insights for all service actors wherever
they may be in the system, ranging from frontline service employees at the individual interaction
level through to policymakers at the national and international levels. The framework will be useful
to identify, evaluate, and implement new service-based solutions for refugees at different levels
during different phases of refugees’ journey. The authors also call for public policy and services
marketing scholars to advance transformative service and consumer research in addressing the
global refugee crisis.
Adapting Voice Technologies in Social Care Services
The project studies how AI-voice-based technologies, such as the Amazon Echo, help people
with disabilities live independently. It especially investigates how disabled individuals engage with
these technologies and adapt them to cope with access issues they face in their daily
lives. Researchers from different disciplines (social sciences, information systems, human
resources and service management) are collaborating on this project. The researchers will also
collaborate with a social enterprise that has experience in this field and that specializes in the
social action research methodology that will be used in this project. This methodology invites
disabled people and carer teams to collaborate and co-design the project from the outset, with
academic support and expertise in social science methods. Findings will be shared with disabled
people’s organizations, key academic outlets, and parliamentary groups on AI, disability, and
social care.
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Discussion and implications
ServCollab seeks to elevate the service research community to collaborating on big and deep
science solutions to profound human service system problems. This will require building
operational capacity by recruiting, training, and collaborating with scholars from within the service
research field and with scholars from other disciplines that are human-facing. Funding will be
sought for these major service science projects from foundations, government agencies, and
universities. ServCollab will also seek to create new service research tools and new measurement
systems for these large-scale service system problems. Most importantly, ServCollab will identify
project topics, assemble research teams, and support their efforts to collaboratively design or
redesign solutions to human service system problems. Please help us serve humanity through
service research collaborations that reduce human suffering and improve human wellbeing.
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Track: Transformative services marketing and vulnerable consumers
Introduction to the research problem
Some service providers deliberately hold back from providing optimal service quality (Soloman et
al., 2014). Currently, our understanding of this relates to the cost of provision and indicates both
sound and poor reasoning by service managers. For example, firms increasingly understand that
they often only need to meet expectations to maintain customers, thus eschew the move to delight
and thereby save costs without detrimental outcomes (Freeman et al., 2010). By contrast, others
knowingly provide suboptimal service by not providing the necessary resources to implement the
service offering (Soloman et al., 2014); for example, employing insufficient sales staff or lack of
investment in website development.
The experiences of allied health professionals, such as physiotherapists, present a third possible
explanation – ‘service provider hesitation’, which is the focus of this research. Evidence suggests
that these service providers do not always provide the full range of therapeutic advice that they
could when treating their patients. Specifically, research shows that only 43.4% of
physiotherapists regularly offer non-treatment based physical activity (NTPA) advice (physical
activity a patient is to perform away from the physiotherapist and once they have left the treatment
room), despite knowing that it could benefit their presenting condition and overall wellbeing (Lowe
et al., 2016).
The primary reason given for physiotherapists’ hesitation to provide NTPA stems from a
perception that patients are problem-focused (thus, they prioritise treatment for their presenting
ailment over preventative activities like NTPA) and that NTPA is an unexpected and unwanted
aspect of the service offering (Kunstler et al., 2018). Nevertheless, in a recent study by the authors
(under review), the opposite was shown: that individuals both expect and find it important to
receive NTPA advice; NTPA advice was also positively linked to service satisfaction. Whilst these
findings could imply that physiotherapists’ reluctance is unfounded, an alternative explanation
stems from the difficultly physiotherapists face with motivating patients to become physically
active outside of the clinic, and poor patient adherence levels to home exercise programs
(Kunstler et al., 2017; 2018). In line with this research, an alternative explanation could be that
physiotherapists anticipate a disconnect between a patient receiving and acting upon NTPA
advice. That is, a patient may well be satisfied with receiving NTPA advice, but experience
dissatisfaction when they come to perform it, either from not enjoying the activity, or failing to
adhere to the activity altogether and then not seeing improvements in their condition or general
health.
The present research focuses on a conceptual development toward testing this proposition. To
do so, we draw upon the value creation model proposed by Gronroos and Voima (2013).
Literature review
Service logic in marketing offers several propositions regarding value creation, most notably that
‘the customer is always a co-creator of value’ and that ‘firms cannot deliver value, only value
propositions’ (Vargo and Lush, 2004). Recently, Gronroos and Voima (2013) analysed value
creation in more detail and defined the functions of firms and customers into three spheres: the
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provider sphere (where the firm produces resources for the customer to use); the customer sphere
(where the customer independently creates value utilising the resources provided by the firm);
and the joint sphere (which is characterised by the interactions and resource integration of the
provider and customer, thus allowing co-creation of value).
Despite the customer playing a key role in value creation, existing research has largely neglected
the customer sphere (Gronroos and Voima, 2013). In the context of NTPA advice, this is
concerning because customers represent primary value creators. That is, the value created (i.e.,
whether a patient sees improvements in health or prevention of disease) is largely determined by
whether the patient adheres to NTPA advice. For this reason, understanding the customer sphere
could be beneficial in the context of NTPA, and could shed valuable light on how physiotherapists
can better understand and manage the role of the customer, and thus reduce hesitation.
Proposed Theoretical Framework/Concepts
Figure 1. Value Creation Spheres for NTPA

Provider sphere:
Physiotherapist’s
expertise, resources,
appearance, clinic
environment

Joint sphere:
Physiotherapist offers
NTPA advice and
customer accepts

Customer sphere:
Customer engages in NTPA on
their own using resources
provided by physiotherapist

Adapted from Gronroos and Voima (2013)

In the context of NTPA, the provider sphere represents the physiotherapist’s expertise and
prepared resources for offering NTPA advice; the joint sphere is where physiotherapist offers
NTPA advice to patients; and the customer sphere is where customers perform NTPA outside of
the direct interaction with the physiotherapist (Figure 1).
Discussion and implications
This research introduces service provider hesitation as a reason why some service workers may
not provide optimal service quality. Utilising the concept of value creation spheres (Gronroos and
Voima, 2013), it is proposed that physiotherapist’s hesitation to offer NTPA advice may occur out
of a disconnect between customer satisfaction in the joint vs. customer spheres. Future empirical
work should investigate the value created across the different spheres and the impact it has on
overall satisfaction. Practically, this would help to explain how service providers, such as
physiotherapists, can better manage the value created in the different spheres; for example,
through the use of digital technology, like apps, to stay connected to their patient even after they
have left the clinic.
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Introduction to the research problem
Scholars and practitioners are increasingly becoming interested in understanding how members
of online communities can be involved in service innovation (Fuller et al., 2006; Kohler et al.,
2011a; Kohler et al., 2011b; Nambisan and Baron, 2007; Fuller et al., 2007; Jang and Chung,
2015). One way is through running online innovation contests, which pitch innovators against
each other to provide solutions to challenges set out by contest organizers (Adamczyk et al.,
2012). A recently emergent form of this contest is the Online Community-based Innovation
Contest (OCIC), where competitive and cooperative behaviours among community members
occur at the same time (Bullinger et al., 2010). Innovation researchers have focused on examining
how peer-to-peer networks influence innovation outcomes (Perry-Smith and Shalley, 2003; PerrySmith, 2006), yet little is known about the nature of peer-to-peer value co-creation (Rihova et al.,
2013) within OCICs. Moreover, the way network structure influences the nature of value is underresearched. Therefore, the present study aims to close this gap by investigating the nature of
value that is co-created between peers at different positions within the network and different
combinations of these value types that generate successful outcomes.
Literature review
The concept of value co-creation is considered to be one of the most leading paradigm shifts in
marketing (Chen et al., 2012). Recently, within the realm of Service-dominant Logic, attention has
been paid to understanding the contextual nature of value and the need to adopt a network-tonetwork perspective. Edvardsson et al. (2011) propose the notion of ‘value-in-social-context’ in
order to highlight the importance of value co-creation in interactions among different stakeholders.
Next, Grönroos and Voima (2013) define three distinct spheres of value creation namely service
provider, joint and customer (or user) spheres. According to Rihova et al. (2013), it is mostly in
the wider social network of the social (i.e. users’) sphere that value emerges. Lusch and Nambisan
(2015) similarly take the networked nature of value creation into account and consider service
innovation as a collaborative process occurring within an actor-to-actor network and not solely
bounded by the network of connections between the firm and its different stakeholders.
So far within the innovation literature generally and the body of work on innovation contests in
particular, researchers have paid attention to social interactions between individuals and how they
benefit from such exchanges. For example, Rihova et al. (2013) argue that if companies wish to
involve users in innovation, then they should provide a platform for individuals to communicate
with each other about their interests and experiences. This platform would enable them to nurture
knowledge sharing through users and facilitate the co-creation of epistemic value (Sheth et al.,
1991), which refers to learning and desire for knowledge. Equally, Ebner et al. (2009) emphasize
the importance of trust which is a form of emotional value (Sweeney and Souter, 2001), which
can be co-created within online innovation contests. Nevertheless, further research is needed to
fully unravel the nature of value and different types of value within OCICs as this remains unclear.
Furthermore, previous research has studied how either structure or peer-to-peer relations within
social networks affects innovation performance (Perry-Smith and Shalley, 2003; Perry-Smith,
2006; Kratzer and Lettl, 2008). However much less is known about the simultaneous effect of
network structure and peer-to-peer relations on value co-creation and resulting success in OCICs.
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Method/Approach
A single case study approach was adopted in order to gain rich understanding of the chosen
research context. An OCIC for freelance film makers (MoFilm) was deemed appropriate for the
study. Its members (known as MoFilmers) compete against and collaborate with each other to
produce short films for well-known brands around the world. This work-in-progress paper is part
of a broader mixed-method study, which encompasses discussions with the community
managers, a series of observations, Social Network Analysis (SNA) and 16 in-depth interviews
with community members. Although thematic analysis (Gioa et al., 2012; Braun and Clarke, 2006)
was employed to analyse the interview data, in order to gain a richer understanding of the nature
of value co-creation at different network positions, Qualitative Comparative Analysis (QCA) is now
being applied to help identify the causal paths connecting the nature of value to success (i.e.
winning contests). This alternative methodological tool is appropriate for the systematic analysis
of causally complex cases framed in terms of sufficiency and necessity. Schneider and
Wagemann (2010) emphasize that complex causality, which is the underlying assumption of
QCA, indicates that causal relations are equifinal, conjectural and asymmetric. Equifinality is the
state where a system can achieve the same outcome through a number of different paths.
Following the principles of equifinality, QCA enables the exploration of various paths that explain
the same outcome. The conjunctural aspect of QCA suggests that each path normally consists of
a combination of different conditions, although single conditions are also possible (Rihoux &
Ragin, 2008). The asymmetrical nature of QCA enables the exploration of different combinations
conditions leading to the same outcome and the absence of the outcome (for example, both
condition A and condition B can lead to outcome C but this does not imply that the absence of
condition A and the absence of condition B will lead to the absence of the outcome C).
Results/Findings
Findings from the SNA analysis (reported elsewhere) suggest that there are three dominant
modes of interaction (i.e. observing, contacting and collaborating with peers) and the coreperiphery structure forms the main structural configuration within the network. Furthermore,
interviews with individuals at core and periphery positions indicate that there are six major types
of value (functional/utilitarian, emotional, aesthetic, hedonic, symbolic and epistemic value) cocreated between peers within this community. Further analysis using QCA will help to unravel the
causal paths that link these different types of value to success.
Discussion and implications
These findings will shed more light on peer-to-peer value co-creation within a novel research
context and provide direction on how to facilitate and encourage innovation within OCICs.
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Introduction to the research problem/ Literature review
This study assesses the impact of service reliability and service excellence (the provision of
excellent service quality through a management system, exceeding a customer’s previous
expectations, to result in not only customer satisfaction but also customer delight and therefore
greater customer loyalty” (Gouthier, Giese, and Bartl, 2012, p. 448)) on various domains of an
extended service delivery. We use data from 26,500 surveys to evaluate how patients who were
admitted to the hospital perceive dimensions of their experiences, and how they impact their
likelihood to recommend an organization, a highly managerially-relevant outcome.
Service reliability has been evaluated by scholars in public transportation (e.g., Diab, Badami,
and El-Geneidy, 2015), the provision of public utilities (e.g., Allan and Billinton, 1996), and in
network and software contexts (e.g., Pezoa, Dhakal, and Hayat, 2010; Zheng and Lyu, 2010),
among others. However, these literature streams evaluate reliability from the provider
perspective, modeling inefficiencies and factors that act as threats to reliability. Despite the fact
that SERVQUAL includes reliability, defined as “the ability to perform the promised service
dependably and accurately” (Parasuraman, Zeithaml, and Berry, 1988, p. 23), little research has
evaluated service reliability from a customer’s point of view, and, to our knowledge, no study has
evaluated service reliability and service excellence in the same study. This research views service
reliability from the customer’s point of view. This research contributes to the services literature by
better understanding customer feedback on their experiences in order to optimize service
performance and impact, two issues identified as being research priorities for academics and
practitioners (Ostrom et al., 2015).
Method/Approach
In this study, we utilize a large dataset of 26,500 surveys returned by patients of large, multihospital (11) health care organization. HCAHPS items, measured on a reliability scale (Never,
Sometimes, Usually, Always), were utilized as measuring patient perceptions of service reliability.
Vendor items, measured on a five-point scale from Very Poor to Very Good, were used to
measure service excellence. We included four domains as independent variables: Nurses,
Physicians, Discharge, and Pain Control. We group these variables as either process (discharge
and pain control) or people (nurse and physician) constructs.
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As the above figure shows, we expect people domains to be aligned with service excellence,
while processes are expected to be aligned with service reliability. People constructs should have
more impact on outcomes than process measures, supported by the notion that process
assessments are hygiene factors (potential dissatisfiers but not sufficient to drive high levels of
satisfaction), while human-to-human interactions hold the potential to be motivators (sufficient to
drive customer delight). We analyze data in the following sequence: first we look at fully
aggregated data, and then we perform subgroup analyses: patient admission type (elective,
urgent, emergent/trauma), discharge disposition (home self care, home with home health, and
facility), and treating physician type (medical/surgical).
All scales showed high reliabilities, with Cronbach’s alphas well in excess of the recommended
cutoff value of .70 (Nunnally and Bernstein, 1994). Discriminant validity was found for the
physician constructs, with the exception of the nurse constructs. The two Nurses constructs were
highly correlated (r = .714). Collinearity was not an issue in hypothesis testing, as all variance
inflation factor (VIF) values were less than four (Hair Jr. et al., 2009; Nunnally and Bernstein,
1994). Post-hoc assessment of potential method bias was performed by employing the markervariable approach (Lindell and Whitney, 2001) (using perceived disease severity) and found to
provide evidence that common method variance was not an issue in our dataset. We utilize
Likelihood to Recommend the hospital as our dependent variable.
Results/Findings
For the main model with fully aggregated data, we find support for excellence over reliability for
both nurse and physician domains. We also find support for reliability over excellence for
discharge, but not for pain control, where excellence trumps reliability. This effect for pain control
was consistent across all subgroup analyses as well, suggesting that pain control is viewed as a
“people” construct over a “process” construct; that is, patients want pain control to done well as
opposed to done reliably (frequency of pain control).
For the admission source subgroup analysis, we find that both elective and urgent sources have
the same results: excellence beats reliability for all four domains. However, for the emergent
group, we find that reliability beats excellence for discharge. For the discharge disposition
subgroup analysis, we find that home/self and home health show the same results as the main
model with fully aggregated data. However, for patients discharged to a facility, the results
differed: excellence beat reliability for all four domains. Finally, for treating physician specialty, we
find that patients in the medical condition provided the same results as the main model. For
patients in the surgical condition, excellence beat reliability across the board.
Discussion and implications
The pattern of results show that patients who have been hospitalized overwhelmingly say that
nurses have a bigger effect on likelihood to recommend than any other domain, including their
physician. This is most likely due to the fact that nurses spend more time with patients and their
families than physicians. For the most part, patterns also show that patients value how well things
are done over how reliably things are done. This begs the question: Do patients see reliability?
Perhaps as length of stay increases, patients become more aware of reliability, something we will
assess going forward. The results for discharge instructions varied the most across subgroup
analyses. We will also explore the relationship between admission source and discharge
disposition to see if patients admitted with higher acuity are discharged to facilities more often,
and how that might impact their survey results. Health care organizations should recognize that
patients are reliable informants of both reliability and excellence. Invest in programs that improve
patient communication. Invest in programs that improve teamwork and collaboration.
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Introduction to the research problem
Studies have found that value co-creation between customers and employees can affect the wellbeing of customers in a service setting (e.g., McColl-Kennedy et al. 2017). However, very few
studies have considered the well-being consequences from value co-creation activities for
employees, specifically in retail contexts (Troebs et al. 2018). The aim of this research is to identify
value co-creation activities performed by retail service employees, and explore how these affect
the employees’ well-being. This research considers a grocery retail setting that can affect the wellbeing of the service actors (Rosenbaum et al., 2011), but has been somewhat under-researched
compared to other service contexts.
Literature review
The value co-creation process has embedded specific activities that have a deep impact on wellbeing for customers and also other actors of a service ecosystem, such as employees (Anderson
et al., 2013). Most of the research conducted on value co-creation activities has focused on the
customer of the service (Yi & Gong, 2013), and less research considers the employee perspective
(Chen et al., 2015; Merrilees et al., 2017; Plé, 2016). However, employees also integrate
resources (Vargo & Lusch, 2017) that can lead to well-being outcomes. Ostrom et al. (2015)
assert the importance of analyzing other relevant and understudied service contexts, such as
retailing, as these can have a profound impact on the well-being of individuals. Likewise,
Rosenbaum et al. (2011) highlight the importance of studying service contexts which are not
typically linked to well-being outcomes. Eudaimonic well-being has to do with each individual’s
life activities aimed at encompassing the meaning-making, self-realizing aspects of being a
person (Ryff, 1989). Ryff (1989) established a multidimensional model of psychological well-being
that considers six key dimensions: environmental mastery, positive relations with others, selfacceptance, autonomy, purpose in life, and personal growth. Drawing on S-D Logic (Vargo &
Lusch, 2008), the aim of this research is to investigate the following: “How do value co-creation
activities affect the well-being of retail employees?”
Method/Approach
A qualitative approach was used and the setting is a Chilean retail store from one of the largest
national retail chains. Naturalistic observations and in-depth interviews were conducted with
employees between April-June 2018, which allowed for the analysis of the value co-creation
activities and well-being outcomes. An interview protocol was developed with five to six questions
that probed the participants’ views regarding the topic of investigation (Perry, 1998). Interviews
and observation data were transcribed and the data analysis followed Spiggle (1994). Yi & Gong
(2013) was used to categorize value co-creation activities and the well-being consequences were
organized using Ryff & Singer's (2006).
Results/Findings
Value co-creation activities: Ten value co-creation activities held by employees were identified in
the data. The first eight activities are consistent with Yi and Gong (2013): information seeking,
information sharing, responsible behavior, personal interaction, feedback, advocacy, helping, and
tolerance. Further, two additional activities emerged from the data: 1) complementary activities
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(employees performed personal home-delivery of products out of stock), and civic virtue
(employees trying to improve the efficiency of work).
Well-being consequences of value co-creation activities: Value co-creation activities can have
positive or negative consequences for employees’ well-being.
1. Environmental mastery: Most employees expressed that the value co-creation activities they
perform makes them feel proud of themselves, feeling that they have a special talent for it, which
positively affects their well-being: “I thought about how to improve the restocking in the aisles,
then I discovered what was wrong and now I changed the process to try to optimize it. It makes
me feel happy. I like what I do, it makes me feel great because I like to solve complex
problems”(R.7).
2. Positive relations with others: Employees feel the activities they perform not only have a deep
impact on the value co-creation process but also help them develop closer relationships with
customers: “When a customer needs something, they contact me by phone, by WhatsApp or they
come to see me at the supermarket. For example, if they couldn’t find a product, I ask for the
details, find the products and then I send it to their house. I try to maintain a close bond and
develop a connection with them. That makes me feel great! I like to maintain close relationships
with my customers. (R5).
3. Self-acceptance: Some employees engage in value co-creation activities for customers that
can also burden their well being because they spend a large amount of time at work than with
their families. This has negative consequences on their well-being: “I was working a night shift in
the store, and my son’s health condition worsened during the night, and my wife was alone at the
hospital. She called me but I couldn’t go as I was working. No one else could replace me! I felt
awful because I couldn’t help my family”(R9).
4. Autonomy: Employees expressed that value co-creation activities affect their autonomy in
negative ways as well. Specifically, they see their autonomy altered when they can’t participate
in family/personal commitments because of their work obligations, for example: “Because of this
job, you cannot be at important family moments like your children’s graduations. You have to ask
permission and it can happen that that suddenly you can’t leave because an issue arises” (R 8).
5. Purpose in life: Employees believe the actions they perform during the value co-creation
process, such as personally interacting with customers, are meaningful. They also expressed that
the sacrifices they make and how well they perform the value co-creation activities maintain their
family members’ happiness: “We have to be able to have our customers happy, serve them well,
deliver a good product but also interact, say hello, say goodbye. I am happy to do this and then
go home to enjoy my family, who are the reason I wake up every day (R.5).
6. Personal growth: For employees the value co-creation activities they perform have an impact
on their well-being as they have grown not only professionally but personally working at the retail
store. Most of them feel proud of what they have achieved in terms of personal/family goals and
work-related ambitions. They feel that performing activities such as additional services has helped
them progress and develop their skills and potential. “Improving depends on me with
perseverance, responsibility, and doing my job well. So, I think there are all the possibilities to
grow personally” (R10).
Discussion and implications
This study analyzed the value co-creation activities and their well-being consequences for
employees in an under-researched service context: grocery retailing (Edwards et al., 2018). This
context is deeply relevant when considering the large number of people throughout the world who
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engage in value co-creation activities within this type of service. This study helps build theory as
it illustrates how grocery retail services, even the ones that do not have transformative goals or
are aimed at providing transformative value in terms of well-being improvements, can affect
employee well-being. Managers can design service delivery in ways that helps encourage value
co-creation activities that have positive well-being outcomes for employees as well as customers.
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Introduction to the research problem
Transformative service research (Anderson et al. 2013), investigates customer well-being
outcomes related to services, even for businesses that do not have explicit transformative goals,
such as retailing (Rosenbaum et al. 2011). For example, a grocery retailing can significantly
contribute to customer well-being as it provides a venue to shop, socialize and be entertained (El
Hedhli et al. 2013). Scant research has examined the well-being potential of retailing, and
particularly grocery shopping for customer well-being. Furthermore, little is know regarding the
potential outcomes of shopping well-being for retail firms. Thus, drawing on Service Dominant (SD) Logic (Vargo et al. 2008), the aim of this study is to examine the role of value co-creation on
shopping well-being and its potential effect on retailer outcomes.
Literature and hypotheses
Shopping well-being is defined as the emotional state of life satisfaction customers may
experience related to their shopping experiences (El Hedhli et al. 2013). Shopping well-being can
be an ultimate outcome but also potentially serve as a mediator for other firm outcomes (Troebs
et al. 2018). S-D logic provides a holistic approach on the co-creative and interactive nature of
well-being generation and value co-creation (Kuppelwieser & Finsterwalder 2016). Value cocreation occurs when there is an integration of resources by the actors who participate in a service
exchange (Vargo & Lusch 2008). Value co-creation is achieved when the integration and
application of resources has somehow improved the well-being of the beneficiary, i.e. the shopper
(Vargo et al. 2008; Bassano et. 2018).
Subjective well-being refers to people’s life satisfaction with life domains such as work, family,
among others (Diener 2000). It has been proven that when shoppers activities go beyond pure
transaction-based shopping, their subjective well-being is positively affected (Maggioni et al.
2019). Shopping well-being has also shown to improve customer satisfaction with the firm (Ekici
et al. 2018). On the other hand, customer satisfaction has also been often related to value cocreation behaviours, as the process inherently includes direct interactions between organizations
and shoppers (Cambra-Fierro et al. 2017; Navarro et al. 2016; Vega-Vazquez et al. 2013). El
Hedhli et al. (2013) argued that shopping well-being plays a significant role in affecting loyalty.
Further, behavioural loyalty such as share of wallet and shopper spending has showed to have a
positive but not significant association with value co-creation, thus, other mediators probably exist
in this relationship (Auh et al. 2007; Cossío-Silva et al. 2016). The conceptual model is developed
based on the literature.
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Satisfaction

Share of wallet

Shopping
Well-Being

VCC

Shopper Spending

Attitudinal Loyalty

Control:
Gender
SES
Age

Method/Approach
This study applied an online survey to customers a database of major retail grocery chain in Chile
(South America) during June 2019. The sample resulted on 1313 responded surveys. 62% of
respondents were women and 38% were men, which represents a reasonable distribution for a
female gendered activity in traditional societies (Mortimer and Clarke 2011). Previous validated
scales were employed and adapted to a suitable questionnaire. Value co-creation behaviour
(VCC), the scale developed by Yi and Gong (2013) was applied. Well-being was measured by
adapting a scale developed by El Hedhli et al. (2013). Customer satisfaction was measured with
a scale from Babin et al. (2005).
Results/Findings
The model analysed using Structural Equation Modelling (SEM) and achieved a good model fit
with the data with (CFI = 0.998; IFI = 0.998; TLI = 0.983; RMSEA = 0.057; SRMR = 0.021). All
constructs demonstrated an adequate validity and reliability, with standardized indexes ranging
from 0.88 to 0.72. Common method bias was not a concern. Results support all hypotheses
except for H10 and H11. Results also confirm that customer well-being is a significant mediator
between value co-creation and satisfaction (ß4=0.36,SE=0.03, p <0.001).
Hypothesis
H1: VCC
H2: Shopping W-B
H3: VCC
H5: Shopping W-B
H6: Shopping W-B
H7: Shopping W-B
H8: VCC
H10: VCC
H11: VCC

→
→
→
→
→
→
→
→
→

Shop ping Well-being
Shop per Satisfaction
Shop per Satisfaction
Attitudinal Loyalty
Shop per Spending
Share of wallet
Attitudinal Loyalty
Shop per Spending
Share of wallet

Coef.
0.57**
0.77**
0.61**
0.69**
0.06*
0.09**
0.52**
-0.02
-0.02

S td.Err
0.02
0.02
0.02
0.02
0.03
0.03
0.02
0.03
0.03

t-value
25.4
43.2
28.0
34.2
2.21
3.19
22.2
-0.64
-0.58

R²
0.33
0.59
0.37
0.47
0.00
0.01
0.27
0.00
0.00

Result
Supported
Supported
Supported
Supported
Supported
Supported
Supported
Not Supported
Not Supported

*Significant at p < 0.05
**Significant at p < 0.01
Mediation hypothesis
H4: VCC → Shopp ing W-B
→ Satisfaction
H9: VCC → Shopp ing W-B
→ Attitudinal Loyalty
H12: VCC → Shopp ing W-B
→ Shopp er Sp ending
H13: VCC → Shopp ing W-B
→ Share of wallet

Total effect

Direct effect

Indirect effect

Coef.

Std.Err

Coef.

Std.Err

Coef.

Std.Err

Indirect effect (95%
Result
conf. intervals)
Lower
Upp er

0.61**

0.31

0.26**

0.03

0.36**

0.03

0.33

0.39

Supp orted

0.52**

0.42

0.19**

0.04

0.33**

0.34

0.30

0.04

Supp orted

-0.02

0.06

-0.08**

0.07

0.06**

0.04

0.02

0.12

Supp orted

-0.02

0.02

-0.10*

0.02

0.08**

0.01

0.05

0.12

Supp orted

*Significant at p < 0.05
**Significant at p < 0.01

PAGE 165

166

Discussion and implications
The findings from this study demonstrate that customer well-being is a relevant outcome for retail
firms, not only because of the transformational capacity that holds for individuals but also, as an
important factor that can positively affect firm outcomes. Second, value co-creation has proved to
improve shoppers’ attitudes in terms of satisfaction, attitudinal loyalty, WOM, among others
(Cambra-Fierro et al. 2017; Cossío-Silva et al. 2016; Navarro et al. 2016). Value co-creation
behaviours are important because they drive shopping well-being. Finally, this study proves that
retailing services do possess transformative potential in terms of wellbeing improvements
(Rosenbaum et al. 2011). Even though retailers can be seen as more mundane versus other
industries, they do indeed affect the well-being of individuals, since they spend a considerable
amount of time interacting within retail services. Hence, it responds to the call made by Ostrom
et al. (2015) in terms of understanding the outcomes of services in terms of well-being
improvement. This investigation proves that retailing services are an important source of wellbeing for individuals as shopping can contribute significantly to people’s overall well-being or
happiness (El Hedhli et al. 2013). Managers of retail stores should consider initiatives that can
increase customer well-being, such as the ones that leverage shopper value co-creation
behaviours. For example, managers can ensure that stores have been designed to promote social
activities that increase value co-creation behaviours such as personal interaction between
shoppers and other shoppers but also between shoppers and employees. Making sure
employees not only greet shoppers but also talk to them, adding restaurants and/or cafes inside
the stores (Rosenbaum et al. 2016). Managers will need to encourage helping behaviours,
amongst the people who participate in the value co-creation process.
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Introduction to the research problem
Studies show that international students today expect more than purely education of universities.
Instead, they seek a combination of education and non-educational experience, which is
explained the Educational and Life Transition (ELT) (Jindal-Snape & Ingram, 2013). Customers’
experiences are widely studied in service marketing in the context of value. The value created by
customers during their experiences is termed “value-in-use” (Gronroos and Voima, 2013; Vargo
and Akaka, 2009). According to ELT model, international students’ non-academic experiences
can leverage their overall experiences. However, with resource constraints, universities need to
co-create with students to serve their diverse needs. However, how students actively undertake
the value-in-use creation process, has remained unclear in research studies.
Grönroos and Gummerus (2014) suggest that the entire value generation process is performed
by both the customers and the firm, which is described in their value generation model. Value-inuse is the value created by the customer in the customers sphere (Grönroos & Voima, 2013)
through customer resource integration (Moeller 2008). This process is goal-oriented, individualspecific and context-specific (Edvardsson et al., 2011). Customers seek resources based on their
expectations. They assess what resources they have access to in order to decide on utilizing
them (Mele et al., 2010) and to prepare the required resource arrangement to achieve their goals.
However, resources do not necessarily perform as customers expect. This research study aims
to explore how international PhD students create value-in-use through the resource integration
process given resource constraints.
To achieve the objectives outlined above, this study takes a case study approach combined with
idiographic approach to explore the phenomenon of value-in-use creation in terms of the context
(Robins, 2007). The data was collected in interview meetings with 27 international PhD students
at a large regional university in Australia. Considering that value-in-use is a phenomenon that
needs to be investigated for every individual student, their perceptions of the context that they live
in and the processes they undertake to integrate resources, A thematic analysis was used to
analyse the data. An inductive approach was employed to identify new ideas and themes. The
sensitizing concept strategy (Fereday & Muir-Cochrane, 2006) and the inductive analysis
approach were used repeatedly to extract as many codes and themes as possible from the data
(Braun and Clarke, 2006).
A more comprehensive model drawn purely from the customers’ perspective is presented and a
set of related propositions are developed to explain how resource integration occurs among
international PhD students in this study.

PAGE 168

169

Proposition 1: Regardless of the goals, customers always attach a set of required and acquired
resources to achieve their goals.
The resource integration process is primarily focused on goals and value-in-use is created when
the focal actor’s goals are achieved (Grönroos & Gummerus, 2014). Achieving goals is related to
using resources (Lusch et al., 2008). Students, as focal actors, obtain resources from the various
sources to achieve the goals they follow in their academic and non-academic life. Meanwhile, the
results showed that they perceive some resources as central to their resource integration
processes (Kleinaltenkamp et al. 2017). However, they add other resource providers to the central
resources to achieve their goals:
“If I get a challenge, …, share it with my supervisor ..., then I may contact some of my peer,
other PhD students … And some of them, they advise.” [William]
This study identified two categories of resources based on students’ perception and regardless
of the resource performance. Those resources that students expect to be provided by the
university are “required resources”. These are perceived as necessary for students’ goal
achievement process. “Acquired resources” may also be necessary, but students do not expect
those resources to be prepared by the university.
Proposition 2: Expected and Actual Resource Conditions Drive the Transition from the Required
to Acquired Resources
According to resource theory, customers can be deprived of resources in various situations (Foa
et al., 1972). The findings of this study show that students may perceive required resources may
either not be available, or not perform in customer’s process as expected. Depending on how
students perceive the missing or deficient required resources, they may choose different
approaches to make a transition from the originally perceived required resources to a replaced
set of acquired resources.
“I think people would be prepared to make some contributions so I would engage the
participants and ask them to do some contributions.” [Isaac]
To respond to the shortcomings of resources, students may use three approaches. They might
quit searching for the replacement resources and give up on their goals. Consequently, they may
abandon their goal absolutely or choose a new goal. The other approach is to remain loyal to the
original goal and search for substitute resources. Finally, they may proactively create resources
to achieve their goals.
Proposition 3: The Transition from Required Resources to Acquired Resources Depends on the
Focal Actor’s Conditions
This transition from required resources to acquired resources is influenced by a number of factors,
including students’ skills, personality traits, expectations, attitudes and similar experiences. In
drawing on the resources, they perceived constraints of resources. Consequently, they needed
to find a solution to overcome the constrains. Customers my, change the direction of the resource
integration process by acquiring substitute resources, stop the processor create new resources.
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Significant Others Play a Critical Role in the Process
The role of the relationships among customers has been focused on in marketing literature (Chen
et al., 2018; Zhang et al., 2017), as the notion of customer ecosystem (Voima et al., 2011). This
study yielded findings on the role of students’ significant others in the process of resource
integration and managing the constraints of required and acquired resources. Findings show that
students do not allocate the same importance to all the actors, and that some actors play a more
significant role in their resource integration processes. Significant others share goals, challenges,
responsibilities and resources with students and form a significant and inseparable aspect of
student’s resource integration process. They either contribute or deviate the process of resource
integration by providing additional resources or introducing additional goals. This is in line with
the notion that value-in-use can be constructed individually or collectively (Kleinaltenkamp et al.,
2017; Macdonald et al., 2016).
This research responds to a call in the service research literature to explore customers’ value
creation processes (Ostrom, et al 2015) and investigate the customer’s sole value creation
process (Grönroos & Gummerus, 2014). The findings contribute to the theory of value-in-use
creation through the exploration of the customer’s resource integration process within the
customer’s sphere, independent of the firm, and the provision of a goal embedded customer
resource integration model. This study showed how resource constraint could alter the resource
integration process and how significant others can contribute or hinder this alteration.
The study offers managers and decision-makers in the tertiary education sector more holistic
understanding into how they may better engage as facilitators in supporting students’ resource
integration processes.
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Introduction to the research problem
In recent years, sharing has emerged as a societal trend (Belk, 2009). As personal items such as
apartments, cars or bikes are increasingly shared via online intermediaries, researchers have
observed a shift in consumer culture away from ownership toward shared consumption or shared
ownership (Botsman & Rogers 2010; Bucher et al. 2016; Gansky 2010). Digital platforms have
emerged that manage supply and demand for offered and desired goods (Belk, 2014; Gansky
2010).
Sharing Economy is a crucial topic for city governments. Sharing can help cities to reach their
objectives, e.g. ecological, economic, social objectives. But, Sharing Economy partly also might
counteract reaching these objectives.
In order to understand how citizens’ sharing behavior can be directed in a way that it supports city
objectives, knowledge regarding the determinants of citizens’ sharing behavior is needed.
The contribution of our research is to reveal the determinants of citizens’ sharing behavior and to
derive options for city governments to direct citizens’ sharing behavior.
Literature review
There is some research regarding the policy options concerning sharing economy. The literature
argues that a city’s sharing policy might be feasible because of the potential effects of the sharing
economy on city life (Cannon & Summers 2014; Malhotra & Van Alstyne, 2014; Schindler, 2015;
Zervas, Proserpio & Byers, 2014).
Also, there is existing research regarding the determinants of sharing behavior.
Consumer value: A first important determinant of sharing behavior, i.e., of the use of sharing
offerings, is the value derived from use, including functional, hedonic and social values (Sweeney
& Soutar, 2001).
Trust: One of the most commonly mentioned psychological constructs in the context of sharing
behavior is trust. From a social capital perspective, social connections define individual abilities
to fulfill personal needs (Burt, 2009). Further social capital describes how these relationships form
trust on an individual level (Cook, 2001) and facilitate collective action on a group level (Rohe,
2004). Rosen, Lafontaine, and Hendrickson (2011) revealed that trust in sharing communities
evolve and is connected to the number of accumulated references and friendships. A higher level
of individual trust increases the number of sharing acts (see also Rovai, 2004). Trust in novice
members can be increased by strengthening their profile (Lampel and Bhalla, 2007). The absence
of trust in a sharing community will lead to a dysfunctional community with no exchange at all.
Social Norm: Participation in sharing services is expected to be ecologically sustainable (Prothero
et al. 2011). Individual motivations based on sustainability issues are often linked to ideology and
group or social norms (Lindenberg, 2001). Therefore, social norms and paradigms can increase
individual acceptance of sharing services.
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Further determinants are being identified in the ongoing research process.
Method/Approach
Study 1
In study 1, we conducted a survey where respondents evaluated scenario description of sharing
offers and stated their willingness to use these services. Three sharing cases were selected:
shared housing project, garden sharing, e-cargo bike sharing. The determinants consumer
values, trust and social norm were operationalised based on scales from literature. The survey
sample was recruited in cooperation with a professional market research firm. The firm has one
of the largest population panels in the focal country. The sample for our study consisted of 512
respondents, selected representatively according to standard demographics.
Study 2
Study 2 is currently prepared and will be finished in spring 2020. This study is part of a sharing
monitor we develop which is funded by a national funding institution. Compared to study 1, further
determinants will be added to our model and our analysis, based on experiences with the existing
model and further research. Moreover, a higher number of sharing cases will be selected (about
10). Also, we use real behavior as the dependent variable, as we divide each sharing case’s
sample in users and non-users. To realise this, we use a larger sample of about 5'000
respondents.
Results/Findings
Based on a regression analysis, we identified in study 1 the different drivers of each scenario and
for the overall sample. Within the e-cargo bike scenario, trust in the sharing platform and hedonic
motives were the most important drivers of using the service. Surprisingly, ecological
considerations had a negative impact on the potential use of the service. Thus, we conclude that
sharing services need to be designed as fun experiences rather than as an appeal to consumer
conscience. Within the housing scenario, not only social norms and trust but also functional
aspects were important. Within the garden scenario, social norms and trust were the most
important for potential use, meaning that social acceptance and role models are important for
choosing such services. A cross-scenario analysis emphasized the importance of trust and social
norms. Furthermore, the analysis revealed that hedonic features are more important than
functional, financial or ecological aspects of using sharing services.
Results of study 2 will be added after its completion.
Discussion and implications
In expert workshops based on the results of study 1, we identified various levers for city
governments to facilitate sharing economy and a shared city life, including:
S: Stakeholder Integration – H: ‘Hub’ for sharing – A: Active sharing by city governments – R:
Regulation (positive and negative) – E: Enabling – C: Culture and Commitment, I:
Institutionalization – T: Technology use – Y: Reason why.
Limitations and paths for further research are discussed.
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Introduction to the research problem
There is a call for understanding the operational conditions for employees at the front-line of
organizations, commonly referred to as Organizational Frontlines Research (Singh et al., 2017).
To date, most of this research has focused on understanding the organizational frontline in
developed, formal economies. At the same time, there is a call to better understand how the twothirds of the global population that make up the global base-of-the-pyramid both work and
consume to meet their daily needs (Reynoso et al., 2015; Viswanathan & Venugopal, 2015).
Finally, the transformative service research movement calls on researchers to explore the
potential for services to not only provide consumer and worker basic needs, but to provide for
eudaimonic and hedonic well-being uplift (Anderson et al., 2013). This research combines these
streams of research to explore the lived reality of frontline workers in informal financial service
systems in subsistence marketplaces. Understanding worker wellbeing is an imperative in service
research (Anderson et al., 2013; Rayburn, 2014); and, in this context, there is a high potential for
workers to experience negative wellbeing outcomes in their daily work. This research seeks to
answer: What are the experiences of Cobradiarios (Colombian daily collectors in informal lending
networks) as they work in informal financial service systems? Further, how do these experiences
impact their personal wellbeing? Using this knowledge coupled with understanding developed of
consumer needs, the goal is to inform design of service systems that seek to replace, augment,
and operate along-side these informal financial services.
Literature review
When consumers do not have access to service systems needed to function in their daily lives,
they will seek these out in the informal economy; one such service is financial lending (SanchezBarrios et al. 2015). The informal economy has existed forever and will likely continue to operate
in tandem with formalized economic activity for the foreseeable future (Onodugo et al., 2016). The
reason this is continues to occur is formal economies to not service everyone, in some cases they
do not serve the majority of a given population. As such, informal instruments arise to supplement
and/or replace the what would be formal for other consumers (Williams and Gurtoo, 2013). When
this occurs, access is created for those that would otherwise have to do without services. This is
not only true for consumers but also for workers. Informal businesses and services, provider for
not only consumers, but also created employment opportunities (Williams and Gurtoo, 2013).
These workers face similar work related wellbeing issues as their formal economy counterparts.
In some cases, these workers face potentially more extreme wellbeing issues. This research
seeks to better understand some of these outcomes to fill voids in current understanding of worker
wellbeing in informal economies.
Method/Approach
This research follows a qualitative research approach. Qualitative methodologies (such as indepth interviews, observations, shadowing, etc.) are particularly useful when attempting to
understand participants’ meanings of phenomena, experiences, and/or problems; to give voice to
a marginalized or silenced population; to empower individuals; and to explore sensitive topics
(Creswell & Poth, 2018). Our population lives in a space that is rife with the potentiality of danger
from both sides of the organizational frontline they embody – from borrowers and lenders. We
must be very careful to not expose them to additional danger in the research process.
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To this end, we have designed the research program of semi-structured interviews and shadowing
observations, in order to answer questions related to the “what is happening here?” (Glaser 1978
in Charmaz and Belgrave, 2002) for Cobradiarios. Strategies of qualitative interviewing methods
(Charmaz and Belgrave, 2002) were implemented to explore the nature of street vending
practices and to obtain rich stories about experiences and ordinary practices within working as
Cobradiarios. Face-to face semi-structured interviews were convenient to evaluate the validity of
participant´s responses. Researchers achieved this through the observation and exploration of
non-verbal clues emergent when talking about complex topics (i.e. legal, family, financial),
overcoming issues existing with language barriers (i.e. formal and informal language) and
intensely reassuring confidentiality for participation in the study (Barriball and While 1994).
One of the biggest challenges for data collection was to get access to participants for the study.
Consequently, researchers relied on selecting snowball (chain) sampling (Noy 2008). Snowball
sampling has been successfully and consistently employed in obtaining information from hard to
reach population in previous research (Alvarado et al 2005; Atkinson and Flint 2001). So far, a
total of ten (8) Cobradiarios from the payday lending system in the cities of Northern Colombia
have been interviewed and three (2) weekends of shadowing observations have been carried on.
Creswell (2009) considers 20-60 interviews as enough participants´ forms for studies using
grounded theory data collection procedures.
Results/Findings
Early stage findings from data collection show that Cobradiarios are intensely facing violence,
bribery, and robbery threats from smugglers and delinquents at the community they serve; stigma
and ostracism from the community they work for and abuse and underpayment from their bosses.
Cobradiarios are essentially boundary spanners overcoming their need to survive in a risky,
somehow illegitimate, business with really harsh physical, emotional and financial conditions. For
facing their reality, Cobradiarios give meaning to their job as a form of serving their families
through serving their community.
Discussion and implications
The findings of this research have impact at managerial, public policy and academic fields.
Managerial implications show that is necessary to create service systems that consider the reality
of offering financial services for the BoP without naively stigmatizing Cobradiarios but learning
lessons from their service delivery practices, threats and challenges as well. Public Policy
implications show that is necessary to understand that boundaries between the legitimate and the
illegitimate in the informal financial system are heavily intertwined and often difficult to distinguish,
producing unintended and somehow positive consequences for those who are supposed to be
vulnerable while producing unintended and somehow negative consequences for those who are
supposed to be in power. As for academic implications is necessary to keep appreciating the role
that informal service providers play in developing economies, often compromising their wellbeing
(physical, economic, mental) for serving the underserved. We need more ingenious, thoughtful,
theoretical and methodological approaches to understand the moving limits between the
legitimate and illegitimate in BoP markets and informal economies, minimizing stigma and offering
more bearable solutions empathetically understanding their market practices.
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Introduction to the research problem
A key priority for service research is to use big data to advance service design (Ostrom,
Parasuraman, Bowen, Patricio and Voss, 2015). Being that service technology is changing how
citizens interact with government services (Eggers and Macmillan, 2015), and that customer
orientation is fundamental to tailor services (French, 2011), the availability of this data highlights
an opportunity to better inform and design consumer services for the future. The overall research
question for this study is “what influence do women’s health behaviours have on their life
satisfaction and mental health over time?” This study is driven by evidence that women’s
preventative health behaviours impact women differently over their lives (Chassin, Macy, Seo,
Presson, & Sherman, 2010; Segar, Taber, Patrick, Thai, & Oh, 2017). At a policy level, behaviours
identified as crucial to women’s wellbeing are smoking, dieting, physical activity, sleep and alcohol
consumption (Australian Institute of Health & Welfare, 2019).
Literature review
Longitudinal analysis has often been reserved for economic policy decisions, for example, the
association between income, wealth, economic security perception and health (Kendall, Nguyen
and Ong, 2019). More recently, with the inclusion of general, physical and mental health questions
through the validated scale of the SF: 36 (Ware and Sherbourne, 1992) there has been a move
to investigate the inter-relationships between the objective and subjective components of citizen
health (McNamee and Mendolia, 2019; Seymour, 2016).
For public health policy and interventions to be more effective and fair, longitudinal analysis
provides an avenue to understanding the systematic and socially patterned behaviour of citizens
(Venn & Strazdins, 2017). Defining the health behaviours that are impacting women’s lives across
their life course and economic components that act as buffers or are harmful is important for the
formulation of policy (Rhode, Tang, Osberg & Rao, 2016).
A prominent approach to measuring satisfaction with life is the bottom up approach which
identifies important domains, like health or financial satisfaction, as well as a global evaluation.
Therefore, the benefit of following this approach is the inclusion of evaluation of mental health
toward other domains (Fleurbaey and Schwandt, 2015).
Method/Approach
The Housing Income Labour and Dynamics Australia (HILDA) survey is a longitudinal data set
established in 2001 and conducted by The Melbourne Institute in Australia. The key themes of
the data capture are Australian’s experiences relating to their living situation, employment – both
paid and unpaid labour, changes to their financial situation and importantly citizen health and
wellbeing dynamics. The present study uses five waves (from years 2013 – 2017) of the HILDA
data. The key explanatory variables are the health behaviours as listed in table 1 and the
dependent variables are mental health and life satisfaction. Mental health is operationalised using
the mental health inventory of the SF:36 (Ware and Sherbourne, 1992) and life satisfaction
through a 0 – 100 all things considered scale, which is a standardised measure in wellbeing
research (Kahneman and Krueger, 2006). The relationships between health behaviours, mental
health and life satisfaction are modelled using fixed effects nested regression models. This is
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methodologically sound and the generally accepted process when working with panel data
(Ruppanner, Perales and Baxter, 2019; Beatton and Torgler, 2014).
The sample consists of women aged between 25 and 45 years old in Australia. Five years of data
are included as it allows the analysis of all health behaviours over time. Physical activity, smoking,
alcohol consumption is included in every wave and dieting to lose weight and hours of sleep per
week are included every four years. And whilst this is a combined age range, it is used to highlight
the changes to the life satisfaction and mental health over time. (Further results relating to different
ages will be discussed at the conference)
Results/Findings
Summary of Life Satisfaction and Health Behaviour Scores HILDA Wave M (2013) - Wave Q (2017)
2013
2014
2015
2016
R2
Coefficient R2
Coefficient R2
Coefficient R2
Coefficient R2
Overall
Life Satisfaction
(cons)
.451
Dieting to
Lose Weight
Physical activity
Smoking
Alcohol consumption
Hours of
Sleep/Week
N

.334
.143
.165**
-.202**
.107

.349

.368

.160**
-.123**
.150**

2017
Coefficient

.417

.149**
-.167**
.190

.103
.284**
-.194**
.234**

2.61**
-2.56**
.218*

.210**

.200**

4,008

3,851

3,991

3,948

3,877

Summary of SF:36 Mental Health DV and Health Behaviour Scores HILDA Wave M (2013) - Wave Q (2017)
2013
2014
2015
2016
2017
R2
Coefficient R2
Coefficient R2
Coefficient R2
Coefficient R2
Coefficient
Overall
Mental Health
Score
.731
Dieting to
Lose Weight
Physical activity
Smoking
Alcohol consumption
Hours of
Sleep/Week
N

.403
.146*
.282**
-.252**
.174

.559
.448**
-.246**
.193**

.680
.443**
-.220**
.174

.699
.461**
-2.56**
.318**

.239**
4,008

.232**
.427**
-.270**
.264*
.296**

3,851

3,991

3,948

3,877

Discussion and implications
In answering the question, “what influence do women’s health behaviours have on their life
satisfaction and mental health over time?” This brief use of longitudinal data demonstrates the
changing nature of health behaviours and the way that service researchers may utilise longitudinal
data to better inform service design. This analysis suggests that greater discussion needs to be
had relating to the role that health behaviours play in women’s life satisfaction and mental health
over time. Whilst sleep is only evident in two waves of this analysis, it highlights the importance it
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has on women’s health. Considering how dieting and physical activity services are offered in
Australia, it is interesting to note that dieting is not a significant or strong predictor to life
satisfaction or mental health. Further investigation into the role of physical activity as a utility
function for women would be interesting for public health services. At this stage of the analysis
the recursive nature of smoking on life satisfaction and mental health is unclear. In other words,
are women more satisfied with not smoking or does smoking lower their satisfaction and mental
health. Education and awareness campaigns relating to alcohol consumption receive the most
funding in Australia with a particular focus on binge like behaviours for younger women (18-24
years old). However, this data demonstrates that alcohol consumption generally has a positive
relationship with life satisfaction and mental health. Tracking this behaviour, along with the
number of units consumed during drinking events would illustrate the nature of women’s drinking
as they age.
The data used opens doors to different theoretical applications to create meaning behind health
behaviours in relation to life satisfaction and mental health. For example, the adaptive nature of
human behaviour or the role that burn out has on resource depletion. Both proximate and distal
investigation of these behaviours and the relationship to life satisfaction and mental health are
important for continued understanding of how to better design services (Saad, 2007).
Policy led service design needs to move beyond a cross sectional approach in order to have a
greater understanding of the changing nature of life satisfaction and mental health. Whilst the
analysis requires the use of control variables to determine the impact that economic conditions
such as employment or access to health services have on health behaviours, the promising factor
is that this is possible with the use of big data such as HILDA.

Table 1. Health behaviour table
HILDA components of health
behaviour

Scale derived from

Operationalised

Frequency of dieting

Australian Longitudinal Study on
Women’s Health (ALSWH)

Sleep quantity

Based on questions included in
the UKHLS (Understanding
Society)

Frequency of dieting is
measured with three
questions. Two questions
use a four point score, the
other a dichotomous
Sleep quantity is measured
with a single open ended
numerical response

Physical activity

International Physical
Questionnaire (IPAQ)

Activity

Smoking frequency

Australian Institute of Welfare
(AIHW).

Frequency of alcohol
consumption

AIHW National Drug Strategy
Household Survey

Physical activity is measured
with seven items, using
open ended self-report
responses based on recall of
previous seven days
Smoking
frequency
measured with three items
that uses a four point scale
Frequency of alcohol, one
question with a self-report
response question
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Introduction to research problem
Although “digital addiction” has become an emerging phenomenon within mainstream media and
has led to ethical concerns around the accountability and responsibility of involved actors (e.g.,
software developers, policymakers and end users) it still remains unregulated (Alrobai et al., 2014,
p.117). There is a consensus around the negative effects of digital addiction to consumers, such
as inducing unfavourable states like depression and anxiety (Cabins Sydney, 2016; Taylor, 2018).
The World Health Organisation has recognised this to be a major societal problem (WHO, 2014)
and global brands are developing programs to monitor individual’s digital usage. Google, recently
created a well-being program focused on informing consumers of their digital usage called digital
wellbeing (Google, 2018). While the negative health effects of digital addiction have been
explored in great depth, the various conflicting understandings and broader impacts of digital
addiction among marketplace actors (e.g., consumers, government, companies) remains under
researched. This study, addresses calls for greater inquiry to be placed around the limited
regulatory frameworks and design of addictive digital services (Ali et al., 2015) as well as the
various conflicting roles and responsibilities as perceived by marketplace actors in regards to
conflicting logics in markets around digital addiction. Hence, the aim of this study is to explore
digital addiction as a complex institutional field (i.e., those characterised by conflicting logics) that
result from marketplace actors assigning (conflicting) responsibilities and roles amongst one
another to create meaningful change.
Literature review
Digital addiction has been characterised by the excessive use of software-mediated operations
that causes problematic dependence and in turn disrupts everyday life (e.g., Alrobai et al., 2019;
Cover, 2004; Khang et al., 2013). Digital addiction is grounded within repeated exposure to
content or software mediated operations (Alrobai et al., 2014; Cytowic, 2015) that consist of
engaging in various types of digital media such as video games, social media, texting,
smartphones and using the Internet (e.g., Peper & Harvey, 2018; Ali et al., 2015; Savci & Aysan,
2017). Exposure to a wide range of digital services results in consumer propensity to develop cooccurring technology addictions (Gainsbury et al., 2017) given that these forms of digital media
all contain similar triggers that reinforce the practice (Alrobai et al., 2019). Hence, digital addiction
is characterised in the literature as a multidimensional construct that occurs when a combination
of more than one type of digital media consumption (e.g., video games + social media) creates
responses that differ from the effects of addictively consuming the same content independently
(e.g., social media or video games).
Although the causes and potential effects of digital addiction has been researched extensively,
there is an important gap in exploring the roles and responsibilities of marketplace actors linked
to the emergence of this concerning phenomenon. Cotte & Latour (2008) suggests that the design
of digital services are in part responsible for the development of digital addictions as it creates an
emotional experience, and social connectedness that draws consumers into this “fire of desire”
(p.748). Alrobai et al. (2014) argues for the need of further research that questions the design and
marketing of digital services associated with addiction and challenges the current regulatory
structure. An area worth exploring within digital addiction concerns whether brands are
intentionally creating their services to be addictive (Peper & Harvey, 2018). Thus, there remains
PAGE 182

183

an opportunity to articulate an understanding of digital addiction by exploring its complexity as an
institutional field and the roles and responsibility of key marketplace actors such as digital brands
and regulatory bodies.
Proposed Theoretical Framework/Concepts
Thornton & Ocasio (1999, p.804) define institutional logics as “socially constructed, historical
pattern of material practices, assumptions, values, beliefs, and rules by which individuals produce
and reproduce their material subsistence, organize time and space, and provide meaning to their
social reality”. This theoretical lens provides an interesting avenue to explore digital addiction as
this phenomenon contains conflicting logics that effects meaningful change being created through
regulation and alteration of digital service design and marketing strategies (Reay & Hinings, 2009;
Swan et al., 2010). Furthermore, this can be evident through institutional complexity arising as
exemplified through Greenwood et al. (2011) highlighting the possibility of “incompatible
prescriptions from multiple institutional logics” (p.317). This occurs as the perceived dominant
logic is challenged from multiple actors (Hensmans, 2003; Hoffman, 1999). This study will follow
Ertimur & Coskuner-Balli’s (2015) methodology as it provides a clear process to code for new
logics and disseminate complexities between actors. As such, the analysis combines thematic
analysis and automatic text analysis to explore multilevel data including, news media, social
media, regulatory documents and industry reports (Toubiana & Zietsma, 2017). Thus, the
application of institutional logics towards digital addiction will articulate a comprehensive
understanding of its institutional field and the complexities that exist between actors and logics
that may affect calls for change (i.e. meaningful policies and restrictions to digital service design).
Discussion and implications
The rise of digital addiction as a public health concern poses a new and interesting avenue of
research by exploring its marketplace dynamics through complexities amongst actors and logics.
This study focuses on exploring an unregulated phenomenon, digital addiction, that is consumed
with multiple voices and actors that offer little to no direction for creating meaningful change.
Considering this point, it remains essential to understand the meaning, roles and responsibilities
of digital addiction through the lens of different marketplace actors. Furthermore, this study will
strive to provide a number of compelling theoretical and practical implications within the fields of
marketing, consumer behaviour and policy.
Theoretical contributions: This study will contribute to the field of consumer behaviour by
articulating a greater understanding of digital addiction. The implementation of institutional logics
will further uncover logics within this space and address how complexities affect our
understanding of this phenomenon (Alrobai et al., 2014). Above all, this research contributes to
the expanding emphasis placed on digital addiction by exploring its institutional field and the
complexities between logics that exist.
Practical contributions: This research will articulate an understanding of digital addiction revealing complexities that may exist between key actors and logics. As such, this research will
provide key implications for governments and consumer policy makers – based on deeper public
understandings around consumer digital addiction and the role that digital service brands play in
harnessing addictive behaviour. In turn, this will establish whether resources or greater policy
intervention needs to be placed towards digital addiction (Alrobai et al., 2014). Digital service
brand marketers will also be implicated by gathering how they are being perceived within this
space from marketplace actors, and whether they align with the dominant logic. This in turn has
the propensity to implicate marketing strategies in the future.
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The Influence of Information Security on Reputation and Trust
Formation
Mr Duncan John Greaves1, Dr Harjit Sekhon1, Dr Alexeis Garcia-Perez1
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Track: Customer experience and engagement
Introduction to the research problem
The service industry is experiencing unprecedented disruption in terms of evolving business
models and technology. The uncertainty caused by these changes mean that consumers seek
stability of outcomes in changing times where parties and technology are called into question.
Given the intangible nature of services, consumer look towards credence attribute cues as part
of the purchase process. In this regard, trust plays a stabilising role in situations where there is
uncertainty and risk – situations that neatly characterise the dynamic of the digital world.
The need for cybersecurity measures to assure trust is evidenced by the recent examples of
digital trust breaches. These include the British Airways customer data breach resulting in a
corporate fine of £186 million (BBC, 2018), the WannaCry encryption attack on the UK NHS
system requiring 19,000 rescheduled appointments (NAO, 2019), and the Capital One financial
data breach affecting 106 million records (BBC, 2019). The urgent need to counteract the
uncertainty and risk associated with trust in digital environments triggered this research, and the
enquiry explored the role of information security in the formation of online trust relationships and
the production of trust.
Literature review
This research draws and adds to the Theory of Planned Behaviour (TPB) and Social Exchange
Theory (SET). These theories underpin the dominant models of trust formation (Mayer et al.,
1995; McKnight et al., 2002) in terms of psychological process and behavioural feedback
mechanisms. The literature on the creation of trust between organisations and individuals
emphasises belief in the ability, integrity and benevolence of trustees (Mayer et al., 1995) in
eliciting the intention towards trust of the individual (Ajzen, 1985; 2005). Introducing technology
into the relationship between parties introduces questions of whether the enabling technology can
also be trusted (Yan & Holtmanns, 2008; Tan and Theon, 2000).
Given that third party transitive trust relationships are more common online (Jøsang et al., 2007)
and that the presence of structural assurance and situational normality cues (McKnight et al.,
2002) can mislead participants when compromised (Ratnasingham et al., 2002), then the stability
of party trust becomes an essential part of overcoming the hurdles to consumer trust. To
counteract technology threats, strong encryption and certification have facilitated the growth of
transactions by emphasising technology reliance. However, technology-only solutions lack the
flexibility of service (Hoffman et al, 1999) that allows parties to participate in true social exchange
behaviour (Blau, 1964), and to build outcomes and relationships beyond contractual actions.
As complete technology security across multiple agents and systems is an impossible goal, the
implementation of information security therefore becomes a balance of risks and controls
(Anderson, 2003). The key to getting this balance right is reflected in the reputation of the
merchant in securing the ‘expected futures’ of the system members (Ha, 2004; Lewis and Wiegert,
1985), allowing transactional task delegation (Gefen et al., 2008) that can inspire trust (Marsh,
1994). Organisations that achieve this balance benefit from streamlining the trust formation
process to the benefit of exchange parties (Castelfranchi et al., 2006).
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Method/Approach
The research enquiry followed a hypothesis driven mixed methods empirical design using
confirmatory factor analysis (CFA) and structural equation modelling (SEM) to validate the
research model and test the research hypotheses. The approach incorporated expert ratings, a
card sort exercise and a pilot questionnaire resulting in the development of a 45-item scale survey
instrument. The scale items were anchored one to five, with one being strongly disagree, three
neutral, five strongly agree, and no anchors were applied to points two and four. Response data
were collected from 405 members of the UK general public on their attitudes towards information
security in scenarios relating to Retail, Banking and Healthcare. The rationale for selecting these
three economic sectors was the level of breaches that have occurred in the sectors.
Results/Findings
Our theoretical SEM model showed a good overall fit (ꭓ2=278.6, df= 98, RMSEA = 0.071, NFI =
0.934, RFI = 0.919, CFI = 0.946). The findings revealed that information security has a strong
relationship with reputation, a key mediating factor in both task delegation and trust formation.
Trust was also shown to have a strong relationship with communication quality that influenced
the perceived value of behavioural outcomes. The results relating information security and
reputation to both delegation and trust were found to be measurement invariant and stable across
the three research contexts of retail, banking and healthcare that were investigated.
Discussion and implications
This research extends the Theory of Planned Behaviour (TPB) to include information security as
a belief forming component of behavioural control that moderates reputation by communicating
values and norms held by a trustee and promotes trust formation over transaction-only relations
by signalling value congruence and enhanced communication quality. The research also adds to
Social Exchange Theory (SET) by including the shared appreciation of the security values and
norms of reputation as positive motivation for the formation of reciprocated trust relationships in
the scenarios examined as part of the research.
The management implications of this work include insights into the role of information security,
organisational reputation and relationship building in different sectors and outlines several
possible avenues for further academic research.
References
Ajzen, I. (1985). From intentions to actions: A theory of planned behavior. In Action control (pp.
11-39). Springer, Berlin, Heidelberg.
Ajzen, I. (2005). Attitudes, personality, and behavior. McGraw-Hill Education (UK).
Anderson, J. M. (2003). Why we need a new definition of information security. Computers &
Security, 22(4), 308-313.
Blau, P. (1964). Power and exchange in social life. NY: John Wiley & Sons.
Castelfranchi, C., Falcone, R., & Marzo, F. (2006, May). Being trusted in a social network: Trust
as relational capital. In International Conference on Trust Management (pp. 19-32). Springer,
Berlin, Heidelberg.
Gefen, D., Benbasat, I., & Pavlou, P. (2008). A research agenda for trust in online environments.
Journal of Management Information Systems, 24(4), 275-286.
Ha, H. Y. (2004). Factors influencing consumer perceptions of brand trust online. Journal of
Product & Brand Management, 13(5), 329-342.
Hoffman, D. L., Novak, T. P., & Peralta, M. (1999). Building consumer trust online.
Communications of the ACM, 42(4), 80-85.
Jøsang, A., Ismail, R., & Boyd, C. (2007). A survey of trust and reputation systems for online
service provision. Decision Support Systems, 43(2), 618-644.
Lewis, J. D., & Weigert, A. (1985). Trust as a social reality. Social forces, 63(4), 967-985.
Marsh, S.P. (1994) Formalising trust as a computational concept. PhD Thesis, Stirling University.
PAGE 187

188

Mayer, R. C., Davis, J. H., & Schoorman, F. D. (1995). An integrative model of organizational
trust. Academy of Management Review, 20(3), 709-734.
McKnight, D.H., Choudhury, V. and Kacmar, C. (2002) ‘The impact of initial consumer trust on
intentions to transact with a web site: a trust building model.’ The Journal of Strategic
Information Systems 11(3-4), 297-323.
Ratnasingam, P., Pavlou, P. A., & Tan, Y. H. (2002, June). The importance of technology trust for
B2B electronic commerce. In 15th Bled Electronic Commerce Conference eReality:
Constructing the eEconomy, Bled, Slovenia.
Yao-Hua Tan, W. Theon (2000). Toward a generic model of trust for electronic commerce.
International Journal of Electronic Commerce, 5(2), 61-74.
Yan, Z., & Holtmanns, S. (2008). Trust modeling and management: from social trust to digital
trust. In Computer security, privacy and politics: current issues, challenges and solutions (pp.
290-323). IGI Global.
Online References
BBC (2018). BA Data Breach https://www.bbc.co.uk/news/technology-45481976 . [15th July
2019].
NAO (2019). WannaCry Impact https://www.nao.org.uk/wp-content/uploads/2019/03/ Progressof-the-2016-2021-National-Cyber-Security-Programme.pdf [15th June 2019].
BBC (2019). Capital One Data Breach https://www.bbc.co.uk/news/world-us-canada-49159859
[13th August 2019].

PAGE 188

189

The co-creation of value in low socioeconomic education services
Mr Nicholas Grech1
1

Queensland University of Technology, Brisbane, Australia

Track: Co-creation and value
Introduction to the research problem
There is a high level of disengagement among low socioeconomic students in secondary schools
across Australia. For many of these vulnerable young customers, this disadvantage begins before
they even commence their schooling due to their parents’ socioeconomic position (Bardsley,
2007). Low socioeconomic status has been linked to negative educational activities, such as
truancy, negative attitudes towards teachers and an inability to perceive any value in receiving an
education (Attwood & Croll, 2006). Value co-creation in services is one way to overcome
largescale social problems, however there has been no empirical research to understand if it is
possible for education services to co-create with vulnerable young customers. This paper
explores the research question of How are vulnerable young customers a) motivated, b) afforded
the opportunity, c) develop the ability to co-create value in an education service?
Literature review
Since the inception of Service-Dominant Logic, there has been extensive scholarly exploration of
value co-creation in the services marketing literature (Vargo and Lusch, 2004; Prahalad &
Ramaswamy, 2004). A lot of research on value co-creation has focused on commercial or hedonic
outcomes of value co-creation, with empirical work exploring contexts such as tourism (Cabiddu,
Lui, & Piccoli, 2013; FitzPatrick, Davey, Muller & Davey, 2013), financial services (Herda,
Petersen and Fontaine, 2014) and retail (Andreu, Sanchez, & Mele, 2010). Research has
extended beyond commercial marketing and into social and transformative services, where
scholars have shown a keen interest in increasing customer wellbeing in healthcare settings
(McColl-Kennedy, Vargo Dagger, Sweeney, & Kateren, 2012; Sweeney, Danaher, & McCollKennedy; Beirao, Patricio, & Fisk, 2017).
There has been some exploration of value co-creation within the education sector, however this
has focused on tertiary or higher education, which is significantly different from secondary
education. Research in higher education has focused on recruitment of students through value
co-creation (Fagerstrom & Ghinea, 2013) and value co-creation activities in higher education
(Judson & Taylor, 2014; Botti, Grimaldi, Tommasetti, Troisi, & Vesci, 2017). Further research is
needed to explore value co-creation with vulnerable young customers in secondary education.
Method/Approach
This research used a qualitative approach collecting data through 20 semi-structured, in-depth
interviews. The research used purposive sampling with 20 students, who were aged between 15
and 17 years and attended the same secondary state school located in a low socioeconomic area
in South-East Queensland, Australia. There was an even distribution of male and female
participants, with participants identifying varying levels of engagement with their secondary
education. Data was thematically coded using the inductive-deductive coding technique
(Boyatzis, 1998; Crabtree & Miller, 1999; Fereday & Muir-Cochrane, 2006).
Results/Findings
In addressing the research question, the results demonstrated there are high levels of motivation
and ability, but a limited level opportunity for vulnerable young customers to co-create value in
this context. Participants were highly motivated to engage in co-creation activities and actively
PAGE 189

190

provided suggestions on how this could occur. However, many participants raised concerns
surrounding their opportunity being stifled by the service provider or Government.
Motivation
There was a high level of motivation to co-create value. Participants identified that vulnerable
young customers are motivated to co-create social value, functional value and epistemic value in
education services:
“I’d like input into certain activities, not the content but how it’s taught, ‘cause that allows students
to be more engaged in a lesson, I would say,” (Jason).
Opportunity
Participants highlighted several barriers to co-creation, including service provider resistance,
regulation requirements, disproportionate power dynamic between service provider and
customers, and curriculum. Service provider resistance was the biggest barrier to co-creation,
with many participants feeling their perspectives would be considered to be invalid by the service
provider:
“Students have tried to make change and they [the school] always just say ‘well it comes down to
what the P&C wants’. We can’t join the P&C because we’re students,” (Sienna).
While the opportunity to co-create value was limited, participants identified that value needed to
be co-created at the meso level to maximise impact within an education service:
“I think it would be possible to make change. I don’t know how easy it would be to do it, overall,
over every school over Queensland. But on an individual basis of school I think it would be easier
to change certain aspects. But, everything I think will be difficult,” (Josh).
Ability
When considering ability, the data indicated that participants had the ability to co-create value.
This was evident in participants exploring past experiences where they had been given the
freedom to pick a topic for assessment items. Some participants stated that some of their peers
might experience barriers when faced with this freedom, but quickly identified how support from
the teacher to create ‘structured freedom’ would help these students overcome these barriers:
“Although there were some difficulties because some people chose different tasks to do. So I do
think that there should be a teacher recommendation in it, but still allow the students freedom of
choice,” (Josh).
“Oh, definitely do more work. ‘Cause I picked the idea, I formulated the idea, I did my research
with the idea. It was all mine – so it makes sense. There was a bit of pride wrapped up in it, I
guess,” (Brendan).
Discussion and implications
This research contributes to the literature on value co-creation by presenting a deeper
understanding of how value can be co-created among vulnerable young customers in an
education service. Beyond the scope of education, this research positions vulnerable young
customers active co-creators and challenges any existing notions that their vulnerabilities hinder
their ability to participate in value co-creation. This empirical evidence that value co-creation can
occur within this context has created a clear opportunity for further quantitative research to be
conducted. Practitioners can benefit from this research as it provides practical insight into how
value co-creation can occur at the meso level in a low socioeconomic secondary school.
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Track: Co-creation and value
Introduction to the research problem
Australians are lucky to have access to a quality public education. Unfortunately, many students
from low socioeconomic backgrounds achieve lower levels of achievement than their higher
socioeconomic peers. This is arguably because they may have an inability to perceive any value
in receiving an education (Attwood & Croll, 2006). While scholarly research across social
marketing and transformative services research continues to present value co-creation as a
solution to largescale social problems, there has been no empirical examination of the value
perceived by these vulnerable customers. This paper explores the research question of How do
vulnerable customers perceive experiential value in an education service?
Literature review
There is no denying that contemporary marketing, whether for commercial or social benefit, is
underpinned by customer value. Value has been the focus of extensive scholarly debate in the
marketing literature (Payne & Holt, 1999) and has even found its place in the current definition of
marketing (Sheth, & Uslay, 2007; Dann, 2008). The debate on value has found two key
perspectives of value dominating the marketing literature: economic value and experiential value.
This paper is concerned with experiential value, as it is aligned more closely with contemporary
services marketing. The marketing literature presents countless experiential value typologies,
which each detail a series of experiential value dimensions. Some of the more common
dimensions of experience value include: functional value, symbolic value, cost value, social value,
emotional value, epistemic value and altruistic value (Park, Jaworski, & MacInnis, 1986; Sheth,
Newman, & Gross 1991; Sweeney & Soutar, 2001; Holbrook, 1994; Smith & Colgate, 2007).
While there are many conceptualisations of value, there are no empirical studies exploring
experiential value in education services.
Method/Approach
This research used a qualitative approach collecting data through 20 semi-structured, in-depth
interviews. The research used purposive sampling with 20 students, who were aged between 15
and 17 years and attended the same secondary state school located in a low socioeconomic area
in South-East Queensland, Australia. There was an even distribution of male and female
participants, with participants identifying varying levels of engagement with their secondary
education. Data elicited from the interviews included verbal data (interview transcripts) and visual
data (value cards). During the interviews, participants sorted a pile of cards, which included
statements representative of reasons why students might go to school. These cards were
designed using the common dimensions of experiential value. Data was thematically coded using
the inductive-deductive coding technique (Boyatzis, 1998; Crabtree & Miller, 1999; Fereday &
Muir-Cochrane, 2006).
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Results/Findings
In addressing the research question, three key dimensions of value were prevalent in the data:
Social value
The common dimensions of experiential value, which was identified by all participants, was social
value. Most participants highlighted that their friends (other customers) facilitated experiential
value, however some participants focused on interactions with their teachers (service provider):
“I feel like the number one reason [for coming to school] for my friends is – the majority probably
– is socialising with friends,” (Chloe, other customers).
“I come to school to see one of my teachers. He’s helped me through a lot. There’s thing he knows
that my mum doesn’t know or anyone else in the school. He’s the only person that knows because
I felt like I could open up to him about everything,” (Kate, service provider).
Functional value
The second most common dimension of experiential value emerging in the data was functional
value. Participants highlighted three types of functional value: something to do, skill acquisition
and access to further study or employment:
“I come to school in particular to learn the information needed to continue to study later on and
have a career that I would like,” (Josh, access to further study or employment).
“If the school didn’t have the Cert III I wouldn’t be in school,” (Kyle, skill acquisition).
“[I come to school for] new experiences, getting out of the house. Pretty much it. Yeah,” (Zane,
something to do).
Epistemic value
The third most common dimension of experiential value emerging in the data was epistemic value.
Participants identified two types of epistemic value: interest areas and love of learning:
“I mostly come to do subjects like Drama and English. I guess it’s just interesting seeing what
people do and what you learn in the subjects,” (Chloe, interest areas).
“I always enjoy learning new things and school is a good place to learn and question ideas I have
to my teachers rather than just Google searching,” (Josh, love of learning).
The findings in this research led to the development of a hierarchy of experiential value perceived
by vulnerable customers in an education service (see Figure One). This hierarchy presents how
vulnerable customers perceive value and the need for these customers to develop social and
functional value before they can perceive epistemic value.
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Figure 1. Hierarchy of Experiential Value in an Education Service

Discussion and implications
This paper contributes to the literature on experiential value, by providing empirical evidence of
how vulnerable customers perceive value in an education service. This understanding will enable
further research on value co-creation in education services. Practitioners can also benefit from
this research as it enables them to have a better understanding of the value that could be cocreated with low socioeconomic secondary school students.
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Introduction to the research problem
The purpose of this research paper is to contribute to a contextual understanding of the concept
‘market’ through the study of service ecosystems in a base of the pyramid (BOP) context. The
provision of service, understood as the application of competencies for the benefit of others (Lush
& Vargo, 2019), can help improve the life circumstances of poverty in BOP contexts (Burgess &
Steenkamp, 2006; Fisk et al, 2016; Karnani, 2007). This is imperative to achieve global
Sustainable Development Goals (United Nations, 2015). Providing innovative solutions to
alleviate poverty at BOP implies the creation of new markets (London & Hart, 2004; Prahalad,
2009; Prahalad & Hart, 1999) and scaling up of operations to achieve positive social impact. Welltailored value propositions based on in-depth, contextual insight are needed (Araujo, 2013,
London, 2016). To what extent do we understand the notion of a market in this novel context?
The neoclassical concept of a market as a buyer-seller dyad is inappropriate for the dynamic
interplay of entities and complexity of interactions which constitute a service system (Ng, Maglio,
Spohrer & Wakenshaw, 2019; Van Riel et al., 2019). Further, the BOP context is challenging for
service provision; with few “out there” structures (Pels & Mele, 2019) and a high degree of
informality of rules and roles, it lacks the preconditions of a classically defined market (Gradl,
Sobhani, Bootsman & Gasnier, 2008; London, Esper, Grogan‐Kaylor & Kistruck, 2014). Such
shadow markets are a daily reality for approx. 50% of world population with a significant collective
volume of transactions; for example, up to 65% of GDP in Sub-Saharan Africa (Medina, Jonelis
& Cangul, 2017).
The contextual uniqueness of BOP markets is acknowledged (Kolk, Rivera-Santos & Rufin, 2014)
but discussion mainly revolves around a comparison with neoclassic roles and relationships in
market transactions (Gebauer et al., 2017; London, 2016; Simanis & Hart, 2014, Simanis, Hart &
Duke, 2018). There is a need for more explicit research which works toward a grounded market
conceptualisation (Pels & Mele, 2019). This enables a deeper, phenomenological insight into
transactions and how they constitute a market in the BOP economic and sociocultural context
(Ben Letaifa & Reynoso, 2010; Fisk et al. 2016; Pels and Mele, 2019).
The main objective of this study is to develop a conceptual framework of market at BOP which is
based on actor practices in the co-creation of value in BOP service ecosystems. This contributes
to a grounded, theoretical understanding of the phenomenon according to S-D logic.
Literature review
The S-D discourse proposes that markets do not exist, but that they are continually being cocreated through actor practice when seeking solutions or experiences and co-creating value for
themselves and others through offering value propositions (Lush & Vargo, 2019). Seen this way,
the practices of given actors are constitutive of a market (Araojo, Kjellberg & Spencer, 2008;
Storbacka, Frow, Nenonen, & Payne, 2012). It is an emerging contribution to the
conceptualisation and operationalisation of a market (Mele, Pels & Storbacka, 2015) which moves
away from organisations with dyadic relations through static networks towards a wide, holistic
actor-to-actor orientation (Vargo & Lush, 2017).
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Processes of resource integration revolve around multiple, heterogenous actors, whose roles are
not predetermined and who undertake a wide and diverse range of concrete activities and
interactions to co-create value (Godsiff, Maull & Davies, 2019, Kjellberg, Neonen & Thoma, 2019).
Actors are defined by their actions (Kjellberg et al, 2019, Lush & Vargo, 2006) and relational
stance (Purvis & Purvis, 2012). Practices are actions in context, “the way things are done” in a
culturally embedded context (Akaka & Chandler, 2019). Pels and Mele (2019) propose a guiding
framework of S-D logic market conceptualisation containing four dimensions; entities,
representations, performance and sense-making, which advances a stronger, mid-range
theoretical viewpoint.
Method/Approach
Based on Pels and Mele’s (2019) framework of S-D Logic market conceptualisation, this study
investigates dimensions of ‘entities’ and ‘performing’ in a BOP context. The research question is:
How do entities (including market and non-market actors) perform (bundling and unbundling of
actor resources) in the co-creation of value for self and others in the context of BOP service
ecosystems?
Data from 29 narrative interviews on actor practice in household consumption decisions in Ndola,
Zambia in May 2018 was analysed toward a conceptualisation of markets as service ecosystems
at BOP. With a 54.4% poverty rate, Zambia is a BOP context (Republic of Zambia Central
Statistics Office, 2016).
Results/Findings
A conceptual framework of entities and their performance in bundling and unbundling resources
in service ecosystems was created based on this BOP sample. Context-specific, new
constellations are apparent. Both the patterns of practice and the relational stance of actors in
transactions could frequently be attributed to contextual factors such as lacking infrastructure and
mistrust of meso and macro institutions and individual resource availability.
Discussion and implications
Findings of this study confirm the value of exploring the emergent properties of markets (Vargo &
Lush, 2017) to further theoretical understanding (Pels and Mele, 2019). Through application,
strong value propositions in poverty alleviation solutions and greater social impact can emerge.
Based on the research design, the findings of the study cannot be generalised. Further study
based on a wider data is needed to strengthen the theoretical contribution to the properties of
emergent markets at the BOP.
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Introduction to the research problem
Collaborative consumption (aka the “sharing economy” phenomenon) is situated within the
access-based or rental paradigm of consumption familiar to service researchers (Lovelock and
Gummesson 2004); but what is particularly interesting is the new role of digital firms enabling
value co-creation and forming a triadic relationship with platform users in their role as peer service
providers and consumers (Andreassen et al. 2018; Benoit et al. 2017; Breidbach and Brodie
2017). Remarkably, collaborative consumption is anchored to two opposite logics of consumption:
sharing and market exchange (e.g., Belk 2014; Eckhardt and Bardhi 2016; Habibi et al. 2016).
This results in a paradox with tensions between a pro-social orientation and communal norms on
the one hand, and a for-profit orientation and market norms on the other hand — or how Belk,
Eckhardt, and Bardhi (2019) put it: “the moral economy of small-scale communal sharing versus
the far-flung reaches of the market economy.” This conceptual paper aims to improve the
understanding of collaborative consumption by contributing to the conceptualization of this new
phenomenon as a paradox with interrelated tensions by describing and categorizing them —
using paradox theory (Lewis 2000; Schad et al. 2016; Smith and Lewis 2011).
Literature review
Paradox theory was used in management research to investigate how organizations thrive
through dynamic yet persistent tensions (Schad et al. 2016). In particular, four categories of
paradoxical tensions—belonging, performing, learning, and organizing (Lewis 2000; Smith and
Lewis 2011)—have been used to explore and conceptualize types of paradoxes. Paradoxes of
belonging are based on the tensions between self-expression (individual identity) and group
affiliation (collective identity); paradoxes of performing are based on contradictory interests
between multiple stakeholders (e.g., cooperation/competition); paradoxes of learning are created
from tensions between the old (stability) and the new (change); and paradoxes of organizing result
from the conflicting demands of organizational processes and structures, such as
control/autonomy or alignment/flexibility (Lewis 2000; Schad et al. 2016; Smith and Lewis 2011).
However, paradoxes have been used to a lesser extent in marketing, although service
researchers could benefit from paradox theory to better understand collaborative consumption in
a non-exclusionary, both-and approach, particularly regarding the opposite concepts of sharing
(i.e. non-monetary, communal norm) and market exchange (i.e. profit-oriented, economic norms)
— without intending to resolve the tensions that exist across multiple contexts, concepts,
methodological approaches, and variables (cf. Gustafsson and Bowen 2017).
Proposed theoretical framework/concepts
Based on a literature review exemplified with diverse P2P platforms and practices, the four types
of paradoxical tensions are identified (see Table 1).
Discussion and implications
First, the tensions of belonging (i.e. between self-expression and group affiliation) manifest from
the communal/exchange relationships between participants who relate to each other as
friends/strangers, and expectations of generalized/direct reciprocity. Second, the performing
tensions (i.e. contradictory interests between multiple stakeholders) concern the prosocial/economic goals for collaborative consumption, and when organizations adopt a grassroots
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model to develop local communities vs. firms striving for economic utility, efficiency, and
convenience. Third, the learning tensions (i.e. between the old and the new) result from
communities of practices and grassroots movements that are stuck in the past and failing to adapt
to new technology, platform business models, and consumer demands vs. some firms that might
have jumped too quickly on the gig economy bandwagon, while forgetting that humans are at the
core of P2P exchanges. Fourth, the organizing tensions (i.e. conflicting demands of organizational
processes and structures) emanate from the vision that everything could be shared, without any
individual possessions, and where shared goods are used by the community without
underutilization vs. the potential economic benefits from rental, where the acquisition of goods is
encouraged in order to be further monetized (e.g., car leasing for ridesharing and P2P car rental
platforms).
To conclude, the “sharing economy” phenomenon should not be conceptualized as either sharing
or market exchange, but considered as a whole with persistent tensions that balance over time
where practices are constantly shifting on a continuum.
Table 1. The collaborative consumption paradox
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Introduction to the research problem
The use of artificial intelligence (AI) in delivering customer experiences is increasingly prevalent
in service organizations. A dominate adoption by these firms is automated AI. Automated AI
applications utilize conversational or natural language processing systems to assist with
delivering personalized customer experiences with service brands. Language-based AI has
become ubiquitous in service encounters. This research examines customers’ experiences with
AI designed to simulate conversation with customers during service encounters, usually but not
limited to, over the Internet or via smart devices. It focuses on language-based AI, in which the
modality of the customer’s service experience is primarily visual (text/imagery) or auditory. This
domain includes chatbots –often represented by avatars− such as Slackbot, which manages
email and data, and sends reminders and notifications. It also includes interactive voice response
over the telephone, whereby AI interacts with customers, gathers information and routes calls to
a recipient. In addition, customer service is increasingly provided by natural language AI
applications based on platforms (such as Dialogflow) are increasingly prevalent; they integrate
voice and text AI applications with Google Assistant, Microsoft Cortana and Amazon Alexa
(Enterprise Management 2018).
The purpose of this research is to explore how automated social presence (ASP), enabled by AI,
influences the customer experience. ASP is defined as technology which make a customer ‘feel
the presence of another social entity’ (van Doorn et at., 2017, p. 43). ASP includes technologies
such as chatbots, avatars, natural language personal assistants i.e. Siri, Alexa, Google Assistant.
These AI-driven applications are non-embodied and appear online or in mobile apps in many
service settings, such as finance, travel and healthcare.
Literature and Methodology
Managers and researchers have typically considered language-based AI to provide low levels of
perceived social presence due to its limited communication modalities (Oh et al., 2018). However,
we argue that service encounters that utilize language-based applications of AI create a
meaningful social presence for many customers because they often involve social cues and
complex tasks. This phenomenon is called automated social presence (ASP), defined as
technology which make a customer ‘feel the presence of another social entity’ (van Doorn et al.,
2017, p. 43). The social presence of virtual assistants such as Apple’s Siri or Amazon’s Alexa
have been widely adopted by consumers however service research has yet to explore the
antecedents and consequences of customer service experiences that incorporate ASPs beyond
adoption.
Through a conceptual model, this research explores the antecedents and consequences of
customer service experiences that incorporate ASP, where the underlying AI skills may include
mechanical, analytical, intuitive, and/or empathetic intelligence (Huang and Rust, 2018). Unlike
prior research, it focuses on the customer experience using an ASP enabled by AI, as opposed
to adoption or trial of service technologies. After reviewing research in multiple disciplines and
describing current and near-future applications, the conceptual framework describes the key
antecedents – facilitators and blockers, AI characteristics, capabilities and cues that impact
hedonic, utilitarian and behavioral outcomes for consumers engaging with services involving ASP.
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Figure 1 presents a conceptual framework that underpins the discussion to be presented from
this research as well as a set of theory-based propositions (24 in total – too many to be reproduced
here) that lead to a research agenda for service researchers as well as offering practical insights
for service managers into the design of language-based ASPs.
Figure 1. Conceptual Framework of ASP Customer Experience

Discussion and implications
This research takes a value-cocreation perspective, whereby customers are active participants
as they interact with ASP enabled by AI. It proposes a conceptual framework as described in
Figure 1. and develops a set of theory-based propositions that lead to a research agenda for
service researchers. It also examines the implications of AI applications for service outcomes,
identifying trade-offs between efficiency and effectiveness (from the perspective of both
customers and organizations). Using the findings from this research as a point of departure,
service marketing scholars will be able to advance consumer behavior theories related to AI in
services beyond the current focus on technology adoption and acceptance.
This research provides a comprehensive (but not exhaustive) conceptual framework for
understanding customer experiences with ASP. Adopting a multi-disciplinary approach, this
conceptual model combines service, consumer behaviour, technology and social literature to
uniquely examine customer facilitators and barriers, as well as AI characteristics, capabilities and
cues, that influence consumer outcomes. The framework examines not only the co-production
interactions offered by language-based AI applications but seeks to address enhanced ASP
offerings that afford customers the ability to co-create their experiences. Adopting a valuecocreation perspective, whereby the customer is an active co-creator of effective customer
experiences, this paper identifies that the ongoing use of ASP applications may not be entirely
resultant from AI design and capabilities. Rather, how marketing managers enhance customer
experience with ASPs requires a deeper understanding of the differences in how people respond
to, and interact with, AI social presence. Extrapolating on what is known from decades of research
into human-to-human interactions, which focus on key attributes of relationship building between
customers and service providers, this research highlights a salient understanding that innate
consumer characteristics, resources and experiences play a key role in determining how
consumers experience service outcomes when interacting with an automated social presence
(ASP).
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Introduction to the research problem
Services have seen an increase in the adoption of a number of technologies including voice
activated technologies, artificial intelligence and consumer-facing service robots (Hollebeek et al.,
2017). The adoption of the latter is the focus of this research and in this light it is recognized that
Human-Robot Interaction (HRI) becomes a core focus and challenge (Mende, 2017). Underlying
HRI is the service robot itself, which is distinguishable from an industrial or manufacturing robot
due to the context within which it operates; in direct contact with and alongside humans, be they
service providers or consumers (Shin et al., 2008). Service robots are increasingly being adopted
in a variety of services including healthcare, education, hospitality and retail where they are taking
on front-line service roles such as concierges, waiters, delivery personnel and customer service
representatives (KPMG, 2016; Lefebvre, 2016; Winfrey, 2016). This adoption of service robots
impacts not only the relationship a service provider has with a consumer and vice-versa, but also
a magnitude of other service-related aspects. This paper explores the impacts and changes HRI
has on service from a service ecosystem perspective.
Literature review
A service robot, as defined by The International Federation of Robotics, is a technical device that
performs tasks useful to the well-being of humans in a semi or fully autonomous way (IFR, 2018).
Service robots have evolved due to rapid advancements in mobile and sensor technology
(Sprenger & Mettler, 2015), speech and visual recognition, biometrics, actuators, artificial
intelligence, and social robotics (Haidegger et al., 2013; Wirtz et al., 2018), increasing the degree
of autonomy and system complexity that robots are able to encompass. It is vital for service robots
to embody social characteristics, or the perception of social characteristics, due to the nature of
their work; their proximity and integration into the human workplace (Chung et al., 2016). Such
social characteristics contribute to the social and emotional connections with humans in a service
relationship (van Doorn et al., 2017). These connections are underpinned by what service
researchers call Automated Social Presence (ASP) (van Doorn et al., 2017) and roboticists call
the Computers Are Social Actors (CASA) Paradigm (de Graaf et al., 2015). The advancements
of these social entities are fundamentally changing service environments and impacting various
evaluations of service; from consumer perceptions of service (Barnett et al., 2013), and perceived
trust (Coeckelbergh, 2012), to value co-creation (Barnett et al., 2014), and customer service
experience (van Doorn et al., 2017). The impact of service robots on service and service
relationships is understudied and our current understanding of service robots and HRI in service
is still in its infancy, only appearing in service research in the last five years (van Doorn et al.,
2017).
Proposed Theoretical Framework/Concepts
The rapid evolution of service robots possessing social characteristics is affecting not only the
traditional relationships and interactions between consumer and service entities (Larivière et al.,
2017) but also a wide variety of other service-related concepts. By adopting an ecosystem
perspective in exploring the impacts of HRI on service we are able to develop a thorough
understanding of the consequences. Frow et al. (2014, p. 332) define an ecosystem as
“describing the interdependences between actors, their adaptation and evolution” and state that
if actors within the ecosystem do not successfully adapt to changes, the entire ecosystem is at
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risk of collapse. Taking into consideration the rising adoption of service robots and the perception
that they are social entities or actors, it is evident that HRI is a change which threatens the service
ecosystem if left misunderstood and unmanaged.

Figure 2: Impacts of HRI from a Service Ecosystem Perspective

The proposed theoretical framework presented in this paper outlines the impacts HRI may have
at each level of a service ecosystem (see Figure 1). At the heart is the triadic relationship between
service provider, consumer and service robot. This change from dyadic to triadic relationship is
pivotal to understanding the impacts at each of the following levels of the ecosystem. The
inclusion of a service robot as an actor or entity in the service relationship is explained by a service
robot’s ability to interact with humans on a social level and the perception that a service robot is
itself, a social entity (de Graaf et al., 2015; van Doorn et al., 2017). This new relationship has a
domino-effect on service-related concepts at each of the service ecosystem levels. At the microlevel, HRI impacts service concepts related to the service provider (i.e. frontline employees), the
consumer, the service encounter, physical interactions and service relationships and dynamics.
Impacts of HRI on service-related concepts at the meso-level are concerned with changes within
individual services, institutions, and industries. The framework identifies five major categories;
physical and process impacts, consumer impacts, employee impacts, service quality and
experience impacts, and attitude, perception and behaviours towards service robots. The macrolevel describes impacts and changes HRI within communities, local and national governments
and countries. It identifies broader changes from community-related aspects (i.e. wellbeing and
perceived safety) to government related issues (i.e. industrial relation laws and HRI regulatory
bodies). The mega-level identifies the changes HRI will have on a global scale, from overall
societal wellbeing to global data governance and ownership.
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Discussion and implications
The framework raises questions at each level which are relevant and important to both academia
and industry alike. At the micro-level questions relate to the role and identity of service robots and
human service providers, as well as the impacts HRI has on consumer evaluations and
perceptions of their human service provider counterparts. The meso-level encourages a
reconsideration of service failure, service recovery, perceived trust, satisfaction, recognition and
reward, while the macro-level raises questions regarding data security and ownership, the need
for HRI related regulatory bodies, and ethics and morals of conducting service when HRI is
involved. The mega-level calls consideration of the global governance of service robots in service,
consequences for human-to-human interaction, communication, expectations and health and
wellbeing, raising questions regarding the global governance of service robots in service. By
utilising a service ecosystem perspective in exploring the impacts and changes service robots
and HRI have on services a deep and overarching understanding of the consequences of HRI in
services is developed. This framework is both a motivator and guide for academic research in this
field, uncovering a magnitude of future research areas. The implications for industry lie in its utility
and practicality of use during strategic decision-making processes related to the adoption and use
of service robots within service and business environments.
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Track: Co-creation and value
Introduction to the research problem
Because value is phenomenologically determined (Vargo and Lusch, 2016), an actor’s emotions
have a profound effect on value co-creation. In addition, shared emotions between actors, more
so than the emotions of a single actor, have an influence because value is co-created. Empathy,
as an emotion sharing, is thought to be important in the service exchange (Bove, 2019). However,
empathy is an estimation of others’ emotions, in which one actor merely matches the emotions of
another actor. Rather than aligning with either emotion, actors can co-create new emotional
values in service exchanges (Bailey et al., 2001). Every day, for example, we can see a sad
employee and an angry consumer become happy together through a service exchange.
However, thus far, most studies of emotional value co-creation have only been conceptual. As
such, there is a need to unveil how emotional value is co-created in service exchanges. The
development of wearable devices has made it possible to collect real-time biometric data on
service exchanges. The purpose of this study is to identify the co-creation of emotional value in
service exchanges using wearable devices. This study will contribute to the development of value
co-creation research by clarifying how emotional value is co-created in service exchanges.
Literature review
Research has shown that actors’ emotions influence value co-creation (Mattila and Enz, 2002).
To date, service researchers have focused on topics such as emotional contagion and empathy.
Pugh (2001) found that employees’ emotional expressions can have a positive impact, through
emotional contagion, on consumers’ perceptions of service quality. Wieseke et al. (2012) noted
that empathy between employees and consumers positively influences consumer satisfaction.
However, emotional contagion and empathy only cover the transfer of emotions from one actor
to another. Beyond the concept of empathy, a service exchange can co-create new positive
emotions (Fredrickson, 2003) that neither actor feels prior to the exchange. By clarifying how this
co-creation of emotional value is realized, an understanding of the mechanism of value cocreation is deepened.
Thus far, researchers have primarily used methods such as questionnaires (Mattila and Enz,
2002; Wieseke et al., 2012) and interviews (Pugh, 2001) to measure actors’ emotions in service
exchanges. However, these methods can only extract emotions based on ex-post and subjective
evaluations. In the field of ergonomics, wearable devices that estimate emotions in human
activities have been developed (Hayano et al., 2018). This device allows us to analyze the
dynamic transition of emotion in a service exchange. Previous studies have focused only on
changes in individual emotions. Therefore, in this study, it is necessary to establish a methodology
to analyze how emotions of multiple actors with different emotions are synchronized.
Method/Approach
Company meetings were chosen as a research target because it is easy to control the situation
and understand the context. In order to confirm the measurement capability of the wearable
device, we analyzed how actors interact in a meeting and how their emotions change as a result
of a service exchange.
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Specifically, actor’s heart rates were measured using a wearable device called Silmee W20, which
were interpreted as the actors’ emotions (Hayano et al., 2018). We analyzed the co-creation of
actors’ emotional value by using cross-correlation analysis on the data. Cross-correlation analysis
is a method for analyzing the relationship between two sets of time series data by evaluating their
similarity.
Observations were conducted to record the context of the service exchange in the meeting. In
addition, questionnaires were given to meeting participants to collect data on participants’
evaluations of the meeting in order to verify the biometric results of the wearable devices. The
meetings were held four times from July 3rd to July 26th, 2019, and data was collected from a
total of 35 people.
Results/Findings
The heart rate data was converted to a valence indicating whether the wearer’s emotional state
is positive or negative. A cross-correlation analysis was conducted on this valence data to identify
how actors’ emotions interrelate over time, that is, emotional value co-creation. In addition, the
contexts in which emotional value was co-created were clarified by using the results of the
observations.
Fig. 1 describes a scene in which participant B proposed an important idea, and participant A,
who led the meeting, agreed with the proposal. Until around 13:49, when the idea was proposed,
the valence of participant B was on the decline. This may be because he/she began to experience
negative emotions due to nervousness. Although the valence of participant A was also on a
declining trend, the valence of participants A and B gradually became correlated beginning around
13:49, when the proposed idea was accepted. Even after the idea was proposed, the valence of
the two participants continued to decline until around 13:56, but after that both began to rise. This
is probably because it took about seven minutes for the idea to be fully explained. The valences
of the two participants showed the highest correlation at the meeting. This example demonstrated
that participants can co-create emotional value through relief and fulfillment when they share the
same vison of the idea. Furthermore, the results of the questionnaire analysis showed that these
two participants rated the performance of the meeting as higher than the other participants.
Further results will be discussed in the conference.
Discussion and implications
In the service marketing research, previous studies have primarily focused on concepts such as
empathy and emotional contagion, in which one actor assimilates the emotions of another. In
contrast, our results show that new emotions, not originally expressed by any of the actors
themselves, are co-created through service exchanges. By using biometrics data from wearable
devices, this study revealed the mechanism by which emotional value is co-created. This study
contributes to value co-creation research.
In future work, we should apply this research method to emotional value co-creation between
employees and consumers in general service industries, where the context changes more
dynamically, beyond internal meetings. It may be possible to obtain useful suggestions for service
marketing and management by clarifying the relationship between the type of service industry
and emotional value co-creation.
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Figure 1. Valence change of between participants A and B over time
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Introduction to the research problem
Nowadays, the amount of information available to customers across various channels and
touchpoints makes it increasingly hard for companies to compete by solely delivering products or
providing service to customers. In fact, this approach proves to be insufficient to attract and retain
customers in modern economies as Marketers face new challenges to differentiate their company
from competitors. They have identified the concept of Customer Experience Management (CXM)
as one of the few promising new approaches to address these challenges (Homburg et al., 2015).
Customer Experience, defined as the sum of customers’ highly personal perceptions of customerfirm interactions (Verhoef et al., 2009), has started to play a dominant role in serving customers.
An empirical study published by Gartner (2018) found that, in 2017 more than 67% of the
examined companies competed mostly based on CX and that by 2020, 81% of marketing
practitioners expect to be competing mostly or completely on the basis of CX (Pemberton, 2018).
In line with these tendencies towards experience orientation in markets, experience management
has become “the top strategic priority for organizations” (Adobe Econsultancy, 2018). Equally,
CXM increasingly attracts the interest of service marketing scholars. They have called for a
holistic assessment of the various blindspots in customer experience research (Lemon and
Verhoef, 2016). Consequently, the Marketing Science Institute (2016) names CX one of the major
research challenges for the next years.
Literature review
Due to experiential value being highly connected to the premises of value co-creation (Payne et
al., 2008) by nature companies are unable to entirely pre-determine the service experience by
matters of service design. They only establish a context for the service experience to emerge
(Gentile et al., 2007; Jaakkola et al., 2015). Nevertheless, companies try to control as many facets
of the experience context as possible. Across industries and sectors, this is reflected in the rapidly
increasing corporate focus on the establishment and the improvement of CXM endeavors
(Homburg et al., 2015). Yet, a holistic assessment of antecedents, conditions and organizational
requirements of successful corporate CXM practices is still missing with intra-organizational
prerequisites being only poorly understood. This represents a large obstacle for firms across
industries and sectors.
Method/Approach
Our research acknowledges this lack of conceptual underpinnings regarding CXM and works
towards filling that gap by contributing original empirical research. Due to the novelty and
insufficiently researched nature of our topic, the chosen exploratory research design revolves
around a grounded-theory approach (Corbin and Strauss, 1990). It includes literature streams
from different organizational theories, a.o. the resource-based view of the firm (Barney, 1991;
Wernerfelt, 1984) and institutional theory (Meyer and Rowan, 1977) to decode the organizational
setting that corporate CXM efforts are embedded in. The goal here is to identify organizational
patterns, conditions and requirements that foster or impede CXM within firms. Based on the
conceptual assessment, a multinational qualitative interview study comprising 50+ in-depth
interviews with CXM experts across industry sectors was conducted and carefully analyzed to
derive principles or dimensions that capture the CX orientation of companies. Companies from
Australia, Colombia, France, Germany, Spain and the United States have been acquired to
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participate in the study to prevent regional characteristics from affecting the findings. Analysis
procedure built on a full transcription of all interviews providing 464 pages of text containing
several 100,000 words. All transcripts have been carefully analyzed and revised by multiple
coders in an iterative process of empirical analysis and literature checks.
Results/Findings
The preliminary results above all reveal a desperate need or additional research to advance
understanding of what defines and what constitutes the customer experience in different contexts.
Additional knowledge or education is also required regarding why and how CXM is an orientation
worth following. Additionally, many companies seem to operationalize CXM efforts while lacking
a sufficient level of knowledge of and experience with the processes and strategies of experience
orientation. Apart from these fundamental barriers to successful CXM operations, a network of
intra-organizational factors and determinants accounting for a company’s orientation towards
customer experience are extracted from empirical evidence. Four key principles or categories of
CX orientation are identified serving as superior constructs entailing sets of more concrete
specifications of input factors. Following generally accepted notions from other streams of
organizational literature, these dimensions are termed:
•
•
•
•

Institutional context
Ethos
Resource integration
Strategic guidelines

The “institutional context” describes the skeleton of organizational CX orientation. Indicators
assigned to this category include structural elements that provide stability and depict the base for
corporate efforts towards experience management. With the firm seen as the most appropriate
institutional form of regulating specialization and economic exchange (Zucker, 1977) this
dimension includes formal and informal institutions that shape intra-organizational life (such as
hierarchies, communication levels or historically grown organizational routines). “Ethos” mainly
encompasses normative, intangible aspects of organizational culture and specifies components
of corporate experience centricity. Values, beliefs and mindsets are at the heart of this dimension.
Despite the intangibility of these factors, they are highly visible within the firm as they guide
employee behavior. “Resource integration” heavily relates to the premises of the resource-based
view of the firm (see above) and especially on its two extensions about dynamic capabilities
(Kozlenkova et al., 2014) and the knowledge-based view (Grant, 1996). Finally, the “strategic
guidelines” dimension accounts for the relevance of customer experience orientation at the topmanagement-level. This dimension proves to be dualistic by nature as it targets the role of
customer experience management in a company’s overall strategic path (macro perspective)
while also necessarily considering the strategies that are followed to enforce customer-centric
experience management tactics (micro perspective).
Discussion and implications
Ultimately, we propose a framework of intra-organizational determinants of CXM along the four
identified dimensions as a foundation to initiate and encourage further conceptual exploration of
customer experience management constructs. Practitioners may use our findings as a guideline
to reflect upon their own organizations’ readiness to operate CXM and find starting points for
optimization.
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Introduction to the research problem
Gamification refers to the use of game design elements, here denoted as affordances for gameful
experience, may enhance the user’s experience and outcome. It also refers to the utilitarian
aspect of gamification, as it should support the value creation of the user. Recently, much
attention has been given to study on gamification in a range of areas as analysed by Hamari and
Koivisto (2015), and web experience as antecedents of web stickiness on websites. Numerous
scholars have proposed the positive influence of web experience on purchase intention (Lorenzo,
Constantinides, and Gomez-Borja, 2009). However, scarce of study has explored on gamification
as an antecedent of user experience (UX) on a business mobile application. Hence this study
focuses on further understanding of the associations among gamification and mobile application
experience that determine user stickiness. In line with this aim, this study introduces user
experience to check its effect on stickiness intention on business mobile application. Therefore,
in this study, we adopt elements of UX from Park et al. (2012), because they proposed a variety
of models to quantify UX scale to be more solid and reliable. Consequently, we define three
dimensions of UX are usability, affect and user value as the degree to which a product/service is
easy to use, the degree to which a product/service’s appearance or image appeals to the users,
and user’s subjective values attached to a product/service, respectively. Overall, we seek to
address the following questions:
How does user’ mobile application experience determine user’s stickiness intention?
How does gamification influence stickiness intention through user experience?
Research Model and Hypotheses
Gamification and User Experience
In this study, we define UX elements as usability, affect and user value from Park et al. (2012).
We define usability experience as the degree to which a product/service is easy to use. Navigation
is simple and the information is easily accessible. Moreover, affect experience means the degree
to which a product/service’s appearance or image appeals to the users. Aesthetics describes the
desirable emotional responses evoked in the player, when she/he interacts with the game system.
In addition, user value experience was defined as the degree to which a product/service gives a
user satisfaction with oneself or one’s achievements (subordinate concepts: identity, challenge,
conﬁdence), and a product/service satisﬁes the user’s desire to be sociable. Consequently, social
factors have also been hypothesized and examined as determinants of the use of gamiﬁcation
(Hamari, Huotari, and Tolvanen, 2015). Accordingly, we propose the following hypothesis:
H1a. Gamification has positive effects on user’ affect experience.
H1b. Gamification has positive effects on user’ usability experience.
H1c. Gamification has positive effects on user value experience.
User Experience and User Stickiness
In this study, we refined the definition of stickiness from DeFigueiredo that specifically focus on
mobile application- specific advantages, such as ease of navigation, interactivity, and the level of
involvement with the mobile application. In this study user experience is define as the usability,
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affect and user value as the degree to which a product/service is easy to use, the degree to which
a product/service’s appearance or image appeals to the users, and user’s subjective values
attached to a product/service, respectively based on their experience and exposure to the mobile
application. When experience becomes stronger, individuals are more likely to perform the
behavioral intention (Salleh and Che, 2010). The utilitarian value of a web site has been
investigated and found to be related to interactivity (Haubl and Trifts, 2000),
while utilitarian value has also been related to stickiness. We propose the following hypothesis:
H2a. User’s affect experience has positive effects on stickiness.
H2b. User’s usability experience has positive effects on stickiness.
H2c. User’s value experience has positive effects on stickiness.
Data Collection
Alipay is an international payment platform that has already enabled more than 400 million users
around the globe to make secure online payments. In this study, we adopted the “ant forest” for
the research example. Ant forest is a micro-welfare designed by the Alipay for the “carbon
account.” If the user walks, travels on the subway, pays utility bills, pays traffic tickets, or buys
tickets with Alipay, etc., it will reduce the corresponding carbon emissions and then can be
transferred the energy to raise a virtual tree in Alipay platform. You can help your friend to water
the virtual tree and also can steal their energy to become yours. After the tree grows up, Alipay
partners such as public welfare organizations and environmental protection companies can “buy”
the user’s “tree” and plant a tree in a certain geographical area (Figure 2). We performed a pilot
study that involves 30 ant forest users randomly collected by online data collection tool. We used
these users’ responses to assess the items in terms of reliability and convergent and discriminant
validity, as well as to fine-tune our survey design and data collection procedure. We collect 130
convenient samples who ever have used ant forest. After removing partially completed surveys,
we retain 118 data points, representing a 91% effective response rate, among them, there are
61.5% of the female and 38.5% of the male. In addition, their ages range from 18 to 40 years old,
95.4% of users are 20 to 40, 4.6% are less among those 40 and younger.
Results/Findings
As shown in Table 1, all investigated constructs had a composite reliability greater than .50, a
common threshold that signifies adequate reliability (Bagozzi and Yi, 2012); the value of the
average variance extracted (AVE) for each construct also exceeds the common threshold of .60
(Bagozzi and Yi, 1988). Together, these results suggest that the items possess appropriate
construct validity, and convergent and discriminant validity. Our results are shown in Figure 1, the
model exhibits adequate explanatory power, accounting for 16% of the variance in user stickiness
(refer to Table 2 for β coefficients and t-values).
Discussion and implications
According to our result, gamification is positively associated with the user value experience. The
most meaningful highlight of this investigation is a user value experience on stickiness intention.
Results show that gamification has positive impacts on user experiences, but only user value
experience has the significant effect on user stickiness. The results can be explained as follows.
After users have involved the mobile application as ant forest, the affect and usability experience
caused by gamification elements may not encourage them to stick in the long run. Therefore, the
fun elements of gamification may not be enough incentives, but user value experience could be.
Consequently, we argue that although gamification focusing on increasing fun can make users to
experience well, the “fun” elements may not be effectively enough to encourage users to stick in
the long run; instead, gamification focusing on enhancing user value experience may be a better
approach. Gamiﬁcation is the application of lessons from the gaming domain to change behaviors
in non-game situations. Therefore, employing social features in the service is beneficial for
creating sustainable and engaging gamification. This has led to a number of theories and lessons
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about the design and management gamification on user experiences, and to frameworks about
incentives that motivate users to play.
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Figure 1. The Interface of Ant Forest
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Figure 2. Model and Hypothesis Test Results

Table 1. Correlations and Constructs

Construct
US
GA
AE
UE
UVE

M
3.492
3.647
3.538
3.500
3.561

SD
0.834
0.872
0.935
0.841
0.696

CR
0.856
0.753
0.842
0.857
0.685

1
(0.816)
0.485
0.246
0.224
0.346

2

3

4

5

(0.661)
0.496
0.390
0.478

(0.853)
0.484
0.530

(0.866)
0.507

(0.722)

Note. SD = standard deviation; CA = Cronbach’s α; CR = composite reliability; a Diagonal element indicates the square root of AVE. US: User
stickiness; AE: Affect experience; GA: Gamification; UE: Usability experience; UVE: User value experience
*p < .1; **p < .01; ***p < .001.

Table 2. Hypotheses Testing (β, t-Value)
Hypothesis
H1a
H1b
H1c
H2a
H2b
H2c

Path
GA  AE
GA  UE
GA  UVE
AE US
UE  US
UVE  US

β
0.492
0.401
0.505
0.065
0.047
0.331

t-Value
5.587
2.960
5.577
0.468
0.252
2.031

Support
Yes
Yes
Yes
No
No
Yes

Note. US: User stickiness; AE: Affect experience;
GA: Gamification; UE: Usability experience; UVE: User value experience
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Introduction to the research problem
Idea management requires user insights into their specific needs as well as service developer
input into how ideas can be transferred into feasible solutions. However, many innovation
processes lack insights into user needs because this knowledge is ‘sticky’, which means it cannot
be readily expressed by users (Magnusson, 2009). Hence, instead of using traditional market
research methods, such as focus groups, interviews or surveys, alternative methods are required
that allow relevant users (e.g., customers, consumers, patients) to actively participate in the
innovation process (Witell et al., 2011). In healthcare, patients are the ultimate user but are rarely
seen as a resource to be involved in the development of new services (Snyder and Engström,
2016). In fact, the patient’s role in the service innovation process has primarily been passive
despite patients find active participation favorable (e.g., leading to a sense of autonomy,
competence, and relatedness which can increase wellbeing) (Engström and Elg, 2015).
Based on this limitation, the aim of the present study is to develop and evaluate a digital ideation
platform that involves patients into the early stages of the innovation process; that is, the ideation
and refinement stage. This focus generates new knowledge and practical guidance in terms of
how unique patient knowledge can be translated into feasible healthcare solutions.
Literature review
Recent studies show that service users can make important contributions to the innovation
process, specifically in terms of their knowledge on usage and latent needs (Mahr et al., 2014;
Trischler et al., 2018). This is also true for patients and innovation in the healthcare sector (Oliveira
et al., 2015). However, particularly in the public sector user input is still most often sought from a
distance despite the increasing possibilities becoming available via the Internet (e.g.,
crowdsourcing or online competitions) (Baruch et al., 2016). In fact, patient innovations are still
most often managed and diffused in a completely separate process with ‘no producer involved’
(DeMonaco et al., 2019). These developments indicate a lack of understanding on how the
involvement of patients should be managed in order to translate their needs into feasible
healthcare solutions. The present study goes some way to address this significant knowledge
gap.
Method/Approach
Field notes were taken to report on the main development steps of a digital ideation platform for
patient-driven healthcare innovation. The platform design process spanned over a 10-months
period and included the close collaboration between a research center, an ICT-consultancy and
a regional healthcare service provider. In addition, an experimental design was developed and
integrated into the platform design in order to test ideation and refinement.
Results/Findings
After numerous design iterations, including the incorporation of findings from an integrative
literature review of relevant studies in crowdsourcing, web-enabled idea systems, and idea
contests, a platform was developed that distinguishes itself from conventional ideation platforms
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in three ways. First, the platform features innovation groups, thus facilitating virtual collaboration
between patients on their ideas. By using this collaborative approach, it is hoped that idea quantity
will be transferred into idea quality through patient-driven idea refinement. A designated
moderator assigns patients into innovation groups by following their ‘expression of interest’ on
participating in an innovation topic, as well as by considering their background characteristics.
Second, all patient ideas go through a designated refinement stage during which service
developers are asked to refine ideas with the aim to make them more feasible. Through this step
it is hoped that promising patient-generated ideas are not disregarded too early simply because
they lack details or do not resonate with the healthcare provider’s language. Third, the refined
ideas are evaluated against the original ideas by two independent judge panels on the dimensions
user benefit, originality, and feasibility. This comparison gives insights into how the refinement
stage affected the quality of patient-generated ideas.
Discussion and implications
Refinement is a critical stage of the innovation process because here a promising raw idea may
be disregarded simply because it lacks sufficient details to be properly understood and handled.
This might particularly be the case for user-generated ideas, which despite high in quality are
often found to be low in feasibility (Poetz and Schreier, 2012; Trischler et al., 2018). Against this
backdrop, the present study contributes an ideation platform that allows selected patients to
contribute and refine ideas virtually, and in so doing, provides a basis for moving from idea
quantity to idea quality. In addition, the study offers a systematic process for evaluating how
refinement by service developers affects the quality of patient-generated ideas. Such an
evaluation is important because the novelty and needs contributed by users can get lost when an
idea is transferred ‘in-house’ (Magnusson et al., 2003). The platform including its process will be
field-tested during November 2019 and its findings presented at SERVSIG 2020.
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Track: Innovative service methods
Introduction to the research problem
User generated content can enrich experiences and promote destinations (Narangajavana et al,
2017), however it is necessary to understand: does mobile updating of social media enrich
engagement or detract from a service experience? While social media has been concluded to
have a positive relationship with engagement; there is also evidence of negative uses of the
internet for recreational purposes (Skoric, Zhu, Goh and Pang, 2016), therefore greater
understanding of the impact is required. To understand how social media impacted on
engagement for a tourism experience, an experimental method was utilised. Based on the
literature review, the research question for this study is: “how does social media use impact on
experience engagement in a tourism context?”
Literature review
As technology has advanced, consumers’ first choice for tourism information has become the
internet (Benckendorff, et al, 2014), and with the increasing use of mobile technology, this is often
updated ‘live’ or immediately after a consumer participates in an experience. This has particular
relevance, as online reviews have a large impact on consumer decision making processes
(Sotiriadis, 2017) and tourists are playing a considerable role in travel decision making through
their sharing of reviews online (Mkono and Tribe, 2017), particularly as tourist reviews are deemed
as much more trustworthy than organisation based promotion (Narangajavana et al, 2017). Social
media can increase engagement because of a stronger connection with the brand and increased
trust (Harrigan, et al, 2017), but similarly greater affinity and engagement with the experience or
brand could lead to more sharing online. Literature suggests that user generated content can
enrich experiences and be used to promote destinations (Narangajavana et al, 2017), however
the question that we pose here is: does mobile updating of social media enrich the experience or
detract from the experience? It appears that little is known of this and therefore further research
is required. While social media has been concluded to have a positive relationship with
engagement, increasing social capital, civic engagement and political participation, there is also
evidence of negative uses of the internet for recreational purposes (Skoric, Zhu, Goh and Pang,
2016), but greater understanding of the negative impact is required. In the current research, we
seek to understand how the use of regular mobile updating of social media may impact on
experience engagement, as this may be one possible negative of the use of the internet in a
recreational context.
Method/Approach
To understand how social media impacted on engagement for a tourism experience, an
experimental method was utilised. While experimental designs are not commonly utilised in
business research, it was deemed a suitable way to understand the differences between different
‘segments’ of social media users, with a way to control for those difference. Utilising the model of
the Human Brochure campaign (Dale and Johns, 2017), we undertook a call for participants
through a survey. The survey asked respondents to discuss themselves and their motivations for
using social media. Respondents were also asked to nominate a companion and why they would
take them. In addition to these open ended questions, close ended questions were asked,
highlighting social media sites used, frequency of use, attitudes towards use and other areas of
social media use. Over two hundred respondents applied to participate, and six respondents, and
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their companions, were then selected for participation in the experiment, based on their social
media use and the richness of their open ended responses. A team of two researchers narrowed
the selection, and agreed that rich responses were important to ensure greater sharing, both on
social media and in qualitative interviews. Each respondent pair was then contacted by telephone,
invited to book at Jamala Wildlife Lodge for a one night stay in the Giraffe room at a time of their
choice and based on room availability over a six month period. An interview was then scheduled
for a day or two after checking out of the lodge, to ensure greater recall of the experience. Where
possible, the two researchers attended the interview, but in some interviews, only one researcher
was present.
Results/Findings
For some participants, refraining from social media use did increase the perception of
engagement in the service experience, while reducing focus on their phone during the experience
(see also Walsh, Johns and Dale, 2019). Only one pair of respondents felt not using social media
was a negative experience, despite the discomfort felt by all respondents not using social media.
Social media use did positively impact on engagement but did not negatively impact on
satisfaction with the experience. As it can result in positive reviews in real time, social media use
should be encouraged by organisations. This could be done through the use of charging stations,
competitions, hashtags and high quality service provision. Table 1 provides a summary of
findings.
Discussion and implications
The research question for this study was how does social media use impact on experience
engagement in a tourism context? This study has highlighted a number of findings, related to the
use of social media ‘in the moment’ and how this impacts on engagement. For some participants,
refraining from social media use did increase the perception of engagement, while reducing focus
on the phone during the experience. Only one pair of respondents felt not using social media was
a negative experience, despite the discomfort felt by all respondents not using social media.
Although it appears that engagement in the activity is greater without the use of social media,
satisfaction is not greater. In other words, social media use does not appear to impact on
satisfaction with the experience. Although this study has provided insights into tourism behaviour
and social media use and how mobile social media use may impact on engagement with an
experience, further research is required. It would be useful to undertake research to explore the
research question: Does use of technology in the moment, versus a review after the experience
result in a more positive review? The current study indicates that satisfaction with the experience
does not change based on social media engagement or the use of technology in the moment. It
would be expected, however, that, if their experience was positive, with the energy of the
experience and through the energy of other customers around them, consumers would be more
likely to use more descriptive and positive language for updates and reviews ‘in the moment’
compared with updates and reviews undertaken at a later stage. This research is out of the scope
of this current study and further research could explore this in depth.
Overall, every respondent had a wonderful time at the zoo, and a more special time than they had
anticipated. Every single person then wanted to share their experiences with friends and family,
and social media is an easy way to do this. The tension between wanting to fully appreciate the
experience, wanting to enjoy the company of their companion, and wanting to share the
experience with other people who were not physically with them was very apparent in each set of
respondents, and is probably a tension faced every day by many people globally. This tension is
likely to increase as social media use increases, mobile technology improves, and communication
methods shift, and therefore it is essential to have a greater understanding of this tension. This
study provides an initial understanding into the split between these seemingly competing
interests, but there is limited research exploring this issue and further research is required and
welcomed.
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Table 1: Summary of findings
Construct
Motivations for
sharing

Example quote
“If I’m out doing something fun, I’ll post a photo
or a check in or something like that…. It’s
interesting with the memories coming back up,
because I notice a lot of the stuff I use0-d to
write a lot more as a status. Now I’ll tend to do a
photo or a check in” - Miranda

Discussion
People were motivated to share because they
were doing something different from ‘usual’,
however some respondents were concerned about
appearing like they were ‘bragging’ through
sharing this experience with people over social
media.

Photography

“I got a camera, it’s a little red underwater
thing. I’m not sure, it’s stuck in a drawer ever
since I bought it really…. I just use my phone for
everything…. You don’t leave the house without
your phone, so you don’t have to think about it,
whereas I’d have to think about getting my
camera and whether it was charged up.” –
Bree’s, Larissa’s companion
“I think dinner for me (was a highlight). The
meeting everyone pre-dinner. It was a nice
moment last night, when everyone was together
and it was – no one obviously – no many knew
each other, but everyone was willing to sort of
have a chat… one group of four who kept to
themselves the entire time. Um, but other than
that, everyone was super friendly” – Sasha
(Miranda’s companion)

Some respondents took photographs of things that
they wouldn’t forget – for example a car park
location or a book in a bookstore they wanted to
check out again. A few respondents discussed
regularly taking ‘selfie’ photographs.

Favourite aspects

All respondents were more impressed with the
facilities than they expected. In particular, one
respondent from Africa initially thought he would
be less impressed with the African-themed lodge
and the animals in captivity, but he was very
impressed overall.

“I hate zoos. Coming from Africa and being able
to see the animals in the wild is great. But that –
that was sort of, like, a preconception I went in
with, like “I’m going to hate seeing these poor
animals stuck in cages… But I think that … seeing
how the people sort of interacted with the
animals, and how excited they got, it was a little
bit infectious and it sort of made me go “this is
the only chance that many of these people are
going to get to see a tiger or a rhino or a
whatever and they’re learning something they
wouldn’t have known.” And… the rangers were
really informative especially about … how
endangered things were” (Clint)
Use of social
media during the
experience

“I share (on social media)… But I guess you do
have to be careful. You’ve also got to like live it”
(Kara)
“He said “oh, did you put the photo up of me
with the rhino?” I said “oh, no I didn’t.” “But I
want my family to see it”. So I put it up then.”
(Kara)

The quotes and the respondents’ stories
demonstrated that use of social media during an
experience can have a negative impact on
engagement with the experience, however the
respondents enjoy the interaction on social media
and therefore do not make the decision to not
update.

“I uploaded a million and one photos to
Facebook. It was photos of the giraffe, photos of
the furnishings. Um, I was really impressed with
the attention to detail. So even just the artefacts
and things like that on the table, on the coffee
table. I took photos of everything because it
just, you know it was like walking to a beautiful
themes room, but it didn’t feel like a cheap

PAGE 224

225
Construct

Example quote
themed room. It felt real. It felt like you were –
you could be in Africa, yeah. So it didn’t feel like
me to me “okay I’m staying in the stingray
room, or the giraffe room.” Like it felt realistic.
Um, so everything was beautiful and well done,
so I took photos of everything, the furnishings…”
(Miranda)

Discussion

“(Miranda) was posting, posting, posting. The
next thing I get a text messages because she’s
tagging me in photos, from my brother – “where
are you? What are you doing?”… I hadn’t
posted. I took my photos, and then this morning
I put a post on just saying “Amazing 24 hours”
with our little album of photos. So rather than
posting every animal as we went, I just posted a
summary, so to speak” – Sasha
“She’s a little more reserved with her posting
and I’m all about the instant gratification. I want
it out there, and I’m flooding people’s feeds and
I don’t care” – Miranda

Photography
during the
experience

“(Sasha) was amazed at my level of distraction.”
“The whole palm oil. We were having this big
conversation about palm oil and sustainability
and clearing of land and this and that. And
Miranda’s on her phone doing something”
“I was taking photos and uploading the photos
and looking at the animals”
“I don’t know what she was doing”
“And not listening to the boring zoo keeper.
“And Miranda said “oh there’s palm trees in the
enclose. Didn’t you say they were bad?” Like the
whole point of the whole thing was…”
“Other than that, I was a hundred per cent
there, and that was a minor distraction because
I was busy taking photos and uploading them”
Miranda and Sasha
“You can go home and try to describe it to
people, but I think it’s one of those things that if
they don’t see it, they don’t get how amazing it
is. So I could go home and go “Oh, my God, the
bed you know, the bedroom, the room and the
artefacts and the giraffe,” but you know, I’ve got
a girlfriend who loves giraffes and she was just
beside herself about all the giraffe photos and
how close it was. And you can’t – you know, you
could say to someone “oh the giraffe’s head was
right there, “ and they’d be like “Oh, yeah,
cool.” – Miranda

Photography was deemed important by each of
the participants. Photography was deemed
important to trigger memories, particularly of
happy occasions, and also for sharing with friends
and family. Social media facilitates this sharing.

“I have this kind of feeling like I need to take a
photo of it, and then once I’ve taken a photo of
it, I can actually just sit there and enjoy it,
whereas if I haven’t taken a photo of it, there’s a
part of my brain going …”oh you should
probably take a photo of this”, Like it’s really
stupid and sometimes, sometimes It’s actually
enjoyable to just leave the photo (camera) at
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Construct

Ways to
encourage social
media use at the
tourism provider

Sharing feedback
with the tourism
provider

Example quote
home so you don’t have to worry about that
kind of stuff and actually just enjoy it when it’s
happening. But with it there, I feel like I should
be – there’s some weird compulsion that I need
to take it, and then once I’ve got it, I’ve got to
share it” – Joanne
“I think that everyone (at the zoo) was quite
generous in their – you know, like letting you
have a look, whether you want to take a photo
or not is up to you…. It’s like “oh, okay, you’re
stuck behind there,” like, “come and have a sort
of, have a look.” So everyone was good, I didn’t
find anyone too pushy on this trip” – Jason,
Joanne’s partner
(If the zoo wanted to increase social media use,
they could use) “probably something like an
app, you know, if they had… a put a picture of
yourself and you get the lion’s mane or
whatever, something that would be a bit
different… Um, a competition maybe if it was a
good prize.”- Larissa
“Hashtags and things, not really… just wouldn’t
be enough to motivate. Like if they said upload
your photos hashtag Jamala. I might upload, I
might have the hashtag, but it wouldn’t increase
my use.” - Larissa
“Online feedback. Because they had feedback
forms in the room. You didn’t have the time to
sit there and fill out a form, so maybe if they
emailed you something after your stay. I’d be
inclined to fill that out, because I had such a
good stay that I’d want you to know that.” –
Bree

Discussion

Organisations are seeking ways to promote
positive reviews and one way to do this would be
to increase reviews at the time of the experience,
based on the energy and enthusiasm of the
customers.

The zoo provided avenues for sharing feedback,
however some respondents felt there was
insufficient time and therefore feedback after the
stay would be welcomed

“There was a survey in the room, which I filled
out…. Actually they emailed me back.” – Kara
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Track: Transformative services marketing and vulnerable consumers
Introduction to the research problem
According to the logics of service, interaction is the basis of value creation and value fulfilment.
Inherent in this understanding of value creation is individual actor agency in the service ecosystem
(Grönroos, 2008; Lusch & Vargo, 2014). The customer is deemed to be capable, effortful, willing,
and enabled. Nevertheless, some consumers may have diminished resources and skills to apply
to their value generating processes (Dickson, Darcy, Johns, & Pentifallo, 2016; Ng & Vargo,
2019), and are therefore involved in the value co-creation processes in different ways (McCollKennedy, Vargo, Dagger, Sweeney, & van Kasteren, 2012). Consequently, service processes,
service design, support of intermediaries, greater accessibility to network actors and service
resources, may be utilised to support problem solving in service exchanges (Patricio, Gustafsson,
& Fisk, 2018; Rosenbaum, Seger-Guttmann, & Giraldo, 2017; Russell-Bennett, Fisk, Rosenbaum,
& Zainuddin, 2019). Thus, the purpose of this research is to identify a solution in service delivery
for vulnerable consumers, that is, the role of mediators in supporting value co-creation for
vulnerable consumers in service contexts. The authors propose that in transformative services,
the roles of actor mediators facilitate control and agency for the vulnerable consumer - labelling
these Transformative Service Mediators (TSMs). The TSM concept introduces a new approach
to explore how value co-creation and transformative outcomes can be enhanced in service
contexts where consumers experience vulnerability, ultimately solving problems for vulnerable
consumers.
Literature review
Some consumers can be disadvantaged in the marketplace. For different reasons, consumers
may find themselves vulnerable in a service setting. Although some consumers may perceive a
state of powerlessness due to their personal characteristics (for example, being children,
immigrants, or those with a disability), vulnerability can also be experienced when consumer’s
trust (based on expectations) is not honoured in the service experience (Kozinets, Gershoff, &
White, 2018). Indeed, service systems themselves may exacerbate vulnerability and inequalities
in obtaining value in service encounters. Thus, individual characteristics and subjective
perceptions may determine the degree of vulnerability; above all, the degree of vulnerability is
fluid, depending on the interactions between consumers and the marketplace environments
(Anderson et al., 2013; Baker, Gentry, & Rittenburg, 2005; Commuri & Ekici, 2008). Vulnerability
can restrict consumers’ participation, engagement, and ability to act upon resources within the
service ecosystem, hindering service consumption goals, consequently diminishing value
creation and wellbeing. Acknowledging such vulnerability, transformative service researchers
focus on identifying problems and solutions in service contexts to improve wellbeing and to create
uplifting changes (Fisk et al., 2018; Rosenbaum et al., 2017).
Recently in the context of vulnerability and healthcare, Leino (2017) classifies the mediator role
as a ‘secondary consumer’. Secondary consumers are defined as “individuals or groups from
outside the process boundaries who also receive process output, but who are not the reason for
the processes’ existence” (Westcott, 2005, p. 450). Secondary consumers are clearly actors in
the service ecosystem. The idea of an extended consumer entity moves the consideration of value
away from a single actor-firm interaction. While this is beneficial, the secondary function connotes
a service recipient or beneficiary, in our view giving insufficient attention to the context of
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transformative service processes and extended value creating relationships. A more nuanced
approach is required to better appreciate agential roles in the context of service provision for
vulnerable consumers. By using TSM, we follow other scholars who are seeking to move away
from “the previous two party (firm-customer) conceptualization of value creation, extending it to
the customer’s service network” (McColl-Kennedy et al., 2012, p. 2) and who are acknowledging
the essential role of context in a value co-creative collective endeavour (Ng & Vargo, 2018). The
term, TSM, is an all-encompassing term representing the array of value co-creating activities in
vulnerable consumption contexts - at times these actors are service providers, consumer
advocates, service gatekeepers, and risk analysts.
Proposed theoretical framework/concepts
Others can purposefully mediate service interactions and value creating processes when
vulnerability exists in marketplace environments. These people, who may act for either or both
the service provider and the consumer, undertake a variety of activities that constrain or enhance
service value. The authors use the term Transformative Service Mediator to describe a range of
activities, which we categorise as either an intermediary or apomediary (Eysenbach, 2008). We
adapt Latour (2005) and Storbacka, Brodie, Böhmann, Maglio, and Nenonen (2016) notions on
intermediaries and mediators. Storbacka et al. (2016) maintain that intermediaries do not
transform inputs but merely facilitate processes; only mediators transform inputs through their
engagement. Our theoretical framework describes intermediaries as facilitating the resources of
another actor (e.g., of the service provider) which may involve rudimentary participation in the
service interaction but which may not necessarily lead to transformative outcomes. Contrastingly,
the transformative apomediary, through participation in the service interaction and experience,
augments the existing resources within the service system and through resource-integrating
activities creates value that leads to transformative service outcomes, namely reducing suffering
and enhancing wellbeing. However, we diverge from Storbacka et al.’s (2016) position, proposing
that intermediaries and transformative apomediaries exist on a continuum of mediation. The case
scenario of foster care for children describes TSM roles in value creation for vulnerable
consumers. By differentiating service-mediating roles, and distinguishing between intermediaries
and apomediaries, we add a nuanced understanding to value co-creation processes in
transformative service provision for vulnerable consumers. Our theoretical framework situates
TSMs between the service provider and the vulnerable consumer, but also alongside vulnerable
consumers. Importantly, these actor mediators act through and within the layers of systems,
processes, people and networks. Figure 1 provides a conceptual framework focused on the
Transformative Service Mediator.
Discussion and implications
Responding to the calls to expand understanding of wellbeing through service provision (Fisk et
al., 2018;), this paper provides a conceptual understanding of mediator roles in value co-creation
on behalf of vulnerable consumers. The most vulnerable of consumers are frequently the most
incapacitated and therefore require an actor to act with them. We classify these actor roles as
TSMs. The TSM provides service to the vulnerable consumer through acting as a recipient of
service, and therefore encompasses more activities than solely being an intermediary. Our
research indicates the importance of considering value creation with vulnerable consumers limited
in their ability to co-create. Our theoretical contribution is in the theoretical framework and the
mediating resource-integrating activities inherent in some service relationships. Service
researchers exploring value co-creation solutions for vulnerable consumers are encouraged to
consider the TSM. By supporting the important roles of the TSMs, service providers will in turn be
supporting vulnerable consumers to realise their individual service exchange goals.
Consequently, these managerial practices will reduce disadvantage and dependency for the
vulnerable consumer contributing to enhanced agency and empowerment.
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Figure 1. Theoretical framework of TSMs, agency, and structure in the context of service relationships
with vulnerable consumers

Service ecosystem & social structures
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Track: Consumer (mis)behaviour in services
Introduction to the research problem
Customers may engage in citizenship behaviours (CCBs) with the aims of benefiting service
employees (SEs) (c.f., Garma and Bove, 2011). Despite the veracity of this phenomenon and its
positive impact on SE well-being, little is yet known on customer motivations for engaging in these
supportive actions (Oyedele and Simpson, 2011). Furthermore, it is argued that gratitude
expressions following CCBs towards SEs can serve as the basis of a relationship between the
interacting parties. Yet, existing literature remains relatively silent on the role of SE gratitude in
customer-SE dyads (Mangus et al., 2017). As such, the current study explores customer
motivations and expectations for performing CCBs towards SEs. It also captures the effects of
SE gratitude, or lack thereof, for the outcome of the service interaction.
Literature review
Existing research suggests that customers may voluntarily engage in citizenship behaviours
(CCBs) that go above and beyond their normative role. Overall, even though CCBs have been
found to be associated with favorable organizational outcomes in prior studies (e.g., Groth , 2005;
Yi et al., 2011), limited attention has been paid to CCBs that are separated on the basis of specific
beneficiaries, such as SEs. More so, although the outcomes of such customer discretionary
behaviours have been previously associated with positive indicators of service employee wellbeing (e.g., Verleye et al., 2016; Zimmermann et al., 2011), it is still speculative why customers
may be willing to engage in helpful actions that benefit SEs. In addition, it is argued that a lack of
a reciprocal response from SEs runs the risk of being associated with customer perceptions of
SE ingratitude, which can lead to customer dissatisfaction (Payne et al., 2002). Conversely, SE
expressions of gratitude can lead to the development of a relationship between the interacting
parties through its function as a moral motivator (e.g., Bock et al., 2016; Greenbaum et al., 2019;
Mangus et al., 2017; Palmatier et al., 2009; Raggio et al., 2014). Through the theoretical angle of
role theory, equity theory, and social exchange theory, this research aims at fulfilling the so far
lacking investigation of customer discretionary behaviours towards SEs. Understanding this
complexity is vital for shedding light onto the function of gratitude during the service encounter,
as well as on the effects of SE gratitude/ingratitude on relational outcomes.
Method/Approach
A qualitative interview procedure is undertaken and face-to-face interviews are conducted with
customers of full-service restaurants. Restaurants lay fertile ground for fairly routine encounters,
as customers have extensive experience with this context. Thus, they are more inclined to have
well-developed scripts that guide their behaviour rather automatically. As a result, customer
deviations from the script are likely to be more consciously performed in this setting. The aim of
this study is fourfold: 1) to detect customer perceptions of behaviours that are performed by them
with the aim of benefiting employees while executing their role of delivering the service; 2) to
capture customers’ motivations for engaging in such beneficial behaviours; 3) to determine the
expected outcome of these behaviours in terms of the service employee’s response; and 4) to
investigate customer perceptions and reactions following the actual outcome response received
from SEs.
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Results/Findings
The results of the study indicate that there are diverse motivations that underlie customers’
willingness to perform CCBs towards SEs, which are directly and distinctly linked to their
expectations for SE responses. In this vein, the research illustrates how customer emotionally
supportive behaviour is associated with different motivations and expectations compared to
instrumentally supportive behaviour. Furthermore, the exploratory study suggests that SE
responses to CCBs can determine whether a simple transaction has the potential to develop into
a mutually beneficial exchange between the two parties or not. Moreover, the study findings offer
deeper insights into the antecedents, the outcomes, and the contextual factors that frame the
occurrence of each type of customer beneficial behaviour. Overall, the findings represent a
comprehensive illustration of the CCB phenomenon, leading to robust advice for theory builders
and practitioners, specialized in services marketing.
Discussion and implications
The lack of research examining the motivations and expectations of customers for engaging in
supportive actions towards service personnel is surprising, given that a) helpful customers reflect
a potential resource for service employees, and b) gratitude expressions constitute a critical
component for the formation of relationships between the exchange parties. Therefore, gaining
an understanding of how to identify, approach, and respond to helpful customers can equip
service managers with the necessary knowledge to promote the occurrence of such behaviours
through appropriate SE training and service design. More importantly, however, establishing and
maintaining a relationship with these beneficial customers becomes a real opportunity for building
customer loyalty in a co-creating fashion.
Overall, this paper integrates insights from CCB and social exchange theory to explain customers’
decisions to perform helpful actions that are intended to benefit SEs (and service companies, by
extension). Additionally, the study investigates customer perceptions and reactions in the
scenario of grateful and ungrateful employee responses along with the associated outcomes for
the service encounter. As such, this paper illustrates that the exchanges between service
employees and customers are interdependent and draws caution to the fact that for a service
encounter to be symmetrical, balanced and thus jointly rewarding, expressions of appreciation
and gratitude from the service firm are warranted. Such an approach is conducive to avoiding the
potentially irreversibly harmful effects of customer perceptions of ingratitude. When motivations
and expectations of helpful customers are not fully understood, disloyalty is a typical consequence
in the service environment.
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Track: Transformative services marketing and vulnerable consumers
Introduction to the research problem
This research applies an ethics of care lens as a way of unpacking wellbeing for actors since it
argues for mutuality in inter-personal relations, moral responsibility and self-worth (Held, 2006).
As a lens this provides insight into how relations between actors might foster well-being for service
providers, volunteers and users, a concern which is central to Transformative Service Research
(TSR) (Anderson & Ostrom, 2015; Rosenbaum, 2015). This research applies an ethics of care
lens to, 1) explore the values and practices that enable value co-creative relationships, 2) examine
the different caring relations involved in value co-creation, and 3) develop an understanding of
how organisational values and practices influence transformative value. This research contributes
to the TSR debate by using ethics of care to identify and plot the link between values, practice
and the potential for transformative value.
Literature review
Ethics of care is an approach to life that is driven by feelings of responsibility for and awareness
about how one can enhance and support the well-being of others (Thompson, 1996). Such an
approach is relevant to the agenda of TSR, and although Mulder et al. (2016) do not directly reflect
upon ethics of care in their research on volunteers, they do acknowledge that there is a need for
the actors involved in the co-creation process to be compassionate, caring and respectful of
others. Of particular relevance to the TSR literature is that ethics of care rejects the assumption
that abstract reasoning about moral dilemmas is a way of removing arbitrariness; rather, it
supports the consideration of contextual relationships with others and the emotional implications
for all actors involved.
Tronto’s (1993, 2001) notion of ethics of care consists of a linear progression of three phases: the
first phase of ‘Caring about’ involves attentiveness, such as a certain disposition and
benevolence. It relates to the nature of the caregiver, e.g., the service provider or the volunteer
who wishes to transform the value offering. This is followed by ‘Caring for’, a phase in which
responsibility is assumed towards a needing other. The third phase of ‘Caregiving’ consists of
practices and actions of care that require technical and moral competences and skills aimed at
addressing the specific needs of vulnerable others.
Method/Approach
13 one hour long interviews (volunteers and co-/founders), from three types of FPO (two market,
two faith, two neighbourhood based) were recorded and transcribed. The interviewing process
was guided by the participant, and consisted of listening to the respondents’ stories. e.g., how
they started with the FPO, their role, their motivations for joining the FPO. The data is structured
according to Tronto’s (1993) three phases of caring (caring about, caring for and caregiving).
Results/Findings*
Caring About: Tronto’s (1993) ‘caring about’ identifies awareness about, and paying attention to,
the need for caring. Her reference to the distinguishing of and making decisions about others’
needs highlights the importance of ‘framing the problem’ at the macro organisational level. FPOs
tended to see the root of food poverty as being tied to large-scale structural dysfunctions, yet
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each identified the dysfunction based on its approach. For example, ‘market-based’ FPOs viewed
food poverty as a matter of limited access to the marketplace, typically seeing food poverty as the
result of a lack of consumer resources, competences and skills to make informed choices about
their diets.
…Without the right level of income, your decisions about what particular food
you buy for you, and your family, are skewed, and they're quite restricted.
(Becca, volunteer, Discovering Answers)

Caring For: This phase goes beyond need-identification and entails the assumption of
responsibility “to meet a need that has been identified” (Tronto, 2001, p. 63). Echoing Held (2006),
Tronto’s (1993) framework highlights that when people take responsibility for a dependent other
who is momentarily in a sub-alternate position, they see caring relationships as a matter of
protecting and safeguarding. In framing the problem of food poverty in differing ways, the three
types (i.e. market, faith, neighbourhood) of FPOs can be seen as having differing understandings
of their responsibility and service provision towards vulnerable others and of their protective roles,
which manifests in different practices in addressing the issue. E.g. faith-based FPOs, who see
food poverty as a manifestation of social isolation, understand ‘caring’ for’ as bringing people
together to create a forum through which the individual can receive, express and enact care.
Food banks have done a good thing for communities in bringing people
together again…we look after our neighbours. (Adam, chief executive, Brighter Futures)
Caregiving: Just through the mere fact of ‘being attentive’ volunteers and staff are always and
already positioning themselves to take on this responsibility. Tronto (2001, p. 63) recognises that
knowledge about how to care is central to caregiving and that “competence is the moral dimension
of caregiving. Incompetent care is not only a technical problem, but a moral one”. This account
from Jane illustrates how the daily practise of caregiving is not a pre-determined but a
collaborative act which requires being able to respond ‘in the moment’.
You don’t know what’s happened to them before they come in, do you?
You don’t know. They mightn’t have spoken to anybody, they might not
have eaten over the weekend […] we have to be understanding and
we’ve got to be prepared to listen. (Jane, co-founder, Safe Space)
Discussion and implications
To conclude, this paper responds to calls in TSR and examines the values and practices that
enable co-creation and transformative value. Firstly, we demonstrate that different FPO’s
contexts fostered different dominant care values. This fostering of different care values in turn
affected care practices undertaken within the FPO, altering the process of value co-creation and
the potential for transformational value. E.g. Market-based FPO’s clearly placed value on
individual empowerment through the care practices of teaching and skilling in relation to food
nutrition. Faith-based FPO’s focused on an immediate response to need through the care
practices of listening, feeding and praying delivered via the church community. Neighbourhoodbased FPO’s placed greatest emphasis on the values of commonality and community by creating
spaces where food could be shared and individuals could share their stories. Secondly, care can
only proceed successfully if it is based on a commonality of experience and feeling. The ethics of
care approach foregrounds the role of emotions, through which the creation of a sense of selfworth is mutual. As such, it recognises that service providers are involved in a mutual exchange.
However, these relations in their differing organisational practices afford differing potentials to
generate transformational value for service users.
*Due to word limit, only 3 shortened quotes were used. Additional quotes would be discussed.
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Track: Service technology
Introduction to the research problem
The internet of things, known as IoT, is one of the most disruptive emerging technologies changing
virtually every area of society and business (e.g. Shin et al., 2017; Ng & Wakenshaw, 2017). With
sensing, integrating and reacting capabilities, IoT devices form a multitude of connected objects
that interact with one another, and with other actors and the physical environment (De et al.,
2011). These objects are integrated into smart services via digital workflows, automation tools
and big data technologies (Sacolick, 2017) as they power several domains including smart cities,
smart homes, and smart healthcare. Through its versatility, IoT enables new innovative well-being
offerings with the potential to enhance people’s quality of life (e.g. Khaksar et al., 2017). With new
levels of optimization, customization and autonomy, IoT-enabled services reportedly may also
lead to superior levels of engagement, satisfaction, and stronger relationships (Harwood & Garry,
2017). It is no surprise that Bain & Company predicted the combined markets of IoT to more than
double within five years, to 520 Billion in 2021.
Still, decision-makers and investors show reluctance due to the slower-than-expected
development of IoT (e.g. Kim & Kim, 2018). The main problem is the inherent complexity and
inter-dependence of IoT service systems which make it difficult to synergistically align the various
actors and systems comprising a smart service (Lu et al., 2018). The technology might be there,
however drawing the right linkages within a system is the key to unlocking value.
This paper thus contributes to the nascent research on how the creative combination of
technological assemblages (Hoffman & Novak, 2018), service elements and human factors align
together to unlock the potential value in a complex socio-technical environment (e.g. Kävalko et
al., 2018; Shin & Park, 2017). With a focus on IoT in healthcare we contribute to the call for
transformative service research (TSR) (Ostrom et al., 2015), a growing literature stream on wellbeing and positive societal impact. The focus on IoT also aligns with top service research priorities
featuring technology as a cross-cutting theme: ‘leveraging technology to advance service’ and
‘innovating within complex service systems and value networks’ (Ostrom et al., 2015). Further,
the study responds to the need for marketing and IT research (MSI 2018-2020; Shaikh &
Karjaluoto, 2015) on how firms realign and restructure for innovation and faster go-to-market,
especially with AI and Blockchain, two technologies integral to IoT.
Literature review
An ecosystem can be defined as “a set of actors that contribute to the user value proposition of a
focal product or service, designed with or without a platform-based technological architecture”
(Kapoor, 2018, p.10). The concept of ecosystems features in service, strategy, and tech-related
research as it helps drawing out holistic maps of interdependencies and interactions in complex
systems and business models (e.g. Kapoor 2018; Adner 2017; Meynhardt et al., 2016). Examples
of ecosystems in the IoT context can be found in recent IoT literature (e.g. Chouk & Mani, 2019;
Ikävalko et al., 2018; Harwood & Gary, 2017; Shin & Park, 2017). Those involve multi-level
analysis based on the perspectives of various actors, their relationships and the activities through
which value emerges in an IoT ecosystem. Similar to Ikävalko et al. (2018), we adopt servicedominant logic (SDL – Vargo & Lusch, 2004) as an over-arching theory capable of framing actors
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in a network of dependencies. We also combine the defining IoT concepts of information density,
assemblages and modules (Ng & Wakenshaw, 2017) so that we may map out the technology
alongside the actors in an ecosystem (Hoffman & Novak, 2018). Herein, we explore the
synergistic concept of alignment as a driver of value creation between actors in an ecosystem e.g. shared intentionality and cognitive alignment (Polese et al., 2017; Taillard et al., 2016),
alignment of resources and processes (Vargo & Lusch, 2004), strategic alignment (e.g. Das &
Teng, 2000), alignment as technical interoperability. Exploring the various ecosystem
perspectives with the idea of inter-actor/system alignment should help address various IoT-related
issues, including: the multi-level complexity of IoT-based services (e.g. Ikävalko et al., 2018; Lu
et al., 2018;); the lack of standardization in architecture and technology (e.g. Marikyan et al.,
2019); the ambiguity of strategies and business models (e.g. Eloranta & Turunen, 2018); the
ethical and political implications (e.g. Monteiro & Parmiggiani, 2019; Park & Humphry, 2019); as
well as trust, adoption and usage issues from an end-user standpoint (e.g. Mani & Chouk, 2018).
Method/Approach
This study focuses on the introduction of an IoT-based innovation in a healthcare ecosystem. A
smart mobility product was developed for people of at least 65 years old which consists of a
rollator equipped with IoT sensors which translates into mobility and wellbeing data on a user and
caregiver app. Key stakeholders in the service ecosystem are interviewed including the users of
rollators, their caregivers, occupational therapists, healthcare facility managers, tech developers,
researchers and project coordinators, in addition to other relevant stakeholders. Semi-structured
interviews are used within an ‘informed grounded theory’ approach (Thornberg, 2012) – this
ensures interviews are theory-driven as well as empirically-grounded.
Results/Findings
Empirical research is still ongoing, but preliminary findings show acceptance and usability of the
smart product, especially alignment with occupational therapists’ processes who find the end-user
mobility data helpful in guiding them towards their pre-set goals. It is not clear, however, if the IoT
performance data, or the IoT system, aligns with the priorities of the elderly to increase their
motivation to move or to adhere to caregiver recommendations.
Preliminary results show how mapping the potential linkages in a system of actors and technology
helps to loosen ecosystem boundaries and to uncover opportunities and challenges for new value
creation. This potential value appears to be a function of (1) creative linkages and (2) alignment
(or misalignment) between the linked actors and the system elements – i.e. alignment on
resources, processes, cognition, strategic intent, and technology. For example, the possibilities
of accessing a user’s personal mobility data by a significant other, or connecting the data with
that of other users, could increase usage motivation; however, this remains contingent on the
alignment between the implicated focal points within these linkages. In general, results provide
some elements of a framework detailing multiple ecosystem nodes and their alignment across
several dimensions within specific service linkages.
Discussion and implications
Following our findings, SDL’s conception of actors in an ecosystem can be expanded upon to
encompass any entity, human or non-human, so that we may talk of creative linkages and
alignment between actors in relevance to an IoT-driven service ecosystem - an actor representing
an individual, a collective, a device, a module, or even a socio-technical arrangement depending
on the architecture of a focal service within an ecosystem. Our framework therefore provides an
upgraded structure through which the multi-level pieces of a smart system can be analyzed for
their value-creative, synergistic potential (Meynhardt et al., 2016). By anchoring a smart product
within an interconnected ecosystem of objects, actors and services, discrete utility may grow
exponentially, not only to end-users, but also to other stakeholders and the overall care system.
As an example, with policy-makers and the centralized healthcare system, together, aligned with
the IoT-rollator service operator, user trust can be maximized as prescriptions of use become
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institutionalized and value of use rationalized. Additionally, one more step in linkage to an AI
module can further multiply the value in the system – e.g., the potential big data generated from
usage of the smart rollator can be processed into a predictive diagnostic, or an innovative new
service, that addresses a user’s latent needs, ultimately leading to better healthcare service
outcomes.
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Introduction to the research problem
Today's omnichannel environment enables competitive showrooming of consumers. This refers
to consumers purposefully switching from offline to online channels of competing retailers,
because the inherent benefits of offline channels (e.g., trying products) and online channels (e.g.,
lower prices) make such switching beneficial (Gensler et al., 2017; Rapp et al., 2015). Due to
forgone profits, competitive showrooming is harmful for retailers operating an offline channel. Yet,
although showrooming benefits seem to make competitive showrooming a rational behavior, a
substantial share of consumers do not switch and remain with the offline retailer (PwC, 2015).
Consumers not switching from offline to online channels (i.e., non-showroomers) are of special
concern for retailing practice for three reasons: (a) to develop efficient tactics against competitive
showrooming, (b) to determine effective resource allocation across channels, and (c) to increase
important marketing outcomes (e.g., consumer satisfaction and loyalty). Thus, managers want to
understand not only consumers who switch from offline to online channels but also nonshowroomers.
Yet, extant research focusses on showrooming (e.g., Gensler et al., 2017) although a focus on
non-showrooming would put the spotlight on so far unexplored drivers. Thus, two important
research questions regarding non-showroomers remain unanswered: Why do non-showroomers
stay with the offline retailer, although it does not seem to be rational? How can retailers learn from
non-showroomers to infer efficient tactics against competitive showrooming? Answering these
questions responds to recent research calls (Fassnacht et al., 2019; Lemon & Verhoef, 2016;
Mehra et al., 2018) and is of particular interest for retailers operating an offline channel.
Our intended contribution to the literature is twofold: First, we identify and investigate reasons
why non-showroomers stay with an offline retailer, although showrooming benefits would make
competitive showrooming economically advantageous for these consumers. Second, we identify
and test novel tactics against competitive showrooming.
Building on explorative interviews and extant literature, we develop and empirically test a
conceptual framework. This conceptual framework (a) considers the impact of showrooming
benefits on the competitive showrooming decision (direct effect), (b) moderated by the framing of
the severity of showrooming consequences for offline retailers (conditional effect), and (c)
explains the underlying psychological mechanisms of this moderating effect via consumers’
anticipated guilt and pride (conditional indirect effects). Based on the conducted interviews, we
also identify various tactics against competitive showrooming and test them with different
experimental manipulations.
Literature review
Current research focusses on showrooming, either from a managerial (e.g., Balakrishnan et al.,
2014; Rapp et al., 2015) or from a consumer perspective (e.g., Gensler et al., 2017). Both
research streams identify economic showrooming benefits (i.e., lower online prices) as the key
determinant of showrooming (e.g., Balakrishnan et al., 2014; Gensler et al., 2017). According to
scholars taking the consumer perspective, consumers only switch channels if showrooming
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benefits outweigh its costs (e.g.; Gensler et al., 2017). These costs can be monetary (e.g., online
delivery costs) and non-monetary (e.g., bad feelings).
Despite these advances, research in this area is still limited in two respects. First, despite the
pivotal role of non-showroomers for retailing practice, they have not yet received adequate
scholarly attention. Second, although the importance of emotions in the showrooming context has
been recognized (Gensler et al., 2017), their underlying role in the consumers’ psychological
processes has so far been neglected.
Method/Approach
Based on an initial qualitative study with 28 respondents and the literature, which helped us to
develop our framework, we conduct three online experiments with non-student samples to
establish the direct and conditional effects and the conditional indirect effects. The experiments
employ a 2 (showrooming benefits: high vs. low) x 2 (framing of the severity of showrooming
consequences for offline retailers: positive vs. negative) randomized between subjects design.
The scenario asked participants to imagine that they want to purchase a new laptop. To inform
themselves best about a specific laptop they visit a physical retail store. We chose the electronics
industry for this study, because competitive showrooming heavily affects this sector. We
manipulate showrooming benefits by altering the price differences of the laptop across the
competing offline and online channel. We frame the severity of competitive showrooming
consequences for offline retailers by using fictitious newspaper articles, which the respondents
read during the scenario description. Throughout all studies, we measure our constructs with
established seven-point Likert scales with higher numbers indicating stronger agreement. We use
mediation, moderation, and conditional process analysis to test our hypotheses. We will execute
further experimental studies and a field study with a student sample to test tactics to prevent
showrooming shortly.
Results/Findings
All our measures show acceptable levels of reliability. Manipulation checks show that our
manipulations were successful. Study 1 shows that the positive effect of showrooming benefits
on a consumer’s decision to competitively showroom is mitigated when the framing of the severity
of showrooming consequences for offline retailers is negative. Study 2 replicates this conditional
effect and shows that a consumer’s anticipation of the self-conscious emotion guilt drives this
effect. Study 3 replicates the conditional effect of Study 1 and the indirect conditional effect of
Study 2 and additionally shows a double mediation of the moderated effect of perceived severity
of showrooming by a consumer’s anticipated guilt and pride. We will present the empirical results
on prevention tactics at the conference.
Discussion and implications
By explicating the consumer mindset underlying showrooming behavior and identifying and
testing novel tactics against competitive showrooming, this research entails several contributions
to the omnichannel and showrooming literature and highlights important insights for retailing
practice. First, this research is the first to investigate the framing of the severity of showrooming
consequences for offline retailers as a boundary condition of the relationship between
showrooming benefits and showrooming decision. Furthermore, this research also highlights the
underlying psychological process. In additional studies, we will also test further tactics against
competitive showrooming. Overall, this research provides practitioners with the required
understanding and knowledge to deduce hands-on solutions to prevent consumers’ competitive
showrooming.
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Introduction to the research problem
Technology is perceived as a service game changer (Ostrom, Parasuraman, Bowen, Patrício, &
Voss, 2015). Advances in technology (e.g., big data, mobile, cloud) have fundamentally
transformed service and marketing by enabling better, more personalized services and deeper
customer relationships (Rust & Huang, 2014). As an example, recommendation or comparison
agents serve customers in the purchase journey by automating time-intensive tasks such as
information search and evaluation (Kumar, Dixit, Javalgi, & Dass, 2016).
Whereas such software buying agents traditionally support customer decisions, we recently have
been able to observe more decisive agents. For example, printers monitor their status and order
new ink without human intervention. Digital assistants process voice commands to select and
purchase products. These agents thereby automate large parts of the customer purchase
process, serving their users with convenience and enhanced decision making.
Firms can leverage this technology for sales service innovation (i.e., new service development or
improvement). Such service innovation can lead to an increase in firm value (Dotzel, Shankar, &
Berry, 2013). However, extant literature has not yet investigated such autonomous software
buying agents in detail. Practitioners therefore lack guidance.
We aim to close this gap in this work. We propose a framework to classify software agents in the
purchase process, building both on theory and empirical evidence from case studies.
Related work
Software buying agents have been classified by their tasks and roles in the purchase decision
process. He, Jennings, and Leung (2003) and Maes, Guttman, and Moukas (1999) use the
customer purchase process model (CPPM) to analyze the process steps an agent automate (e.g.,
need identification, product and merchant brokering, negotiation, and execution). Similarly, Liang
and Huang (2000) use a generic decision process model. However, agents can automate multiple
tasks. Therefore, it is difficult to classify agents with one-dimensional process models.
Franklin and Graesser (1997) and Kumar et al. (2016) classify agents by their characteristics
(e.g., Kumar et al. (2016) uses search, learning, negotiation, decision making, and collaboration).
More abstract, Nissen and Sengupta (2006) distinguish between information retrieval, advisory
and performative agents. Whereas these approaches are suitable for highlevel classifications of
agents, they are not fine-grained enough for a detailed analysis (e.g., to differentiate between
different types of performative agents in the purchase process).
Method/Approach
We collected 20 cases of software buying agents via web search to form a representative set. We
analyzed how they serve customers by using the CPPM. The CPPM is a well-founded concept in
marketing (Lemon & Verhoef, 2016), which has been used to analyze software buying agents
previously (He et al., 2003; Maes et al., 1999). We considered the pre-purchase and purchase
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stage, where agents are most applicable (Maes et al., 1999). We looked at the following steps:
need identification; product search, evaluation, and selection; merchant search, evaluation,
negotiation, and selection; purchase decision, and execution. To derive our framework, we
performed a qualitative cross-case synthesis (Yin, 2014).
Results/Findings

Figure 1. Classification Framework for Software Buying Agents

The proposed framework features two dimensions, namely task automation and task complexity
(Figure 1). For task automation, we identified three levels: decision support, remote execution,
and full automation. In decision support, agents support purchase decisions but do not execute
any transactions (e.g., recommender, comparison platforms, advertisements). In remote
execution, customers employ agents via an explicit command to execute a transaction on their
behalf (e.g., voice shopping, smart buttons). In full automation, agents execute transactions on
their own since they can detect the need to launch the purchase process (e.g., smart product
replenishments, automated provider switching). No human necessarily needs to be involved here
but humans can act as a last deciding instance.
We also identified three levels for task complexity: fixed selection, provider selection, and
good/service selection. For fixed selection, agents always consider a predefined offering (e.g.,
taxi service order, smart product replenishments). For provider selection, agents evaluate the best
offer for a specific predefined good or service (e.g., comparison platforms, automated provider
switching). For good/service selection, agents evaluate the best offer considering different goods
or services to solve the customer need (e.g., smart meal planner, voice shopping). Good/service
selection features a more complex evaluation process and typically requires knowledge on
customer preferences. All levels can include negotiation steps.
With increasing levels of task automation or complexity, agent autonomy rises. Ultimately, agents
launch the process, decide which offer to choose, and execute the purchase.
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Discussion and implications
We have recently been able to observe increasingly autonomous software buying agents that
provide firms an opportunity for sales service innovation. Building on a case analysis using the
CPPM, we propose a classification framework for software buying agents. The framework
classifies agents via task automation and task complexity. Task automation refers to the human
interaction during the purchase process. Task complexity refers to the nature of the decision
process. With increasing automation and complexity, the agent becomes more autonomous.
Ultimately, the agent performs all purchase tasks on behalf of the customer. An algorithm quasi
becomes the customer, whereas the human finds itself in a supervising role.
Applying our cases to the framework, we can additionally make the following observations: Full
automation can be achieved where purchase needs can be computed (e.g., by physical sensors,
predictive analytics). In general, higher agent autonomy seems to be especially desirable for
frequent purchases, such as groceries, replenishable products (e.g., ink, coffee pods, filters),
transport services, or food delivery. Furthermore, firms can utilize previous purchase data or
explicitly stated preferences to automate good/service selection for customers. Lastly, firms use
different types of agents as part of an overall strategy (e.g., Amazon).
We contribute to research by strengthening the conceptual understanding of software buying
agents, enabling a more fine-grained classification of software buying agents. Furthermore, our
two-dimensional framework helps to explain the recently observable autonomy of software buying
agents via task complexity and task automation. In a broader context, the framework expands our
knowledge on leveraging technology to advance services (Ostrom et al., 2015).
Firms can use our framework as a systematic tool to innovate sales service. As part of an overall
marketing strategy, agents can enable a convenient sales channel for customers.
Finally, our work provides a fruitful avenue for future research. How do different agent types
influence customer experience? How much agent autonomy is desirable for customers? How is
agent autonomy regulated by authorities (e.g., Germany banned the Amazon Dash Button (Poltz,
Thomasson, & Harvey, 2019, January 11))? Which goods and services are suited for which
agent? How do businesses use different agents as part of their overall strategy? These are
potential questions that could be addressed by applying our framework.
References
Dotzel, T., Shankar, V., & Berry, L. L. (2013). Service innovativeness and firm value. Journal of
Marketing Research, 50(2), 259-276.
Franklin, S., & Graesser, A. (1997). Is It an agent, or just a program?: A taxonomy for autonomous
agents. In J. P. Müller, M. J. Wooldridge, & N. R. Jennings (Eds.), Intelligent Agents III - Agent
Theories, Architectures, and Languages (pp. 21-35). Berlin, Heidelberg, Germany: Springer.
He, M., Jennings, N. R., & Leung, H. F. (2003). On agent-mediated electronic commerce. IEEE
Transactions on Knowledge and Data Engineering, 15(4), 985-1003.
Kumar, V., Dixit, A., Javalgi, R. G., & Dass, M. (2016). Research framework, strategies, and
applications of intelligent agent technologies (IATs) in marketing. Journal of the Academy of
Marketing Science, 44(1), 24-45.
Lemon, K. N., & Verhoef, P. C. (2016). Understanding customer experience throughout the
customer journey. Journal of Marketing, 80(6), 69-96.
Liang, T.-P., & Huang, J.-S. (2000). A framework for applying intelligent agents to support
electronic trading. Decision Support Systems, 28(4), 305-317.
Maes, P., Guttman, R. H., & Moukas, A. G. (1999). Agents that buy and sell. Communications of
the ACM, 42(3), 81-82.
Nissen, M. E., & Sengupta, K. (2006). Incorporating software agents into supply chains:
Experimental investigation with a procurement task. Mis Quarterly, 30(1), 145-166.
PAGE 247

248

Ostrom, A. L., Parasuraman, A., Bowen, D. E., Patrício, L., & Voss, C. A. (2015). Service
Research Priorities in a Rapidly Changing Context. Journal of Service Research, 18(2), 127159.
Poltz, J., Thomasson, E., & Harvey, J. (2019, January 11). Court says Amazon 'Dash' buttons
violate German law. Reuters Business News. Retrieved September 13, 2019, from
https://www.reuters.com/article/us-amazon-com-germany-court/court-says-amazondashbuttons-violate-german-law-idUSKCN1P42HW
Rust, R. T., & Huang, M.-H. (2014). The service revolution and the transformation of marketing
science. Marketing Science, 33(2), 206-221.
Yin, R. K. (2014). Case study research and applications: Design and methods. Thousand Oaks,
California: Sage.

PAGE 248

249

From Digital Exclusion to Digital Inclusion: Enhancing the ConsumerMode Fit with Digital Modularity
Professor Werner Kunz, Arne De Keyser, Yakov Bart, Darima Fotheringham, Johanna Gollnhofer, Bieke
Henkens, Nicole Hess, Bart Larivière, Ilana Shanks
1

University of Massachusetts Boston, Boston, United States

Track: Service technology
Introduction to the research problem
Rapidly improving technologies have been transforming virtually all service sectors (Kunz,
Heinonen, & Lemmink, 2019; Wirtz et al., 2018) and consumers must keep up in order to stay
current and maintain proficiency with the essential digital parts of various ecosystems surrounding
them. Nonetheless, despite substantial efforts designed to help consumers finding themselves
struggling with this rapid change – predominantly investments in infrastructure & digital literacy –
many technologies remain inaccessible for large groups of consumers as they often find it hard
to interact with a specific technology even when they have access and capability to do so. Often,
such consumers face a particular disability (i.e., mental or physical) that prevents them from
interacting with a technological interface that is not fully suited for their disability (e.g., visual
impairment & regular-sized text on screens). In other cases, consumers may be fully able but
suffer from a situational/temporary disablement (e.g., consumers in a crowded and noisy
environment may not be able to interact with a voice assistant; using smartphone in non-handsfree mode while driving is prohibited by law), preventing them from making use of a particular
technology.
In this paper we push the idea of inclusive technology design which focuses on improving the
accessibility (i.e. ensuring that people have proper access to technology), ability (i.e., literacy &
ease-of-use), and adaptability (i.e., enabling users to engage with the interface) towards
technology. Many programs have been introduced in the past to improve the accessibility and
ability dimension. We argue that digital exclusion is very often also due to a consumer-interface
mismatch and a lack of adaptability. By synthesizing prior literature and comparing it to different
practical cases, we propose that configuring modality, i.e. the eclectic combination of different
modes, is crucial for moving certain consumer groups from exclusion to inclusion. We introduce
a general framework of consumer-mode-mismatch and propose three generic strategies to
overcome digital exclusion. We finish with outlining a pathway for future research and add to prior
research by showing that configuring modality increases digital inclusion.
Literature review
While all consumers may experience digital exclusion at some points in their digital journey, our
literature review identifies specific populations that are more likely to suffer the negative
consequences of the digital exclusion (see Table 1). In general, there is literature support for the
following factors:
Infrastructure: Suitable infrastructure, such as adequate bandwidth, is required to provide
consumers with sufficient access to ICT. However, a 2010 Pew Internet survey found a significant
disparity in infrastructure and, more specifically, broadband access in urban and rural
communities; 70% of non-rural homes have broadband internet access while only 50% of rural
households have broadband internet access (Powell, 2010; Real, Bertot, & Jaeger, 2014). Lack
of infrastructure as a source of the digital divide extends internationally (Furuholt and Kristiansen
(2007).
Physical Impairment: Physical impairments, such as visual or motor disabilities, negatively impact
the degree to which a consumer can both access and use information and communication
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technology (ICT). Digital technology that is incompatible with impairments is mainly responsible
for this deleterious effect (Vincente and Lopez 2010).
Demographic: Demographic factors including age, gender, and marital status are among the
strongest predictors of how consumers use ICT (Furuholt and Kristiansen 2007; van Deursen and
van Dijk 2014). For example, older adults, in general, are less likely to access or use the internet
(Fang et al. 2019; McMurtrey et al. 2011). Moreover, a lack of access can also create a digital
divide for elderly consumers, as they are less likely to use broadband connections.
The Framework of Consumer Mode Mismatch
Human-computer interactions are conducted by means of an interface, which allows customers
to communicate with computers or digital agents through one or multiple modalities (Karray,
Alemzadeh, Abou Saleh, & Nours Arab, 2008). Modality can be defined as a concrete
manifestation, forms or sensory perceptions of specific communication modes (Elouali, Rouillard,
Le Pallec, & Tarby, 2013), where modes refer to the human senses (i.e., input) and expressions
methods (i.e., output) (Elouali et al., 2013). Specifically, digital interactions can be conducted
utilizing three possible modes: visual, audio, or touch modes. The visual mode can suffer as a
communication channel based on visual signals. Literature also labels this mode as sight. The
significant mode can be manifested employing different modalities, such as lip-reading, head and
body movement, and gaze. Audio – also referred to as speech, voice, sound or aural – mode
refers to interactions enabled by sound (waves) or audio signals. More particular, modalities of
audio mode are for example music, noise and voice recognition. Touch mode – also referred to
as tactile or haptic mode – consists of interactions that are enabled by at least one physical or
haptic sensor. These sensors can range from very primitive (e.g., joystick) to very sophisticated
(e.g., touchscreen).
Historically, human-computer interactions have been focused on unimodal interactions. This
refers to interactional exchanges of information between users and computers that are being
conducted through one communication channel or mode, such as a joystick as a touch-based
input mode (Turk, 2014). Today, interfaces are designed that incorporate multiple modes and
modalities. By integrating one or more input/output modalities across one or more modes,
multimodal interfaces are created (Elouali et al., 2013; Karray et al., 2008; Turk, 2014). We
contend that a continuum is thereby created with unimodal interfaces as a starting point, and we
move further away from this point by adding more and more modalities to one interface and
developing multimodal interfaces.
We argue that digital exclusion is often rooted in a mismatch between the communication channel
of a technological interface and a consumer (i.e., his/her capabilities, disabilities, situation, etc.)
and refer to this as a consumer-mode mismatch. The mismatch is based on various constraints:
physical (e.g. visually impaired consumers, consumers with speech disorders or motoric
disabilities, elderly), mental (consumers with limited receptiveness or attention deficits,
technophobia), or situational constraints (e.g. in the car, in public spaces, in the kitchen). To
overcome these constraints for the customer, we see three generic strategies that companies can
integrate: Companies can
- “Offer more”: increase complexity by offering a richer and/or multi-mode experience
- “Offer less”: decrease complexity by reducing the number and/or richness of offered modes
- “Switch Mode”: switch deliberate the offered interface mode
Figure 1 combines the various customer constraints with dominant interface modes and shows
the connection to the generic strategies to overcome the consumer mode mismatch.
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Discussion and implications
We provide a framework of consumer-mode-mismatch based on modality that can be used to
derive generic strategies to overcome consumer exclusion to the digital world. Our approach
contributes in several ways. First, it enhances individual dignity, especially for groups that face
quasi-permanent exclusion from certain technologies, which is an increasingly tech-driven
society, is causing additional issues of social exclusion. For consumer-facing temporary
exclusion, it might enhance safety (e.g., car example) and improve accessibility to technology in
ways that fit the context at hand (e.g., it can ensure privacy for people switching from voice mode
to text mode in a crowded environment). Second, it reduces social inequality, which has been
high on the agenda of many government agencies (e.g., EU has a special program focused on
enhancing digital inclusion). The study examines the diverse and emerging challenges related to
research on customer digital exclusion. It can serve as a reference for more focused future
research in this area.
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Summary of Findings
While internet use is now equal among the sexes, differences remain in terms of internet use between
genders. Women spend more time engaged in social activities while men spend more time engaged in
information and recreational activities.
An examination of the narrowing digital divide shows that socioeconomic variables (e.g., income and
education) explain the digital divide shown in race, gender, and rural residence.
A study of the digital divide both within North America and between developed countries shows that
infrastructure and telecommunication policies can cause a digital divide among consumers. While
there is a decrease in the digital divide between North America and other developed countries, the
digital divide within countries is increasing.
In addition to age, skills, disabilities, and cost act as barriers to the elderly as part of the digitally
excluded.
An examination of the impact of gender on the digital divide finds that socialization can result in
computer anxiety in women, which has downstream effects on attitudes towards computers and
computer performance.
While the gender digital divide is narrowing there is still a difference in usage for men and women.
Moreover, there is a difference in the types of applications genders access with men accessing
applications for fun and financial information and women accessing applications for health
information or information for school.
A study of the causes of digital exclusion finds that income disparities are the largest cause of digital
divides on a global scale.
As the digital divide attenuates, this paper examines how the interaction between social
disadvantages and digital exclusion impacts certain communities.
Demonstrates that reasons for disengagement from the internet very among user groups. Individuals
lows in SES and individuals with children are more likely to disengage due to digital exclusion.
However, individuals with negative attitudes towards information and communication technology are
more likely to disengage due to digital choice.
A study of the barriers to broadband internet access demonstrates that price, lack of skills, and low
competency in using a computer act as barriers to broadband adoption.
An examination shows that a digital divide still exists for consumers with disabilities. Socio-economic
factors (e.g., reduced income) and technical accessibility are the two major areas contributing to this
divide.
An examination of the “digital underclass” demonstrates that life stage, socio-economic factors (e.g.,
education, employment, health), and age are determinants of digital technology usage.
The authors find that while there is still a digital divide among the elderly, this divide in closing as 70%
of the elderly use a computer.
Consumers previously part of the digital divide (e.g., low educated and disabled people) are using the
internet more than populations previously outside of the digital divide (e.g., highly educated and
employed people). However, usage differences still reflect the disparities of the digital divide.
A systematic literature search finds that although age is generally considered a major factor of the
digital divide other factors such as education, gender, and income also contribute to the digital divide.
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Introduction to the research problem
Leveraging new technology such as artificial intelligence (AI) and internet of things (IoT) to
advance smart service has been named one of the top service research priorities (Kunz,
Heinonen, & Lemmink, 2019; Ostrom, Parasuraman, Bowen, Patricio, & Voss, 2015; Wirtz et al.,
2018; Wunderlich et al., 2015). Such technologies can enable smart interactions addressing
customers’ needs in a more meaningful way than ever before (Beverungen, Müller, Matzner,
Mendling, & Brocke, 2019). Thus, they can have a profound effect not only on customer
experience but also on streamlining future service offerings, innovating business models and
transforming relationships that organizations have with different actors in the service system
(Wünderlich, Wangenheim, & Bitner, 2013).
Understanding smart service becomes even more important as technology infusion transforms
digital, physical, and social dimensions of service (Kabadayi, Ali, Choi, Joosten, & Lu, 2019). So
far, the service literature distinguished smart service from other technology-enabled services as
the one entailing some form of real-time, data-driven and embedded interactions supported by a
connected object with learning capability (Allmendinger & Lombreglia, 2005; MSI, 2018; Ostrom
et al., 2015). However, the concept of smart service is still rather vague. While “service” usually
implies some form of interactive and value-creating activity (Dreyer, Olivotti, Lebek, & Breitner,
2019), the term “smart” mostly has buzz-worthy qualities or is tied to specific technologies in nonservice-related disciplines. All this hinders the conceptual and theoretical clarity of the “smart
service” phenomenon.
The purpose of this study is to define and characterize smart service through a comprehensive
and cross-disciplinary analysis of its main theoretical and conceptual building blocks. A systematic
literature review is conducted to provide an integrative insight and set the research directions.
The contribution includes an integrative framework elaborating building blocks of smart service
across several dimensions.
Smart Service in Academic Literature
Smart service has been defined as “individual, highly dynamic and quality-based service solutions
that are convenient for the customer, realized with field intelligence and analyses of technology,
environment and social context data (partially in real-time), resulting in co-creating value between
the customer and the provider in all phases from the strategic development to the improvement
of a smart service” (Dreyer et al., 2019). Characteristics of smart service combine intelligent,
sensing, anticipatory, and adaptable use of data and technology (Kabadayi et al., 2019; MSI,
2018). It is not only the device itself that is intelligent, but the “smartness” is contained in its ability
to connect to other technologies (Porter & Heppelmann, 2014). Research is providing a broad
array of different perspectives on smart service, both with a conceptual and empirical basis, in
consumer and industrial contexts (Allmendinger & Lombreglia, 2005; MSI, 2018; Porter &
Heppelmann, 2014). While it seems that researchers and practitioners may have different views
on prioritizing service technologies, there is an emerging consensus that more research is needed
in the area, especially in understanding transformative power of smart service and managerial
responses related to strategy, design, and operations (Dreyer et al., 2019; Kunz et al., 2019).
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Recently, the research of smart service has been reviewed to provide a comprehensive research
agenda for future development. In their review, Dyer et al. (2019) approached smart service from
the perspective of the service lifecycle categorizing existing research in five groups. Kabadayi et
al. (2019), in turn, explored the applications of smart service in the hospitality and tourism
describing the dimensions of customers’ smart service experience. While both of these studies
are methodologically based on a literature review of smart service their contributions are framed
within a specific discipline or context. However, there is a need for expansion and reconciliation
of the diverse landscape of smart service that can serve as a basis for the cross-disciplinary
exploration of its transformative role. This study aims to address this research challenge.
Method/Approach
A systematic literature search was conducted to address the research challenge following general
recommendations for systematic reviews in business research, (Torraco, 2005; Tranfield, Denyer,
& Smart, 2003). The data collection was conducted in the first part of 2019. We used 16 search
words across 33 academics and three practitioner-oriented journals, both service-specific and
non-service-specific (marketing, general management, operations management, information
system). In addition to keywords with abbreviations of “smart” and “digital,” we used tech-related
keywords such as “big data,” data-driven,” “innovative,” and “value-added.” The considered time
frame for the publication year was from 1983 to 2019. The search yielded 157 relevant results
with a total hits N=13.022, while 21% of the relevant results came from practitioner-oriented
journals. The authors used two-coder screening to detect relevant articles with a third coder
employed in case of discrepancy.
Results/Findings
The findings indicate the following dimensions of smart service building blocks.
Development: The data shows a significant increase in the number of articles exploring smart
service over the last years. This change was predominantly facilitated by the technology
development and technological progress that led to higher degrees of objects, people, and
systems being interconnected and embedded. The early research on smart service was mainly
focused on individual technology applications, whereas a recent shift toward service ecosystems
is emerging.
Context: The key sectors in the focus of smart service research across disciplines are healthcare,
tourism, household security, electricity management, industrial service processes, transportation,
as well as public and governmental services.
Disciplinary Focus: Research in marketing and service domains evolves around usage,
experience, and behavioral challenges, in management domains around capability building and
organizational learning, business models, and strategic challenges, and in information system
domains around process support, and optimization challenges. Interestingly, technology focus
related to smart service varies both between and within disciplines. Papers in the service domain
often have a broad focus conceptualizing smart service through multiple, and not specific
technologies.
Thematic Focus: Three general themes appeared when reviewing the data from an empirical
perspective: Applications of smart services within businesses, how the smart services are
changing and transforming the everyday activities of individuals, and smart services as facilitator
and enabler of improved and more efficient activities and experiences.
Dimensions of smartness: Smart service is usually defined through the presence of an
autonomous system or object. Given the various disciplinary domains, we can identify five
characteristics of smart services: autonomy, adaptivity, interactivity, embeddedness, and agency.
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Based on our findings, we developed an integrative framework that provides a structured and
integrative synthesis of smart service usage. This framework is used to exemplify the applications
in the contexts of individual service offerings (micro-level), service ecosystems (meso-level), and
smart cities (macro-level). The framework additionally serves to identify the agenda for future
research.
Discussion and implications
By using the existing literature to delineate the concept of smart service, we provide an integrative
insight into the state of smart services and guidelines for more structured and focused research.
The theoretical and empirical contributions of the study involve proposing an integrative definition
of smart service and reconcile the diverse understanding of smart service studies in disciplines
including marketing, management, and information systems. The study contributes by delineating
the diverse and emerging challenges related to research on smart service, providing and
integrative framework and serving as a reference for both researchers and practitioners in
understanding the value of smart service ranging from individuals such as consumers to
collectives such as cities (Kunz et al., 2019; Porter & Heppelmann, 2014).
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Introduction to the research problem
This paper explores the benefits of neurophysiological measures to explore the dynamic nature
of the customer experience. Unlike retrospective self-report measures, neurophysiological
measures allow in-the-moment and dynamic measurement of emotion along the customer
experience. This study is conducted in a real-life context in which a series of touch points,
including a service failure, are compared between two types of service interfaces (self-service
technology versus human intervention). Our study showed that neurophysiological measures can
be better equipped to unveil the dynamic nature of the customer experience and, in some cases,
better reconciles with the found effect on the observed outcome variables (e.g., satisfaction,
complaint intentions) than the self-report measures of valence. Taken together, these findings
have important implications for both practitioners and researchers that want to understand,
measure, and optimize emotions along the customer journey, and the impact of human versus
machine service encounters on the customer experience.
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Introduction to the research problem
User-generated content (UGC) is a widely growing and popular form of social media with the
development of Web 2.0 technologies (Chia, 2012; Burmann, 2010). Over the last decade, UGC
has become a growing research stream (Romaa & Aloini, 2019; Timoshenko & Hauser, 2019). In
this context, the construct of credibility has also been largely studied by behavioral and social
scientists (Sternthal et al., 1978; Keller & Aaker, 1997; Herbig et al., 1994). Past studies suggest
that UGC is more credible than a producer or marketer-generated messages (e.g., advertising).
Negative UGC can lead to significant harmful impact for brand (e.g., Cheong & Morrison, 2008).
Within UGC, selfies have quickly become a growing phenomenon (Gannon & Prothero, 2016;
Fox et al., 2018). More than 300 million selfies have been posted on Instagram in 2018 (Smith,
2019), and many people are posting selfies with brands (Presi et al., 2016; Sung et al., 2018).
Increasingly, companies work together with individuals such as micro influencers who promote
brand selfies (e.g., Abidin, 2016). However, companies neither know how brand selfies can
convey credibility nor how to measure the credibility of brand selfies. In other words, a
conceptualisation and reliable and valid scale for measuring brand selfie credibility has not yet
been developed. This is the major gap in the literature and this study attempts to fill this gap
comprehensively by achieving three aims: (a) to explore the meaning and scope of brand selfie
credibility, (b) to construct and validate a scale to empirically measure brand selfie credibility from
a viewer’s perspective, and (c) to identify and explore the relationship between antecedents and
outcomes of brand selfie credibility.
Literature review
The rapid advances in the digital and mobile technologies provide new platforms for consumers
to present their true selves in the social media marketplace (Chauhan & Pillai, 2013; Hess, 2015;
Kim, 2018), especially via content (Huotari et al., 2015; Duan & Dholakia, 2017). The content such
as product usage messages, product reviews, recommendations, and visual content-sharing,
which is created and shared through social networks by consumers is better known as UGC
(Fergie et al., 2016; Kim et al., 2017). In this context ‘selfies’ have emerged as a unique form of
visual images within UGC (Gannon & Prothero, 2016, Fox et al., 2018).
The term ‘Selfie’ refers to a self generated photograph, which is created with a smartphone,
webcam or digital camera and shared through social media (Oxford Dictionaries, 2013; Lobinger
& Brantner, 2015). Due to the growing popularity of selfies, the term was the word of the year in
the 2013 Oxford Dictionaries. Google reported that in 2014, 93 million selfies had been taken per
day on the Android platform (Brandt, 2014). Thus, it is possible to argue that the selfie
phenomenon has quickly become a vital aspect in the human self expression and self
communication, and thus it is a significant concept within social media.
Given their capacity for self expression, selfies can assist marketers in humanising marketing
efforts. This has made selfies a critical topic in marketing (Kedzior et al., 2016; Lim, 2016; Presi
et al., 2016; Rokka & Canniford, 2016). Selfies also play an important role in product and brand
marketing, since emotional displays of consumers in a ‘brand selfie’ can lead to more engagement
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with the brand (Lim, 2016). Presi et al. (2016) define brand selfies as a type of self-image which
demonstrates everyday consumption activities involved with a brand. In addition, unlike the use
of celebrity endorsers or other spokespeople, brand selfies can be posted and shared by ordinary
consumers as a visual image in association of their real and true emotions towards the brand
(Marwick, 2015; Iqani & Schroeder, 2016; Lim, 2016; Presi et al., 2016; Rokka & Canniford, 2016).
However, companies have no connection with these ordinary consumers, since each consumer
is not necessarily an influencer. Further, there is a need for firms to monitor brand selfies to
understand the underlying marketing messages. Therefore, firms may use influencers, in
particular, nano and micro influencers to endorse their brands in a brand selfie form (Abidin,
2016). If a brand selfie which is endorsed by an influencer has higher credibility, it may be more
persuasive to viewers (Herbig & Milewicz, 1993). Hence, companies need to ensure to what
extent brand selfies can convey a credible message, and what the elements in brand selfies are
that create credibility.
Method/Approach
This study adopts an exploratory sequential mixed methods approach for scale development that
is built in three phases (Creswell & Creswell, 2018). This study follows the procedures of past
studies in scale development (e.g., Churchill, 1979; Netemeyer et al., 2003) and adopts a ninestage process to develop a scale to measure brand selfie credibility (e.g., Churchill, 1979; Gerbing
& Anderson, 1988; Mrad & Cui, 2017). In fact, this research has four studies. Firstly, following the
literature review, focus groups are conducted to generate an extensive list of items for brand selfie
credibility (study 1). Secondly, semi-structured interviews will be conducted with experts to screen
the items (study 2). Thirdly, a pilot survey (study 3) will be conducted in order to purify the
measurement items. Finally, a large scale national survey will be conducted using panel data of
a market research firm. The data will then be used to determine the dimensionality, reliability and
validity of the new scale.
So far, focus groups have been conducted with 17 participants (study 1). Each session lasted 6090 minutes in length and was video recorded.
Following focus groups, video recordings were transcribed. Each transcript was then subject to
detailed constant comparison analysis for conceptual specification (e.g., Mukherjee et al., 2018).
This study used NVivo software to code and categorize the data (Nowell et al., 2017).
Results/Findings
As a result of the focus groups, an initial pool of 196 items was generated to represent the
conceptual domain (Churchill, 1979). Following procedures in the literature to screen the item list
(e.g., Mrad & Cui, 2017), 42 items were removed, resulting in 154 items.
Discussion and implications
This study will contribute to theory, methodology and practice in a number of ways. First, the study
develops a theoretical understanding of brand selfie credibility. Thus, it contributes to marketing,
branding and consumer behavior literature (Presi et al., 2016; Sung et al., 2018). Second, it
develops a new scale for this concept and contributes to the methodology and the UCG literature
(e.g., Smith et al., 2012). Besides being of theoretical value, this study can help brand managers
develop strategies for making greater use of brand selfies and enhancing their credibility.
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Introduction to the research problem
Service robots are the future, there’s just one problem: we don’t like them very much. Research
has pointed out humans may not always trust robots (Wirtz et al., 2018) which could lead to a
poor service experience and the failure of social robots as a service innovation (van Pinxteren,
Wetzels, Rüger, Pluymaekers, & Wetzels, 2019). Past research has primarily focused on how the
individual traits of consumers support technology adoption, such as those with a tendency to
humanise technology (Epley, Waytz, & Cacioppo, 2007), those with greater inherent trust in
technology (Hoff & Bashir, 2015), and those with high levels of innovativeness (Hirunyawipada &
Paswan, 2006). However, this research proposes that it is not only a case of who consumers are,
but also, of who consumers think the robots are. If consumers differ from one another in terms of
their own personalities, then perhaps consumers also differ in how they perceive personality in
robots and how this influences their experiences.
Literature review
The customer experience created by service robots is important to ensuring adoption. Customer
experience includes sensorial, emotional, relational, pragmatic, lifestyle and cognitive
components (Gentile, Spiller, & Noci, 2007). To support the more social components of customer
experience (emotional, relational, lifestyle), it is important to consider how social ties are created
and enhanced. Recent research has found that consumers are more likely to relate socially to a
robot that has flaws and biases like a human – for example, a robot capable of forgetting
someone’s name (Biswas & Murray, 2017). Initial research has further suggested consumers are
more likely to respond well to robots if they perceive the robot’s personality as being congruent
with expected roles (Tay, Jung, & Park, 2014), indicating that consumers do tend to perceive a
personality of robots and evaluate robots based on these assumptions. One element that has not
been widely examined is whether different groups of consumers may assign different human
personality traits to service robots. This paper presents an exploratory study into how the
assignment of the big 5 personality variables to a service robot differs between consumers, and
aims to answer the following research question: Do people differ in how they perceive service
robots’ personalities?
Method/Approach
Nine hundred and fifty-three participants undertook an online survey with exposure to service
robot, with questions including the Ten-Item Personality Inventory (TIPI: Gosling, Rentfrow, &
Swann, 2003), as well as outcome variables to profile the clusters. In order to answer the research
question, a two-step cluster analysis was conducted. Two-step cluster analysis allows small
groups or segments to be identified within a dataset (Norusis, 2011) and is considered to be an
accurate and useful form of cluster analysis (Norusis, 2008; Tkaczynski, 2017).
Results/Findings
The cluster analysis resulted in a three-cluster solution and a model that was deemed as having
acceptable fit. The three clusters are:
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Cluster 1: Robots are hardworking and sociable (“Friends”)
Cluster 2: Robots are neurotic and hard to read (“Enigmas”)
Cluster 3: Robots are hardworking and shy (“Workers”)

It should be noted that given that these clusters reflect how initial impressions of robots can
influence our evaluations and actions. This is of key importance in the field of service robotics,
where initial impressions are now being formed as more robots make their way onto the frontline.
The cluster membership was then examined via an ANOVA designed to uncover the effect of
cluster membership on key outcome variables. Table 1 summarises the cluster characteristics
and relevant outcomes.
Table 1: Summary of Cluster Characteristics and Outcomes

Neuroticism
Conscientiousness
Openness
Extraversion
Agreeableness
Outcomes
Purchase Intentions
Liking for robot
Compatibility with lifestyle

“Friends”
Robots are hardworking
and sociable
Low (1.62)
High (6.28)
High (4.83)
High (4.77)
High (5.50)

“Enigmas”
Robots are neurotic and
hard to read
High (3.72)
Low (4.51)
Moderate (3.92)
Moderate (3.82)
Low (4.04)

Highest
Highest
Highest

Lowest
Lower than 1 but not 3
Lowest

“Workers”
Robots are hardworking
and shy
Low (1.77)
Moderate (5.98)
Low (2.52)
Low (2.75)
Moderate (4.41)
Moderate
Lower than 1 but not 2
Moderate

Cluster One: Robots are hardworking and sociable “Friends”:
People who fall into this cluster see robots as calm, hardworking, open, extroverted and
agreeable. This cluster has been characterised as seeing robots as “friends” and has the highest
proportion of positive outcomes.
Cluster Two: Robots are neurotic and hard to read “Enigmas”:
People who fall into this cluster see robots as emotionally unstable (neurotic), moderately
hardworking, moderately open and extroverted, and not very agreeable. This cluster has been
categorised as viewing robots as “enigmas” and has the highest proportion of negative outcomes.
Cluster Three: Robots are hardworking and shy “Workers”
People who fall into this cluster see robots as being emotionally stable, somewhat hardworking,
not open to experiences, introverted, and somewhat agreeable. This cluster has been categorised
as viewing robots as “workers” and tend to be ‘on the fence’ about key outcomes. This is the
cluster that is most likely to tip into one of the other clusters – either friends or enigmas.
Discussion and implications
This research has illustrated that people do differ in how they perceive robot personalities in line
with the big five personality inventory. Specifically, three clusters emerge that see robots as
friends, enigmas, or workers. Theoretically, this indicates that human personality theories apply
to how consumers perceive robots. These perceptions are key to determining evaluations of, and
outcomes for, service robots. This has impacts for the relational and emotional elements of the
customer experience framework in particular. Practically, this means that practitioners need to be
aware not only of who their customers are, but more importantly, which cluster they fall into. Future
research may examine the additional impact of role-congruent framing in services messaging and
servicescape design (e.g., a robot ‘friend’ that acts like a friend, etc). To overcome limitations,
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further work may replicate this study in additional contexts or with different personality inventories,
and may enhance the richness of the profiles through qualitative investigation.
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Track: Customer experience and engagement
Introduction to the research problem
The role of social influence on the consumption process is undisputed (e.g., Bearden & Etzel
1982; Argo, Dahl, & Manchanda 2005). Nowadays, even more ubiquitous shopping companions
than friends or family are customers’ smartphones. According to a recent survey, an impressive
93% of shoppers utilize their smartphones to help them make purchase decisions in the store
(SessionM 2016). Innovative retailers are trying to take advantage of customers’ smartphone
consultation during their shopping trip, such as by offering location-based, real-time customer-tocustomer online communities that enable shoppers in geographical proximity to a store or mall to
anonymously interact with each other (Bartelheimer et al. 2018). Such efforts create a new form
of interactive presence in offline shopping, which can be characterized as an ambiguous
interactive virtual presence. Given the novelty of this intriguing tool for offline retailers, no research
has been conducted to date that tests customer responses to an ambiguous interactive virtual
presence on customers’ shopping experience and subsequent behaviors. Hence, with this
research, we seek to offer initial insights on the effect of an ambiguous interactive virtual presence
on customers’ loyalty toward the retail store and its comparison to different types of interactive
presence.
Literature review
Extant research suggests that many consumers enjoy socially interacting with others during a
shopping trip and consider these interactions an important part of the overall shopping experience
(Mangleburg, Doney & Bristol 2004; Pan & Zinkhan 2006). Hence, in this research, we argue that
providing customers with the opportunity to interact with ambiguous, virtually present others
during their shopping trip can act as a vehicle to foster customer store loyalty toward the focal
retail store, conceptualized as a customer’s (intended) purchase and referral behaviors (Babin &
Attaway 2000; Bloch, Sherrell, & Ridgway 1986; Oliver 1999). We define an ambiguous interactive
virtual presence in our research as a customer’s interactions with one or several unknown (i.e.,
anonymous) fellow shoppers via a mobile app-based online community during an offline shopping
trip. The online community provided by the focal offline retailer represents a virtual social entity
consisting of geographically proximate existing or potential customers and facilitating the
exchange of opinions and information regarding the offered products and services (Srinivasan,
Anderson, & Ponnavolu 2002). We propose hedonic shopping experience as the psychological
mechanism underlying the loyalty effect, such that an ambiguous interactive virtual presence
enhances the hedonic quality of the shopping experience. Hedonic shopping experience reflects
customers’ subjective perceptions of the potential entertainment and emotional worth of a
shopping episode, resulting from fun and playfulness instead of from the utilitarian need for the
product or service (Babin, Darden, & Griffin 1994). Thus, we derive H1 as depicted in Figure 1,
Panel A.
Beyond, we suggest the loyalty effect of an ambiguous interactive virtual presence, as compared
with other relevant types of interactive presence in offline retail, to be contingent on customers’
enjoyment of the interactive presence. Specifically, we compare an ambiguous interactive virtual
presence with a nonambiguous interactive virtual presence (i.e., consulting a geographically
distant peer via smartphone while shopping) and a nonambiguous interactive social presence
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(i.e., shopping with a well-known companion), which have been identified in previous research as
enhancing customers’ hedonic shopping experience and loyalty (Mangleburg, Doney, & Bristol
2004; Mascarenhas & Higby 1993). Customers’ enjoyment of interactive presence is defined as
the extent to which the activity of using a specific type of interactive presence is perceived to be
pleasant in its own right, aside from any purchase consequences resulting from these interactions
(Davis, Bagozzi, & Warshaw 1992). Even if all three types of interactive presence might be
enjoyed by customers, they likely differentially attribute their enjoyment. While customers attribute
enjoyment of nonambiguous interactive virtual or social presence to themselves, the availability
of and enjoyment from an ambiguous interactive virtual presence is likely attributed to the focal
retailer providing this additional service. Hence, an enjoyable ambiguous interactive virtual
presence more strongly contributes to the hedonic shopping experience at the retailer and hence
store loyalty than equally enjoyable, but self- rather than retailer-attributed virtual or social
interactions with friends. We hypothesize H2 and H3 as depicted in Figure 1, Panel B.
Figure 1: Effects of Ambiguous Interactive Virtual Presence on Customers’ Store Loyalty
A: Baseline Effect: Ambiguous Interactive Virtual Presence Enhance Customers’ Store Loyalty
Interactive Shopping Presence
Ambiguous
Interactive
VP
vs.
No Presence

Behavioral Response

Attitude-Strengthening Mechanisms

Hedonic
Shopping
Experience

H1+

H1+

Store
Loyalty

H1: An ambiguous interactive virtual presence, compared with no interactive presence, has a positive effect on customers’ store loyalty,
mediated by customers’ hedonic shopping experience.

B: Contingency Role of Customers’ Enjoyment of Interaction
Interactive Shopping Presence

Behavioral Response

Attitude-Strengthening Mechanisms

Ambiguous
Interactive VP
vs.
Nonambiguous
Interactive VP

Ambiguous
Interactive VP
vs.
Nonambiguous
Interactive SP

Hedonic
Shopping
Experience

H2+

H2+
H3+

Store
Loyalty

H3+

Enjoyment of Interactive
Presence
Experience Attribution
H2: The effect of an ambiguous interactive virtual presence, compared with a nonambiguous interactive virtual presence, is
contingent on customers’ enjoyment of the interactive presence. When enjoyment is high, an ambiguous interactive virtual presence
has a positive effect on customers’ store loyalty, mediated by customers’ hedonic shopping experience.
H3: The effect of an ambiguous interactive virtual presence, compared with a nonambiguous interactive social presence, is contingent
on customers’ enjoyment of the interactive presence. When enjoyment is high, an ambiguous interactive virtual presence has a
positive effect on customers’ store loyalty, mediated by customers’ hedonic shopping experience.
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Method/Approach
We conducted an experimental scenario study employing a unifactorial between-subjects design
with four groups (three treatment groups and one control group) that vary in terms of the type of
interactive presence during a shopping trip at a clothing retailer. All participants were told that
they are searching for an outfit to wear at a party; in the treatment groups, participants requested
feedback from others while trying on the selected clothes. Participants are recruited on
clickworker (similar to Amazon MTurk), an unsupervised online platform on which participants are
paid for participating in a survey (Goodman, Cryder, & Cheema 2012). In total, 213 respondents
from the United States were randomly assigned to one of our four experimental scenarios. We
adapted established scales to measure hedonic shopping experience (Babin, Darden, & Griffin
1994), store loyalty (Sirdeshmukh, Singh, & Sabol 2002), and enjoyment of interactive presence
(Venkatesh 2000). All common thresholds for reliability and validity assessment are exceeded.
Results/Findings
We use regression-based analyses to test the hypothesized effects, which is well suited for
analyzing experimental data with mediators (Buechel & Janiszewski 2013). In line with H1, we find
a positive indirect effect of ambiguous interactive virtual presence (vs. no presence) on store
loyalty, mediated by hedonic shopping experience (β = .23, p < .05). There were no significant
differences in hedonic shopping experience between the three groups. However, adding the
moderator enjoyment of interactive presence significantly increases the explained variance of
hedonic shopping experience (∆R² = .36, p < .01). Supporting H2 and H3, when enjoyment of the
interactive presence is high, an ambiguous interactive virtual presence exerts a positive effect on
store loyalty, as compared to a nonambiguous interactive virtual presence (index of moderated
mediation: β = .16, p < .05) and a nonambiguous interactive social presence (β = .14, p < .05).
Discussion and implications
The results from our study indicate that ambiguous interactive virtual presence indeed can
effectively enhance customers’ store loyalty. Specifically, we contribute to service research and
practice in three ways. First, we establish a baseline effect of an ambiguous interactive virtual
presence in a retail setting. We theoretically argue and empirically demonstrate the existence of
a loyalty effect of an ambiguous interactive virtual presence on customers’ store loyalty. Thus, our
research identifies this new type of interactive presence in offline shopping as an innovative tool
that that retailers can use to enhance customer relationships. Second, we identify customers’
hedonic shopping experience as the relevant psychological mechanism that explains the loyalty
effect. We show that the virtual interaction adds a hedonic value to the consumption experience
compared to no interaction during the shopping trip. Third, we compare three relevant types of
interactive presence in offline shopping and identify the contingency role of customers’ enjoyment
of interactive presence; an ambiguous interactive virtual presence facilitates the attribution of
enjoyment to the focal retailer. Overall, our research offers initial insights on the favorable effects
of location-based, real-time customer-to-customer online communities as a new, intriguing tool
for offline retailers to augment customers’ shopping experience.
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Track: Service employees
Introduction to the research problem
Academic studies and practitioner reports alike claim that human work is increasingly disrupted
or even determined by information and communication technology (ICT) (Cascio & Montealegre,
2016). As one outcome of this, a considerable share of jobs currently performed by humans would
be susceptible to automation. These reports often sketch a picture of ‘machines taking over’
transactional jobs typically found in manufacturing but also in service settings such as call centers
and back-office environments. In a different vision, achieving flexibility and adaptability in service
systems requires a new positioning of employees. Several companies are rediscovering the
crucial role of employees as the most flexible entity in executing processes, and they
acknowledge the human worker as the central element (Bork, 2018; Oliva & Kallenberg, 2003).
Hence, we need to understand the relevant work practices in the given context in order to create
ICT supported (Richter, Heinrich, Stocker, & Schwabe, 2018; Sousa & Voss, 2008).
Contingency theory proposes to focus on best-in-class practices which should be enabled by
companies by implementing the relevant structure (Donaldson, 2001). Following the necessity of
considering best practice related contingencies when developing systems (Sousa & Voss, 2008),
we are interested in the ways in which patterns of work (work practices) on the shopfloor coevolve
with the systems themselves and the organizational context in which they exist. Understanding
how these patterns of work can be better embodied into artifacts we find the concept of Narrative
Network useful. Narrative Networks is an appropriate conceptual tool when examining ‘live
routines’, where different patterns of action are expected to emerge over time, therefore,
facilitating a dynamic and longitudinal focus on organisational practices (Pentland & Feldman,
2008; Yeow & Faraj, 2008). Hence, our research question is how narrative networks can be
employed for operations in service settings.
Literature review
Drawing on structuration theory (Giddens, 1984), Actor-Network Theory (Latour, 2005; Law,
1992), and the theory of organizational routines (Feldman, 2000; Feldman & Pentland, 2003),
narrative networks explicitly focus on the variety of performances that might be or have already
been (Pentland & Feldman, 2007). Rather than presenting a single narrative or account, narrative
networks are composed of “narrative fragments” from many different perspectives and many
different stakeholders, showing how each partial and incomplete view contributes to a holistic
lived practice. In its most basic form, it states “who does what”. The networks of fragments
describe the variety of patterned actions that multiple actors take over time with regards to a
specific goal or purpose at a macro-level (Yeow & Faraj, 2008).
Pentland and Feldman (2007) proposed the following key principles for the NN perspective:
action, patterns and contingency. Organizations should be understood from the actions of
organizational actors and artefacts involved in organizational practices. Such actions often
manifest as observable patterns but these patterns are not rigid and fixed. Rather, patterns of
actions are contingent in that they may contain a number of alternatives while tracing a general
path (Yeow & Faraj, 2008).
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Unlike other graphics representations narrative networks are analytical tools to understand both
current practices and potential new narratives and routines that could result from changes in either
human behaviour or the context in which behaviours occur. They can be used to augment formal
process models to focus on organizational processes in practice (Hayes, Lee, & Dourish, 2011).
Research Method
We examine narrative networks in the context of a large automotive supplier focussing on
maintenance employees who provide an internal service for the manufacturing processes.
Following the general recommendations of a narrative network approach we utilise scenariobased design to understand the actors within the network and how they interact (Rosson & Carroll,
2002). Hence, we developed problem scenarios and analysed these as the basis of the theory
building phase. We used activity scenarios to develop a solution in the design phase and to
evaluate it, which allowed us to describe and discuss a future system at an early stage in the
development process (Rosson & Carroll, 2009). Our empirical analysis is based on different
collection techniques and data sources (Benbasat, Goldstein, & Mead, 1987) to achieve a rich
and flexible research process (Dubé & Paré, 2003). See Figure 1 regarding details.

Figure 1: Data collection

Results/Findings
Employees providing services for production are working in a three-shift operation which follows
the 24 hour production cycle. The relevant roles are operators and team leaders. We identified
the following main problem scenario: The maintenance of machines takes place according to a
defined plan which is documented on paper-based instruction sheets. Operators conduct the
maintenance while team leaders are responsible for monitoring while not being able to control
whether individual tasks were executed properly and not having detailed information about what
exactly was done. Figure 2 depicts the problem scenario.

Figure 2: From paper-based maintenance work to integrated workflow control

Building on the problem scenario as described above, we created an activity scenario to
demonstrate a digital solution’s potential to support the employees in their daily work. When
carrying out the shift-wise maintenance process, a tablet guides Josephine through the execution
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steps. As shown in figure 2, Martin has an opportunity to check the provided information via his
tablet. The system provides Josephine with precise information on each step, enriched by images
that show her what to do. This makes maintaining all the machines, even the ones she maintains
less frequently, far easier. She can provide precise information on her actions in each step without
time-consuming documentation and Martin can provide his ideas instantly.
Discussion and implications
The traditional approach to the design and implementation shop floor systems puts the system
itself as the ultimate end goal of the design process. This approach, however, may not be well
suited for understanding and designing around the complex organizational routines of the
dynamic shop floor. The traditional approach views routines as things to be modelled to then be
concretized in the system itself. Instead, here, we argue that narrative networks offer another
perspective, one that privileges the notions of live routines and the autonomy of the individual
human actors. We can use this perspective to design systems and processes that are more
appropriate in terms of their recognition of routines as generative not prescriptive.
Put simply, traditional design science that is so prevalent in designing large scale collaborative
systems for services, provides a view of how processes should occur. As an alternate view,
narrative networks, provide a view of the variety of performances or narratives that could be
generated based on recognizable patterns of organizational routines. We describe how to start
with routines and develop the artefact out of that. We capture dynamics first from a case (Patterns
of behaviour), theory based as well, and then develop the artefact. Hence, we add a new
perspective to service system design by emphasising routines and the artefact is combined with
routine patterns so that this emphasis on scenarios (typical routines) serves as building block of
a narrative. The results provide means how to understand narrative networks to design solutions
that enable the empowerment of employees using IT.
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Introduction to the research problem
Robots are on the rise as are resultant new consumer focused business models (Newell &
Marabelli, 2015). Yet, many options are still conceptual and respectively used only in trial
instances (Kaplan & Haenlein, 2019). An emerging trend is the detection of a potential customers
emotional state (e.g. by cameras) and the subsequent proactive offering of appropriate services.
Pro-active services are offered to customers without customers having previously requested a
service (Leyer, Tate, Bär, Kowalkiewicz, & Rosemann, 2017). There is however little research on
consumer reactions, new business opportunities or the ethical implications of such interactions.
It is therefore timely to understand when and how individuals accept robotic interventions based
on algorithms as this experience is different to traditional human interaction. It is thought that
customer emotions will play an important role as robots may be perceived as overly analytic and
impersonal, (while trying to appear human or trying not to be perceived as robots) (Leyer &
Schneider, 2019). We know that technological innovation is already available that allows
algorithms to detect emotions and react to certain expressions1. There is however little known
regarding the relationship between human emotions and robots (Volz & Hertwig, 2016) in various
service contexts.
While there is ample research that examines the effectiveness of different marketing messages
in different contexts, we are not aware of any previous studies that consider the impact of realtime emotion detection by robots on the effectiveness of offers. Hence, our research question is
how individuals react to pro-active real-time offers from robots detecting their emotional state.
Literature review
Pro-active offers are provided to potential customers without any action to express their need or
demand (Leyer et al., 2017). The provision of pro-active offers is based on observing individual,
real-time, fully contextualized actions and processes. This is distinct from advertisements based
on observing similar characteristics among potential customers, or developing recommendations
targeted based on trends in customer segments (“people like you also bought”). A pro-active offer
can be one of three different types (Leyer et al., 2017): (1) Simplification: Provision of information
regarding an offer; (2) Enhancement: Offering a specific service or product; (3) Outsourcing:
Automated execution of services or provision of products. In this article we focus on enhancement
as the relevant type of pro-active offer. Someone or something has to observe potential customer
behaviour, process this information and then offer a product or service pro-actively in response.
We adopt attachment theory (Bowlby, 1973, 1980, 1982) to understand the relationship of a
customer and the promoter as the theory describes the relationship of a human being to other
human beings. Such a relationship is understood as one-way, meaning that it does not need to
be reciprocal but is rather relevant from the perspective of each human being independently. The
theory suggests that human beings continuously search for others that support their needs best
and provide security. This pattern of behaviour is formed for example when a baby mostly
connects to the mother figure and sets the foundation for further relationships. Hence, attachment
evolves for familiar figures that are expected to provide safe support. It might also be possible to
1

E.g. https://venturebeat.com/2019/04/30/nextech-ar-tool-watches-your-face-as-you-shop-pitches-when-you-smile/).
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achieve an attachment for abstract figures such as robots, but this is very difficult as we have no
experience about the algorithm-enabled robot’s values and beliefs which prevents us from
detecting similarities (Siegrist, Earle and Gutscher, 2003). According to attachment theory, this
expected similarity with human beings' manifests in attachment and leads to humans preferring
other humans for positive actions (Seeger, Pfeiffer, & Heinzl, 2018; Wang & Benbasat, 2008).
Based on attachment theory, a higher feeling of attachment towards the promoter (person or
screen) increases the possibility that an unsolicited pro-active offer based on emotion detection
will be perceived as inappropriate, opportunistic, or transgressing social norms, resulting in
negative behaviour including rejection of the offer. Figure 1 provides an overview on the research
model.
Figure 1: Research model

Attachment

H3
H2

H3
H1

Pro-active offer
 Shop owner
 Robots

Acceptance of offer

H1: The higher the attachment to the promoter delivering the pro-active offer,
the lower the acceptance rate of the offer.
H2: An in-person contact will lead to a higher attachment in a pro-active offer setting
based on emotion recognition than a robot.
H3: The effect of a promoter on the acceptance in a pro-active setting based on
emotion recognition offer is mediated by attachment with the promoter.

Method/Approach
This study details a mixed-method, scenario-based study (large quantitative study with a
supplementary qualitative question on the reason for the delegation behavior shown) in an airport
merchandising context. We compare customer acceptance rates for pro-active product and
service offers (hedonic and utilitarian) generated by emotion detecting robots or humans. 520
participants are recruited on Clickworker following the guidelines of Goodman, Cryder, and
Cheema (2012).
Results/Findings
Our quantitative results show that services (hedonic and utilitarian) negative attachment-related
behaviors can be observed, where perceived attachment to a human agent made it more likely
that the customer would see a pro-active offer as intrusive or transgressive and reject the offer.
In a comparison to product offers, our model is only valid for a hedonic offer. Our qualitative results
point to a wide range of factors that help to explain these equivocal results. We find both curiosity
and anxiety towards emotion detecting AI are present. However, especially for the utilitarian
product there is a comparably high level of perceived kindness towards a human. Other factors
include the utility of the offer, the degree to which the offer is perceived as intrusive or “creepy”
and the internal state and habitual behaviors of the customer.
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Discussion and implications
Our results confirmed the significance of the “promoter” (human or robot) on feelings of
attachment, and the significance of feelings of attachment in mediating acceptance or rejection of
a proactive offer for hedonic and utilitarian services. Although the results were significant, the
effect sizes were small, and interestingly, as we hypothesized, the influence of attachment was
negative or neutral, not positive. This is an interesting and important finding, as it suggests that
human agents are not always optimal for making proactive offers, but may engender negative
emotions and behaviours.
Overall, our results suggest that organizations can feel confident in experimenting with generating
pro-active offers based on algorithm-based emotion recognition. Although there is a level of
suspicion about the technology, there is also a level of curiosity and acceptance that such
technologies are likely to become an increasing part of the commercial landscape and are “only
doing their job”. However, there was also a fairly high level of ignorance, with many customers
confidently making assertions along the lines of “a robot could not possibly know how I feel”. We
expect that over time, both understanding of effective use of such technologies, and
understanding of any consumer protections that may be required will mature.
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Introduction to the research problem
The application of self-service technology (SST) is rapidly growing, especially in developing
countries. A 2016 market research report forecasted that Asia-Pacific self-service technology
market will reach at least a 17.0% compound annual growth rate from 2015 to 2022 (Grand View
Research, Inc., 2016). Self-service technologies provide service businesses with the benefits of
less personnel costs, better service efficiency, and more standardized service quality
(Bitner,2001; Curran et al., 2003; Dabholkar et al., 2003; Meuter et al., 2000; 2003; 2005).
Consumers also gain privacy, independency and autonomy from SST usage (Meuter et al. 2005;
Zhu et al., 2013). Albeit SSTs offer numerous benefits, there still exist adoption barriers
(Chemingui & lallouna, 2013), as consumers have to learn how to use SST and self-solve
operation problems (Rust & Kannan, 2002). The try-and-error self-learning process oftentimes
creates consumer anxiety, frustration, and felt incapability, thus the learning difficulties and
psychological adjustment during technology trial-out need to be addressed and managed (Mick
& Fournier, 1998; Petrina et al., 2008). However, service firms who neglect customers’ learning
needs for adaptation may falsely assume customers’ willingness and ability to use new SSTs. In
this case, consumer learning especially self-regulated learning becomes a critical key to SST
usage and mastery and so as to self-service usability. Such SST self-learning requires not only
declarative, procedural, and conditional knowledge for technology usage but also abilities of
debugging, adjusting and strategically coping and seeking solutions (Zhu et al., 2013), which
highly hitches on consumers’ metacognitive ability and experience that facilitate the psychological
processes of exploration, reflection, and problem-solving (Flavell,1987). Thus, this study draws
on the metacognition theory to investigate consumer SST learning and usage so that the study
can go beyond the past technology acceptance inquiry that only focuses on perceived ease of
use and perceived usability of technology.
In addition to ability, motivation and opportunities to use SSTs also greatly facilitate consumer
learning (Hibbert, Winklhofer, and Temerak, 2012). For example, when adopting a new social
media application, motivation, opportunity, and ability are found all important to users (Leung &
Bai, 2013; Para-López et al., 2012). Therefore, this study applies the motivation-opportunity-ability
(MOA) framework and incorporates SST metacognition (as ability) with motivation to use SSTs
and SST quality perception (as opportunity) to examine how these facilitators affect SST usage
and mastery and subsequent emotional responses and behavioural coping.
Theoretical Background and Hypotheses
Based on the motivation-opportunity-ability (MOA) model (MacInnis et al., 1991), this study
accentuated the preceding influence of motivation among the MOA determinants and proposed
that motivation to use SSTs will positively affect SST quality perception (H1a) and SST
metacognition (H1b). Then the opportunity factor, SST quality perception, was expected to
enhance consumer SST usage quantity (H2a) and mastery (H2b). SST metacognition, as the
ability factor, was hypothesized to only contribute to SST mastery that indicates SST usage quality
(H3). To examine if SST usage quantity will lead to SST mastery, H4 was proposed. For the
affective-behavioural reaction caused by SST failures, it was postulated that SST usage quantity
will positively engender both expressive (H5a) and active coping (H5b), while SST mastery will
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prompt active coping (H6). Finally, it was predicted that SST mastery will induce positive emotions
(H7a) and lessen negative emotions (H7b).
Method/Approach
A questionnaire that contains 44 measurement items on a seven-point Likert scale was modified
from the related literatures. Methods of purposive and convenience sampling to forums and online
communities that exhibit discussion threads and experience sharing about SST usage were
employed to solicit web participation from the respondents who have ever used SSTs at least
once. In the end, a total of 339 valid samples were obtained through the web survey. The sample
profile was nearly half-half genders (53.7% male and 46.3% female), 71.7% aged 21-30, 63.4%
college degree, 46.9% majored in business and 33% in engineering, and 52.6% employed. For
SST monthly usage, 36.9% used one to three times and 25.7% four to six times. On average it
took three minutes (39.5%) to five minutes (45.1%) to use SSTs per time. A structural equation
modelling (SEM) technique then was applied to analyse the data.
Results/Findings
All the reliability tests for each construct showed satisfactory results (Cronbach's alpha and CR
values all exceeding 0.7, AVE values 0.42~0.69). The roots of AVE were all higher than
correlations between pairs of constructs and thus conformed to discriminant validity criterion. The
fit indices all exceeded the suggested levels, indicating a good fit of the research model
(x²/df=2.661<3, GFI=0.971>0.9, AGFI=0.926>0.9, RMR=0.076<0.08, RMSEA=0.07<0.08,
NFI=0.944>0.9, CFI=0.963>0.9, IFI=0.964>0.9). Finally, the structural paths results supported
H1a, H1b, H2a, H2b, H3, H5a, H6, H7a, and H7b, but failed to sustain H4 and H5b.
Discussion and implications
Self-service technologies have brought service industries to a new territory. The keys of SST
success reside not only in technology design and growth but more in consumer psychological and
competency readiness. The findings of this study indicate that consumer motivation to use SSTs
helps grow SST quality perception and SST metacognition. SST quality perception further
engenders SST usage quantity and mastery, whereas SST metacognition only contributes to SST
mastery. Notably, SST usage quantity failed to lead to SST mastery, implicating that sheer
amount of SST usage does not guarantee SST proficiency which instead mainly comes from SST
metacognitive abilities. When consumers encounter service failures, heavy SST users in terms of
SST usage quantity tend to perform expressive coping (e.g., consulting others or seeking help)
while proficient SST users who can master SSTs adopt more active coping (e.g., independently
debugging and solving problems). This finding reveals that SST competency, attributed to both
SST quality and SST metacognition, critically determines how consumers will cope with and selfredress SST failures. Therefore, it is imperative for service providers to aid consumers in
developing SST proficiency and in the meantime render adequate assistance when consumers
seek help. Finally, the importance of SST mastery is reasserted when it demonstrates to not only
enhance positive emotions but also help alleviate negative emotions toward SST learning.
Inquiring from a consumer learning perspective, this study facilitates SST theory development by
filling the void of past research’s inattention to the consumer self-learning prerequisite and the
MOA determinants of SST usage and mastery. We also contribute by differentiating affectivebehavioural consequences between SST usage quantity and quality (mastery). In all, the study’s
findings shed light on the importance of motivating consumers and establishing their SST quality
perception and SST metacognition for service providers. Finally, adequate help is necessary and
should be increased with the extent of consumer SST usage.

PAGE 277

278

References
Bitner, M. J. (2001). Self-service technology: what do customers expect? Marketing Management,
10 (1), 10-11.
Chemingui, H., & lallouna, H. B. (2013). Resistance, motivations, trust and intention to
use mobile financial services. International Journal of Bank Marketing, 31(7), 574-592.
Curran, J. M., Meuter, M. L., & Surprenant, C. F. (2003). Intentions to use self-service
technologies: a confluence of multiple attitudes. Journal of Service Research, 5(3), 209-224.
Dabholkar, P.A., Bobbit, L.M., & Lee, E.J. (2003). Understand consumer motivation and
behaviour related to self-scanning in retailing. International Journal of Service Industry
Management, 14(1), 59-95.
Flavell, J. H. (1987). Speculations about the nature and development of metacognition. In F. E.
Weinert & R. H. Kluwe (Eds.), Metacognition, motivation and understanding, 21-29. Hillside,
NJ: Lawrence Erlbaum Associates.
Grand View Research, Inc. (2016). Self-service technology market analysis by product and
segment forecasts to 2022. https://www.grandviewresearch.com/industry-analysis/selfservice-technology-market.
Hibbert, S., Winklhofer, H., & Temerak, M. S. (2012). Customers and resource integrators:
toward a model of customer learning. Journal of Service Research, 15(3), 247-261.
Leung, X. Y., & Bai, B. (2013). How motivation, opportunity, and ability impact travellers’ social
media involvement and revisit intention. Journal of Travel & Tourism Marketing, 30(1-2), 5877.
MacInnis, D. J., Moorman, C., & Jaworski, B. J. (1991). Enhancing and measuring consumers’
motivation, opportunity, and ability to process brand information from ads. Journal of
Marketing, 55(4), 32–53.
Meuter, M. L, Bitner, M. J., Ostrom, A. L., & Brown S. W. (2005). Choosing among alternative
service delivery modes: an integration of customer trial of self-service technologies. Journal
of Marketing, 69(2), 61-83.
Meuter, M. L., Ostrom, A. L., Bitner, M. J., & Roundtree, R. (2003). The influence of technology
anxiety on consumer use and experiences with self-service technologies. Journal of
Business Research, 56(11), 899-906.
Meuter, M. L, Ostrom, A. L., Roundtree, R. I. and Bitner, M. J. (2000). Self-service technology:
understanding customer satisfaction with technology-based service encounters. Journal of
Marketing, 64(3), 123-144.
Mick, D. G., & Fournier, S. (1998). Paradoxes of technology: consumer cognizance, emotions,
and coping strategies. Journal of Consumer Research, 25 (2), 123-47.
Para-López, E., Gutiérrez-Taño, D., Díaz-Armas, R. J., & Bulchand-Gidumal, J. (2012). Travelers
2.0: motivations, opportunity and ability to use social media. In M. Sigala, E. Christou, & U.
Gretzel (Eds.), Social media in travel and hospitality: theory, practice and cases. Burlinton,
VT: Ashgate Publishing Company.
Petrina, S., Feng. F., & Kim, J. (2008). Researching cognition and technology: how we learn
across the lifespan. International Journal of Technology and Design Education, 18(4), 375396.
Rust, R. T., & Kannan, P. K. (2002). E-service: new directions in theory and practice. New York,
M. E. Sharpe, 45-46.
Zhu, Z., Nakata, C., Sivakumar, K., & Grewal, D. (2013). Fix it or leave it? customer recovery from
self-service technology failure. Journal of Retailing, 89(1), 15-29.

PAGE 278

279

Impacts of Technology Readiness, Self-Service Technology
Metacognition, and Technostress on Consumer Decision Comfort
and Usage Continuance Intention toward Augmented-Reality Retail
Services
Dr Shuling Liao1, Dr. Tseng-lung Huang1, MBA Yu-yi Tsao1
1

Yuan Ze University, Chungli, Taiwan

Track: Service technology
Introduction to the research problem
Facing fierce competition and rapidly changing consumer preferences today, how to manoeuvre
a multitude of ways to engage customers has become a pivotal issue to retailers. Notably, retailers
have found new merchandise visualization and interactive technologies, such as self-service
augmented-reality interactive technology (SS-ARIT), to provide customers with better sensory
experiences for the purchase (Huang and Liu, 2014; Kim and Forsythe, 2008a). Due to its
augmenting capabilities in immersing consumers into the products in the own surroundings, SSARIT enables to foresee the reality of the products in use, and thus provides interaction and
connection between the products and the real lives of consumers (Huang and Liao, 2015; 2017).
SS-ARIT also creates shopping entertainment for its triability and playfulness (Huang and Liao,
2017). If retailers wish to boost customer shopping experiences through product visualization
enhancement applications, it is necessary to understand the factors affecting the adaptation to
these sensory-enabling technologies (Kim and Forsythe 2008b), such as the differences in the
user’s technology readiness and ability level. It is also imperative to investigate frustration
associated with SS-ARIT usage that may come from the ambiguity of the new, unknown
technology. As such, this study intends to gain insight into the rapidly developing SS-ARITs in
retail and examine how consumers’ technology readiness influences their SS-ARIT metacognition
and technostress, and the further impacts on decision comfort and usage continuance intention.
Literature review
Technology readiness reflects an individual’s psychological state and propensity to adopt a new
technology (Parasuraman and Colby, 2001). As technologies may bring both positive and
negative impacts to individuals, there are certain contributing and inhibiting psychological forces
to either promote or obstruct one’s intention to try a new technology (Mick and Fournier, 1998).
In their revision to the technology readiness index, Parasuraman and Colby (2015) classified
optimism and innovativeness as the enablers of technology readiness and discomfort and
insecurity as the inhibitors. Trying out a new service technology requires not only motives or
favourable attitudes but also some capabilities to adapt to and cope with possible ambiguous
conditions, especially for SS-ARITs. Therefore, consumers’ metacognitive abilities to learn to use
a new technology will further determine if they will comfortably continue to use the technology
(Zhu et al., 2013). Metacognition refers to a higher-level of knowledge and cognition that can
effectively improve learning performance and in turn facilitate the ultimate goal-attainment through
a systematic process of planning, monitoring, correction, regulation, and evaluation (Flavell,
1979). To develop metacognitive abilities, a positive psychological state is necessary (Hibbert,
Winklhofer, and Temerak, 2012). Substantial involvement supporting technology use also helps
fend off stress during the trialout of new technologies (Tarafdar et al., 2010; 2011). Thus we
proposed that consumer optimism will positively affect SS-ARIT metacognition (H1a) but
negatively affect technostress (H1b). High technology readiness should also engender a feeling
of decision comfort when applying the technology for purchase and also encourage continuing
usage intention (Parker et al., 2016). Thus, optimism was predicted to positively affect decision
comfort (H1c) and usage continuance intention (H1d). By the same token, consumer
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innovativeness will positively affect SS-ARIT metacognition (H2a), decision comfort (H2c) and
usage continuance intention (H2d), yet negatively affect technostress (H2b). Pertaining to the
inhibitors of technology readiness, the opposite effects were hypothesized, that is, both discomfort
and insecurity will negatively affect SS-ARIT metacognition (H3a, H4a), decision comfort (H3c,
H4c), and usage continuance intention (H3d, H4d), but positively affect technostress (H3b, H4b).
Finally, as metacognition indicates an individual’s metacognitive knowledge and adjustment, it
should render decision comfort (H5a) and usage continuance intention (h5b). Conversely,
technostress bringing frustration and resistance will harm one’s learning performance (Champion,
1988), and thus should negatively affect SS-ARIT metacognition (H6a), decision comfort (H6b),
and usage continuance intention (H6c).
Method/Approach
This study utilized Ikea Catalog app as the testing case of SS-ARITs. So as to not be intrusive,
we provided a private setting for participants to experience the Ikea app without time limit, and
then instructed them to fill out the study’s questionnaire. The participants were recruited through
a purposive sampling that invited the samples who have ever used SS-ARITs before. After data
collection, we examined the hypotheses by performing structural equation modelling procedures.
Results/Findings
A total of 402 valid questionnaires were collected, 43% male and 57% female. Composite
reliability for the eight constructs all exceeded the suggested threshold of 0.70, indicating a
satisfactory reliability. AVE values for the constructs all exceeded 0.50, confirming a satisfactory
convergent validity. All of the values of the square root of AVE for the measures on the diagonal
exceeding the correlations among the measures of the diagonal indicated satisfactory
discriminant validity. The fit statistics all exceeding the recommended levels suggested a good fit
of the research model (x²/df=1.092, GFI=0.921, AGFI=0.926, RMSEA=0.015, NFI=0.901,
CFI=0.990, IFI=0.991). The structural paths results supported H1a, H1b, H1c, H1d, H2a, H3b,
H4b, H5a, H5b, and H6a, but were unsuccessful to substantialize H2b, H2c, H2d, H3a, H3c, H3d,
H4a, H4c, H4d, H6b, and H6c.
Discussion and implications
Our results’ implications are manifold. First, in terms of the enabling role of technology readiness,
optimism outperforms innovativeness in predicting SS-ARIT metacognition, technostress,
decision comfort, and continuance intention. In addition to direct impact, optimism has an indirect
impact on decision comfort and usage continuance intention via SS-ARIT metacognition. Such
findings highlight the importance for retailers to motivate consumers with beneficial and plausible
service features of SS-ARITs in order to foster a positive, optimistic attitude before using the
technology. Second, for the inhibitors’ influences, both discomfort and insecurity only cause
technostress but have no further effects on decision comfort and usage continuance intention.
Technostress, albeit exhibiting a negative impact on SS-ARIT metacognition, has no influences
on decision comfort and usage continuance intention. The relatively weaker roles of technology
readiness inhibitors and technostress in affecting decision comfort and usage continuance
intention could be possibly due to the sample’s composition in which largely are college students
who are more willing and able to try new technologies. Third, SS-ARIT metacognition presents a
robust mediating effect in the model, shedding light on its prominence in determining SS-ARIT
usage. Thus, we suggest retailers to offer training sessions with incentives to help develop
consumers’ metacognitive abilities for SS-ARIT usage. Finally, considering that technostress
could hamper SS-ARIT metacognition, the designs of SS-ARITs are suggested to be simple and
intuitive to prevent from the occurrence of user frustration.
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Introduction to the research problem
Organizations increasingly collaborate for innovation in multi-stakeholder innovation networks
(Kazadi et al., 2016). This paper studies the interplay of expectations of the different stakeholders,
and how this impacts inter-organizational collaboration (IOC) dynamics in such innovation
networks. These expectations influence how stakeholders interpret information, their own
behavior and other stakeholders’ behavior related to the network (Salvato et al., 2017, Jarvenpaa
and Majchrzak, 2016). However, research on how expectations influence the collaboration in
innovation networks remains scant and authors have called for more insights (Salvato et al., 2017,
Gulati et al., 2012). This paper addresses three research goals. First, it examines what type of
expectations from different stakeholders should be compatible in order to improve IOC in a
network and hence network success. Second, it aims to understand under what circumstances
conflicting expectations can be beneficial for IOC in a network. Third, this paper aims to reveal
important factors to take into account when managing compatible and conflicting expectations
that typically lead to positive or negative IOC dynamics.
Literature review
Based on recent studies regarding IOC, we argue that differences across stakeholders in terms
of prior experience, organizational and personal backgrounds, interpretation of communication
received (e.g., by and orchestrator) lead to different expectations (Lumineau and Oliveira, 2017,
Ibert and Müller, 2015)., i.e. a cognitive distance in terms of expectations (Salvato et al., 2017).
Expectations are a combination of rational and irrational (emotional) interpretations of information
to asses future events or outcomes related to the innovation network (Foster and Frijters, 2014,
Roosens et al., 2018).
A recent study by (Roosens et al., 2018) identifies four categories of stakeholder expectations in
innovation networks. Outcome expectations all relate to the value stakeholders expect the
network to create. Process expectations relate to the practicalities (i.e., activities, timing, cost, IP)
of the innovation trajectory. Third, relational expectations refer to expectations regarding
collaboration with the other stakeholders on network compositions, orchestration styles, role
division. Finally, context expectations include expectations about elements not directly related to
or outside the network that are relevant to decisions in the network. Based on the findings of
studies to date, it remains however unclear whether stakeholders should pursue compatibility of
expectations in any case, and whether meeting expectations of all stakeholders is always
favorable for the network in the end. Some scholars report conflicts between stakeholders can
reduce commitment (Bryson et al., 2016) or can complicate the inter-organizational
communication (Ivanova and Torkkeli, 2013), but at the same time different perspectives can help
to tackle the same problem from different perspectives (Majchrzak et al., 2015, Enkel and
Gassmann, 2010) and unexpected developments can turn out to be highly valuable (Koppenjan,
2008). Different IOC dynamics may be the result of the situations described above. In their review
article, Majchrzak et al. (2015) provide an overview of six different types of dynamics that occur
in inter-organizational collaboration contexts: goal, contract frame, interaction style, decisionmaking control, organizational structure and actor composition dynamics.
PAGE 282

283

We summarize every type of dynamic and cite extant studies that examined expectations in
relation to this IOC dynamic before in Table 1.
Table 1 Overview of IOC dynamics based on a framework by Majchrzak et al. (2015)
IOC dynamics

Description

Goal dynamics

Changes to the mission or
goals of a network.

Examples of expectations that may impact this IOC dynamic




Contract frame
dynamics

Changes in how stakeholders
approach the network: to
pursue the joint interests of all
network actors or to pursue
their own interests. Includes
changes in trust between
stakeholders.







Interaction style
dynamics

Decision-making
dynamics

Organizational
structure dynamics

Actor composition
dynamics

Changes in how stakeholders
communicate with each other,
such as the information they
share (i.e., initiating,
intensifying, reducing, or
terminating knowledge
sharing).



Changes in the decision
power of stakeholders within
the network.



Changes in the degree of
formalization and structure of
the roles and processes in the
innovation network. Shifts in
formations, processes and
governance mechanisms.



Changes in the presence or
absence of stakeholders
involved in the network
activities, going from meeting
attendance to joining or
abandoning the network.












Expectations about opportunities stakeholders see for
themselves and the network (Rayna and Striukova, 2019,
Garrett-Jones et al., 2010)
Expectation to find consensus across stakeholders regarding
the network goals versus expecting to push through own
interests (Lopez-Vega et al., 2016, Järvi et al., 2018)
Expectations of all stakeholders about their future
interactions with each other (Håkansson and Ford, 2002)
Expectations about other stakeholders’ intentions or
behaviors (e.g., Davis, 2016, Aarikka-Stenroos and
Sandberg, 2012)
Expectation whether or not every network actor will benefit
equally from the collaboration (Ibert and Müller, 2015)
Expected network governance and interaction style
(Tsarenko and Simpson, 2017)
Expectations whether the expected outcome, e.g., a future
innovation, is an opportunity or a threat (van Burg et al., 2014,
Nissen et al., 2014)
Expectations about what information they can and will share
in and innovation networks (Henkel et al., 2014, Ivanova and
Torkkeli, 2013)

Expectations about other stakeholders competences and
expertise (De Maeijer et al., 2018, Yuan et al., 2019)
Expectations about what value the network may create
(Reypens et al., 2016, Mathews, 2002)
Expected network governance and interaction style (Zhao
and Mills, 2019, McConnell and Cross, 2019)
Expectations about what value the network may create
(Reypens et al., 2016, Mathews, 2002)

Expected resources that will be available in the network
(Nambisan and Sawhney, 2011)
Expectations of (financial) benefits after collaboration (Dan
and Zondag, 2016)
Expectations about future collaboration with partners (Ebers
and Maurer, 2016)

Methodology
A case study research of two innovation networks in the context of cleantech and sustainable
development is conducted based on the typology of Majchrzak et al. (2015). We use an eventbased approach (Halinen et al., 2013), investigating critical events within the collaboration
process during the first six months of the network. In this study, critical events are moments of
compatibility/conflict of expectations in the process or moments where stakeholders perceive their
expectations as met/unmet, which lead to IOC dynamics. We triangulate five data sources,
including 28 in-depth interviews with stakeholders involved in the networks. By taking a multistakeholder perspective, we are able to shed light on the multiple perspectives of different
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stakeholders on a single innovation process (Lumineau and Oliveira, 2017, Rampersad et al.,
2010).
Results/Findings
Our findings indicate that it is the interplay between outcome and relational expectations (both
conflict and compatibility) that most often induces new IOC dynamics. This means that not only a
match should be sought regarding what different stakeholders want to accomplish, but also on
how they see the relationship between stakeholders in the process, like expertise needed,
management of roles, input of different stakeholders, etc. These relational expectations should
not only be compatible with the relational expectations of others but also enable reaching the
outcome expectations. Managing the dissatisfied stakeholders experiencing conflict is an
important factor because of their potential to have a strong impact on IOC dynamics (e.g.,
stakeholders leaving the network, decreased trust, closed interaction style). Outcome
expectations of the different stakeholders form the basis for continuous discussion and adaptation
of the network goals in order to create valuable outcomes for as many stakeholders as possible.
This continuous discussion about outcome conflicts thus translates into continuous IOC dynamics
trying to resolve expectation conflicts. Finally, our findings also suggest that conflicting/unmet
expectations should not always be negative for an innovation network in the long run. We aim to
complement these findings by showing some mixed patterns, were dynamics that we defined as
negative were followed by a positive change in another IOC characteristic. (analyses are still
work-in-progress and we aim to present the full results at Servsig).
Discussion and implications
Our aim is to formulate both theoretical and practical implications (the latter will be formulated
after a full analyses of the data). At this stage of our analyses, we can state that from a theoretical
perspective, our research adds to earlier research in open innovation management demonstrating
that a match should be found between the problem (outcome expectations) and the governance
form (relational expectation). Moreover, our research extends earlier studies that document on
the role of compatibility between organizations in IOC as our findings demonstrate that
compatibility of outcome and relational expectations is important to move an innovation network
forward.
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Track: Customer experience and engagement
Introduction to the research problem
Interactions between service employees and customers have long been suggested to have a
tremendous impact on customer assessment of service delivery. Among a variety of constructs
in the studies of employee-customer relationships, rapport is an important issue for service
organizations. Previous literature has found that customer-employee rapport is influential to
enhance customer’s service evaluations, satisfaction, loyalty, and commitment toward a service
relationship (Gremler and Gwinner 2000, 2008; Yim et al. 2008). In fact, customer-employee
rapport could be achieved in the very first service interaction (Gremler and Gwinner 2000). In
building a customer relationship, the initial encounter is critically important in creating the
customer’s impression of the firm and thereby his/her desire to have future interactions with the
firm (Bitner 1995). While researchers have addressed the significant consequence of rapport in
the service settings, seldom do we know the emergence of instant rapport between customers
and service providers. Therefore, this study attempts to develop and test a model that describes
the building of instant rapport and customers’ perception of rapport in the first service interaction.
Literature review
Tickle-Degnen and Rosenthal (1990) propose that individuals initiate the assessment of rapport
in their very first interactions with one another. A “thin slice” perspective also suggests people
could use limited information to make quick impressions about someone’s behavior, deposition,
and internal states. Such rapid-building impressions could be maintained over time owing to
confirmation and belief perseverance biases (Fiske and Taylor, 1991). Past research even found
that participants made their judgments of rapport between two target interactants in merely 10
seconds; their judgments also attended a significant degree of agreement with target’s selfassessments (Grahe and Bernieri, 1999).
Based on the nature of initial rapport proposed by Tickle-Degnen and Rosenthal (1990) and
literature on the connection between rapport and (non)verbal behaviors, we propose two
important initial-rapport-building behaviors: employee affective delivery and connecting
behaviors. These behaviors are found to directly influence the level of initial rapport, which leads
to service outcome; the relationships are also partially mediated by customer emotion. These
relationships were also moderated by the authenticity of the service employees.
Method/Approach
Triadic survey data (from employee, customer, and observer) collected from 257 customeremployee pairs in various service industries was examined through structural equation modeling
(SEM) and hierarchical moderated regression analysis. Multi-item scales from previous research
were employed to empirically test the hypotheses. A questionnaire was constructed and each
item of the studied constructs was measured using a seven-point Likert scale anchored from
“strongly agree” (7) to ‘strongly disagree” (1).
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Results/Findings
We estimated a CFA model using LISREL XIII. The CFA resulted in GFI, CFI, NFI, IFI and RMSEA
values of 0.90, 0.99, 0.97, 0.99 and 0.039, respectively, indicating acceptable fit. The statistical
results for reliability, convergent validity, and discriminant validity were all reported satisfactory.
Structural model was then estimated. The estimation of the statistics (χ2=322.62 (p<0.01),
χ2/df=1.60, NFI=0.97, NNFI=0.99, CFI=0.99, IFI=0.99, GFI=0.90, RMSEA=0.048) revealed good
model fit. All hypothesized relationships were statistically significant. In addition, the hierarchical
moderated regression analysis also indicated significant moderating effects of employee’s
authenticity
Discussion and implications
This study proposed and tested a model of how service providers build initial rapport with
customers. The results exhibited strong correlations between two service employees’ behaviors,
employee affective delivery as well as connecting behaviors, and initial rapport. Customer
emotion was also reported to mediate the relationships between employees’ behaviors and
instant rapport. Our findings also validated the moderating effects of service employee’s
authenticity. The results entail important managerial implications. Service firms should hence
emphasize initial-rapport-building mechanisms, such as employee affective delivery and
connecting behaviors, training, motivating, and rewarding employees to exert, develop and
strengthen interpersonal bonds in receiving unacquainted customers. Besides, managers of
frontline service staff should identify and hire frontline employees who exhibit strong positive
affective delivery. Moreover, service firms should educate employees to be aware of customer
emotional states responses. They can develop a portfolio of diagnostic cues that customers
typically display in various situations, creating templates of customer facial expressions, such as
different degrees of joy, surprise, excitement, anger, or sadness, to help employees determine a
customer’s emotional state.
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Introduction to the research problem
Creating superior customer satisfaction has been the primary objective for service firms. The
importance of service employee satisfaction in enhancing customer satisfaction has been
emphasized (Brown and Lam 2008), yet there is limited research exploring the mechanism linking
them. Research indicated that employee satisfaction will influence service employee’s emotional
labor. In turn, emotional labor affects the emotional contagion between service employee and
customers, which eventually influences customer satisfaction. In other words, the relationship
between employee and customer satisfaction can be mediated by emotional labor and emotional
contagion. This research attempts to fill this research gap by developing and testing an empirical
model that examines the new mechanism through which satisfied employees satisfy customers.
Literature review
Extant studies suggested that firms can enjoy superior service performance when service
employees convey positive emotions to enhance customer satisfaction (Brown and Lam 2008;
Hennig-Thurau et al. 2006; Keh et al. 2013), indicating that emotion plays an important role in
elevating customer satisfaction. Consequently, understanding such emotional mechanism linking
employee and customer satisfaction will furnish effective guidance for service managers (Brown
and Lam 2008). In spite of the emphasis on customer satisfaction being critical to service
effectiveness, little research has been done to investigate the emotional mechanisms through
which employee satisfaction influences customer satisfaction (Brown and Lam 2008). Therefore,
understanding such a mechanism linking employee and customer satisfaction relationship will
furnish effective guidance for service managers (Brown and Lam 2008).
Two major research streams that address the role of emotions in service encounters include
emotional labor (Hochschild 1983) and emotional contagion (Hatfield et al. 1994). Emotional labor
refers to service employees’ display of expected emotions as a self-regulatory process (Groth et
al. 2009), while emotional contagion is defined as the flow of emotions from one person to another,
with the receiver catching the emotions that the sender displays (Hennig-Thurau et al. 2006).
Research indicated that employee satisfaction will influence service employee’s emotional labor
(Groth et al. 2009). In turn, emotional labor can affect the emotional contagion between service
employees and customers (Gosserand and Diefendorff 2005; Grandey 2003), which eventually
influences customer satisfaction (Pugh 2001; Tsai and Huang 2002). In other words, the
relationship between employee and customer satisfaction can be mediated by both emotional
labor and contagion, yet such an emotional mechanism still remains to be explored. Therefore,
current study aims to develop a conceptual framework and empirically test the emotional
mechanism through which satisfied employees satisfy customers.
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Method/Approach
Triadic survey data (from employee, customer, and observer) collected from 388 customeremployee pairs in various service industries was examined through structural equation modeling
(SEM). To empirically test the hypotheses, multi-item scales from previous studies were adopted
for this study. A questionnaire was constructed and each item related to the studied constructs
was rated on a seven-point Likert scale, ranging from “strongly disagree” (1) to “strongly agree”
(7).
Results/Findings
A confirmatory factor analysis (CFA) was employed as the primary data analysis tool. Results
suggested a good fit overall (χ2 = 330.13, df = 174, RMSEA = 0.048, CFI = 0.98, GFI = 0.92, NFI
= 0.96, NNFI = 0.97, IFI = 0.98). For internal consistency, we evaluated reliability, convergent
validity, and discriminant validity, all the results were satisfactory. After confirming the total
measurement model. Results (χ2 = 329.59, χ2/df = 1.83, RMSEA = 0.046, CFI = 0.98, GFI = 0.93,
NFI = 0.95, NNFI = 0.97, IFI = 0.98) indicated an acceptable level of fit between the hypothesized
model and the data. Estimated structural coefficients were next examined to evaluate individual
hypotheses, and the results showed that all hypothesized relationships were statistically
significant.
Discussion and implications
This study developed and empirically examined a conceptual model that explores the emotional
mechanism in the employee-customer satisfaction linkage. Results demonstrated that
employee’s satisfaction affects the employees’ emotional labor strategies (deep acting and
surface acting). Emotional labor, in turn, influences the emotional contagion between the employs
and customers (employee affective delivery and customer emotion), which affects customer
satisfaction. The results suggest employee satisfaction is the key to customer satisfaction through
the mediation of emotional mechanisms. Thus, managers should always take managerial actions
that can potentially enhance employee satisfaction. In addition, given the impact of the employee
affective delivery on customer emotions and customer satisfaction, such element requires
increased managerial emphasis on hiring talented and qualified frontline employees with lively,
courteous, cheerful, and extroverted personalities, which should be included as a criterion within
the employee selection process.
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Introduction to the research problem
In the wake of rapid growth of service industries, practitioners and researchers have emphasized
the role of employee performance in the success of a service brand (Brakus et al. 2009; Keller
2001). Indeed, customers’ perceptions of a service brand often depend on the behavior of frontline
employees (Morhart et al. 2009; O’Cass and Grace 2003). Therefore, the role of frontline
employees in ensuring organizational brand perceptions and outcomes is of particular importance
for service firms (Berry 2000; O’Cass and Grace 2003). Despite the increasing emphasis on the
role of frontline employees in shaping brand perception and outcomes in the service context,
empirical research remains to be explored. To fill this research gap, we developed a theoretical
framework to explore the effects of employees’ service-delivery and brand-building behaviors on
brand perceptions and outcomes.
Literature review
Service employee performance plays an important role in the development and success of a
service brand (Berry 2000; O’Cass and Grace 2003) because customers’ perceptions of the brand
rely heavily on service personnel’s behaviors. Marketing practitioners have come to realize that
understanding how consumers experience brand is critical for developing marketing strategies
(Brakus et al. 2009). Previous research had also indicated that frontline employees play a vital
role in shaping brand perceptions and outcomes (Chernatony and Cottam 2009). In spite of such
acknowledgements from scholars and practitioners, research attempts exploring the impact of
employee behaviors on service brand perceptions remain empirically scarce. Thus, this study
aims to develop and test an empirical model that focuses on the effects of employees’ behaviors
on brand affect, image, satisfaction and loyalty.
Based on previous literature on the employee behaviors during service encounters, we propose
two important employee behaviors that can influence customers’ brand perceptions: employees’
service delivery behaviors and brand-building behaviors. Employees’ service delivery behaviors
include both courteous behavior and customer-oriented behavior, while employee brand-building
behaviors include employee brand-fit behavior and employee brand communication behavior.
Controlling the effects of customers’ pre-encounter perceived brand image (before service), these
behaviors are proposed to enhance the level of brand affect and brand attitude, which in turn
affect customer satisfaction and brand loyalty intentions.
Method/Approach
Dyadic data collected from 360 customer-employee pairs was examined through structural
equation modeling (SEM). Multi-item scales from prior research were adopted for this study. A
questionnaire was constructed and survey participants responded to seven-point Likert scales
anchored at “strongly agree” (7) and “strongly disagree” (1).
Results/Findings
A confirmatory factor analysis (CFA) was employed, showing a good overall fit (χ2 = 810.49, df =
398, RMSEA = 0.054, NFI = 0.98, NNFI = 0.99, CFI = 0.99, IFI = 0.99). Statistical indices for
reliability, convergent validity, and discriminant validity were all reported satisfactory. The
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structural model was then estimated, with statistics (χ2 = 881.27, df = 402, RMSEA = 0.058, NFI
= 0.98, NNFI = 0.98, CFI = 0.99, IFI = 0.99) indicating acceptable model fit. All hypothesized
relations were shown statistically significant.
Discussion and implications
The purpose of this study was to develop and empirically test a conceptual model of how
employee behaviors, including employee brand-building behaviors and service delivery
behaviors, influence customers’ brand perceptions in service settings. Results showed that
employee’ brand building behaviors (brand-fit behavior and brand communication behavior) and
service behaviors (courteous behavior and customer-orientated behavior) positively drive
customer brand satisfaction and loyalty through the mediation of brand affect and brand attitude.
Our findings offer important implications for both service marketers and brand managers.
Frontline employees play a vital role in shaping brand perceptions and service brand outcomes.
Thus, it is important for managers to ensure that frontline employees can internalize the firm’s
brand value through training and motivation to shape appropriate and consistent brand-building
behaviors. In addition, it requires increased managerial emphasis on identifying and hiring
talented and qualified frontline employees as well as training and motivating them to engage in
courteous behaviors and customer-oriented behaviors. Furthermore, we also confirm that brand
affect during service encounters plays a crucial role in shaping brand outcomes. Hence, service
firm will benefit from focusing their attention on increasing positive brand affect through employee
behaviors.
References
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Introduction to the research problem
In comparison with Virtual Reality (VR), Augmented Reality (AR) is built upon more advanced
graphical interaction techniques that can create better user experiences with simulated products
and environment (Gavish et al.,2016, Rau et al., 2018). For instance, apparel retailers use AR to
support virtual try-on of clothing while showing the consumers’ facial expression, hair style and
color, skin complexion, and body shape in real time. This application saves consumers time and
effort. Moreover, it allows consumers to instantly evaluate the try-on results (Shah, Kumar and
Kim, 2014). Retailers apply AR in the consumers’ decision-making process to provide unique
benefits and value of technology and encourage continuous purchasing behaviors (Feng et al.,
2017).
Virtual product experience had a direct positive effect on consumer purchase intention,
suggesting that virtual product experience-focused tools have the potential to outperform passive
videos. Prior research has shown that the higher level of interactivity created by AR increases
consumers involvement and enjoyment (McLean and Wilson,2019). When there is high
interactivity, consumers are likely to have a higher intention to us AR and a higher intention to buy
(Yim, Chu and Sauer, 2017).
To deepen the understanding of the application of augmented reality (AR) technology in our daily
lives, the research examines the effects of mobile AR and fixed AR on consumers’ attitudes
towards usage intention. The study also explores the moderating role of interactivity on the
relationship between AR mode and usage intention. In this research, two field experiments were
conducted. A total of 170 volunteers in a well-known shopping mall in Taiwan participated in the
experiments to explore consumers’ intention to use two AR modes with varied functions.
In Experiment 1, one factor 2-level (AR: mobile vs. fixed) within-subject design was conducted,
using a total of 50 participants (62% female; mean age = 27.56; range = 16–52). The interviewer
provided the following situations: “Imagine that you have a meeting with friends in a few days,
and you enter an apparel store to buy new clothes for the event. After entering the store, you find
the store has virtual try-on service and you are going to give it a try.” In the mobile AR (3D) mode,
participants used body motions to select their clothing style. The participants can move and turn
around to view different angles. The fixed AR (2D) mode located the participants’ positions,
participants have to adjust the position and size of the clothing. The image to be displayed after
the adjustment is completed and fixed in the same position. If the participant wants to try different
clothes, they can use somatosensory operation mode to change. The test of each AR mode took
about 10 minutes. In order to avoid the carryover effect, the order of mobile AR and fixed AR was
counterbalanced. After testing both modes, participants were asked to fill out a survey and provide
their basic data. They also received a gift for their participation in this study. The results showed
that there was a significant difference in usage intention between the mobile AR mode and the
fixed AR mode (Mmobile = 5.18 vs. Mfixed = 2.61; F(1,49 ) = 265.45, p < .001). The participants
showed a significantly higher intention to use mobile AR than to use fixed AR. Hence, H1 was
supported.
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Experiment 2 was also conducted in a retail shopping area in southern Taiwan. A 2 (AR: mobile
vs. fixed) × 2 (interactivity: high vs. low) mixed design was conducted, with the AR mode as the
within-subject factor and interactivity as the between-subject factor. The situation for the withinsubject design was the same as in Experiment 1 except that the participants were asked to try on
eyewear in the APP. A total of 120 participants (51.7% male; mean age = 26.36; age range = 18–
4) were recruited voluntarily for the experiment. The authors conducted a two-way ANCOVA on
usage intention with AR and interactivity as the independent variables and age, gender, and
education as the covariates. The findings indicated a significant main effect of AR (Mmobile = 4.39
vs. Mfixed = 2.62, F(1, 118) = 1465.95, partial ŋ2 = .93, p < .001) and a significant main effect of
interactivity (Mhigh = 4.36 vs. Mlow = 2.64, F(1, 118) = 366.28, partial ŋ2 = .76, p < .001). The results
revealed that participants in the mobile AR mode indicated greater usage intention than did those
who were in the fixed AR mode. Thus, H1 was confirmed again. The findings indicated that
participants in the high interactivity condition revealed higher usage intention than did those who
were in the low interactivity condition. Thus, H2 was confirmed. There was a significant interaction
between AR and interactivity on usage intention (F (1, 118) = 89.05, partial ŋ2 = .43, p < .001).
When consumers in the high interactivity condition, the mobile AR led to a higher usage intention
(Mmobile = 5.47) compared to the fixed AR (Mfixed = 3.26). When consumers in the low interactivity
condition, the mobile AR lead to a marginal higher usage intention (Mmobile = 3.31) compared to
the fixed AR (Mfixed = 1.97, p < .05). These results support H3. The result is known as an ordinal
interaction. The difference between mobile AR and fixed AR was greater for participants in the
high interactivity condition than for participants in the low interactivity condition.
This finding aligned with the results of previous research demonstrating that 3D virtual try-on
technology was able to create better shopping experiences and higher entertainment value
compared with the 2D virtual fitting technology (Kim and Forsythe, 2008). It also showed that the
high realism and interactivity of 3D rotation functionality aroused consumers' usage intention more
easily. Our testing of the effects of different AR functions contributes to research of AR
applications in the service industry. In addition, the results of the second experiment also
supported previous research, suggesting that interactive information is a tool that can promote or
inhibit users’ interactivity with virtual products, influence their virtual experiences, and further
strengthen their intention to use AR technology (Hoffman and Novak, 1996; Steuer, 1992). The
results confirmed that interactivity not only supported fitting visualization but also moderated
consumers’ intention to use the real products. To extend the application of AR to multiple items
such as clothing, eyewear, jewelry, necklaces, and makeup from online and offline channels, it is
recommended that retailers develop marketing plans that can build hype in the market. By doing
so, they may create opportunities for offline experiences and more business opportunities.
References
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Introduction to the research problem
The luxury experience market continues to outpace the luxury goods market, now representing
over 60% of the total global luxury market (Boston Consulting Group, 2017). While material goods
are still highly valued among consumers, one-of-a-kind experiences represent the apex of human
desire, especially among luxury consumers. Indeed, luxury consumers use services and
experiences to discern themselves (Yeoman & McMahon-Beattie, 2017). Furthermore,
consumers seek to enhance their lives through the experiential consumption of luxury (Yeoman,
2011). Despite the extensive work both in the experiential consumption domain and the luxury
domain, this paper integrates luxury consumption with experiential consumption while
simultaneously examining the conspicuous nature of experiential luxury consumption behavior at
two different levels of luxury experiences, high and low luxury, post-core service encounter (i.e.,
“the time interval following the core service encounter” (Voorhees et al., 2017, p. 272)).
Literature review
In the literature a luxury brand is defined as “a product or service that consumers perceive to be
1) of high quality; 2) offer authentic value via desired benefits, whether functional or emotional; 3)
have a prestigious image within the market built on qualities such as artisanship, craftsmanship,
or service quality; 4) be worthy of commanding a premium price; and 5) be capable of inspiring
deep connection, or resonance with the consumer” (Ko, Costello, & Taylor, 2017, p. 406).
However, not all luxury brands are highly luxurious, this point holds true for consumer perceptions
and academic research; some brands are associated with an upper level of luxury and others a
lower level of luxury (Vigneron & Johnson, 2004). The level of luxury can be based on consumers
perceptions of quality, conspicuousness, uniqueness, hedonism and social identity (Vigneron &
Johnson, 1999). We use these different concepts associated with the level of luxury to inform our
findings in this research.
Method/Approach
Data collection occurred for two different local festivals in the Southwestern United States
between August 2018 and October 2018. The context for the high luxury experience was an
exclusive wine festival priced at $180. The context for the low luxury festival was a craft beer
festival priced at $30. Based on the dimensions of a luxury experience we characterized the wine
festival as high luxury and the beer festival as low luxury. 171 posts were collected using the
unique hashtag for each festival. Next, images were coded for semiotic content characteristics
(Silverman, 2010) with the aid of five coders trained in consumer research and qualitative
analysis. Coding for semiotic content characteristics allowed the coders to “read” the image
(Lyotard, 1984). Each coder received a random sample of approximately 31 images with 4 images
the same in each set to establish inter-rater reliability. Coders were first instructed to classify the
images as either a picture of a human(s) or object(s). When coding images of a human(s), coders
were instructed to capture the characteristics of who is (are) the human(s), what is (are) the
action(s) and where is the image set (the stage). When coding images of an object(s), coders
were instructed to identify five characteristics for each image following an open coding approach.
Results from the coders were then aggregated and split into two documents. Two coders, coders
A and B, different from the five coders mentioned previously, identified discrete emerging themes
from the characteristics identified by the previous five coders image-by-image. The coding themes
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were then compared to one another to improve the overall trustworthiness of the results (Corbin
& Strauss, 2008). Each of the two coders then developed a master list of categories. The two
coders then went through the data again together creating a combined Coder AB index. To
evaluate the validity of the coding, a third independent Coder (C), blind to the purpose of the
research, was given the themes a priori and was told to read the entire dataset to identify where
the themes were present in the data. The reliability statistic was calculated between Coder AB
index and the Coder C index. The percentage agreement among coders indicated an acceptable
level of agreement (% Agreement = 0.926) (Gremler, 2004). In the coding of responses, multiple
categories could, and often did, emerge from a single response, thus, the sum of the responses
could be > 100%.
Results/Findings
First, a greater percentage of images of humans were posted from consumers of the low luxury
experience (62%) compared to the luxury experience (47%). Next, one major category emerged
from the analyses, what we refer to as, the show off. The show off is used to document being at
the experience and comprises 90 percent of the sample (86% high luxury, 62% low luxury).
Furthermore, within the show off category, distinct sub-categories emerged, that is, strike a pose,
look what I’m experiencing, and brand ambassador. Strike a pose posting behavior reflects
posting a posed photo of a person or persons. Additionally, posed photos extend beyond the
human aspects, that is, posed or staged images of objects. Indeed, consumers of the high luxury
experience posted a higher frequency of staged images of food and/or beverages than consumers
of the low luxury experience (32% high luxury, 5% low luxury). Look what I’m experiencing is a
posting behavior that provides the consumer’s audience with cues to what the poster is
experiencing from images of the consumer “doing” something (e.g., holding a drink or food). Brand
ambassador represents the common occurrence for consumers to post images with a brand or
with/of a product where the brand is prominently displayed. Look where I am and look at the
products I’m trying emerged as distinct sub-themes within the sub-category of brand ambassador.
Look where I am posting behavior is characterized by either posting an image with person(s) in
front of the signage/branding related to the experience or an image of the signage/branded
material alone. A large percentage of posts followed this type of posting behavior substantiating
the desire among consumers of both festivals (56% high luxury, 52% low luxury). Furthermore,
the look where I am behavior reflects how consumers signal that they belong to a particular social
group to enhance their social identity (Laverie, Kleine III, & Kleine, 2002). Look at the products
I’m trying reflected a consumer’s desire to show off particular brands of products being
experienced at the high luxury experience in particular (o% low luxury). Posting behavior suggests
that consumers (1) posted an image of a brand due to their loyalty to the brand, (2) the brand was
their favorite brand out of all the brands sampled at the experience, or (3) the brand was the most
exclusive brand signifying rarity and thus signaling luxury to the consumer’s audience (Veblen,
1899).
Discussion and implications
By exploring post consumption luxury experiences, this manuscript provides insights to guide
future research in the luxury experience domain. Furthermore, this manuscript offers both
researchers and practitioners with an initial understanding of how post-core service encounter
consumption behavior compares in a high versus a low luxury experience. Specifically, in stark
contrast to recent claims of a transition to a more inconspicuous nature of luxury (Eckhardt, Belk,
& Wilson, 2015), this research delivers clear evidence for greater conspicuousness among high
luxury experience consumers in comparison to low luxury experience consumers. Additionally,
this research provides firms with an understanding of how to use non-numeric data from social
media to better understand their customers which could lead to stronger customer-firm
relationships (Chuang, 2019). Furthermore, this research gives preliminary evidence that logo
size matters for different types of luxury experiences. Firms constructing luxury experiences
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should consider these findings when designing the logo for the experience and where that logo
will be placed.
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Introduction to the research problem
The role of employees in service has been dramatically changing and studies emphasise that
contemporary service contexts require employees to fill mature roles in which Bowen (2016)
described employees taking up roles as “Innovators”, “Differentiators”, “Enablers”, and
“Coordinators” (Bowen, 2016; Larivière et al., 2017). Through the shift from provider centric to
customer centric value creation, technology is often substituted for employees when describing
the delivery of value. However, employees can still create added values that is non-substitutable
and “uniquely human” in perspective (Bolton et al., 2014; Knies et al., 2018). As Bowen (2016,
p.8) suggests, ‘human capital remains a non-substitutable source of innovation and creativity’.
This study focuses on the role of frontline service employees, interacting with technology, as
“Innovator’. The importance of frontline employees for the innovativeness of companies is widely
recognised by researchers and practitioners (Mu et al., 2018; Engen & Magnusson, 2018; Ozkok
et al, 2019). However, what informs the capability of frontline employees as innovators is often
underestimated and has received little attention in prior research. Frontline employees play a
central role in gathering the voice of the customers and make this voice heard in their
organisation, enabling them to perform boundary spaning roles (Woisetschläger et al., 2016;
Ozkok et al, 2019), as they are the organisation's closest link to their customers. They often
display specialised competences of knowledge and skills in gathering, processing and performing
for organisation improvements in the digital and customer centric era (Woisetschläger et al.,
2016). Consequently, researchers emphasise the importance of securing the process of hiring
and training frontline employees to perform as ‘innovators’ (Bowen, 2016). The shift from dyadic
service encounters (between firm and customer) to multi-actor ecosystems (engaging multi
actors) and networks had made the employee’s role more critical in gathering the information and
processing it for betterment (Ozkok et al, 2019). The exposure frontline employees gained in the
ecosystem (e.g. from customers) provide avenues for them to learn and transform the learning
experience into complex intentional and innovative behaviour (Woisetschläger et al., 2016; Mu
et al., 2018; Ozkok et al, 2019). Understanding what stimulates frontline employees as innovators
is vital as it is does not just benefit service excellence, but it will prepare the organisation to
compete for the future.
Our research asks ‘do the avenues available for frontline service employees to build innovations
behaviour differ across the augmented oriented frontline service technology infusion archetypes
that are illustrated in recent studies (Larivière et al., 2017; Marinova et al, 2017; De Keyseret al.,
2019)? The study focuses on the identification of frontline service technology factors that explain
the variations in building the capability of employees for innovative behaviour. We explain the
formation of innovation behaviour at the intersection of the digital, customer and social realms
based on a conceptual approach integrating existing studies on frontline service technology
infusion with smart technologies. Few studies have examined the intersection of digital, customer
and social realms that facilitate frontline service technologies. However, most focus on one realm
while this research examines the connections among the three realms in the context of different
frontline service technology infusion archetypes. Specifically, we look at how frontline service
employees are able to gather ideas, suggestions and innovative impulses from their customer
contacts across different frontline service technology infusion archetypes. We refer to this process
as ‘building innovation capability’.
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The findings of this study are expected to provide companies with a better understanding on how
to utilise frontline service employees to operate more effectively and efficiently utilising the
potential of frontline service technology interfaces. This may help companies to encourage
frontline service employees to gather and disseminate ideas by informing trainings and the
preparation of supporting platforms and mechanisms. Further, suggestions will be given to
technology providers to improve or design technology to support innovation initiative for frontline
service employees.
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Introduction to the research problem
As the Internet of things (IoT) gains momentum, fundamental organisational expectations and
standards are changing. Consequently, many industry sectors are going through a
transformational shift, whereby an increasing number of businesses are taking the form of virtual
organisations. The proliferation of digital technologies has propelled an increasing number of
providers to deliver services within digital service environments (i.e., servicescapes) with
increasing demands to transform physical-only servicescapes to physical-digital or digital-only
servicescapes. These demands give rise to new roles within organisations which may require
new skills sets and capabilities (see Nylén and Holmström, 2015). This is particularly evident in
higher education environments which are facing digital disruption. Despite the transformational
shift, there is limited knowledge about how higher education service providers can best respond
to the changes triggered by this digitalisation. Organisations alter practice by making adjustments
in their processes and routines in relation to how they deal with this incremental or radical
innovation within the organisation. While there been scholarly attention focused on understanding
the impact of resources and capabilities (i.e., the resource-based view of the firm), few studies
have acknowledged the importance of the implementation of said resources and capabilities into
organisational practice, namely key processes and routines which are required for organisations
to function (i.e., how work is accomplished). In the context of this research, routines are ‘repetitive
patterns’ of interdependent organisational actions (see Parmigiani and Howard-Grenville, 2011).
This study focuses on the routine component of this interaction as a way of uncovering how
organisations implement innovation and transformational changes to create ‘novelty’ (see Deken
et al., 2016). As such the research examines virtual servicescapes to investigate the way in which
an organisation implements new routines. The overarching research question is: what routines
are needed for organisations to facilitate incremental and radical virtual servicescape innovation?
Literature review
Organisations are inherently embedded with several routines that involve often interdependency
patterns (Dutta et al. 2003), which are only typically examined in a singular routine unit of analysis
(see Parmigiani and Howard-Grenvill, 2011). Only a limited number of studies examine routine
dynamics (see Deken, 2016). A ‘routine’ is a process that is set in place by the organisation as
work to be done on a regular basis. The dynamics of routines are impacted by the agents or actors
within these established routines. These established routines and novelty gained out of these
routines is a good way to evaluate both stability and change within the organisation (Feldman and
Pentland 2003). Further, the dynamics of these routines are impacted by the actors and
interdependencies between the actors, as well as by the activities being established. Therefore,
studies have identified the constraints of interdependency between actors when there are
changes (Feldman 2000). A process is a single activity whereas routine work could involve
multiple processes to create novelty which can may be used to attain competitive advantage.
While routines have been researched in single organisation, non-turbulent settings, routine
dynamics are yet to be investigated within organisation experiencing transformational innovation
or radical innovation, for example, higher education institutions. Additionally, actors within such
organisations attempt to create consistency in performing routines to minimise the divergence
and negative impact of independent actions across multiple routines (Turner and Rindova, 2012).
As suggested by Feldman (2000), organisations may experience difficulty in changing or altering
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processes when the routine itself is performed by someone external to the organisation. That is,
open service innovation (i.e., sourcing innovation external to the organisation) suggests radical
innovation requires higher interactions between actors compared to incremental innovation
(Myhrén, Witell, Gustafsson, Gebauer, & Myhren, 2018) and is seen as a challenge for change
as radical innovations have also been linked to knowledge integration between actors (Ordanini
& Parasuraman, 2011).
Method/Approach
This research employed multiple case study methodology (Yin, 1981). Case study methodology
enables the investigation of contemporary phenomena within its contextual setting (Benbasat,
Goldstein, & Mead, 1987) and provides an explanation-building perspective towards answering
how and why research questions (Yin, 2009). The methodology takes into consideration a variety
of evidence including, publicly available and private documents, observations, and interview data.
The target population for this research study was Australian higher education institutions
undergoing incremental and rapid innovation. Regarding the number of cases for inclusion,
Eisenhardt (1989) recommends that cases should be added until theoretical saturation is
achieved. Given these recommendations, four case studies were considered appropriate given
data was collected at two organisational levels (i.e., higher and middle level management). Cases
were selected following a theoretical sampling approach (Eisenhardt, 1989), and satisfied
replication logic. Cases were selected based on the nature of the offering (i.e., “high-tech” or
digitally focused and/or conventional or “high-touch” focused) and the type of innovation (i.e.,
incremental and/or rapid innovation). The data was collected from in-depth semi-structured
interviews from strategic-decision makers across four functional departments including; human
resources, information technology, learning and teaching and marketing. Thematic analysis
followed coding procedures by Fereday and Muir-Cochrane (2006) and Saldaña (2006). Manualcoding procedures were supplemented with QSR NVivo software.
Results/Findings
Element
Case

Flexing

Stretching

Inventing

D-U (HR)

√

√ (D&I)

-

√

D-U (ICT)

√

√

√

High: used change-agent (D&I)

D-U (L&T)
D-U (MKTG)

√ (D&I)
√

√
√

√
√

D-U Total

100%

100%

75%

D-T (HR)

√

√

√

D-T (ICT)
D-T (L&T)
D-T (MKTG)
D-T Total
B-U (HR)
B-U (ICT)
B-U (L&T)
B-U (MKTG)

√
√
√
100%
√
√
√
√

√
√
√
100%
√
√
√ (D&I)
√ (D&I)

√
√
n/m
75%
√
√
√
√

B-U Total

100%

100%

100%

B-T (HR)
B-T (ICT)

√
√

√ (D&I)
√

√
n/m

High: used change-agent (D&I)
√
Strong interdependency between ICT
& L&T
High: change-agent (D); staff training
(I)
High: used change-agent (D)
High: staff training
High: teachers’ ideas (D)
Strong interdependency and network
High
High: used change-agent (D&I)
High: cross campuses (D&I)
√
Strong interdependency except
marketing
High: Payroll
High: used change-agent (D)

Internal

B-T (L&T)

√

√

√

High:

B-T (MKTG)

√

n/m

√

B-T Total

100%

75%

75%

√: within department (D)
Strong interdependency except
marketing

used change-agent (I)

External
High: industry regulation
High: third party (technical
support)(D&I)
High: industry (D); student (D&I)
√: student intern (D&I)
Strong interdependency and
network
n/m
n/m
√: Business partners (D)
√
Some external interdependency
√
High: business partner (D)
High: business partner (D)
High: outsourcing for marketing (I)
Strong interdependency and
network
High: within TAFE group
High: third party (installation) (D)
High: TAFE group (D); industry
standard (I)
√: International (I)
High interdependency and
regulations

Discussion and implications
This study adds to existing literature by extending existing research on interdependent routines
by Deken, Carlile, Berends and Lauche (2016), who suggest that different routine types require
different levels of interdependency. The aforementioned study identified the three types of routine
work of ‘Flexing’, ‘Stretching’, and ‘Inventing’. Firstly, the findings of this study suggest that
inventing requires a higher level of interdependency across departments, opposed to flexing and
stretching. Secondly, this study links these interdependency mechanisms according to the level
of service innovation to be achieved. For instance, the findings indicate that the level of
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interdependency
varied
depending
on
whether
there
was
radical
or
incremental change/innovation within the organisation. Further, this study highlights the bridge
between innovative outcomes and the context and identifies a spectrum of digitalisation in relation
to stakeholder relationships, interdependencies and the digital divide amongst differing
servicescapes. Whilst previous research investigates service innovation from various
perspectives, extant research has lacked an understanding of how differently an organisations’
stakeholders are impacted by virtual servicescapes. The findings from this research signal the
importance
of
service
innovation
given
that
service
innovation
requires
differing processes (Biemans et al., 2016) since services occur in different contexts, mobility and
transferability via digitalisation (Edvardsson et al., 2018). Further, service innovation processes
can be differentiated by the type of activities (e.g., routine-intensive, technology-intensive,
knowledge-intensive, and contact-intensive services) (Jaakkola et al., 2017). Our study argues
that since many higher education providers are transforming their services from face-to-face
offerings to the digital realm, with different degrees of ‘virtuality’, their service innovations can
overlap the different elements within an existing each dimension: processes, contexts, categories,
and activities. The data from this research supports the assertion that an alternative
new dimension for diagnosing new problems and challenges within changing digital services is
required.
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Introduction to the research problem
What does it mean to be “a man” for young men who avoid using health services? We know that
traditional masculine ideals can negatively influence the health behaviours of men and boys
(Courtenay, 2011). However, there is little research comparing the different masculine ideals of
younger generations of men, such as Generation Y and Z with the older Generation X and Baby
Boomers and their role in men’s health and well-being (Oliffe et al., 2019). While men continue to
have worse health outcomes than women, including for risky health behaviours, they also
continue to access health services much less frequently than women (Australian Institute of
Health and Welfare, 2019a, 2019b; Australian Medical Association, 2018). Men cite threats to
masculinity, embarrassment, shame, feeling unwelcome in a ‘female’ domain, and feeling a loss
of control or power when accessing health services (Addis & Mahalik, 2003; Courtenay, 2000;
Mahalik, Walker, & Levi-Minzi, 2007). Therefore, some male consumers of transformative health
services are arguably vulnerable consumers as they do not not feel in control of a marketplace
interaction, feel there is a perception they are incompetent or weak, or there is a perceived threat
to their identity (Baker, Gentry, & Rittenburg, 2005; Garrett & Toumanoff, 2010). This conceptual
paper presents a proposed framework and model for vulnerable male consumers when accessing
transformative health services and the role of masculine identities among social generations when
value perceptions of the service are destroyed and agency retained. The research question posed
by this paper is:
What is the role of dominant masculine identities among social generations for vulnerable male
consumers of transformative health services when value destruction and agency occur?
Proposed Framework/Concepts
Figure 1. illustrates the proposed framework that access to transformative health services by
vulnerable male consumers can be influenced by dominant masculine ideals of different
masculine identities among social generations (Section 1). Value destruction and/or agency can
then occur through negative health beliefs and behaviours, depending on the dominant masculine
ideals (Section 2). The framework also proposes that agency can also lead to positive health
beliefs and behaviours for vulnerable male consumers accessing health services.
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Figure 1. Conceptual Model of the Role of Masculine Identities among Social Generations for
Vulnerable Male Consumers of Transformative Health Services

Literature review
Men’s health beliefs and behaviours are thought to be strongly influenced by traditional masculine
ideals (Courtenay, 2000; Mahalik et al., 2007). These masculine ideals are based on a traditional
masculinity where toughness, stoicism, and risk-taking guide men’s health behaviours
(Courtenay, 2000; Mahalik et al., 2007; Mitchell, 2018). However, rather than one homogenous
masculine identity, Connell (1995) posited that different masculine identities occur for men which
are all based on the dominant hegemonic masculinity, aspiring to traditional masculine ideals
(Connell, 1995). In the context of bowel cancer screening, masculine identities of some older men
with traditional dominant masculine ideals rejected or ignored resources from health services to
retain agency and control (McGraw, Russell-Bennett, & White, 2018).When service resources are
rejected or mis-integrated value is destroyed for the consumer instead of created or co-created
(Plé & Chumpitaz Cáceres, 2010; Zainuddin, Dent, & Tam, 2017). Agency is usually positively
linked to well-being and health behaviours (Hammarström, Lundman, Ahlgren, & Wiklund, 2015;
Pietraszkiewicz, Kaufmann, & Formanowicz, 2017; Sloan, Conner, & Gough, 2015), and was
found to drive positive health behaviours for masculine identities of some older men when
accessing preventative health services (McVittie & Willock, 2006). While different masculine
identities of younger males have been identified for altruistic behaviours such as blood donation
(Russell-Bennett, Previte, & Hartel, 2018), the health behaviours of different masculine identities
for younger males when accessing transformative health services has had limited investigation,
specifically for males from Generations Y and Z
Just as cultural norms shift and change with each new generation (Mannheim, 1970), masculine
norms and dominant ideals may also potentially change with that generation. The role of social
generation in men’s health behaviours is relatively unexplored and, while there are apparent
generational differences in men’s attitudes to health (Mitchell, 2018), those attitudes do not
necessarily translate to differences in health behaviours. In marketing, generational segmentation
is a valuable tool to understand consumers (McCrindle & Wolfinger, 2009). Traditional
generations have been defined by intervals of time, usually between the birth of parents to the
birth of their offspring (Mannheim, 1970; McCrindle & Wolfinger, 2009). However, marketers and
social researchers examine social generations that are cohorts born in a similar time period, of
similar age and life stage, and who are influenced by the same societal events, technology, and
trends of a particular span of time (Mannheim, 1970; McCrindle & Wolfinger, 2009). There is
sparse literature comparing the health beliefs and behaviours of men from the older Generation
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X and Baby Boomers with the new generations Y and Z, particularly through the lens of different
masculine identities.
Discussion and implications
This conceptual framework adds to transformative service literature that different masculine
identities among social generations can lead to value destruction and/or agency for vulnerable
male consumers of health services. Examining value destruction or value co-destruction from the
perspective of a specific group of consumers is an emerging field of study in services literature,
and there is little research that examines male consumers and the role of consumer identity, such
as masculine identity, when value is created or destroyed when accessing services (Leo &
Zainuddin, 2017; McGraw et al., 2018; Palumbo, 2017).
The role of different masculine identities among social generations in men’s health behaviours
has been presented as a potential influence on value destruction and agency when men access
health services. Further empirical research with males from different social generations is
suggested to identify masculine identities for vulnerable male consumers of transformative health
services within age cohorts and to enable co-design of service processes to minimise value
destruction and increase consumer agency when accessing services.
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Introduction to the research problem
Many researchers have observed service delivery using an analogy of theatre (e.g., Grove & Fisk,
1992). Initially, scholars viewed customers as spectators of service but gradually consider them
as stage actors such as extras (Williams & Anderson, 2005). From a theatrical perspective, it is
assumed that employees and customers perform according to a predetermined role (Lovelock &
Wirtz, 2004). However, since service is uncertain, it is difficult for customers to know about their
roles in advance. From a customer-centric perspective, customers perceive their role through
service delivery. Murae, Ho, Hara, & Okada (2019) showed that customers with high actorship,
which is the extent to which customers are aware of their actions in service, contribute to service
delivery. Therefore, it is essential to clarify the formation of actorship in understanding customer
behaviors.
Previous studies have shown that customers’ past purchase and service experiences will change
their knowledge and behaviors (Hoch & Deighton, 1989). Whereas, the impacts of service failure
experiences (SFEs) on customers, such as an exit from service, is mostly discussed by
companies’ view. However, there is a high possibility that service failure can occur throughout the
industry, or customers may have little choice of companies. In such cases, customers can
manage service failures by changing their behaviors and attitudes. In other words, customers act
adjusting to service through SFEs and contribute to service success. Previous studies have
ignored these possibilities. Therefore, we clarify how customers’ SFEs change their actorship.
Literature review
Customer satisfaction and service productivity depend on the extent to which actors play a
predetermined role (Lovelock & Wirtz, 2004), so customers need to understand their role (Dong,
Sivakumar, Evans, & Zou, 2015). However, these studies only view customers as recipients.
Because the purpose of service is value co-creation, Vargo and Lusch (2011) abolished a
business-to-customer perspective and proposed a perspective actor-to-actor perspective. Then,
the process by which one actor does something for another actor is a service (Lusch & Vargo,
2014). It means that customers collaborate with other actors in service delivery as actors, not just
as recipients. Murae, Ho, Hara, & Okada (2019) measured as actorship the extent to which
customers awareness as an actor. Actors would be able to judge what they can do through their
experiences (Lusch & Vargo, 2014). Previous studies clarified that customers’ experience affects
subsequent their behaviors toward service (e.g., Wang, Harris, & Patterson, 2012). Service
experiences reinforce customers’ behaviors and attitudes (Büttgen, Schumann, & Ates, 2012). In
other words, if the result of the customer behavior is good, the behavior is promoted, and viceversa. Therefore, customers diminish inappropriate behaviors at the time of the service failure by
service failure as a punishment and cooperate to act in service delivery. Consequently, we
hypothesize the following:
Customers who experience service failures have a higher actorship than customers
who do not experience service failures.

PAGE 307

308

Method/Approach
This study addresses Japanese home delivery services (HDSs). Japanese HDS companies
usually deliver packages to customers’ home at designated times, so that HDS is highly
customized. Accordingly, HDS is complicated; service failures tend to occur in the whole industry.
We conducted an online questionnaire to 30,000 Japanese consumers to inquire about their
behaviors and attitudes of HDS. Among these, we analyzed 21, 102 respondents’ data who
receive packages at least once a month and send at once during the last year.
The actorship used the same three items as Murae, Ho, Hara, & Okada (2019). We asked
customers about their collaborative attitudes toward service and other actors with five-level Likert
scales. For service failures, we asked the contents of troubles related to HDSs that customers
have encountered in a free description format. Answers such as blank or “None” were treated as
“No experience.”
This study estimates the causal effect of SFEs on actorship by matching of the propensity score.
First, the propensity score is calculated using the demographic items obtained from the
questionnaire as covariates. Then, we match the propensity score by the nearest neighbor
method and, the difference in actorship between the service failure experienced group, and the
control group is verified by T-test and calculation of the effect size d. Furthermore, the effect of
SFEs is confirmed by multiple regression analysis with actorship as an independent variable.
Results/Findings
In order to calculate the propensity score, logistic regression analysis was performed using the
experience of service failures as an independent variable, and the customer's demographics,
personalities, and usage status of HDS as explanatory variables (Table 1 left). Then, 8,022 pair
samples were matched. Table 1 (right) shows the difference between the average of each
covariate before and after matching. The difference in averages decreased for all covariates.
Among the matched samples, the average of actorship for customers who experienced service
failures was 3.974, and who have not experienced was 3.738. Then, a significant difference of
actorship for the customer who experienced service failures and who non-experienced was found
at the 0.1% level (t = 19.597, p-value < 2.2e-16). The effect size d was 0.309, and it was confirmed
that the customer’s SFEs have a medium effect on actorship. Therefore, this result shows that
the customer who experienced service failures has higher actorship that the non-experienced
customer. As explanatory variables for multiple regression analysis, customer’s usage of HDS,
perception of complexity, and satisfaction were used because customer’s ability (Dong,
Sivakumar, Evans, & Zou, 2015) and experiences affect customer behaviors. We also used selfefficacy, which is a significant predictor of customer behaviors (Meuter, Bitner, Ostrom, & Brown,
2005). The result is shown in Table 2. The slight effect of SFEs was confirmed.
Discussion and implications
From these results, it clarified that SFEs enhance customers’ actorship. However, the exit of a
customer due to service failures causes significant damage to the company, so the company
cannot fail service delivery to enhance actorship. Instead, we propose that companies disclose
and share SFEs. According to the social learning theory proposed by Bandura and Walters
(1997), people learn even when others are reinforced. Therefore, by notifying SFEs, companies
can increase customers’ actorship without dissatisfying customers. Practically, companies should
post failure-stories as FFR (Frequent Failure and Recovery) on their websites, like FAQ.
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We have identified a learning effect that is a new aspect of service failures by viewing from a
customer's perspective. Meanwhile, we focused only on service failure among various service
experience. In order to understand the formation of actorship, it is necessary to clarify the effects
throughout the service experience. Future research ought to confirm whether SFEs directly
enhanced actorship, and to clarify the psychological processes that increase actorship.
Table 1: The results of logistic regression and the differences in average between before matching and after matching

Coefficient

Std. Error

P-value

Before matching
AVE

After matching
AVE

Age

-0.0002

0.0009

0.8654

-0.0419

0.0411

Sex

0.3843

0.0297

< 2e-16 ***

0.1901

-0.0147

0.0792

0.0149

1.01e-07 ***

0.7476

0.2666

0.0358

0.0183

0.0498 *

0.0436

-0.0056

Trust 1

-0.0823

0.0180

4.97e-06 ***

-0.0697

0.0075

Trust 2

-0.0711

0.0193

0.0002 ***

-0.0607

0.0051

Trust 3

0.0340

0.0159

0.0323 *

0.0542

-0.0130

Self-Efficacy 1

0.1185

0.0199

2.56e-09 ***

0.0647

-0.0012

Self-Efficacy 2

0.0292

0.0206

0.1562

0.0266

0.0011

Self-Efficacy 3

-0.0093

0.0200

0.6424

0.0062

0.0067

Self-Efficacy 4

-0.0536

0.0197

0.0065 **

-0.0095

0.0069

FR * FS

-0.006

0.0030

0.0341 *

3.5106

1.1987

The frequency
receiving (FR)

of

The frequency
sending (FS)

of

AIC: 27566
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Table 2: The result of multiple regression analysis
Coefficient

Std. Error

P-value

Service failure experiences

0.2068

0.0105

< 2e-16 ***

complexity of receiving

-0.1311

0.0071

< 2e-16 ***

complexity of sending

0.0345

0.0068

4.70e-07 ***

The frequency of receiving

0.0018

0.0011

0.0997 .

The frequency of sending

-0.0249

0.0049

5.81e-07 ***

Self-efficacy

0.2259

0.0072

< 2e-16 ***

Satisfaction

0.3613

0.0069

< 2e-16 ***

Multiple R-squared: 0.2681, Adjusted R-squared: 0.2678
p-value: < 2.2e-16
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Introduction to the research problem
Tourism is a process of “self-regeneration, relaxation, education and indulgence” (Ryan, 1997).
However, in the current time, the tourists have realized the psychological and physical benefits of
tourism and are giving it importance in their choice of the type of tourism (Smith & Kelly, 2006).
According to the Global wellness economy monitor, 2017 wellness tourism is a $563 billion
industry, and it will grow further (Dimon, 2018). Hence, the demand for wellness tourism can be
estimated from these figures. It is known to be special interest tourism (Smith & Puczko, 2008).
This study proposes a conceptual framework for millennials participation intention to yoga and
meditation retreats.
Literature review
Wellness tourism is the subcategory of health tourism (Goodarzi, Haghtalab & Shamshiry, 2016;
Voigt, Brown & Howat, 2011). The main objective of wellness tourism is the tourist’s physical
health and the well- being (Luo et al., 2018). Yoga and meditation tourism falls under the umbrella
of wellness tourism (Sharma & Nayak, 2018; Hudson et al., 2017). It is one of the emerging subcategories of wellness tourism (Smith & Kelly, 2006). Most of the travelers travel for escape and
reconcile their mind, soul, and body (Smith, 2003). Hence, yoga and meditation retreat tourism
provide tourists with both the benefits. Mostly, the elderly go for yoga and meditation retreats
(Hoyez, 2007). This form of tourism appeals to the people above the age of 50 as they are
financially secure and now want to experience life without the stress (Smith & Puczko, 2009).
However, recently millennials are also found to embrace the importance of these forms of tourism
(Sanders, 2019). Millennials fall under the age group 23 to 38 years (i.e., born 1981 to 1996) in
the year 2019 (Dimock, 2019). Therefore, this study investigates millennial tourists’ interest in
yoga and meditation retreats. Yoga and meditation as a practice have grown, yet research in this
domain is at an infancy stage (Dillette, Douglas & Andrzejewski, 2018). Specifically, we fill this
existing gap in the literature, by developing hypotheses that research the role of escapism,
seeking motivation and the outcome expectancy in millennials intention to participate in the yoga
and meditation retreats. This study applies Iso-Ahola’s motivation and the Self-efficacy theory to
examine the millennials’ motivation to participate in yoga and meditation retreats. It combines the
two theories and proposes a conceptual framework for millennials participation intention to yoga
and meditation retreats.
Therefore, we propose the following propositionsP1:
P2:
P3:
P4:
P5:

The utilitarian outcome expectancy of millennial tourist is positively associated with their
intention to participate in yoga and meditation retreats
The hedonic outcome expectancy of millennial tourist is positively associated with their
intention to participate in yoga and meditation retreats
Millennial tourist’s personal escape motivation is positively associated with their intention
to participate in yoga and meditation retreats
Millennial tourist’s interpersonal escape motivation is positively associated with their
intention to participate in yoga and meditation retreats
Millennial tourist’s personal seeking motivation is positively associated with their intention
to participate in yoga and meditation retreats
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P6:
P7:
P8:
P9:
P10:

Millennial tourist’s interpersonal seeking motivation is positively associated with their
intention to participate in yoga and meditation retreats
Peer influence on social networking sites moderates the relationship between personal
escape motivation of millennial tourists and their intention to participate in yoga and
meditation retreats
Peer influence on social networking sites moderates the relationship between
interpersonal escape motivation of millennial tourists and their intention to participate in
yoga and meditation retreats
Peer influence on social networking sites moderates the relationship between the
personal seeking motivation of millennial tourists and their intention to participate in yoga
and meditation retreats
Peer influence on social networking sites moderates the relationship between the
interpersonal seeking motivation of millennial tourists and their intention to participate in
yoga and meditation retreats
Proposed Conceptual Framework/Concepts

Discussion and implications
This study adds theoretically to wellness tourism literature. It also extends the Iso-Ahola’s
motivation and self-efficacy theory in the yoga and meditation retreats tourism. Moreover, it is one
of the initial works to investigate the millennial tourists’ intention to participate in yoga and
meditation retreats tourism. Hence, the findings of the study may provide more theoretical
underpinnings. It also adds to the literature of social media and its influence on the lives of
millennials.
This study is an attempt to understand the tourist’s motivations especially the millennials and
hence provide important insights to the tourism developer and marketers. It explains the role of
different motivations of the millennial tourists as the antecedent of millennials’ tourism intention.
Hence, this study helps the travel planners/marketing organizations in understanding the need of
tourists. Millennials are a new segment that travel aggregators selling yoga and meditation
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retreats can focus on for a share of their business. The role of peer influence as a moderator in
this relationship is also looked at, providing possible indications on using appropriate social media
influencers. As a further insight, this study also explains the role of outcome expectancy of
millennials in their intention to participate.
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Introduction to the research problem
The focus of this research is to explore what a good student experience looks like in the Australian
Higher Education system, specifically through the use of technology. With a focus on education
in a service context, this research will explore how the use of technology can act as a driver of a
good student experience, or the perception of one, for both the provider and the consumer and to
consider the benefits of achieving a positive experience for both institution and individual.
This research seeks to explore a relative gap in the existing and immerging Service Design and
Value Co-Creation research. As many industries have identified and embraced the relatively new
phenomena of a holistic customer experience, education institutions such as universities, have
struggled to change a model that has largely been intact for several centuries. As other players
enter the increasingly competitive environment of education and training, this research seeks to
identify ways in which universities can balance their core commitments with a technology savvy,
time poor and increasingly resourceful student base looking for an engaging experience as
opposed to the traditional ideology of the transition of knowledge.
Furthermore, this research will look to address the reasons why higher education has not yet been
disrupted significantly by technology and how, as a sector, higher education can learn from other
industries, such as banking, retail and airlines, to meet the digital expectations of its primary
customer base – it’s students.
Literature review
The development of Service-Dominant logic (SD) (Vargo & Lusch, 2004) leads intrinsically to the
notion of value co-creation (VCC) which is defined as the process though which a user becomes
better off in some respect (C. J. E. b. r. Grönroos, 2008) or which increases the customer’s wellbeing (C. J. M. t. Grönroos, 2011; Vargo & Lusch, 2008). In many industries and sectors, this
approach has led to terms such as the “customer experience” being at the forefront of marketing
and engagement campaigns.
The emergence of this theory has also coincided with significant developments and
advancements in technology, with social media, online communities and interactive applications
available on mobile phones and other devices making engagement and feedback between the
provider and the consumer real-time and responsive. This creates a conflict with the traditional
view that customers are largely passive to the experience and consequently the benefits to the
consumer have been seen through the lens of the provider (McColl-Kennedy et al., 2015).
As such, an increased focus on the customer being a co-creator of value has begun to develop
(Payne, Storbacka, & Frow, 2008) and a focus on the customer through the service experience,
broadly referred to as the customer journey (CJ), begins to emerge. As the expectations of
customers continues to increase, how do service providers adapt, adjust and create competitive
advantage in providing these experiences? From a customer’s experience, is it about the
experience or the outcome – or both? How do providers of both goods and services respond to
the evolving needs and wants of consumers, taking into account all the data and information
available to them?
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As research papers and findings into VCC and CJ have continued to expand, a range of examples
have been referenced. Many of these examples relate to transactional type relationships between
the provider and the purchaser, such as retail markets (Starbucks, Nike, Lego for example).
Others have explored the notion of VCC in the finance and banking industries (Ponsignon, Klaus,
& Maull, 2015). However, current research suggests that value co-creation in complex service
industries, such as health and education, is more difficult to evaluate due to the increased
intricacies involved. These challenges include multiple actors in the service provision as well as
the longer duration and the repeated nature of the services being offered (Pinho, Beirão, Patrício,
& P. Fisk, 2014). So how is value co-created in a complex context such as higher education and
what are the barriers to this?
Proposed theoretical framework/Concepts
This paper will examine the impact on value co-creation and the customer journey through the
improved technology implemented by one Australian university to transform the student
experience. Specifically, my research will use the significant project underway at this university to
explore both quantitative and qualitative feedback from students on their engagement with the
university and their perceptions of partnership with the university to produce their desired
outcomes. In essence, it seeks to explore what a good student experience looks like and to then
understand the drivers and barriers to achieving this outcome.
The project in questions will introduce a new digital experience for students at the university. It is
aimed at providing a personalised, digital capability that gives students what they need, when
they need it and in a user-friendly and contemporary online platform. The development of the
platform has seen significant student input through various means.
Discussions and implications
The main contributions to future research are as follows:




How can universities better use technology to improve the student experience?
What can universities learn from other industries in pursuing value co-creation?
What are the barriers that universities have to address in improving the digital student
experience?
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Introduction to the research problem
Although customer needs and behaviors may seem perfectly embedded in modern culture, the
field of evolutionary psychology provides increasing evidence that these phenomena are guided
by ancestral psychological adaptations (Griskevicius & Kenrick, 2013). Scholars have
demonstrated the utility of an evolutionary lens within fields such as marketing (Griskevicius &
Kenrick, 2013), tourism (Kock, Josiassen, & Assaf, 2018), and management (Saad, 2011), but
there is little evolutionary theorizing on phenomena of relevance to service research and service
design. This shortcoming is surprising given calls for more interdisciplinary service research
informed by fields like evolutionary biology (Anderson & Ostrom, 2015) and the strong focus on
customer experiences within service design (Karpen, Gemser, & Calabretta, 2017). In this
conceptual paper, we argue that service (design) research can benefit from moving beyond a
proximate-level account of human needs, behaviors, and experiences to an ultimate-level account
informed by evolutionary psychology. That is, rather than focusing purely on how phenomena
operate and develop, service design may also look at why they exist in the first place to have a
fuller understanding of human psychology (Tinbergen, 1963). In doing so, we aim to answer the
following research question: How may evolutionary psychology enhance service (design)
theorizing on customer experiences and well-being?
The proposed framework contributes to service (design) theorizing by providing an ultimate-level
perspective on service customer needs, behaviors, experiences, and well-being. This focus
allows for a more complete perspective of human psychology and can contribute toward a larger
design vocabulary. The framework also contributes to evolutionary-based business research by
highlighting that evolutionary insights can be used to enhance customer experiences and wellbeing. This focus represents a departure from the traditional managerial orientation of the
literature stream which has focused more on persuading customer to improve sales (Piha, 2018).
Literature review
Evolutionary psychology centers on the idea that humans have inherited psychological
mechanisms that helped their ancestors survive and reproduce (Schaller, Kenrick, Neel, &
Neuberg, 2017), and its foundational basis can be traced back to the theory of natural selection
(Darwin, 1859). The field focuses on providing ultimate-level explanations for various phenomena
rather than purely proximate-level ones (Saad, 2017). To do so, evolutionary psychology scholars
have advanced a restricted number of fundamental motives that are aimed at solving different
needs related to survival fitness (e.g. Kenrick, Griskevicius, Neuberg, & Schaller, 2010).
Griskevicius and Kenrick (2013), for example, make a distinction between the fundamental
motives of self-protection, disease avoidance, affiliation, status, mate acquisition, mate retention,
and kin care. These motives can be triggered by environmental cues and, once activated, have
consequences for attention, cognition, memory, preferences, and behavior (Griskevicius and
Kenrick 2013). While it has not been the traditional focus of evolutionary psychology, we argue
that the activation of the fundamental motives also has consequences for customers’ experiences
by, for example, steering their attention in a specific direction and predisposing them to react in
certain ways. In addition, making progress toward satisying the fundamental needs usually leads
to a state of well-being (Lyubomirsky & Boehm, 2010), highlighting another application of the
theory in a service context.
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Proposed theoretical framework/Concepts
With point of departure in the literature on the fundamental motives, we argue that evolutionary
psychology can provide strong insights on human needs and behaviors, allowing service design
to enhance customer experiences and well-being. Simply put, evolved psychological mechanisms
influence the demand for services, the way customers move around the service environment, and
how they interact with service employees in ways that previous need-based models do not
capture (e.g. Deci and Ryan, 1985; Maslow, 1943). Self-determination theory, for example,
subsumes all types of relationships under the relatedness need, whereas evolutionary psychology
demonstrates that the activation of an affiliation motive, a mate acquisition motive, or a kin care
motive has very different implications for behavior (Griskevicius and Kenrick, 2013).
We specifically advance six propositions based on six fundamental motives from evolutionary
psychology (Griskevicius & Kenrick, 2013; Kock et al., 2018). These motives were selected
because they have been theoretically developed in a direction that has wide implications for
service design. The propositions are as follows:
Service design can enable meaningful experiences and well-being by stimulating customers’
fundamental motive of (1) self-protection, (2) disease avoidance, (3) exploration, (4) affiliation, (5)
status, and (6) mate acquisition.
As an illustration, Proposition 3 centers around the fundamental motive of exploration which exists
because humans had to explore new areas to increase their survival fitness (Kock et al., 2018).
The motive has been proposed to be triggered by foreign smells and sights (Kock et al., 2018)
and may also relate to different environmental features linked to survival (Joye, Poels, & Willems,
2011). Some services have (intuitively) been designed to cater to the motive, including a variety
of tourism services. However, the motive may also inform how service environments can be
designed in alignment with evolved preferences for certain natural elements (Joye et al., 2011).
The inclusion of natural elements in indoor environments has been linked to well-being and may
create a more positive experience of being in a service environment (Grinde & Patil, 2009; Joye
et al., 2011). This example shows how a fundamental motive—or evolutionary psychology for that
matter—may be used to enhance service design for the purpose of better experiences and
customer well-being.
Discussion and implications
We argue that the human mind has evolved to meet evolutionary challenges in ways that are
relevant to the design of services today. In doing so, the paper expands the explanatory and
predictive capacity of service research by allowing for a more holistic, ultimate-level perspective
on service customer experiences and well-being. These insights may also have implications for
transformative service research (TSR) (Anderson, Ostrom, & Bitner, 2011) as combining
evolutionary insights on well-being with the social agenda of TSR may allow for the enhancement
of well-being through service design.
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Introduction to the research problem
While the concept of the customer experience has received extensive academic focus within a
wide range of services contexts (e.g. Teixeira, Patrício, Nunes, Nóbrega, Fisk & Constantine,
2012; Voss, Roth, & Chase 2008), it has been relatively under-researched within a higher
education setting (Kahu, 2013; Montgomery and McDowell, 2009). Problem-based learning (PBL)
approaches have become increasingly popular within higher education institutions in recent years
aimed at enhancing student learning and augmenting overall student experience (Czabanowska,
Moust, Meijer, Schroder-Back & Roebertsen 2012). While PBL is often regarded as superior to
traditional forms of pedagogy, representing a more engaging, applied and interactive method
(Savin-Baden & Howell Major, 2010), the extent to which PBL techniques create an enhanced
pedagogical experience for students remains uncertain. Furthermore, while some argue that it
facilitates a balanced distribution of power between the lecturer and the student (Kaufman et al.,
1989), there is still limited understanding of how augmented levels of autonomy and power
afforded by PBL approaches affect the student experience. Adopting the lens of power (Gore,
1995), this study examines the nature of the student experience within the context of a specific
graduate business program employing a problem based learning (PBL) methodology. Further,
adopting a social identity framing (Tajfel & Turner, 1986; Browne & Lunt, 2002), student
experience is explored through the ways in which students identify with and differentiate their
PBL-oriented program over and above others within the education marketplace. This research
directly contributes to the services experience literature (e.g. Zomerdijk & Voss, 2010; Haeckel,
Carbone & Berry, 2003), by advancing knowledge of the role and impact of power and social
identity on service experience, specifically within a higher education context.
Literature review
The importance of the customer experience within services has been widely recognized as key
to creating distinctive service offerings and design (Teixera et al., 2012) and building loyalty and
satisfaction (Zomerdijk & Voss, 2010). Within an educational setting context however, less is
known about the nature of the experience for students, what particular factors influence it and
how specifically it can be augmented through innovative pedagogies. As a relatively recent
pedagogical approach, PBL is widely acknowledged as distinct from traditional models of
education in terms of structure, process and overall ethos in supporting a more positive active
and self-directed learning environment (Savin-Baden & Howell Major, 2010; Czabanowska et al.,
2012). Specifically, PBL pedagogies are purported to offer several educational and employment
advantages including higher student engagement, motivation and satisfaction levels (Colliver,
2000), greater collaboration (Leon, Winskell, McFarland & del Rio, 2015), enhanced links with the
real-world and high problem-solving outputs (Brush & Saye, 2008) and greater flexibility in student
learning approaches and styles (Bowe, Flynn, Howard & Daly, 2003). However, there is still much
debate as to whether PBL is more beneficial in delivering a superior experience for students and
enhanced learning outcomes with tangible results (Sockalingam & Schmidt, 2011; Savery, 2006;
Albanese & Mitchell, 1993).
There is recent acceptance that students of PBL programs enjoy greater autonomy and power
due to an erosion of the traditional student-tutor divisions and power relations (Savin-Baden &
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Howell Major, 2010). Hence, gaining a deeper understanding of the impact of this increased
autonomy and shifting power relations on the student experience is increasingly important. In
response to the increased commoditization of higher education and restrictions on funding
(Thwaites, 2018; Bamigboye, Ede and Adeyemi 2016; Doti, 2004; Davies, 2002), PBL has
afforded both educational institutions and students a means of achieving differentiation and
distinction from standard or traditional forms of pedagogy (Savin-Baden & Howell Major, 2010).
Drawing on social identity theory (Tajfel & Turner, 1986; Browne & Lunt, 2002), the extent to which
social identity factors impact the student experience within PBL settings is increasingly important.
This study aims to address these research questions and explores the role and impact of power
and social identity on the experience of students within a PBL higher education setting.
Method/Approach
The study employed a qualitative interpretive approach (Corbin & Strauss, 2014; Creswell, 2013)
grounded within a PBL-oriented master program in an Irish higher educational institute. In-depth
loosely structured interviews were conducted with a purposive sample (Silverman, 2016) of
thirteen recently graduated participants of the program. Perceptions of lecturer-student power
relations in terms of power shifts, imbalances and rebalances were explored in addition to the
effect on the student experience. Social identity factors were investigated including the degree of
perceived identification/dis-identification with the PBL program, the process of group identity
formation and distancing and the overall impact on the student experience. The extent to which
the student experience was mitigated either positively or negatively by both power and social
identity factors was deeply explored. The data was anonymized and analyzed using a constant
comparative method (Charmaz, 2006) and commonalities and differences were identified.
Results/Findings
The research uncovered aspects of social identity evidenced through statements of positionality
indicating strong group identification within the student cohort. For example, Frank recounts how
he developed an affinity with the group and program: “I knew some of the guys from before we
actually started and I have to say, I didn’t particularly like them. But then after a while we were all
in this together, we were better than those without a PBL grounding. It sounds a bit nuts but it was
like it was us versus them… it was a great course”. Perceptions of group identification led to a
shared association of superiority with the PBL program which is turn positively affected student
experience. In relation to power, Dan highlighted the nature of relations between students and
lecturing faculty: “They do play God every so often though and that can be a bit annoying, like
they are watching you all the time, especially in the first year”. Despite claims of increased
autonomy associated with PBL (Savin-Baden & Howell Major, 2010) the findings highlight that
power imbalances continue to exist. Building on Gore (1995), participants identified cases where
power was wielded by educators using normalization (implied) and surveillance (explicit) means.
In response, drawing on Tajfel & Turner (1986) social competition was evident through participant
focus on enhancing professional mobility and status, leading, in turn, to an augmented
experience.
Discussion and implications
This study advances understanding of service experiences (Zomerdijk & Voss, 2010; Haeckel,
Carbone & Berry, 2003) by revealing the mitigating role of power and social identity within the
context a higher education PBL program. Despite its advantages, the study underlines the
challenges of implementing a PBL approach and identifies a range of dynamic and complex power
and social identity factors that directly impact customer experience i.e. of the student. This
research identifies important recommendations for education policy including investment in
specialist PBL education training and resources to appropriately support both students and faculty
in managing power relations, recognizing positionality and leveraging mobility opportunities to
ensuring that the overall service experience for the student as end customer is optimized.
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Track: Transformative services marketing and vulnerable consumers
Introduction to the research problem
Health care is a transformative service research context (Bitner, 2017) in which the well-being of
vulnerable patient populations and health workers is pressured due to the growing proportion of
elderly people (United Nations, 2015) and the shortage of health care workers (Liu, Goryakin,
Maeda, Bruckner, & Scheffler, 2017). Well-being is one of the beneficial outcomes of co-creation
of services, which Oertzen, Odekerken-Schröder, Brax, and Mager (2018) describe as the
integration of resources in collaborative activities (i.e., co-creation activities) by service providers
(e.g., nurses) and customers (e.g., patients) and which is influenced by contextual multi-actor
networks (e.g., including family members in health care). Co-creation activities of one actor not
only affect this actors’ own well-being but also that of other interrelated actors (Sweeney, Dagger,
& McColl-Kennedy, 2015).
When actors’ co-creation interests are aligned, co-creation leads to beneficial outcomes for all
actors involved, and therefore contributes to all actors’ well-being. More specifically, the network
reaches balanced centricity, such that all actors’ needs and wants are fulfilled simultaneously
(Gummesson, 2007) and consequently, network well-being improves. However, if tensions
between actors co-creation interests exist, co-creation activities can contribute to well-being of
one actor while degrading other interrelated actors’ level of well-being (Plé & Cáceres, 2010),
thereby threatening network well-being. We adopted a multi-actor approach by collecting
descriptions of in-bed bathing experiences (perceived as a crucial service encounter) from
patients, nurses, and patients’ family members. We explicitly take an interpretive,
phenomenographic stance to explore the meanings that these different actors ascribe to their
experiences with in-bed baths (Rynes & Gephart, 2004). We demonstrate that network well-being
is affected by why actors engage in co-creation.
Literature review
We address the well-being of actor networks consisting of multiple actors, embedded in service
systems. An actor network is effective if all actors’ needs are satisfied (e.g., of patients, nurses,
and family in health care), which leads to network well-being (Gummesson, 2008); that is, actor
network well-being depends on the well-being of its individual actors (Payne, Storbacka, & Frow,
2008). Furthermore, an actor’s level of well-being depends on this actor’s own and other actors’
co-creation activities (Grönroos & Voima, 2013). If co-creation leads to beneficial outcomes for all
actors such that all actors’ interests are met, network well-being increases and balanced centricity
is reached.
Optimal network well-being is argued to emerge if all actors’ needs and wants are satisfied and
therefore, balanced centricity is reached (Gummesson, 2008). We posit that an imbalanced actor
network (i.e., the opposite of balanced centricity) results if co-creation generates beneficial
outcomes for one actor and counterproductive outcomes for other, interrelated actors in the
network (Reypens, Lievens, & Blazevic, 2016). Such network imbalances reflect tensions
between actors (Gummerus, 2013). This study pinpoints actors’ co-creation interests as a
potential source of tensions and alignments that either threaten or enhance balanced centricity.
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Method/Approach
To study the influence of actors’ (possibly competing) value co-creation interests on network wellbeing, we found in-bed baths to represent recurring service encounters that can have varying
levels of impact on different actors. This could hint to differences in actors’ interests regarding inbed baths, which are likely to exist in other daily health care encounters too, such as feeding and
toilet assistance.
We interviewed eight patients, six nurses, and five family members, resulting in five triads and
three patient–nurse dyads that are part of actor networks. The data analysis process, consisted
of several inductive and deductive steps that allowed the codes to evolve across data and theory.
Results/Findings
Our analysis of the collected narratives uncovered several actor-specific co-creation needs.
During our data analysis, SDT emerged as a suitable theoretical framework as all actors’ cocreation needs refer to elements that seem to relate to the SDT dimensions of autonomy,
competence, or relatedness (Baumeister & Leary, 1995; Deci & Ryan, 2000). In our study,
patients seek control, and nurses aim to stick to their personal preferences, both of which reflect
autonomy needs. The needs we identified that link to competence are patients’ needs to build
self-worth and be normal (i.e., proficient in daily lives), nurses’ need to be professional (i.e.,
proficient as a nurse), and family’s need to safeguard patients’ well-being (i.e., proficient as a
family member). Patients’ and nurses’ needs to feel safe and to belong, as well as family’s need
to satisfy multiple actors, pertain to relatedness needs.
In addition to specifying actors’ co-creation needs, the narratives reveal several co-creation
activities that actors undertake to fulfil at least one of those needs. Several narratives show how
co-creation activities contribute to network well-being if actors’ co-creation needs are aligned,
because the different actors’ needs can be fulfilled simultaneously, assuring well-being for all
actors. For example, patients can fulfil their need for autonomy by sharing preferences with
nurses, which simultaneously empowers nurses to deliver care according to patient preferences.
Consequently, nurses’ need to feel competent as a nurse is fulfilled as well. Conversely, actors’
co-creation activities negatively affect network well-being if tensions arise, such that the actors’
different needs cannot be fulfilled simultaneously. For example, if a patient prefers to be bathed
later during the day but this would impede the nurse to provide a proper bed bath to all her patients
(e.g., due to impracticalities in her time schedule), the patient’s need for autonomy and the nurse’s
need for competence cannot be fulfilled simultaneously and balanced centricity is threatened.
Based on our results, a conceptual model (presented in Figure 1) has been developed which
shows how competing/aligned actors’ needs impede/contribute to the fulfilment of all actors’
needs and consequently, network well-being.
Discussion and implications
Our conceptual model is built on empirical findings that indicate that tensions and alignments
across actor-specific co-creation interests explain why actors’ co-creation activities impede or
contribute to other actors’ well-being, which then determines whether balanced centricity can
emerge. We were able to identify tensions and alignments between different actors’ co-creation
needs because of our multi-actor approach. Actors’ co-creation activities are executed to fulfil
actor-specific co-creation needs, which leads to actor well-being. By hindering or contributing to
a balanced actor network, tensions and alignments in actors’ co-creation needs determine
network well-being, such that network well-being exists if all actors’ co-creation needs are
satisfied and their well-being is supported.
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Figure 1. Co-Creation Needs Affecting Network Well-Being

One might wonder if balanced centricity can realistically be expected to be feasible in a complex
service system featuring vulnerable actors, such as health care. However, particularly two
managerial implications can be derived from our results that could enhance network well-being
and that are generalizable to other (health care) settings as well. First, health care management
should ensure that vulnerable actors have a feeling of control by assessing their needs and
delivering care accordingly. Network well-being could be enhanced if service employees
frequently collect information on other actors’ needs, especially for tasks that are executed
routinely but have a significant impact on the well-being of vulnerable actors. Service managers
could facilitate such information exchange by training service employees and by introducing
supportive tools.
Second, all network actors should be invited to co-create service. In health care, family
involvement has the potential to contribute to network well-being (McColl-Kennedy, Hogan, Witell,
& Snyder, 2017). Increased family involvement could contribute to all actors’ co-creation needs.
For nurses, family members represent important information sources to learn about patients’
preferences, so involving family could fulfil nurses’ need for competence. At the same time, family
would have more opportunities to address patients’ well-being and thereby to fulfil their need for
competence. Finally, this would enhance patients’ autonomy, because the family can match
patients’ preferences. In general, all actors’ involvement is important as our data shows occasions
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in which it contributes to need fulfilment of all network actors simultaneously and therefore,
enhances network well-being.
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Introduction to the research problem
Families are increasingly recognized as key service partners in relation to health, social care and
other service experiences (c.f. Epp & Price, 2011; Kelleher, O’Loughlin, Gummerus & Penaloza,
2020). While there has been significant growth in the number of families caring for dependent
relatives with mental or physical conditions (Verbakel, 2018), less is known about how family
members negotiate and navigate the emotional impacts over time. On the one hand, family
caregivers experience considerable and sustained negative impacts on physical health and
employment (Brimblecombe Fernandez, Knapp, Rehill & Wittenberg, 2018) as well as the
psychological burden of conflicting emotions (Pillemer Suilter & Balter, 2019). On the other hand,
caregiving may have positive consequences such as feelings of gratification, although these are
seldom accounted for (Roth, Fredman & Haley, 2015). This co-occurrence of mixed feelings or
“contradictory emotions toward the same object” (Weigert, 1991, p. 21), which may lead to
negative outcomes and the need for coping strategies (Otnes, Lowry & Schrum, 1997) is referred
to as ambivalence. In response to these lacunae, scholars have recently prioritized further studies
on ‘carer ambivalence’, particularly longitudinal and cross-cultural research (Pillemer et al., 2019,
p.9). Drawing on theoretical perspectives of sociological ambivalence (Connidis & McMullin, 2002;
Pillemer et al., 2019), this cross-cultural qualitative study explores how family members
(parents/guardians) who provide ongoing care to children with long term physical or mental
conditions experience and navigate ambivalence, and how this impacts family wellbeing.
Literature review
While service research has increasingly begun to explore the management of emotions and
emotional labor in relation to service provision (McColl-Kennedy, Patterson, Smith & Brady, 2009;
McColl-Kennedy, Hogan, Witell & Snyder, 2017; Liu, Chi & Gremler 2019), there is a paucity of
research on how actors such as family members individually and collectively experience and
manage emotions in relation to service co-creation. In particular, a focus on ambivalence has
been remarkably absent in service research domains, with some notable exceptions (c.f. Lunardo
& Saintives, 2018). Sociological ambivalence represents a key framing for this study due to its
direction and ongoing impact on family wellbeing, and is conceptualised as “having both temporal
and transformative properties and as the product of complex relational experiences existing within
a wider web of interdependent social relationships” (Hillcoat-Nalletamby & Philips, 2011, p. 202).
Family wellbeing comprises several dimensions including family cohesion, harmony and conflict
as well as agreement regarding child rearing (Armstrong, Birnie-Lefcovitch & Ungar, 2005) and is
a fragile phenomenon impacting all family members particularly in the case of families with
children with special care needs (Frey, Greenberg & Faywell, 1989) and their ability to sustain
service co-creation over time.
Method/Approach
Our qualitative interpretive study (Goulding, 1999) underpinned by TSR’s relational engagement
approach (Ozanne et al., 2017) explored the experiences of those who self-define as family (Epp
& Price, 2011). This included parents/ guardians /other family members who are engaged in
caring for children with long-term mental and physical conditions, such as autism and Down
syndrome, in Ireland and Finland. Following institutional ethical approval, twenty loosely
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structured in-depth group interviews were conducted. Carer representative associations were
contacted in both countries to invite and co-ordinate participation from families. As “ambivalence
cannot be reduced to an individual experience, disembodied from the wider web of interdependent
social relationships to which it belongs” (Hillcoat-Nallétamby & Phillips, 2011 p. 212), interviewing
two or more caregiving members of the family facilitated a richer and anonymized understanding
of ambivalence in terms of the dynamics, conflicts, trade-offs and priorities between different
family members and the effects on wellbeing. Interview data was anonymized and analysed by
the research team for patterns of commonality and difference using a constant comparative
method (Charmaz, 2006). Emergent findings and analysis were presented to participants and
their carer representative associations to ensure trustworthiness throughout the process.
Results/Findings
Our findings elaborate three key themes relating to the co-occurring mixed emotions and conflict
as well as trade-offs and priorities between family members and resulting navigation/coping.
Feelings of sadness, guilt but also positivity and hope were commonly experienced differently
between family members, leading to frustration and conflict. In prioritizing the special needs of
some, significant trade-offs were made in respect to other family members, which impacted family
well-being. 1) Co-navigating through the (un)known: Elaine, for example, a mother of a 3 year old
boy with Downs Syndrome describes the range of emotions she and her husband experienced
following the diagnosis of her son: “We ended up in this fog of Downs. You play out your whole
life… One minute you’re 35, you’ve just had baby… it should be the happiest time of your life…and
then it’s not… it’s a very different path…” The disparity between expectations and the reality of
family life led to diminished wellbeing. 2) Co-living with (in)gratitude: Similarly, Donna, mother of
an 8 year old girl with Downs Syndrome recounts the conflicting perspectives she and her
husband held regarding their daughter’s condition: “You know I told my husband at the time..
‘We’re so lucky’ and his response was, ‘What do you mean? We’re not f***ing lucky’… and I said,
‘Look I know she has Downs but her heart is okay - one in every two have heart problems. She
only has Downs… we’ll deal with it’”. Conflicting emotions among the family members caused
discordance and disharmony, undermining family wellbeing. 3) Co-adapting through (in)stability
As a father of three boys, two with autism, Gary reflects the tradeoff for his eldest boy who, at ten
years old, has had to adapt his play to suit the changing needs of his younger autistic brothers:
“…The key thing is…his understanding of where the line is in terms of rough play, winding up and
messing …and he has been able to drop that…He now understands why James runs up and
down the house for 20 minutes at a time. .So the frustration points are lessened ... but it has taken
a while”. The requirement on family members to adjust their behaviour to evolving needs of the
cared for led to emotional labor and shifting well-being.
Discussion and implications
This paper contributes to service research and practice by providing a deeper understanding of
the family carer as a key service provider (Grönroos, 2008) within the overall context of long term
caregiving and family wellbeing. We advance both service scholarship and the transformative
service research agenda (Anderson & Ostrom, 2015) by extending theories of service work and
service co-production to consider the immaterial and emotional labor of family members as
partners in service co-creation in individual, collective and societal wellbeing. Service research
has so far focused on individual (McColl-Kennedy et al., 2017) rather than family level emotions
and wellbeing, despite the interdependence of family members. Our findings further contribute to
ambivalence in service literature (Lunardo & Saintives, 2018) by showing that the different
interpretations and feelings evoked by caring generated both family harmony and discord. We
further elaborate the implications for practitioners, service providers and policy makers including
the development of wellbeing indicators and a greater awareness of the nature and management
of ambivalence and the provision of support programs to develop both family and provider
resilience.
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Introduction to the research problem
With the introduction of new technologies, business models, and most notably the focus on big
data analytics, the retail landscape has rapidly evolved in recent years (Grewal, Roggeveen, &
Nordfalt, 2017). As technologies continue to advance, they become more complex for some
professionals to fully comprehend their capability and application. This increased complexity
impacts marketers who wish to apply these technologies to retail environments to enhance
service experience.
More so, these service technologies are grouped into either declarative, meaning the internal
programming focuses on what the program should accomplish without specifying how to do so
(such as machine learning), or imperative, whereby the programming consists of a set of
commands for the agent to perform (such as process workflows) (Grabmüller & Hofstedt, 2004).
The declarative software paradigm and enactive situated cognition highlights an emergent
technology: proactive technology, whereby the needs of the customer are anticipated based on
the customer’s context, delivering products and services just-in-time. This presents significant
competitive advantage for retailers, and opportunity for future exploration by researchers.
Therefore, the contribution of this paper is (1) the application of situated cognition theory to retail
technology; and (2) the positioning of ‘proactive technology’ in the situated cognition framework.
Situated Cognition Theory’s Application to Technology
Theory of situated cognition posits the concept that knowledge is inseparable from the physical
and social context of the individual (Brown, 2001). Thus knowledge is situated and dependent on
its environment. As artificial intelligence is considered a part of cognitive science, this theory’s
application can be logically extended to understand and explore different forms of technology
(Varela, Thompson, & Rosch, 1993) for non-technical and application-based exploration. Three
central ideas underpin situated cognition theory: embodied, embedded, and enactive states. We
apply this notion to the retail servicescape via extended definitions for each idea, and classify
technologies that can facilitate this in service delivery, as seen in Figure 1.
Firstly, embodied cognition explores the notion that cognition encompasses both mind and the
physical body (Malinin, 2016), meaning that its physical characteristics, such as its sensory and
motor capabilities shape its knowledge. Secondly, embedded cognition posits the concept that
individuals exploit or utilise features of the physical and social environment to enhance or improve
pre-existing cognitive capabilities (Ward & Stapleton, 2012). This includes offloading cognitive
load to the physical environment; for example, writing a grocery list as opposed to memorisation.
Thirdly, enactive cognition is constituted through an individual’s actions in the physical
environment (Malinin, 2016). While this has historically been viewed as a separate and distinct
theory from embedded and embodied cognition, Malinin (2016) argues that it comprises of both
embedded and embodied theories. It is this overarching theory of enactive cognition where
proactive technology is situated as it is able to both utilise information from the environment (both
social and physical) and act utilising its physical capabilities.
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We acknowledge that some authors include extended cognition as a part of the situated cognition
framework (Ward & Stapleton, 2012), however lack of tangibility and technological feasibility omits
it from this discussion.
Proposed Framework
As represented in Figure 1, we extended the definitions of situated cognition theory to
technologies used in service settings.
Figure 1. Application of Situated Cognition Theory to Retail Technology
Situated cognition
Embodied

Definition
Cognition encompasses
both mind and body and
purely exists in relation
to its body (Malinin,
2016).

Embedded

Features of the physical
and social environment
are exploited to increase
cognitive capabilities
(Malinin, 2016).

Enactive

Cognition is constituted
through a person’s
actions in the world,
both physical and social,
facilitated through their
autonomous agency
(Malinin, 2016; Ward &
Stapleton, 2012).

Extended definition
The cognition of an embodied
intelligent agent consists of
its software (mind) and its
actuators (body). It does not
perceive nor does it actively
interact with the physical
environment.
The cognition of an intelligent
embedded agent utilises
sensors to gain data from the
environment around it to
inform its processes. It does
perceive, but it doesn’t
interact with the
environment.
Cognition of an intelligent
enactive agent utilises
sensors to gain data the
environment, and actuators
to interact within the
environment based on the
information received, both
physically and socially. It is
able to perceive and also
impact and change in
environment.

Current real-world examples

EFTPOS

Self-checkouts

ATMs

Self-assisted check in

Smart price tags



RFID tracking
Facial recognition technology








Amazon Go Store
Walmart roaming robots
Social robots
Alexa
Humanoid robots
Proactive technology

Discussion and implications
In Figure 1, we explored and contribute to the application of situated cognition theory to retail
technologies, including the identification of proactive technology which requires further definition
and exploration. According to Van den Berg (2011), proactive technology consists of technological
artefacts that are able to cooperate and provide users with information and services based on the
customer’s context, in an anticipatory manner, so much so the user will not need to make their
needs known or explicit. While considered a nascent topic in marketing literature, it has been
explored as ambient intelligence in computer science literature for over twenty years, and has
been applied to multiple contexts, except retail. (Van Den Berg, 2011)
Seminal works describe ambient intelligence as technologies that make environments sensitive
to users and their needs (Cook, Augusto, & Jakkula, 2009) by extrapolating behavioural
characteristics to generate proactive responses (Streitz, Charitos, Kaptein, & Böhlen, 2019), with
modern works (Gams, Gu, Härmä, Muñoz, & Tam, 2019) identifying the crucial properties of
ambient intelligence as:



Embedded (integrated into the physical environment)
Context-aware
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Personalised
Adaptive
Anticipatory
Unobtrusive
Non-invasive

These capabilities have made its application to healthcare scenarios incredibly valuable and
relevant, such as assisted living, healthcare, and assisting in medical diagnosis, but also
extending to e-learning, and the application to smart cities (Gams et al., 2019).
However, extant computer science literature has explored implications of ambient intelligence (or
proactive technology) with a narrow lens exploring customer acceptance in e-government settings
(Leyer, Tate, Bär, Kowalkiewicz, & Rosemann, 2017), and holistic applications and opportunities
that this technology presents, albeit from ten years ago (Cook et al., 2009).
As highlighted by Streitz et al. (2019) areas for future development surround ethical implications
of data privacy, data collection processes, and how interfaces are designed for interaction and
communication in AmI environments, the latter holding extreme value for application in retail
servicescapes and highlighting a need for empirical marketing research.
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Introduction to the research problem
Communicating value propositions that resonate is becoming more difficult (Eggert, Ulaga, Frow,
& Payne, 2018). Many supplier offerings are characterized by intricate, nuanced product/ service
combinations that attempt to accommodate diverse, dynamic stakeholder requirements (Chandler
& Lusch, 2015; Friend & Malshe, 2015). Communicating complex offers to diverse stakeholders
is, therefore, an important challenge.
Existing studies suggest that storytelling is an important tool for sales representatives, particularly
as they present product-centric value propositions (Gilliam & Flaherty, 2015). A typical sales
storyline describes product/ service features in terms of their fit with the customer’s requirements.
This perspective, however, does not acknowledge the need to accommodate diverse actors with
different vested interests. Indeed, recent studies highlight the importance of service ecosystems
in value proposition development (Frow, McColl-Kennedy, Hilton, Davidson, Payne, & Brozovic,
2014; Hartmann, Wieland, & Vargo, 2018). By adopting a service ecosystem view of value
proposition development, it is likely that supplier firm representatives will gain greater customer
interest and engagement since they will be more aware of differing value drivers (Hartmann et al.,
2018).
The purpose of this study is to understand how supplier representatives (beyond sales personnel
alone) engage in value narratives. Value narratives are a set of stories that multiple supplier
representatives convey to convince a buyer firm to commit to purchasing and implementing a
complex value proposition. Value narratives operate at the service ecosystem level through a
series of actor-to-actor engagements that convey and co-develop key elements of the supplier
value proposition.
As an extension to the research on value propositions in service ecosystems (Eggert et al., 2018;
Hartmann et al., 2018; Terho, Eggert, Ulaga, Haas, & Böhm, 2017), this study suggests that value
narratives are an important mechanism that can help integrate the efforts of a diverse set of actors
to convince buyer firm representatives to commit to a complex value proposition and its
development.
Literature review
The value proposition concept has evolved over the past thirty or so years (Payne, Frow, & Eggert,
2017). Early notions of value propositions center on simple descriptions of product/ service
features that a specific supplier firm offers to a customer, whereas more recent notions include
an exchange of promises between supplier and customer representatives.
In cases involving complex offerings, there is a need for the supplier firm to lead an overall process
of customer engagement and to integrate resources from across the service ecosystem
(Ballantyne, Frow, Varey, & Payne, 2011; Heikka & Nätti, 2018). Complex offerings, therefore,
require more holistic representations of value (co) creation. In this, the buyer firm does not
evaluate a specific offer in isolation. The buyer firm considers the multiple interactions with
supplier firm representatives as well (Hohenschwert & Geiger, 2015).
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The ways in which supplier firms orchestrate value proposition development at the service
ecosystem level remains opaque in the literature (Frow et al., 2014). The narrow scope of early
value proposition research, as a didactic process that the supplier firm coordinates, overshadows
actor agency. Where diverse stakeholders exist, there is considerable scope for divergent and
contradictory viewpoints. How supplier firm representatives overcome these tensions is unclear.
Proposed Theoretical Framework/Concepts
The idea of a value narrative is a multi-level one. Value narratives represent a parent storyline
that the supplier firm prosecutes. It is therefore the product of a series of dimensions that
characterize the supplier firm. The underpinning assumptions that govern the ways in which
supplier firm representatives engage with value proposition development stem from the corporate
culture (Glas & Kleemann, 2017; Ribbink & Grimm, 2014). This also relates to a series of
parameters that influence value proposition development, such as resource constellations,
managerial practices, processes and procedures, reporting structures as well as other dimensions
(Skålén, Gummerus, von Koskull, & Magnusson, 2014).
Value narratives are most noticeable at the actor-to-actor level through the specific
communications that individuals engage in. Through storytelling, there is an interplay between
sensemaking and sensegiving activities. Sensemaking is an important part of storytelling since it
allows individuals to simplify and focus their understanding of complex phenomenon (Narayanan,
Zane, & Kemmerer, 2011; Prior, Keränen, & Koskela, 2018; Töytäri, Keränen, & Rajala, 2017).
Sensegiving involves conveying stories in such a way as to encourage an understanding complex
phenomena (Lundgren-Henriksson & Kock, 2016; Töytäri et al., 2017). These two types of activity
apply to supplier representatives as well as to buyer firm representatives, who engage in
sensemaking and sensegiving reflexively through their interactions and through their interactions
with other stakeholders.
We speculate that the success of value narratives rests on the degree of consistency in the
delivery of the storyline. There is a need to ensure the value narrative involves a message that
aligns with customer requirements. There is a need to ensure the value narrative is consistent
with the capabilities of the supplier firm (Skålén et al., 2014). There is a need to ensure
consistency between each storyline that supplier firm representatives communicate.
The success of the value narrative also rests on the ability to deliver a complex offering in such a
way as to cater to the diverse requirements of buyer firm representatives (Friend & Malshe, 2015).
In this, there is a need to accommodate a tension between efficient, standardized processes and
dynamism.
Discussion and implications
This paper introduces the concept of ‘value narratives’ to conceptualize supplier firms’ attempts
to manage a value proposition communications process involving complex offers. This is an
emergent process involving multifarious interactions between supplier firm and customer firm
representatives, where it is necessary to consider the service ecosystem holistically (Friend &
Malshe, 2015; Frow et al., 2014; Meynhardt, Chandler, & Strathoff, 2016).
The intangible and fungible nature of complex offerings, which include significant service
elements, in many cases, leads to a need to communicate value more clearly and specifically
(Mustak, 2019; Salomonson, Åberg, & Allwood, 2012). It also requires a more precise calibration
of the value proposition to accommodate the specific needs of buyer firms, many of which remain
ambiguous, unrecognized and unclear (Hakanen, 2014; Howard, Wu, Caldwell, Jia, & König,
2016).
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Value narratives help to address these issues by theorizing the nature of actor-to-actor
sensemaking and sensegiving activities that, at a micro level, help to clarify and define buyer firm
requirements. Value narratives also help to develop a theorization about the central coordination
necessary to prosecute value narratives that systematically gain commitment from respective
buyer firm representatives particularly for complex value propositions that involve extensive
communication and co-creation.
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Introduction to the research problem
In situations that involve service failure there is typically a service encounter between customers
and service organizations through employees (Delcourt, Gremler, van Riel, & van Birgelen, 2016).
These are instances when service employees have the possibility to demonstrate their emotional
(Lin & Lin, 2011; Groth, Hennig-Thurau, & Walsh, 2009) and technical skills (Azemi, Ozuem,
Howell, & Lancaster, 2019). The manifestation of these skills forms the basis of the employee
emotional competence (EEC) and employee technical competence (ETC) respectively (Delcourt
et al., 2016). As customers are already carrying some level of emotions in a service failure
situation, these encounters or interactions with employees could provide important implications
for shaping customers’ further emotional state and ways to deal with the situation. According to
cognitive appraisal theory (Lazarus, 1991), following an event (e.g., a service failure) that can
affect a customer’s well-being, a customer appraises both the situation and coping mechanisms
to enhance or mitigate the positive or negative effects of the situation respectively. Delcourt,
Gremler, De Zanet, and van Riel (2017) argued that customers can appraise both EEC and ETC
where EEC can moderate the relationship between ETC and customer outcomes. Beyond this
initial evidence, little is known about the direct effects of EEC and ETC on customers’ positive
and negative emotions and how these emotions could mediate the relationships between
employee competences and various coping responses. Against this backdrop, this study aims to
address two questions: (a) What direct effects EEC and ETC have on customers’ emotions, (b)
To what extent do customers’ emotions mediate the relationship between EEC, ETC, and coping
responses?
Literature review
This study adopts the central thesis of the cognitive appraisal theory (Lazarus, 1991), which
proposes that an individual’s appraisal of a situation or encounter can be of two types: primary
and secondary. In the primary appraisal, individuals evaluate an encounter by appraising whether
it affects their well-being (i.e. harm, threat or benefit) (Folkman, Lazarus, Dunkel-Schetter,
DeLongis, & Gruen, 1986). Subsequently, individuals do the secondary appraisals about what
can be done to overcome or cope with the negative situation or to improve the prospects for gain
in positive situation (Folkman et al., 1986; Lazarus, 1991). This study argues that following a
service failure, customers primarily appraise how employees demonstrate their emotional and
technical competences, and then undertake various coping responses as secondary appraisals
based on their emotions (Figure 1).
A customer can evaluate ETC based on how an employee has dealt with the problem at hand by
offering technical solutions (Eisingerich and Bell, 2008; Ramasubbu, Mithas, & Krishnan, 2008;
Parasuraman, Berry, & Zeithaml, 1991). The customer can also evaluate EEC by looking at the
emotionally competent behaviors such as perceiving, understanding and regulating customers’
emotions (Delcourt et al., 2016). However, when consumers evaluate the service encounter, there
is a possibility of negative or positive emotions to occur (Nyer, 1997). Various levels of perceived
ETC and EEC following a service encounter might elicit negative or positive emotions (Delcourt
et al., 2016).
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The primary appraisal and the resulting emotions can provide the clues of coping responses to
overcome the situation. Coping is defined as constantly changing efforts for managing demanding
situations and events facing a person (Lazarus & Folkman, 1984). If an employee only
demonstrates one competence (e.g. ETC or EEC), customers may believe that the critical
situation cannot be addressed sufficiently and may choose specific responses such as selfcontrolling, seeking social support or problem-solving coping (Folkman et al., 1986). However,
coping is often triggered by emotional states because individuals seek to reduce their emotional
distress and induce more favorable emotional states (Duhachek 2005; Lazarus, 1991).
Figure 1. The conceptual model of the study

Primary Appraisal
(Service encounter)
Employee
emotional
competence (EEC)

Emotions

H1a
H1b

Negative
emotions

Secondary Appraisal
(Coping responses)

H3a

Self-controlling

H3b
H3c

Pre-encounter
trigger event:
product failure

Seeking social
support
H4a
Employee
technical
competence (ETC)

H2a
H2b

Positive
emotions

H4b
H4c

Planful problemsolving

Method/Approach
The study used a 2 (EEC: high vs low) × 2 (ETC: high vs low) between subject experimental
design. Four text-based role-playing scenarios were used for the manipulations. The scenarios
required a participant to imagine that he or she had purchased a smart virtual assistant, which
later started to malfunction leading to a contact with a customer service employee over the phone
for a solution. The participants of the study comprised 125 students from two Finnish universities.
About 84 percent of the participants were aged between 18 and 24. The sample comprised about
58 percent male and 42 percent female participants. All measures for the constructs of the study
were adapted from the existing literature. The manipulation checks for the EEC and ETC were
successful.
Results/Findings
The results of one-way ANOVA for examining the hypotheses (H1 and H2) indicated that mean
negative emotions was lower when both EEC and ETC were perceived to be high (M=2.68) than
in the case when both competences were perceived to be low (M=3.73). The ANOVA result
indicated that the group differences were significant (F=5.95, p<0.01). The results of the post-hoc
multiple comparisons indicated that means difference was significant suggesting that high EEC
has differential effect on negative emotions than that for low EEC. For positive emotions, mean
was highest when customers perceive both high EEC and ETC (M=4.25). The ANOVA results
confirmed that means among the groups are significantly different (F=23.02, p<0.01). The posthoc test showed that all but one comparison between scenarios were significant suggesting that
high perceived EEC and ETC have greater effects on customer’s positive emotions than those
for low perceived EEC and ETC. These results support H1 and H2. The PROCESS tool (Hayes,
2018) for the SPSS was used for assessing the mediating effects of emotions (H3 and H4). The
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results indicate no significant mediating effect of negative and positive emotions on anyone of the
coping responses and thus not supporting H3 and H4.
Discussion and implications
This study explores the effects of customer’s perceived employee emotional (EEC) and technical
competence (ETC) on customers’ emotions and coping responses. Building on cognitive
appraisal theory (Lazarus, 1991), this study also examines the intervening effect of emotions on
the relationships between employee’s perceived competence and coping responses. The
empirical findings suggest that although customer’s perceived EEC and ETC have significant
influence on their negative and positive emotions, these emotions have no significant mediating
effects. It could be attributed to the absence of face-to-face interaction between customers and
employees, which might bring emotions at a nuanced level that create no intervening effects on
customer’s coping responses. However, further investigation is needed to validate the findings of
this preliminary study by incorporating additional experiments in other service failure contexts.
The study has several implications for managers. First, employees need to demonstrate high level
of both EEC and ETC for managing and handling product failure situation. Second, service
encounters via phone could impact customer’s immediate emotional state. Thus, managers could
design and implement innovative ways of encounters via phone as active tools for blocking further
emotional downturn and restoring positive images of the company.
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Introduction to the research problem
Transformative Service Research (TSR) is defined as research that centres on creating uplifting
changes and improvements in the wellbeing of service users (Anderson & Ostrom, 2015). In the
realm of TSR, the notion of uplifting change has been exemplified by wellbeing outcomes such
as access, literacy, health, equality and happiness (Anderson et al., 2013). However, how TSR
constructs and concepts can be built into the fabric of service systems and how to operationalise
dynamics between the TSR constructs to achieve the anticipated wellbeing outcomes need
further empirical and theoretical elaboration (Kuppelwieser & Finsterwalder, 2016). Accordingly,
this research aims to contribute to the advancement of TSR both in theory and practice.
Literature review
TSR posits an interactional view where interactions between service entities and consumer
entities have substantial transformative potentials that affect the wellbeing of all entities within a
service system (Anderson et al., 2013). Thus, participation in resource-integrating interactions is
a precondition for value co-creation and a predictor of actor’s wellbeing (Grönroos & Svensson,
2008; Vargo & Lusch, 2018). Implicit in this view is that individual actors possess a certain degree
of agency to exercise during the value co-creation practices (Johns & Davey, 2019). The notion
of agency concerns the existence of choices and the degree to which an individual has authority
over different choices (Anderson et al., 2016). Agency is a concomitant of actors’ knowledge,
capabilities, and freedom, and enables them to engage in resource-integrating practices, and
exercise upon other available resources to create value (Kleinaltenkamp et al., 2012).
However, in transformative service provision for vulnerable beneficiaries, particular attention must
be given to the fact that consumers may not possess the resources, competencies, and authority
to fulfil their resource-integrating roles (Johns & Davey, 2019; Prahalad & Ramaswamy, 2004).
Moreover, actors’ agency is embedded in institutional norms that may induce discriminatory
practices and preclude vulnerable actors from engaging in the value co-creation which, in turn,
exacerbates their disadvantaged status (Edvardsson, Kleinaltenkamp, Tronvoll, McHugh, &
Windahl, 2014). Therefore, in transforming service systems to promote the wellbeing of vulnerable
beneficiaries, institutional arrangements that govern a service system ought to support service
interactions that are capable of alleviating consumers` vulnerabilities and further boosting their
agency.
Although TSR is positioned as a consumer-centric concept (Ostrom et al., 2010), it tacitly implies
a more service-centric approach by highlighting the importance of uplifting changes in the provider
sphere to facilitate value co-creation, and consequently understating the transformational
changes needed in the consumer sphere to co-create and realise the value (Kuppelwieser &
Finsterwalder, 2016). Respectively, most of the TSR research to date has disregarded the
importance of consumer agency, and its determinants, in the emergence of value in the consumer
context that is integral to the wellbeing improvement. To address this downside, it is necessary to
move beyond the TSR illustrative wellbeing outcomes (access, literacy, health, etc.) and explore
the antecedents of those outcomes in the consumer realm. In doing so, this study endeavours to
address two main questions:
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1.
2.

What type of interactions within service systems can alleviate service user`s vulnerabilities
and bring about an improved service user`s agency?
What changes in the institutional arrangements of service systems (structural level
changes) can improve service interactions and encourage service users` engagement
with service (personal level changes) to further transform service systems towards
wellbeing?
Method/Approach

Considering the nascent nature of TSR, there is a need for empirical and prescriptive studies to
identify rules and ways of enacting transformation, with the aim of addressing vulnerabilities and
improving service users` wellbeing, in service systems (Russell-Bennett, Fisk, Rosenbaum, &
Zainuddin, 2019). This makes exploratory studies appropriate particularly by utilising a qualitative
approach to achieve an in-depth understanding of human interactions and processes that underlie
the phenomenon (Bell, Bryman, & Harley, 2018). In studying service systems, a case study
approach is applicable as it allows researchers to understand the dynamics of service systems
with fuzzy boundaries and unlimited variables and links (Halinen & Tomroos, 2005). In view of
this, a multiple-case design approach will be employed, with the aim of achieving a thorough
understanding of underlying transformational processes within service systems and unravelling
contextual factors influencing wellbeing outcomes of service for vulnerable service users. In doing
this, the UK refugee support service systems are chosen as the empirical ground for the research.
Refugees are an exemplar of vulnerable service users which makes them susceptible to lower
levels of value whilst interacting in a service setting (Baker, Gentry, & Rittenburg, 2005). Thus,
service systems those are designed to improve refugees’ wellbeing are rich empirical contexts to
study how service systems can transform vulnerable service users` wellbeing.
Results/Findings
This study is a work in progress and in the pre-data collection stage.
Discussion and implications
This study makes theoretical contributions to TSR by demonstrating what kind of service
interaction under what institutional norms can alleviate service users’ vulnerabilities, promote their
agency and ultimately improve their wellbeing. This study expands the application of TSR to the
context of service provision for refugees as vulnerable service users. As a result, it provides an
improved understanding of TSR by discovering the nature of TSR-suggested uplifting changes
required to enhance the wellbeing outcomes of service for vulnerable beneficiaries. By uncovering
the transformational capacities of service interactions, this research makes managerial
contributions by generating insight for service providers in public, private and third sector to design
services that are more conducive to the wellbeing through vulnerable service users by attenuating
vulnerabilities and furthering their agency.
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Introduction to the research problem
A proposed fundamental axiom of Service-Dominant (S-D) Logic is that customers always cocreate value (Vargo & Lusch, 2016), however customers can also co-destroy value. This occurs
where a service worker perceives goal prevention in achieving a desired outcome(s) from
engaging in a collaborative process with a customer (Prior & Marcos-Cuevas, 2016). There are
various examples of customer co-destruction of value, e.g., where customers do not follow
instructions, provide the incorrect information, and misbehave. Indeed, prior research indicates
that one-third of service failures are caused by customers (Zeithaml & Bitner, 2003). Despite the
ubiquity of customer-caused failures, no prior research examines the downstream consequences
on service worker well-being. We argue that customer-caused service failures have the potential
to negatively influence service worker well-being, which subsequently can unnecessarily and
adversely influence service worker productivity and stress. However, we posit that a customer
apology can alleviate this. Do customer apologies make service workers feel better, and what
other service worker benefits emanate from customer apologies?
Literature review
Service worker well-being is a key predictor of job performance (Edgar et al., 2017; Sharma et
al., 2016), yet there is limited work that focuses on service worker well-being in the transformative
service research (TSR) literature (see, for exception, Nasr et al., 2014), particularly as a function
of customer-caused service failures. We suggest that customer-caused failures have the potential
to negatively influence service worker well-being, but that a customer apology can alleviate this.
An apology is a message containing an acknowledgement of blameworthiness for a negative
event(s), which can include an expression of remorse (Roschk & Kaiser, 2013). Service worker
apologies for firm-caused service failures have been shown to influence customer perceptions of
interactional justice (Smith et al., 1999). This is because apologies can communicate service
worker courtesy, effort, politeness, concern and empathy (Hart et al., 1990), via which customers
judge fairness (Colquitt, 2001). Apologies are valued rewards in an exchange relationship
(Walster et al., 1973) that can reduce anger, promote forgiveness (Schumann & Ross, 2010) and
enhance customer evaluations of the service (Hart et al., 1990; Kelley et al., 1993). Based on this,
the question remains, can the undesirable influence of customer failures on service worker wellbeing be attenuated by a customer apology? We explore whether service worker well-being is
impacted in this context to contribute to the evolving conversation on service worker well-being in
the TSR literature.
Research Method
The topic of customer apology and its relationship with service worker well-being warrants
exploratory research as it has received limited attention. Interviews with 103 frontline service
workers from a range of service industries were conducted via computer-assisted telephone
interviewing (CATI). Participants recalled a time within the last six months when a customer had
caused, and apologized for, a memorable service failure. Participants were then probed on the
nature of the customer-caused failure, the features of the customer apology, and its influence on
their well-being, including their emotional and behavioral response, and perceived benefits of the
customer apology. Of the 103 responses, eight were dropped from the analysis due to not fitting
our definition of customer-caused failure or were set in a business-to-business context. Our study
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is in a business-to-consumer setting. 92% of participants could freely recall a customer-caused
failure in the past six months demonstrating its ubiquity. Three of the four researchers sorted the
incidents into categories using an inductive approach and consulting the service literature
(Tsarenko et al., 2018). Next, an independent researcher categorized the incidents blind to the
initial coding using the coding manual developed (Beatty et al., 2017); she added her own “new”
codes and removed unused ones based on her independent judgements (Robertson, 2012). The
other researcher involved in this study then judged any disagreements between the two stages.
NVivo 12 was employed.
Result, Discussion and Implications
The most frequent customer failures reported by service workers included those due to customer
confusion (35%); customer not following instructions (20%); customer providing incorrect
information (17%); and the “jaycustomer” behavior of belligerence (7%). These failure types
partially align with those in Tax et al.’s (2006) conceptual article. 78% of participants indicated
that the customer failure negatively impacted their well-being, while an additional 12% noted they
had become “numb” to such situations. In line with our definition of apology, all except one of the
apologies contained an admission of responsibility by the customer for the failure, however of
these, 22% had to be coaxed by the service worker. Just over half of the apologies comprised a
reason for the failure, including provision of an excuse (12%). Perhaps surprisingly, almost 70%
of the apologies were perceived to show no concern for the service worker, whereas customer
self-concern (e.g., customer not wanting to lose face) was rather a feature of some apologies. In
contrast, over 70% of the customer apologies were perceived to be sincere, yet just over half
showed no remorse, which is in line with the definition of apology that we adopt, i.e., “which can
[but do not have to] include an expression of remorse.” However, despite some of the negative
features of how customers delivered apologies to service workers, e.g., lack of service worker
concern and remorse shown, the overwhelming emotion felt by service workers following a
customer apology was happiness, including being contented, relieved, chuffed and grateful. This
is indicative of service worker emotional healing following customer apology (Roschk & Kaiser,
2013). Indeed, service workers perceived various benefits of customer apologies, including: made
me feel happy (19%); able to maintain relationship with customer (17%); learnt from the incident
(14%); helped to resolve the problem (10%); felt validated (eight %); and vindicated (five %). The
behavioral response by service workers following a customer apology reflected their generally
positive emotional response (multiple codes per response), including: polite acceptance of the
apology (36%); an expression of empathy towards the customer (34%); showing gratitude (24%)
reassurance of problem resolution (16%), and friendly banter (four %). Service workers commonly
(76% of the time) told their manager and/or co-workers about the incident to vent about the
customer or to express their pleasant surprise at having received an apology. When service
workers reflected on a time where they received no customer apology, they expressed feelings
of discontent (28%), disappointment (14%) and coping by remaining indifferent (28%) and
“shrugging it off” (12%). This illustrates the damaging effect of the absence of a customer apology
in the instance of a customer failure, and the subsequent importance of an apology to serviceworker well-being. Service firms need to offer support to service workers where customers fail and choose not to apologize - given the negative emotions that they reportedly experience.
Service workers also need to be encouraged to talk about such incidents with co-workers to help
release pent-up emotions. Instances where customers do apologize should be publicised and
celebrated to encourage such behavior. Finally, the limitations of this study include the use of
retrospective reports so that informant recall bias may have occurred, and the application of CATI
versus face-to-face interviewing that could have been more effective in facilitating the probing of
informants.
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Introduction to the research problem
Data has become a new form of service that is consumed by customers thriving in technologically
driven service systems. For example, automobile data generated by high-tech vehicles are shared
by drivers with car manufacturers in exchange for value-added service personalisation such as
location details and notifications for predictive maintenance. For example, drivers engage in data
exchange practices when requesting General Motors to share driving data to insurance
companies to assess if the driver qualifies for lower insurance premium rates. In turn, insurance
companies are able to send coupons to drivers’ phones for businesses along their routes. These
data exchange service practices between consumers and service providers have a growing
importance for facilitating competitive advantage. There is also evidence that consumers aren’t
agonising about data sharing with service providers. McKinsey found 79 % of the 3,000 customers
it interviewed in the U.S., China and Germany were willing to share data and willing to pay for
data-enabled services that would save time, like a parking spot finder (Bertoncello et al., 2016).
Overall, service providers are designing value propositions in form of data as a resource for
consumers to access, adapt and apply for creating their own value outcomes. Contemporary
marketing literature (e.g., Wedel and Kanan, 2016) highlight the importance of data as service
(Ng and Wakenshaw, 2017) and implications for service experiences. However, the key focus of
this emerging research field is understanding management of Big Data through analytics and
supporting strategic decision making. In some respects, this focus presents a skewed
perspective; consumers are co-producers of data services as they access, adapt and apply data
within their own domain in various ways to realise intended value outcomes. From a consumer
standpoint, there is limited discussion about how consumer engage with data through various
practices in digital service systems. Effective anticipation of consumer data practices is important
yet complex when technological advancements give rise new service platforms.
Therefore, this study aims to present a consumer data integration process and underlying
practices within tech-infused service systems. Using empirical data from the wearable technology
service system context, this study draws on social contract and practice theories to present a
theoretical framework of the consumer-driven data integration process. The study also offers a
suite of 14 unique data integration practices which consumers engage in within tech-infused
service systems. In doing so, study contributes to service research by first highlighting the
significance of understanding data integration process from a consumer perspective and thus
contributing to the emerging dialogue of consumers’ service consumption behaviour in data-rich
environments. Second, by arguing for consumers as co-producers of data, this study highlights
the need to elucidate consumers’ data integration practices. Through cataloguing consumer data
integration practices, this research identifies opportunities to employ new data integration
practices within tech-infused service systems. Finally, the study has implications for designing
tech-infused service propositions, data governance policies, and overall service experiences.
Theoretical Background
Applying social contract theory (Dunfee et al., 1999), we suggest that service providers and
consumers enter into exchange-based social contracts when engaging in the co-production of
data as a service within tech-infused service systems. Both actors (service providers and
consumers) are guided by explicit or implicit norms of exchange as standards drawn from social
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contractual agreements. Two types of social contracts prevail within tech-infused service systems
viz macro contracts and micro contracts. Macro contracts exist between service providers and the
connected community of service users who interact in context of shared tasks, values, goals and
establish norms of ethical behaviour. As a result, these social contracts shape the data integration
process among actors. Such social contracts also allow actors to legitimise their actions through
practices they engage in when fulfilling their contracts. Macro contracts also frame micro social
contracts between small groups or dyadic interactions between service users for facilitating data
integration processes. Any social contract is actualised by means of exemplar practices that are
a result of norms set within the contract framework. Such practices are routinised actions
performed by stakeholders of a social contract (i.e. consumers and service providers).
Method and Findings
To understand the consumer data integration process and practices, we have adopted an
abductive research approach (Timmermans and Tavory, 2012). We conducted in-depth
interviews with twenty-seven consumers of wearable fitness devices to understand the nature of
the social contract and the underlying practices that uphold the contract and enable mutually
beneficial outcomes. Further, to capture the service provider communication of the social contract
and the practices within, we conducted a content analysis of documents provided on the websites
of leading health and fitness platform providers, Fitbit and Garmin, including user manuals and
privacy policies. Following analysis, the theoretical framework representing the consumer data
integration process in service systems was emergent (Eisenhardt and Graebner, 2007) from the
data (Figure 1). Further validation of the framework is ongoing, and results will be available for
discussion during the presentation. Our framework illustrates four stages in the data integration
process: data co-production, data transformation to information, information use and informed
behaviour. These four stages form the service value offerings of tech-infused service system
platforms. In these platforms service providers present exchange based social contracts that
promise consumer betterment. Consumers engage in each stage to leverage the contractual
promise and play their role as co-creators to fulfil their end of contract. Further, such fulfilment of
social contracts is accomplished by means of practices. Our findings suggest actors engage in
two types of practices 1) Inter-stage practices and 2) Intra-stage practices. In line with value cocreation literature (e.g., Echverri and Skalen, 2011) we argue that customers align inter-stage
practices of access, adaptation and application with service providers to generate positive valued
outcomes, when such practices are misaligned can result in value co-destruction. While, intrastage practices were observed within each stage of data integration process and enable actors
to fulfil their social contract within each stage, thus enabling them to progress to the next stage of
the process using inter-stage practices. Intra-stage practices are routinised actions performed by
actors which involve interconnected elements of bodily and mental activities, objects/materials
and shared competencies, knowledge and skills, that enable actors to enact in a way that fulfils
their social contracts. We identified a total of fourteen intra-stage practices. Table 1 provides list
of these fourteen intra-stage practices and their definitions.
Theoretical, Managerial and Regulatory Implications
This study highlights the ubiquitous nature of data as a service within tech-infused service
systems. By presenting the framework for the consumer-driven data integration process, this
study put forth the notion that consumers are co-producers of data services. Such co-produced
data is ascribed agency by consumers as they advance through the stages of consumer data
integration to devise meaningful value outcomes. An understanding of this process has
implications for managers and policy makers in appreciating the role of consumers and service
providers in data governance. We suggest consumers are originators of data while service
providers are custodians; they morally obliged to abide by the ingrained social contracts in the
service system. Further, a data practice portfolio offers opportunities for managers to guide
different practices within service systems to enhance value outcomes.
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Figure 1. The Consumer-Driven Data Integration Process
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Table 1. Inter-stage Practices of the Consumer-Driven Data Integration Process
Stage

Inter-stage Practices
Data Collecting
Data Transmitting

Data co-production

Data Saving
Data Storing

Data Aggregating
Data Analysing
Data
Transformation

Data Visualising
Data Sharing

Service personalising
Data Usage

Data interpreting
Habit forming

Practice Definition
Data collection is the action of collaborative interacting with devices
or people to generate data for further use.
Data transmission is the action of immediate transferring the
collected data to temporary storage place on data collecting units
(e.g. wearables).
Data saving is the action of keeping data in temporary storage place
on data-collecting units (e.g. wearables).
Data storing is the action of keeping data in a long-term storage
place; involves transferring data from data generating, processing
unit (e.g. wearables) to cloud or hard drives etc.
Data aggregation is the action of combining/pooling the collected
data into one place.
Data analysis is the action of converting the collected raw data into
information.
Data visualisation is action of transforming the analysed data into
graphical representations (e.g. infographics, logs, graphs etc.).
Data sharing is an action of diffusion of data with system actors.

Service personalising is action of operationalising the data to
facilitate mutual agreeable service outcomes.
Data interpreting is action of developing meaning and insights from
the collected data for further use.
Habit formation is a result of repetition and learning that is highly
automatic and does not require conscious attention.

Goal Setting

Goal setting is an action of identifying and planning to achieve
future valued outcomes (Locke and Latham, 2002).

Recognising

Recognising is a constructive and authentic act of judgement,
evaluation and celebration of results produce by actors (Brun and
Dugas, 2008; Hwang et al., 2010). Pierre and Duga, 2008)
Reinforcing is action of operand conditioning by means of any
desirable or undesirable stimulus to encourage or discourage the
probability of a behaviour reoccurring (Brookes et al., 2005).

Informed Behaviour

Reinforcing
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Introduction to the research problem
Why are retailers opening temporary, so-called, pop-up stores throughout the industrialized
world?
What purpose do short-term servicescapes offer retail and consumer service
organizations? How does one draw upon theory to explain why retailing and service organization
would opt for building temporary versus permanent locales? The goal of this presentation is to
draw upon the seminal work of Feick and Price (1987) to empirically demonstrate that, from a
service organization’s perspective, pop-up shops assume the role of ‘market mavens.’ That is,
pop-up stores assume a unique role in assisting organizations share product and brand
knowledge with potential and current customers, which encourages some customers to become
increasingly involved with focal product and brands in both virtual and brick-and-mortar settings.
Literature review
Louis Vuitton atelier recently opened a neon-orange colored store in Chicago’s West Loop as
homage to its menswear artistic director Virgil Abloh and his men’s 2019 Fall/Winter collection.
The store combines traditional retailing with artistic experiences, as the store exhibits many of
Abloh’s artistic creations that appear in the Museum of Contemporary Art (Brenner, 2019). One
may surmise why this Vuitton store opening is interesting; perhaps, the store’s neon-orange color
or its mixture of retailing and art is novel. Both reasons are incorrect. This store will be open for
30 days and then it will shutter—welcome to the world of pop-up stores, or, temporary retailing.
Pop-up shops refer to physical stores that are purposely opened for a limited time duration, which
ranges from just a few days to several months (de Lessus & Freire, 2014). Temporary retailing
entered the U.S. marketplace about twenty years ago, with the opening of a Spirit Halloween
temporary store; today, the business operates over 1,000 seasonal pop-up stores. Over time,
pop-up formats have come to include not only seasonal outlets, but also, temporary stand-alone
shops, mobile shops, and more recently, spaces within established retailers and department
stores (Berman, 2019; Terlizzi, 2019). Additionally, brick-and-mortar stores (e.g., Target), online
retailers (e.g, Alibaba and Amazon), and luxury houses (e.g., Louis Vuitton, Calvin Klein) are all
engaged in the opening of pop-ups. How does one explain pop-up success?
Retailing researchers have explored consumer responses to pop-up stores (Klein et al., 2016;
Zogaj, Olk, and Tscheulin, 2019). The extant retail confirms that by-and-large consumers enjoy
their temporal experiences with pop-stores and services (e.g., food trucks). Although this
research is interesting, it has two major shortcomings. First, although we know a great deal
regarding consumer responses to pop-up stores, we fail to understand why retailing and
consumer service organizations choose this distribution channel. Second, we lack a theoretical
understanding as to why retail and service firms open temporary, pop-up stores. This presentation
addresses both voids in the temporary retailing and consumer services paradigm.
Theoretical foundations
Feick and Price (1987) conceptualized the role of a ‘market maven’ as being a diffuser of
marketplace information; that is, a person who initiates conversations about and responds
requests for marketplace information. A marketing maven connects people to products with
knowledge, which may result in others building long-term relationships with focal products. Thirty
years ago, a marketing maven was identified as a person who most likely read Consumer Reports,
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enjoyed shopping, and whom participated in marketing activities, such as couponing and reading
advertisements. We put forth that since in the inception of the Internet and the decline of print
media, organizations are now assuming maven-like responsibilities; indeed, pop-up stores,
including temporary retail and service organizations, represent marketing mavens.
Method/Approach
The authors of this study worked in conjunction with one of the world’s largest providers of
temporary retail spaces throughout the globe to explore reasons why retail organizations choose
to open pop-up stores and how they used these temporary locations in their strategic initiatives.
A questionnaire was placed on the real estate provider’s Twitter and Facebook landing pages.
The organization consistently reminded visitors on its social media pages to participate in the
survey during a three-week period and it provided visitors with links to the online questionnaire.
In addition, the organization sent out email requests to its customer list. Data were collected from
545 respondents who were involved in leasing for a retail or consumer service organization.
Results/Findings
290 respondents (42% executive managers, 30% marketing/advertising/branding managers),
indicated that their organization has made use of at least one temporary storefront. 40% of the
respondents represented primarily brick-and-mortar organizations; 32% represented primarily
online organizations, and 28% represented organizations that were a mix of e-commerce and
physical retailing. When inquired as to why their organizations chose to open a storefront, 64
(26%) indicated that they wanted to create a connection with current customers, 48 (19%) wanted
to increase brand awareness, 36 (15%) wanted to introduce a new product or brand to the
marketplace, 31 (12%) wanted to stage an event for customers or partners, and only 28 (11%)
wanted to increase sales. Thus, pop-ups are largely being used by retailers for customer
engagement, rather than driving immediate sales revenues.
A marketing maven’s mission is to disseminate knowledge about products and brands to others.
Mavens do not desire to sell products per se; although, they may encourage consumers to
purchase. Mavens create buzz, they share their knowledge, they create excitement, they
encourage consumers to learn more, to seek, to purchase—pop-up stores do the same.
Discussion and implications
From an organizational perspective, pop-up stores act as marketing mavens in the sense that
retail and consumer organizations use them to generate buzz, to increase brand awareness, to
promote customer-organizations by providing customers with tactile interactions, and to build a
sense of loyalty in both online and physical domains. Mavens are experts in a field; they exude
expertise and knowledge. Let’s reconsider the Vuitton store in Chicago—it’s a marketing maven.
In its 30 days of existence, the LV store will educate many regarding menswear, and its impact
on current and future customers, and on the community, will be profound, like a maven’s.
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Introduction to the research problem
Transformative Service Research (TSR) emphasizes the way services and service systems affect
individual and collective well-being (Ostrom et al. 2015). The emphasis is on examining how
interactions between service entities and consumer entities impact well-being outcomes. To
extend TSR, we investigate the concept of dignity in business-to-customer (B2C) service
encounters to provide a theoretically driven assessment of what is required for service
organizations to effectively transform the lives and well-being of their customers. The moral
imperative of transforming consumers’ lives through services is based on the concept of human
dignity and is related to the advancement and developments of people’s rights and responsibilities
(Anderson et al. 2013; Eide 1992). Dignity has deep roots in philosophy and sociology. It is
derived from the Latin word dignitas, meaning “to be worthy.” The definition according to Webster
Dictionary points to the “state of being worthy or honorable; elevation of mind or character, true
worth; excellence”. The term has a diversity of meanings and it is perceived as a core idea in
moral, ethical, legal and political discussions to signify that a human being has a right to be valued.
Literature review
Different aspects of dignity have been the focus of ethical, managerial and health care studies;
amongst them: human dignity (Bieri 2017; Kant, Beck & Wolff 1959; Killmister 2017), social dignity
(Jacobson 2007), workplace dignity (Bell & David 2015; Bolton 2007; Lucas 2015), and patient
dignity (Baillie 2009; Chochinov et al. 2008; Yalden & McCormack 2010). Recent years have seen
considerable growth in interest in dignity as a concept relevant to business. Scholars from the
field of humanistic management advocate for managerial practices to be engaged in the
protection and promotion of dignity in all aspects of business (Mea & Sims 2018; Pirson 2018). In
the world where business legitimacy and the social trust has been damaged, Donaldson and
Walsh (2015) postulate that protection and promotion of dignity should be the ultimate purpose of
business and the standard by which the success of the company should be judged. Further, Bell
and David (2015) propose that by purposively incorporating dignity into the planning and
operations of business, managers may create an environment where all customers, employees,
suppliers, and shareholders regard themselves as valued contributors to their business
community. However, little attention has gone into examining customer dignity in B2C service
encounters. A systematic literature review (SLR) suggests that while substantial work has
established the dimensions of dignity in health, judicial, bioethics and human rights contexts
(Jacobson 2007), scant research has been undertaken to understand whether and how these
dimensions differ in B2C service encounters.
Proposed Theoretical Framework/Concepts
In light of the current discoveries, this research aims to explore the concept of dignity in the B2C
service relationship. Following Jacobson (2007), we propose that the concept of customer dignity
can be based on the notion of social dignity that appears most relevant to the constant interaction
between customer and business. In contrast to human dignity, social dignity is contingent and
contextual (Jacobson 2007), while human dignity is inherent and unconditional (Kant, Beck &
Wolff 1959). Thus, in a service encounter we define customers’ dignity as their perceptions of
feeling valued, feeling cared for, feeling respected, having a sense of autonomy and being
psychologically comfortable in their relationships with their service providers. Here, we investigate
dignity based on enablers of and threats to customer dignity in B2C service encounters. The
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enablers are described as the extent to which customers are treated with respect and caring in
social interactions with service providers. Customers’ dignity is being threatened when service
providers are disrespectful, intimidating, insulting and unfair, which can make customers feel
humiliated, vulnerable, or embarrassed, therefore affecting their self-identity and self-confidence.
In other words, we examine dignity as an outcome of the quality of services delivered by service
providers. We propose that both threats and enablers can be classified into four groups: each
having frontline employees’ (FLE) conduct, service encounter, service environment, and
customers’ perception of self, forming what we called “an octagon of dignity”.
Discussion and implications
In support of the TSR perspective, we argue that there is a need to explore and examine
customers’ dignity as an important aspect of well-being in B2C service encounters. The
empowerment of customers through increased knowledge (Pranic & Roehl 2012) and
consumerization has led to a growing need for customers to be treated with dignity, as this
enables a more efficient exchange of information and more personalized and holistic attention
from service providers (Gruber & Frugone 2011). We believe treating customers with dignity in
service encounters may provide desirable outcomes, such as increased trust, improved service
quality perceptions, and better customer retention.
The contributions of this research are three-fold; firstly, we define customer dignity and identify its
dimensions in B2C service encounters. Clearly multiple definitions and conceptualisations of
dignity are already available in the current literature; however, little is known about the concept of
customer dignity: what it means, how it should be measured and its nomological network. The
SLR and initial FGDs resulted in a proposed conceptual model of customer dignity dimensions
consistent with Baille (2009). Our model “an octagon of dignity” captures proposed dimensions of
dignity and the threats and enablers of customer dignity. Secondly, we investigate how a threat
to customer dignity might have adverse effect on customers, FLEs, and organizational outcomes.
We acknowledge that treating customers with dignity has potential challenges. The astounding
absence of dignity in service interactions explains the current state of erosion of some financial
and aged care institutions as evident in the findings of the Royal Commission into Misconduct in
the Superannuation, Banking and Financial Services Industry and Royal Commission into Aged
Care Quality and Safety in Australia. Thirdly, promotion of customers’ dignity concerns the
organizational and individual practices, procedures, and behaviours with respect to customer –
employee interactions and service quality. By focusing on the role of enablers in promoting
customer dignity we explore the means of effectively transforming the lives and well-being of
customers. Recommendations will be provided for how companies can ensure their customers
are treated with dignity and how to avoid the violation of customer dignity.
Our conceptual model contributes to the transformative service research literature by examining
consumers’ perception of dignity in B2C service encounters and how this influences service
outcomes and customers’ well-being. This study is ongoing and we expect to present preliminary
results that show the role consumer dignity plays in B2C relationships and, subsequently, suggest
guidelines for service managers wishing to ensure customers are treated with dignity. We argue
that there is a need to reorient service organizations to adopt more humanistic approach to value
creation and tighter connection between making profits and improving the well-being of
customers.
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Track: Transformative services marketing and vulnerable consumers
Introduction to the research problem
Transformative service research (TSR), a priority in service research (L. Anderson & Ostrom,
2015), is concerned with a positive impact on well-being for all participants in service systems –
both consumers and service providers (L. Anderson et al., 2013). Recent studies have positioned
service design as key mindset to achieve TSR outcomes because of its human-centred,
multidisciplinary and transformative approach (S. Anderson, Nasr, & Rayburn, 2018; Sangiorgi et
al., 2019). Yet, research is lacking on how the adoption of a human-centred mindset can inform
the design of transformative services. This paper presents preliminary findings of a qualitative
study investigating the mobility experience of people with physical disabilities in Brisbane,
Australia. The study employed critical-incident style interviews to provide participants with the
opportunity to give their account of experiences about barriers and enablers to their mobility and
how digitally-enabled services supported them. This study demonstrates how positioning
consumers in the centre of the research enables participants to raise concerns about the issues
impacting their well-being and, allow them to propose an agenda to transform their lives.
Literature review
Over the past few decades, the growth in the service sector has led researchers to identify the
need to expand and deepen knowledge in key areas of service science including “improving wellbeing through transformative services” (Ostrom et al., 2010). L. Anderson (2010) conceptualised
this priority area as transformative service research (TSR). TSR is concerned with the
investigation of services to promote well-being outcomes for all entities in the service system (L.
Anderson & Ostrom, 2015; L. Anderson et al., 2013). Recently, S. Anderson et al. (2018)
proposed that services can be “transformative by design” to achieve the well-being goals of TSR.
Service design is an ideal approach to TSR because it involves collaboration and understanding
of customers’ needs and the introduction of a human-centred mindset to organisations (Sangiorgi,
2011). Service design emerged as a disciplinary area of design studies in the 1990s (Erlhoff &
Marshall, 2008). This area adapts methods from interaction and experience design, anthropology,
and services marketing to better understand both consumers and service providers (Sangiorgi et
al., 2019). Sangiorgi et al. (2019, p. 158) also highlight service design’s transformative potential
by stating that it can “envision new service concepts and service systems to enable transformative
value creation”. Therefore, TRS’s well-being outcomes depend on how well services are
designed. We engage in this conversation by presenting preliminary results of critical-incident
style interviews to demonstrate how a human-centred perspective can help to ground potential
service design solutions in the needs of consumers.
The design process follows a series of four steps: discover, define, develop, and deliver (Hunter,
2015). The presented research is concerned with the mobility experience of people with physical
disabilities because mobility is vital for self-determination, directly impacting the feeling of wellbeing (Wehmeyer, 2005). Within this scenario, technology has increased the complexity of the
mobility service system. It is recognised that digital technologies can help people with mobilityrelated disabilities to plan for their journeys, to access relevant information to organise transport,
connect with support services that they need, and also find strategies to manage potential barriers
that disrupt their mobility (Chamorro-Koc, Stafford, & Adkins, 2015). Therefore, mobility involves
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people, information, technology, and organisations, which represent a service system composed
of material, digital and human actors.
Method/Approach
We employed the critical incident technique (CIT) method which is a qualitative method that
invites participants to recall stories that represent their lived experiences (Flanagan, 1954). The
distinct advantage of CIT for this research lies in its core intention to identify both positive
(enabling) and negative (disabling) factors of service experiences (Bitner, Brooms, & Tetreault,
1990), which are classified as critical incidents (Flanagan, 1954). This method also supports the
exploratory mindset of the early stages of the design process (Hanington & Martin, 2012). We
conducted semi-structured interviews with eight people with various levels of mobility abilities and
familiar with using digital technology to assist travel. Participants demonstrated interest to
participate in the research after responding to an online screening questionnaire. The interviews
lasted on average 40 minutes and were conducted after obtaining informed consent from the
respondents. The interviews were audio recorded and later transcribed for analysis. The analysis
was conducted following an inductive approach to thematically categorise relevant incidents.
Results/Findings
54 critical incidents were identified and organised into five categories and 24 sub-categories. The
five major categories include: (i) planning and decision making, (ii) transport options, (iii)
technology, (iv) policy and standards, and (v) communication. Some examples of participants’
reports describe that when planning to go to an unfamiliar venue, they need to contact service
providers to double-check the accessibility because the information provided online is not always
accurate. The physical accessibility of public transport is an issue and relevant information about
it is not provided in a timely and appropriate manner. Social media platforms offer opportunities
to access peer networks that provide helpful support. Service providers have different
understandings of accessibility, and there are no standards about how to give this information,
resulting in consumers making misinformed decisions about whether or not going to a place.
These categories represent areas where services can be refined to improve the well-being of
consumers and support their mobility more effectively.
Discussion and implications
The study shows that a human-centred perspective is beneficial to explore mobility needs of
consumers with disabilities and identify concerns about the things that impact their well-being.
The findings inform that service design solutions could potentially address the following:
enhancement of peer-to-peer digital platforms by relying on successful problem-solving practices
of people with lived experience of disability; incorporation of real-time transport information for
timely updates about accessibility problems and solutions; and development of tools to increase
stakeholders understanding of the accessibility needs of consumers by implementation of
communication channels to discuss their needs. Further investigation is required to understand
the challenges and limitations from the service providers point of view. This study is the first phase
of a broader research that will continue to investigate the topic and for this reason the findings will
continue to evolve as the investigation progresses.
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Track: Service innovation and design
Introduction to the research problem
Diabetes and other lifestyle related chronic diseases are on the rise. A large body of medical
studies confirms that sustainable lifestyle changes can prevent their onset. In previous research,
a number of specific interventions have been identified as effective. However, interventions are
largely standardised and do not take sufficient account of the motivational and psychological
factors of individuals. Furthermore, the network of service providers in the health ecosystem is
rarely intertwined so that interventions are not coordinated with each other. Therefore, lifestyle
change programs often lack patient focus, efficiency and sustainability. Research on
personalised, combined interventions effectively supporting the maintenance of health-related
lifestyle changes is still scarce.
Based on a transdisciplinary approach, the study connects scientific evidence from health
psychology with service design and a service-ecosystem perspective, aiming at identifying
combined, personalised interventions for enabling sustainable behaviour change. By
interconnecting the stakeholders in the health ecosystem, interfaces are optimized in the sense
of a patient-centered perspective.
Literature review
For the study, three research fields are relevant: (1) Interventions and lifestyle changes in the
health sector, (2) Positive psychology and motivation and (3) Ecosystem approach in Service
Management.
According to psychological phase models (e.g. the transtheoretical model (Prochaska &
DiClemente, 1983)) the study focuses on one of the last phases of behavioural change
(maintenance of the new healthy lifestyle). Comprehensive findings on the classification and effect
of interventions in this phase is available (Kok et al., 2016; Kwasnicka, Dombrowski, White, &
Sniehotta, 2016; Michie et al., 2011). To date, the most effective interventions are integrated,
lifestyle-adapted interventions consisting of behavioural training in the areas of diet and exercise
combined with supportive counselling to overcome barriers to action and relapses (Bruggen et
al., 2009; Lindström et al., 2003; Ilanne-Parikka et al., 2008). However, these studies were carried
out almost exclusively in experimental laboratory conditions. A validation in practice is missing.
Behavioural change is an individual process that requires different interventions depending on
the person and phase of life. Based on the fundamentals of positive psychology as well as the
self-determination theory (Ryan & Deci, 2000; Seligman & Csziskzentmyhalyi, 2014), this project
postulates that the temporally stable motivational orientation of the individual concerned
determines the effectiveness of specific interventions. Three central motivational orientations are
distinguished (need for autonomy, performance and social connection). Previous research has
shown that people can be segmented according to these basic needs (Ryan & Deci, 2000).
Furthermore, the foundations show that interventions that correspond to the needs contribute to
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a sustainable change in behaviour (Ng et al., 2012; Ryan, Patrick, Deci, & Williams, 2008). So
far, there have been only a few scientific studies in the field of applied research on health
behaviour (e.g. Donnachie, Wyke, Mutrie, & Hunt, 2017).
In practice, most patients do not receive an ideal combination of interventions, but only individual
solutions that are not adapted to their needs. From an ecosystem perspective a change from parts
to the whole, from objects to relationships, from measurement to mapping, and from structures to
processes is postulated (Capra & Luisi, 2014). Although theoretical framework models call for a
systemic approach (Elsman et al., 2014; Kok et al., 2016), there is still no validated ecosystem
approach in practice for the health sector that promotes and supports sustainable lifestyle change.
The aim of this study is to develop sustainable intervention programs that take into account the
interrelationship and modes of action between the actors and design relevant processes.
Method/Approach
The study features a mix-methods approach, combining evidence from three qualitative studies:
First expert interviews with six healthcare professionals were conducted to identify practical
interventions. Second, following a patient-centred approach, seven patients were involved in the
study using in-context research. Third, a design thinking workshop was held with stakeholders in
the healthcare-ecosystem (e.g. health insurance, pharmacies) to jointly develop intervention
combinations that can be implemented within the ecosystem. The identified interventions will be
tested in an agile impact study by measuring intervention’s effectiveness based on people’s
acceptance, perceived usefulness and adherence to the program.
Results/Findings
Five effective behaviour change techniques (BCTs) and corresponding practice examples for
interventions have been identified. Most importantly, observed effectiveness of interventions
depends on a personalisation that is based on patients’ motives (e.g. competences vs
competition) and lifestyles (e.g. working, household). Furthermore, the study reveals the role of a
supportive ecosystem in the process of maintaining lifestyle change. Based on the findings a
catalogue of personalised interventions offered in an ecosystem of connected healthcare
providers will be developed.
Discussion and implications
Results of this study extend existing knowledge, providing empirical qualitative support for the
effectiveness of interventions that are personalised based on patients’ lifestyles and motivation.
The insights gained from personalisation provide a basis for the digitalisation of customer
interactions, which, in turn, will lead to the creation of a more efficient and sustainable healthcare
ecosystem.
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Introduction to the research problem
The application of theories developed and validated among Western consumers without due
contextual considerations may yield different outcomes in other settings (Martin and Hill (2011).
For example, Africa is a region that is vastly different in terms of living standards compared to
Western countries (Burgess & Steenkamp, 2006; Karnani, 2007). Further, a large and important
segment of consumers within the region, classified as Bottom of the Pyramid (BoP) consumers
(Burgess & Steenkamp, 2006; Hahn, 2009; Karnani, 2007), remains understudied in consumer
behaviour and marketing fields (Martin & Hill, 2011). Our limited understanding of the segment
often contributes to services offered to BoP consumers not addressing the unique needs of the
segment and lacking consumer acceptance (Anderson & Billou, 2007). However, Trischler,
Pervan, Kelly, and Scott (2018) found that involving consumers as co-designers of services
enhanced the overall consumer benefit of such services. As the co-design process has not been
applied to serve BoP consumers previously, challenges associated with adapting and delivering
the co-design process in Africa will be addressed in this study.
Literature review
There are over four billion BoP consumers across the world who live on less than $2 USD per
day (Anderson & Billou, 2007; Prahalad, 2012). Anderson and Billou (2007) advocates the
necessity to adapt service offerings to the unique requirements of BoP consumers as there is
substantive diversity in relation to their cultures, ethnicities, abilities and market needs, and a
standardised approach to serving these consumers is unlikely to be effective (Prahalad, 2012).
One way to enhance the relevance of a service to the consumer is through involving them in the
design process (Dietrich, Trischler, Schuster, & Rundle-Thiele, 2017; Trischler et al., 2018). Codesign as an approach involves the collaboration of members of the target consumer group and
researchers to design a service (Dietrich et al., 2017; Krippendorff, 2011; Sanders & Stappers,
2008). For example, Dietrich et al. (2017) outlines a six-step process for co-designing with
vulnerable consumers, which consists of resourcing, planning, recruiting, sensitizing, facilitation
and evaluation. As Hill (2001) argues that consumers from low-income communities (e.g. BoP
consumers) are one segment of vulnerable consumers, the Dietrich et al. (2017) co-design
process serves as a departure point for the research reported in this study. However, as the
process was developed in a Western context, three important challenges associated with codesigning services with consumers at the BoP will be discussed first. First, a Western researcher
studying consumption at the BoP may be considered an “outsider”, not sharing commonality
among the research participants (Dwyer & Buckle, 2009). As a result, the researcher would lack
comprehension of cultural practices, social norms and styles of communication, to name just a
few limitations. This would result in the researcher taking an etic approach, which would entail
taking a culture-free standardised approach (Kubacki & Skinner, 2006) which may prevent service
offerings from capturing the unique needs of the target consumer group (Anderson & Billou,
2007). Second, literature is commonly used to inform co-design sessions. For example, previous
studies (Dietrich et al., 2017; Hurley, Trischler, & Dietrich, 2018) consult the literature to
understand the problem to be addressed through the co-design process and inform the resourcing
step. However, the literature on BoP consumption remains limited and dominated by theories
developed in the Western context (Martin & Hill, 2011). Hence, reviewing the literature is unlikely
to provide researchers with enough understanding of the unique context they are preparing to
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conduct research in. Third, consumer generated ideas can lack feasibility due to not considering
implementation constraints (Kujala, 2003; Magnusson, Matthing, & Kristensson, 2003). Further,
there is evidence indicating that ideas generated by consumers in consultation with experts are
more implementable (Magnusson et al., 2003).
Method/Approach
A four-month qualitative ethnography was undertaken between August and December 2018,
inside a large township community in Cape Town, South Africa. The research sought to provide
insights into the issue of participation in school in a community with an over 60% rate of school
dropout (City of Cape Town, 2011). In the final two months of the study, four co-design sessions
were completed, with two classes at both a high school and primary school. Co-design sessions
followed the process outlined by (Dietrich et al., 2017). Students were invited to participate in codesigning an afterschool program in their community. The co-design sessions ran in a private
classroom or meeting room on school premises, without the presence of the class teacher to
encourage open discussion among students. Following the suggestion from Sanders (2006), each
co-design session commenced with an activity designed to sensitise participants to the topic of
the study. Students were then given an opportunity to review existing after-school programs and
(re)design their own program. Subsequent to the co-design sessions with students, a final codesign session was completed with a group of stakeholders including teachers, parents, NGO
worker and a government official. The session aimed to assess the feasibility of design ideas
generated through previous co-design sessions and to produce a final design.
Findings, discussion and implications
This study aimed to adapt the co-design process and critically reflect on its usefulness in a BoP
segment within Africa, while addressing three known limitations. First, a researcher undertaking
co-design sessions is often perceived as an outsider due to lacking commonality with research
participants (Dwyer & Buckle, 2009). This perception may act as a barrier to the researcher being
able to relate to participants during the co-design process. However, throughout the four-month
ethnography the lead researcher in this study was able to acquire substantial social capital and
cultural understanding, living with a host family in the community, working with a local research
assistant and working as an assistant teacher at both the primary school and high school where
the co-design sessions were undertaken. The second limitation relates to undertaking the
resourcing for the co-design sessions. Previous studies (Dietrich et al., 2017; Hurley et al., 2018)
reviewed the literature to complete the resourcing for their co-design studies. However, due to
the BoP consumers being understudied in the literature (Martin & Hill, 2011) and the substantive
diversity which exists among them (Prahalad, 2012) adopting this approach was unlikely to be
effective. Instead, this research employed insights gathered through the ethnographic field work
(e.g. interviews, participant observations and conversations) to understand the root-cause of the
focal problem (school dropout), inform the identification of the most relevant service to be cocreated (afterschool program), and select the most relevant activities (e.g. word association and
afterschool programs to be compared) for the co-design sessions. The third limitation, i.e.
consumer generated ideas lacking feasibility, was addressed through the implementation of an
additional co-design session involving community stakeholders as experts. Previous research
found that user generated ideas can lack feasibility due to not considering key implementation
constraints (Kujala, 2003; Magnusson et al., 2003), and the presence of experts may reduce the
creativity of consumer generated ideas (Magnusson et al., 2003). Therefore, experts were
involved only after users had already participated in the co-design process. The feedback from
experts indicated that although many of the ideas generated by students were novel and
interesting, most lacked feasibility due to students lacking real-world experience regarding service
delivery and the resulting afterschool program designs containing too many components.
Involving community stakeholders as experts enabled them to make important input into the
design regarding how the limited resources in the community could be utilised more effectively
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and helped to determine an afterschool program that could be feasibly delivered with the support
of all key stakeholders.
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Introduction to the research problem
Insufficient physical activity among adolescent girls in developing countries is a growing problem.
A lack of physical activity leads to increased risk of developing chronic disease and other health
conditions. Given the vulnerability of these groups, new approaches to tackling this problem are
required. One approach that considers the vulnerability of a population is Transformative Services
Research (TSR). Transformative service research (TSR) focuses on the delivery of well-being
outcomes to individuals through service and services (Anderson et al., 2013). A core focus of
TSR is enhancing the well-being of vulnerable consumers (Rosenbaum, Seger-Guttmann, &
Giraldo, 2017); yet insufficient service research has investigated the role of services for vulnerable
consumers (Ostrom, Parasuraman, Bowen, Patrício, & Voss, 2015). Adolescent girls are less
involved in physical activity compared to their male counterparts (Sanchez et al., 2007), and have
a higher withdrawal rate from club sport (Vilhjalmsson & Kristjansdottir, 2003). For girls in
developing country settings, participation in sport presents a strong departure from traditional
norms and expectations about girls' roles in society and therefore presents a significant barrier
(Brady, 2005). In developing countries there is also a shortage of trained Physical Education
teachers and non-existent facilities for sport (Marshall & Hardman, 2000). Casey, Eime, Payne,
and Harvey (2009) found that girls were positively influenced when sports were perceived as fun,
when friends were involved and when their families and teachers through role modelling and
positive feedback supported them.
Education focused services (e.g. sports programs) support consumer well-being (Anderson et al.,
2013) and is therefore of interest to the field of transformative service research. However, in
vulnerable populations there is a need to consider unintended consequences of any wellintentioned program. Thus, it is important to consider that for every action, there can and often is
an equal and opposite reaction. Using this as a basis, it is therefore reasonable to suggest for
every behaviour change program, there is a possibility for an equal and opposite implication for
the ecosystem (macro, meso and micro levels) (Mulcahy and Parkinson, 2018). In the case of
girls, this is at the micro level. This study aims to utilize the Motivation, Opportunity, and Ability
(MOA) framework proposed by (Rothschild, 1999) to encourage Balinese female participation in
sports.
Literature review
The MOA framework consists of three factors that contribute to behavior, motivation, opportunity,
and ability (Rothschild, 1999). Motivation refers to the internal drivers to perform a behaviour
(Parkinson, Schuster, & Russell-Bennett, 2016) which includes both the processes involved in
setting goals and a desire to achieve them (Bagozzi & Dholakia, 1999). Opportunity refers to the
extent to which the consumer can behave without any external restrictions such as time, money,
or environmental limits (Binney, Hall, & Shaw, 2003; Maclnnis, Moorman, & Jaworski, 1991).
Ability refers to consumers’ skill or proficiency to engage in certain behaviour (Parkinson et al.,
2016; Rothschild, 1999). Ability includes self-efficacy (Hung & Petrick, 2016), knowledge and
competence (Maclnnis et al., 1991), and other internal skill sets (Pieters, Bijmolt, Van Raaij, & de
Kruijk, 1998). These three factors work interactively to impact behaviors (Parkinson et al., 2016;
Siemsen, Roth, & Balasubramanian, 2008). Researchers (Binney et al., 2003; Parkinson et al.,
2016) call for more research using MOA over time. This study responds to such calls by utilizing
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a three time-point longitudinal design in the context of encouraging female participation in a new
sport activity, Australian Football (AFL).
Method/Approach
The program was implemented in five Bali (Indonesia) high schools over an 8-week
period. Components aligned to the MOA framework can be found in Table 1. In total
438 participants enrolled in the program. Participants were invited to complete three identical
surveys before (Week 0), during (Week 4), and at the end of the program (Week 8). Questions
covered all constructs from the MOA framework, length and frequency of playing sports, and
demographics including age and gender. The MOA scales were adapted from Binney et al. (2003)
and Hung and Petrick (2016). In total, 368 participants completed all three surveys, 178
(48.4%) were female. The mean age was 15.58 (SD=1.44). Data analysis was conducted using
confirmatory factor analysis (CFA) and latent growth model (LGM) in SPSS Amos. CFA on the
MOA scales were conducted at each time-point to assess validity and the models fit well. Multipleindicator LGM was used to minimize measurement error (McArdle & Epstein, 1987). Multi-group
analysis was also run to compare differences between genders to investigate the effectiveness
of the program on females. Assumption checking, reliability and validity tests were undertaken
throughout analyses.
Results/Findings
Descriptive statistics can be found in Table 3. LGM models reached acceptable fit indexes (See
Table 4). Overall the program successfully encouraged Balinese female students to participate in
sports (mean slope=23.159, s.e.=11.273, p=0.032), comparing to insignificant increase among
males (p=0.412). Motivation and opportunity factors have been significantly increased over the
three time points across the entire sample (pm=0.031; po=0.000) as well as both gender groups.
Ability only shows significant increase among females (p=0.000) but not males (p=0.124). Results
testing whether changes of the MOA variables will lead to the change of behaviors indicate that
the latent slopes of motivation and opportunity variables are significantly related to the latent slope
of the length of sport participation among the entire sample (Motivation: beta=0.995, p=0.004;
Opportunity: beta=0.594, p=0.000) as well as both gender groups. However, the latent slope of
ability shows no association with the latent slope of behaviors. A detailed table reporting all
statistics can be found in Table 5.
Discussion and implications
This study aimed to evaluate the effectiveness of a transformative services program developed
using the MOA framework to encourage Balinese female students’ participation in sports using a
three time-point longitudinal design. The results indicate motivation and opportunity are
mechanisms for behavior change in this population of vulnerable females. Specifically,
the program successfully increased female students’ motivation and opportunity to participate in
sports and therefore increasing their physical activity. This demonstrates that programs should
consider tools that increase motivation to participate and provide an environment where female
students feel safe and encouraged to participate in wellbeing promoting activities such as sport.
Including male and female participation also assists to change social norms around female
participation in sport. Practically, this paper provides empirical evidence on how to effectively
encourage female students to participate in sports. Introducing AFL, having boys participate in
the program, and capacity building through local staff supported the successful service delivery
of the pilot program for a total of 12 months. This indicates that a transformative service such as
the one reported in this study has potential to improve wellbeing and avoid unintended
consequences in vulnerable populations in developing countries.
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Appendix
Table 1. Program strategies
Constructs
Motivation

Opportunity
Ability

Strategies
Using AFL as a novel form of sports
 Inter-school tournament
 Trophies and small prizes (Australian souvenirs)
 Local and international event sponsors
 Sporting equipment (goals, balls, team bibs, cones, speed ladders, etc.)
 Free bus transportation to external facilities (e.g. community futsal centers)
 Sports education classes (e.g., sport knowledge, AFL rules and skills) by PE teachers, NGO staff and
international volunteers
 Information night for parents and families support
1.

Table 2. CFAs on MOA scales
Time-point
1
2
3

CMIN/DF
2.509
3.507
3.289

GFI
0.965
0.956
0.953

CFI
0.979
0.971
0.968

RSMEA
0.064
0.083
0.079

Table 3. Descriptive statistics
Variables

Motivation 1 (T1)
Motivation 2 (T1)
Motivation 3 (T1)
Opportunity 1 (T1)
Opportunity 2 (T1)
Opportunity 3 (T1)
Ability 1 (T1)
Ability 2 (T1)
Ability 3 (T1)
Motivation 1 (T2)
Motivation 2 (T2)
Motivation 3 (T2)
Opportunity 1 (T2)
Opportunity 2 (T2)
Opportunity 3 (T2)
Ability 1 (T2)
Ability 2 (T2)
Ability 3 (T2)
Motivation 1 (T3)
Motivation 2 (T3)
Motivation 3 (T3)
Opportunity 1 (T3)
Opportunity 2 (T3)
Opportunity 3 (T3)
Ability 1 (T3)
Ability 2 (T3)
Ability 3 (T3)
Behavior (T1)
Behavior (T2)
Behavior (T3)

Total Simple
(N=368)
Mean
SD
4.04
0.994
4.53
0.835
3.93
1.008
2.90
1.267
3.85
1.175
3.60
1.127
1.76
1.020
3.58
1.077
3.50
1.018
3.96
1.014
4.34
0.859
3.84
1.035
3.05
1.086
3.74
0.957
3.71
0.957
4.04
0.839
3.61
0.926
3.36
0.968
4.10
1.088
4.63
0.658
3.89
1.027
3.42
1.317
3.95
1.006
3.95
1.064
4.25
0.778
3.78
0.953
3.41
1.539
226.42 264.123
290.08 591.684
259.79 253.967

Female
(N=178)
Mean
2.83
3.47
2.78
1.84
2.73
2.51
1.20
2.47
2.25
3.76
4.18
3.72
2.74
3.58
3.60
3.87
3.44
3.13
3.89
4.49
3.70
3.10
3.62
3.79
4.04
3.51
3.25
157.88
256.09
212.75

SD
1.013
0.811
0.994
0.932
1.147
1.070
0.510
1.075
0.984
0.968
0.886
1.039
1.029
0.970
0.947
0.869
0.935
0.848
1.008
0.687
0.956
1.181
0.897
1.048
0.827
0.927
1.494
244.586
772.474
194.543

Male
(N=190)
Mean
4.26
4.48
4.10
3.18
4.01
3.73
1.89
3.71
3.75
4.15
4.48
3.96
3.34
3.88
3.82
4.19
3.78
3.56
4.30
4.75
4.07
3.72
4.26
4.09
4.44
4.04
3.55
290.63
321.92
303.85

SD
0.869
0.809
0.945
1.264
1.065
1.072
1.138
1.017
0.937
1.022
0.809
1.022
1.061
0.923
0.957
0.780
0.891
1.029
1.123
0.606
1.061
1.369
1.008
1.060
0.679
0.908
1.570
266.212
344.773
292.856
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Table 4. LGM model fit index
Model
Motivation
Opportunity
Ability
Behavior

CMIN/DF
4.303
3.605
3.336
4.460

GFI
0.926
0.921
0.895
0.944

CFI
0.930
0.934
0.955
0.956

RSMEA
0.095
0.084
0.067
0.097

Average

3.926

0.922

0.944

0.086

Table 5. LGM results
Latent slope
Motivation
Opportunity
Ability
Behavior
Motivation to Behavior
Opportunity to Behavior
Ability to Behavior

Mean
0.038
0.314
0.199
29.959
Beta
0.995
0.594
0.336

Total Sample
s.e.
p-value
0.018
0.031
0.058
0.000
0.023
0.454
13.274 0.024
s.e.
p-value
89.101 0.004
67.475 0.000
77.205 0.490

Mean
0.044
0.315
0.210
33.554
Beta
0.995
0.594
0.443

Female
s.e.
0.017
0.048
0.022
13.784
s.e.
89.101
67.475
64.238

p-value
0.031
0.001
0.000
0.032
p-value
0.004
0.000
0.254

Mean
0.023
0.320
0.010
23.159
Beta
0.995
0.594
0.234

Male
s.e.
0.018
0.033
0.022
11.273
s.e.
89.101
67.475
88.654

p-value
0.045
0.000
0.124
0.412
p-value
0.004
0.000
0.335
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How to Build an Ambidextrous Organization in Financial Services
Killing two birds with one stone: How to implement exploration in exploitation-driven
multinational financial services providers to become ambidextrous
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Track: Service innovation and design
Introduction to the research problem
This study investigates the phenomenon of organizational ambidexterity in the financial services
industry. The paper follows a qualitative research design. The authors conduct in-depth semistructured interviews with internal and external stakeholders of a financial services provider. They
develop a holistic perspective of the organization and a unique extreme case study. Through
several legal entities in Central and Eastern Europe, the organization exploits the core business
and explores new business opportunities. The case study illustrates how to build an ambidextrous
organization in financial services by balancing exploitation and exploration.
Literature review
Organizational ambidexterity is defined as “the capacity to simultaneously achieve alignment and
adaptability at a business-unit level” (Gibson & Birkinshaw, 2004). This can be done by balancing
exploitation (alignment) and exploration (adaptability) to excel at today’s core business, while also
focusing on tomorrow’s upcoming challenges (Duncan, 1976). Organizational ambidexterity is
achieved by developing a set of processes or systems that foster and encourage individuals to
assess themselves how to allocate their time to exploitation or exploration (McDonough & Leifer,
1983; Tushman & O’Reilly, 1996). Exploitation and exploration are two fundamentally different
approaches to organizational learning (He & Wong, 2004) and imply conflict in an organization’s
strategic alignment. While traditional management literature advocated a clear focus on either
exploitation or exploration, March (1991) stated that focusing on only one dimension at the
expense of the other will lead to problems and tensions. Thus, an organization’s ability to build a
competitive business model may be rooted in the ability to jointly pursue exploitation and
exploration. As Floyd and Lane (2000) propose, organizations have to “exploit existing
competencies and explore new ones—and more importantly, that these two facets of
organizational learning are inseparable”. Thus, organizational ambidexterity demonstrates that
the conundrum of simultaneous exploitation and exploration can be solved, enhancing
organizations’ long-term competitiveness and performance.
The unit of analysis is a complex financial services provider with legal entities in Central and
Eastern Europe. The organization specializes in three areas. First, the runoff platform is located
in Switzerland and Liechtenstein and ensures the efficient settlement of life insurance contracts.
The runoff team manages life insurance contracts where policy holders do no longer pay any
premiums. The runoff unit is characterized by a high degree of exploitation and a low degree of
exploration. Second, the fee-based advisory unit is located in Germany and a fast-growing niche
player. Fee-based advisory is a transparent alternative to existing distribution channels where
customers pay an advisory fee that is disclosed ex ante. The fee-based advisory is characterized
by a medium degree of exploitation and a high degree of exploration. Third, with the new venture,
the organization plans to create new business through a network business model in Czech
Republic and Slovakia. The concept aligns different external companies to form a network of
partners with complementary skills. The idea is that partners can benefit from each other.
Consequently, the ultimate goal is to create value for both customers and partners. This unit is
characterized by a low degree of exploitation and a high degree of exploration. In sum,
PAGE 371

372

organizational ambidexterity seems to be a promising approach to master the balancing act
between maintaining traditional business and exploring new opportunities. Prior research on
organizational ambidexterity called for consideration of international settings (Raisch &
Birkinshaw, 2008). This study offers insights into an organization that operates in an international
cross-country setting. Country-specific drivers of organizational ambidexterity such as leadership
and organizational structures will be explored accordingly.
Method/Approach
The paper follows a qualitative research design using in-depth semi-structured interviews and
Grounded Theory to develop a unique extreme case study (Bryant & Charmaz, 2007; Eisenhardt,
1989). A case study is an empirical inquiry that investigates a contemporary or historical
phenomenon within its real-life context, especially when the boundaries between phenomenon
and context are clearly not evident (Yin, 2003). The case study inquiry copes with the technically
distinctive situation in which there will be many more variables of interest than data points, and
as one result relies on multiple sources of evidence, with data needing to converge in a
triangulation fashion, and as another result benefits from prior development of theoretical
propositions to guide data collection and analysis (Yin, 2003). Through Grounded Theory, the
author moves from ideation to grounded theorizing. Grounded Theory is defined as a “systematic,
inductive, and comparative approach for conducting inquiry for the purpose of constructing theory”
(Bryant & Charmaz, 2007). Grounded Theory describes the process of moving from theory that
was developed by thinking things through in a logical manner to theory developed from rich
observational data (Locke, 2001). Grounded Theory is a general method of comparative analysis
to discover theory controlled by empirical data (Glaser & Strauss, 2008; Strauss & Corbin, 1998).
Theory is grounded as it derives from data and emerges out of the interplay between researchers
and data. As a theory it denotes a set of well-developed categories that are systematically
interrelated through statements of relationships to form a theoretical framework that explains or
predicts phenomena. Grounded Theory must “fit” the situation being researched as the categories
must be readily (not forcibly) applicable to and indicated by the data under study (Glaser &
Strauss, 2008; Strauss & Corbin, 1998).
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Track: Customer experience and engagement
Introduction to the research problem
Studies conducted on ‘place’ in tourism have primarily focused on increasing the image of the
destination in the eyes of the travelers (Trauer & Ryan, 2005) by designing physical spaces. which
are strategically planned to increase tourists’ consumption and other positive outcomes (O’Dell &
Billing, 2005; Magee & Gilmore, 2015). Several studies have investigated aspects that trigger
memorable tourist experiences in general (e.g., Kim et al., 2012; Tung & Ritchie, 2011).
However, the significant emotional role that place has in tourists’ lives has been only scarcely
investigated. The current study aims to explore the meaning consumers attribute to places to
make them transformative, thus, partially filling this void. Moreover, Chandralal et al. (2015)
pointed out that studies examining the tourist experience often used student samples rather than
typical tourist samples (e.g., Kim, 2009; Larsen & Jenssen, 2004; Morgan & Xu, 2009; Tung &
Ritchie, 2011); hence, their findings cannot be generalized to more authentic travel populations
(Chandralal et al., 2015). This led us to focus on Christian pilgrims as one of the most prevalent
category of tourism, in existence for centuries.
In 2017, 700,000 pilgrims visited Israel (20% of the total number (3.5 million) of tourists in Israel
in 2017 (https://en.globes.co.il/en/article-record-36m-tourists-visit-israel-in-2017-1001217309). It
was found that meaningful experience can lead to personal change after returning home, with life
being viewed in a totally different way (Tarssanen, 2007). From a broader perspective of place
this study focuses on the meaning pilgrims attribute to their journey to holy places and its
transformative effect on their well-being (i.e., experiencing inspiring changes in their lives) by
suggesting a four-level model in forming transformative experience. Using in-depth interviews, we
qualitatively examined 23 pilgrims (aged 23-77) from various international locales (e.g., Canada,
USA, South America) during their journey to Israel. Adopting the transformative service research
(TSR) paradigm, the current study contributes by the examination of four preconceived levels of
potential transformative influence (i.e., experience circles model) : The individual level
emphasizes the perceived personal impact of the journey on the consumer’s life at home; the
communal level explores the impact of the journey on the consumer’s view towards the host
country where the journey transpired; the religious/spiritual level reflects the impact of the journey
on a consumer’s self-identity as a Christian. Finally, the fourth level, termed the
global/cosmopolitan level, explores whether the journey transforms a consumer’s views towards
mankind.
Literature review
Place-Meaning and Transformative Experiences
Place identity, as one aspect of the tourist experience, comprises three components: physical
settings, activities, and meaning, which consists of connotations and senses (Rosenbaum &
Massiah, 2011). Much of the servicescape literature in service marketing (see Bitner, 1991) has
explored how stimuli present within the place’s settings influence consumers’ approach within
places (Rosenbaum & Massiah, 2011). Travel experiences contain many places; hence, these
experiences offer many opportunities for transformational moments that carry the potential for
meaning making (Boswijk et al., 2006; Noy, 2004). At the focus of transformative experience is
the creating of ‘‘uplifting changes,’’ which may improve the lives of individuals (e.g., consumers),
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families, communities, and society (Anderson et al., 2013). Thus, the TSR paradigm examines
the association between service and well-being (Anderson & Ostrom, 2015; Rosenbaum et al.,
2011). Tung and Ritchie (2011) argued that people find travel a valuable experience for selfdiscovery. Kim et al (2012) found that tourists’ psychological mood may change in the course of
their experience. However, inadequate attention has been given to place qualities in the tourism
experience as stimulation for consumers’ reflection. The current study aims to reveal the meaning
consumers give to places (throughout their journey) and its transformative effect on their wellbeing (i.e., experiences of inspiring changes in their personal, communal, spiritual, and global
levels).
Method/Approach
Participants and procedure. A phenomenological qualitative study was carried out, aimed at
describing the experience of the explored phenomenon (Glaser & Strauss, 1967). Data collection
comprised semi-structured in-depth interviews conducted with 23 Christian pilgrims (8M and
15F; aged 23-77; Mage = 44.7) on their last day of their eight-day Holy Land tour of Israel
(i.e., visits to Capernaum, Jerusalem, Via Dolorosa, River Jordan, Mount Zion, and other sites).
Data collection. Interviews were conducted by experienced interviewers and took place at the
pilgrims’ hotel in Jerusalem on the last day of their journey; each interview lasted an average of
40 minutes.
Interview guide. A semi-structured interview protocol was constructed based on a conceptual
model that included general open questions to describe the impact of the trip and its places on
the consumer as a person, as a citizen (e.g., Israeli, American), as a Jew or Christian, and a
global citizen of the world.
Data analysis. We follow the long interview procedures (McCraken, 1988). Interviews were audiotaped, transcribed, and analyzed.
Results/Findings
Pilgrims, as consumers of the ‘Holy Land journey,’ were found to saturate places with meanings;
thus, their experiences became transformative though a process comprised of four levels of the
experience circle, each characterized by different themes and reactions. The individual level was
manifested in their gratitude and excitement of discovering the possibility of personal healing and
becoming a better person. The communal level emphasized a mind shift process expressed by
lessening the dichotomous thinking of ‘us’ vs. ‘them’ about people in the host country, challenging
generalizations, ‘seeing the trees and not just the forest. The spiritual level was manifested in the
feeling of touching the divine and being engulfed and cradled in the arms of the divine. In addition,
interviewees reported reinforcing their set of religious beliefs. Finally, the cosmopolitan level was
manifested in a stronger sensibility of being citizen of the word and understanding the unity of
mankind regardless of religions and nationalities. Table 1 presents sample assertions illustrating
the levels of place-meaning in creating transformative experience. Figure 1 presents place
meaning by self/others-centered and by emotional/cognitive sensibility.
Discussion and implications
Studies focused on place in tourism examined physical settings and customers’ positive
outcomes, but only scarce research has been devoted to place’ inner qualities that stimulate
reflection; many of those who did so, however, focused primarily on how consumers transform
and personalize events in different stages of consumption (Cutler &Carmichael, 2010).
Dimensions of the tourist experience as a whole were quantitatively examined by Kim et al.
(2012). However, the current study’s qualitative approach allows delving deeper, using a
framework of four experience circles to demonstrate the formation of consumers’ transformative
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experience, derived from the meanings they gave to places along the journey. Our findings
illustrate that place can no longer be considered inert, but rather, should be viewed as spaces
imbued with meanings that impact our lives, experiences, and even well-being. The results are
discussed in the framework presented in figure 1. Practical implications are elaborated.
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Table 1 . Place Meaning and Transformative Experiences – Sample Quotes

Place-meanings on a personal level

Place-meanings on a community level

“Oh my god! Place impacted me very deeply, deep,
deep... it’s all come together, healing some of areas in my
life” (f, 50);

“I think sometimes, those of us from the US, we get a little
self-centered, because our country is so big, and we don’t
venture out too much and we think we are always the best
at everything, and we realize that you are not, that we have
some good points and bad points, every country has some
good points and bad points, and it’s not as far apart as we
think” (m,60).

“It just become live to me that, something change…on
this journey I feel like I am just now starting to process...
relationships in the family, co-workers.. How I treat
people. How I handle situations in life, it change me and
it’s gives me some nice way to look at things, the places
I visit were inspiring for life (m,42);
“For me this trip was a life changing… it just can’t be
describe, you need to be here to see, just on what we
seen, well I don’t know... the environment…the places… it
is hard to explain…seen what I seen, walked where I
walked, just the whole experience was amazing” (f, 42)

“I had such a misconception of this country, because all we
get is CNN and there are shootings all the time, and there’s
all this tragedy … and I realized I was totally wrong. And that
things are a lot safer here in a lot of ways than some of the
big cities of the united states, I had to make up total mind
shift change, I mean I’ve always been someone that was
glad united states supportive of Israel but I think even more
so now when I see what’s going on, how things are working
here then I want to be even more supportive... it’s really
impacted me a lot” (m,45).

Place-meanings on a religious/spiritual level

Place-meanings on a global level

“The different places we seen… the fact that he walks
there, the bible just came to life, now…I actually seeing it,
I think that I became more sensitive to the lord. There
was a god that walked here… it just was so real to me, I
understand deeper god. Its tangible (knocks of on
table)…obviously it strengthen my faith, to know the
Jesus not only walk this earth also that he is alive” (m,54)
“It brought my spiritual life to another level, these places
the Jorden, Jerusalem were spiritually it was impactful, I
think it refreshes my set of beliefs, I’m sure when I go
back home, and I will take time to read my word of god,
is defiantly brings even more to life” (f,50)

“It’s helping me growing my inner understanding and my
perspective of different parts of the world. In my
perspective… rather than specifically American or British or
South African or French or…we are all part of the world
culture …, be able to understand … people of different
cultures that have the same perspective on life, Value of
family and friend and their faith, and meaningful work to
do and get home, and be able to enjoy their family, that is all
universal to all human beings”(m, 42.)
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Figure 1. Place meanings levels by self/others-centered and emotional/cognitive sensibility
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Introduction and literature review
Social media have become a large part of consumers’ lives, interactions, and product discovery.
On the other hand, media reports and research have recently voiced concerns over how
prolonged social media usage may negatively impact the individual’s wellbeing. While social
media usage allows consumers to purchase products and express themselves, they are also often
exposed to the seemingly perfect “highlight reel” of others’ lives which may lead to feelings of
social powerlessness and inferiority (Lin et al., 2016).
Feelings of social powerlessness have been known to trigger individuals’ compensatory
consumption behavior, where they seek to escape their perceived inferiority through consumption
of market offerings that reflects superiority such as luxury brands (Rucker & Galinsky, 2008).
Luxury services also enables consumers to experience social superiority (Yang & Mattila, 2016),
as they are often treated like kings by the service provider. Taking these findings together, our
research hypothesizes that consumers who feel inferior to others on social media are more likely
to construct favorable attitudes towards advertisements of luxury services, as these are seen to
be attractive routes to restore their sense of wellbeing.
We further explicate the relationship between social comparison and perceptions of luxury
advertising on social media through the lens of the consumer’s power motivation. The motive or
need for power is the intensity of concern for having impact on others, or maintaining reputation
and prestige (Winter, 1973). In the context of our study, we hypothesize that the lure of luxurious
consumption to alleviate social powerlessness is partly driven by how much the individuals desire
to be powerful in the first place. Our study’s model is given below.
.

Figure 1. Conceptual framework

Method and Findings
An experiment was conducted with 120 U.K participants recruited from Prolific Academic. Six
participants failed the study’s attention checks thereby leaving 114 samples for analysis (Mage
=30.91 SD =6.74, 51% Male). To manipulate social comparison, participants were initially told to
imagine that they were waiting for the result of a job interview where multiple people might be
hired, and that a friend was also applying for the same position. In the upward social comparison
condition, participants found that the friend has posted on social media that she got the job, but
there has been no news about the participant’s own result. In the control condition, participants
were just told that they were still waiting on the result of the interview. Both conditions were then
asked to rate a social media advertisement (a sponsored content) for a newly opened luxury
teashop that they saw while waiting for the interview results. Two images were developed to serve
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as the advertisement along with ad copies that used status-priming stimuli adapted from Rucker
and Galinsky (2008). Power motivation (α = .81) and social inferiority (α = .93) were measured
with scales used previously by Newton, Wong, and Newton (2016). Attitude towards the ad (α =
.94) was the dependent variable, measured using five items from Babin and Burns (1997). Gender
and narcissism (α = .76) (Webster & Jonason, 2013) were included as covariates.
Analysis was done via the PROCESS macro developed by Preacher and Hayes (2008) to analyse
a moderated mediation model. The covariates of gender (b = .15, t(108) = .72, p > .05) and
narcissism (b = -.04, t(108) = -.47, p > .05) were not found to be significant influencers of the
dependent variable. Main effects analysis found that only power motivation (b = -.48, t(108) = 2.37, p < .01) had a significant direct impact on social inferiority, but that the upward social
comparison did not (b = -.74, t(108) = -.64, p = .52). There was a significant interaction effect
between upward social comparison and power motivation (b = .71, t(108) = 2.77, p < .01)
influencing social inferiority. More specifically, analysis shows that the interaction was significant
at both -1 and +1 standard deviations (SD) of low power motivation (-1 SD b = 1.84, t(108) = 6.43,
p < .01) and high power motivation (+1 SD b = 2.97, t(108) = 10.17, p < .01). Finally, the
conditional indirect effect of social inferiority on the relationship between upward social
comparison and luxury advertisement appeal showed that the index of moderated mediation was
significant (index = .15, 95% CI [.01 to .38]). The direct effect of upward social comparison on
luxury advertisement appeal after taking into account the indirect effects was not significant (b =
-.16, t(108) = -.52, p = .6), indicating a full moderated-mediation relationship.
Discussion and implications
Luxury service providers are symbolically subservient to the consumers since they have paid for
the priviledge to feel welcomed and important (Crick & Spencer, 2011). As such, luxury services
are an attractive solution for individuals looking to escape their sense of social inferiority. On the
other hand, social media has often been accused to be the catalyst of unhealthy social
comparisons that aggravates social inferority. This study joins the two premise above to adds
nuance to the discussion, and highlights the significant role of consumers’ power motivation in
this context. The study presented evidence that explicated how upward social comparisons with
peers on social media led to more positive attitude towards luxury service advertisements through
the mediating role of social inferiority. Power motivation was found to aggravate this relationship.
Compared to consumers with low levels of power motivation, those who are “power-strivers” are
more likely to perceive themselves to be socially inferior after seeing that others are more
successful, which lead to being more receptive to a luxury service communication.
Importantly, the findings of the first study imply a “dark side” where vulnerable consumers may be
targeted to spend their income on products that do not necessarily contribute to their long-term
well-being.The results resonate with the phenomenon of retail therapy and could have important
implications for targeted advertising on social media. Recent reports suggest that Facebook has
the capability to monitor users’ posts and photos to identify individuals’ negative feelings such as
insecurity and worthlessness in real time, and that the social networking platform allegedly shares
them with advertisers on the platform (Reily, 2017). Thus, the results of this study suggest that
luxury marketers could enhance the persuasiveness of their campaigns by targeting these types
of individuals on social media. Future research should test strategies that consumers might
employ to make better decisions, and to mitigate the potentially unsustainable consumption
behaviors stemming from feelings of social inferiority.
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Introduction to the research problem
Prior research on luxury consumption mostly focuses on luxury goods and ignores services,
hence it is not clear what kind of expectations do the customers have from luxury services and
how do they form these expectations. This paper addresses these research gaps by using the
‘Service Expectations’ framework (Zeithaml, Berry, & Parasuraman, 1993) to understand the
antecedents of different levels of customer expectations for luxury services. Specifically, it uses
an extensive literature review coupled with a qualitative study consisting of ten in-depth interviews
with luxury customers to address the above research objective.
Literature review
Luxury is a well-researched domain in consumer research; however, most past research in this
area focuses on luxury goods and brands (Appadurai, 1986; Berry, 1994; Dubois & Duquesne,
1993; Han, Nunes, & Drèze, 2010; Kastanakis & Balabanis, 2014; O'cass & McEwen, 2004;
Okonkwo, 2009; Truong et al., 2008). As a result, the literature on luxury ‘services’ consumption
remains rather limited (Cristini et al., 2017) despite the growing importance of services according
to the service-dominant logic (Belk, 2009; Vargo & Lusch, 2004) and the conspicuous and
noticeable status linked to both luxury goods and services.
In addition, the notion of unconventional luxury is also gaining popularity, and the focus is shifting
“from having-to-being and owning-to-experiencing” (Cristini et al., 2017). Having and owning
luxury goods helps people show these off as a status or power or esteem, and it will be there
when the customers possess it. However, being and experiencing are less likely to satisfy the
symbolic necessity of the customers, and more likely to influence those customers who would like
to experience luxury for the services used or consumed by them.
Thus, the motivations for seeking luxury from owning goods versus seeking luxury service
experience and the expectations from these two may be quite different from each other.
Therefore, there is a need to understand luxury consumption via service experiences.
Customer expectations from services play a major role in differentiating firms in the same
business because even if their service offering may be similar, customer expectations may vary
based on several antecedents. In this context, customer’s zone of tolerance with two levels of
services, the desired level of service and adequate level of service (Zeithaml et al., 1993) provides
a very useful framework to understand customers’ service expectations, which in turn can help
service firms satisfy their customers, thereby increasing their business performance and
profitability (Ho, Sharma, & Hosie, 2015). However, this framework was developed for services in
general and hence, it does not distinguish between the antecedents for different levels of
expectations from luxury and non-luxury services.
Method/Approach
We used a qualitative research methodology (10 semi-structured in-depth interviews) to seek an
initial understanding of the above research questions from current users of luxury products and
services (Berg, Lune, & Lune, 2004; Smith, 2015). We chose this method because it helped us
gain a broad range of perspectives on luxury service expectation. We conducted the interviews
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ourselves in order to capture the responses accurately, using an interview guide to elicit the
context and meaning of luxury service consumption, with questions such as, “what the term luxury
means to you”, “how you describe luxury services”, “what the luxury services used so far”, “what
you expect from a luxury service provider”, etc. Each interview lasted around 45 minutes on an
average and the participants’ responses were recorded in writing or in audio form that were
transcribed later. The contents of all the interview transcripts were analyzed using NVivo software.
Based on the word count of interview transcript and the interview guide, nodes and sub-nodes
were created for the conceptualization of luxury services, customer expectations from luxury
services, different levels of these expectations, and antecedents of these different levels of
customer expectations from luxury services. Next, the relevant contents of the interview
transcripts were assigned to each node or sub-nodes for analysis. The final output includes the
total number of respondents who contributed to the nodes, the frequency of responses related to
the nodes and it could be represented based on hierarchy charts, word trees, etc.
Results/Findings
The interviews reveal the basic themes of luxury in services. Quality of service was considered
extremely important by most of the luxury customers as reflected in their focus on the best service.
Uniqueness or exclusivity is the other major dimension of luxury. Here customers expect and want
those services that are different, unique or exclusive. The customers feel that luxury should help
them stand out and be noticeable, and it should not be an opportunity for many others. The
expensiveness of the service makes it luxurious because one needs to pay extra compared to
the ordinary services and this reduces its affordability to public. Respondents suggest that a highly
satisfying and indulging experience should be termed as a luxury, something that gives them
enjoyment and pleasure. Pampering and comfort are other antecedents that influence a luxury
service. The customers would feel comfortable, relaxed and have great peace of mind while
indulging in luxury services. The aesthetics of the tangibles (e.g., ambience and environment) are
also important parts of luxury services. Luxury is used as a status or a means to show power
making the customer feel superior. Based on these findings, we conceptualize luxury services as
those services that provide the best quality with comfort and pampering that make the service
experience unique, enjoyable, superior, and satisfying. We also identify three different levels of
customer expectations from luxury services (desired, adequate and perceived) and their
antecedents, and present seven testable propositions about their inter-relationships (Table 1).
We also develop a conceptual framework to summarize these findings and guide future research.
Research limitations/implications
We use an extensive literature review and a qualitative research methodology to develop our
conceptual framework and testable propositions. However, we would need a quantitative study
for a more rigorous test of our propositions. Our findings will help the managers of luxury services
to identify the factors that drive the different levels of customer expectations from their services
and design their services using features that lead to greater customer satisfaction and loyalty.
This paper extends the literature on luxury services by identifying three different levels of
customer expectations from these services and a wide range of antecedents that influence these.
This is one of the first steps towards a conceptual framework to help understand luxury services
consumption by exploring the different levels of luxury services expectations and their
antecedents. The paper contributes to the domain of unconventional luxury by using the wellestablished ‘Service Expectations’ framework (Zeithaml et al., 1993) applicable across context. It
also expands the service literature to include luxury services. In addition, the study contributes to
the practitioners to understand the expectation of luxury service customers and the various
antecedents that play an important role in luxury services consumption.
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Table 1 – Testable Propositions
P1. The difference between desired and adequate service (i.e., zone of tolerance) is smaller for luxury services compared to
non-luxury services.
P2. The zone of tolerance varies across customers, expands and contracts within a customer based on the various situational
factors.
P3. The desired service level is more stable as compared to the adequate service level.
P4: The enduring service intensifiers, personal needs, and the customer characteristics positively influence the level of desired
service.
P5. The transitory service intensifiers, decision type, perceived service alternatives, service location, self-perceived service
roles, social presence, and situational factors influence the level of adequate service.
P6. Level of predicted service positively influences the level of adequate service thus narrowing the zone of tolerance.
P7: The explicit and implicit service promises, word of mouth, past experience, and temporal change positively influence the
level of desired and predicted service.
Figure 1 – Customer Expectations of Luxury Services
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Introduction to the research problem
Frontline employees (FLEs) play a crucial role in face-to-face sales and service encounters as
they not only sell products and services (Levy and Sharma 1993) as well as deliver service quality,
satisfaction and value to their customers (Brady and Cronin 2001) but also act as a buffer between
the customers and the organization (Singh 2000), help customize the service experience
(Bettencourt and Gwinner 1996) and implement service innovations (Cadwallader et al. 2010)
and improvements (Lages and Piercy 2012). However, there are many research gaps in this area,
which we address in this paper. First, we investigate the combined influence of personal
characteristics and service behaviors (perceived by the customers) and their role stressors and
work-related attitudes (perceived by them) on their performance and customer outcomes.
Second, we explore the combined dyadic influence of employees’ personal characteristics, role
stressors and work-related attitudes on their service behaviors, service quality, customer
satisfaction and behavioral intentions. Third, we examine how the employees’ service-role
behaviors (in-role and extra-role) as perceived by the customers, may affect their formal
performance evaluations by their supervisors.
Literature review
Ahearne et al. (1999) show that salesperson characteristics such as communication ability,
likeability and trustworthiness (but not expertise) mediate the positive effect of perceived
attractiveness on their performance and this effect fades away as the salesperson–customer
relationship progresses. In contrast, Söderlund and Julander (2009) find a direct positive effect of
a service worker's physical attractiveness on customer satisfaction. More recently, Jin and
Merkebu (2015) show positive correlations between employees’ physical attractiveness and
customer gratitude, trust and favorable reciprocal behaviors, whereas Wan and Wyer (2015) find
that the physical attractiveness of a service provider may have either a positive or negative effect
on consumers, based on the context and self-presentation concerns. From these findings it is
clear that there is no consensus on the underlying process by which personal characteristics of
FLEs may influence their customers’ perceptions and evaluations.
Prior research also explores the challenges faced by frontline employees in performing their
duties, such as emotional labor (Morris and Feldman 1996), emotional exhaustion (Grandey
2003), emotional dissonance (Pugh et al. 2011), emotional competence (Delcourt et al. 2016),
employee withdrawal (Deery et al. 2002), burnout (Babakus et al. 2009), compliance with special
customer requests (Beatty et al. 2016), as well as their creativity and attention to detail (Sok et al.
2018). However, most of these studies focus only the employees’ point of view and ignore the
customers’ perspective (Groth et al. 2009). Thus, there is hardly any research that explores the
combined dyadic influence of employees’ personal characteristics, role stressors and workrelated attitudes on their service behaviors as perceived by the customers and other outcomes
such as perceived service quality, customer satisfaction and behavioral intentions.
Frontline employees’ performance is influenced by a wide variety of factors, including personal
characteristics, such as communication ability, likeability and trustworthiness (Ahearne et al.
1999), and customer orientation (Brown et al. 2002); role stressors, such as role ambiguity and
role conflict (Singh 2000); organizational support, such as management commitment (Babakus et
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al. 2003) and empowerment (Ahearne et al. 2005); and work-related attitudes such as job
satisfaction and organizational commitment (Becker et al. 1996; Hunt et al. 1985), person-job fit
and person-organization fit (Lauver and Kristof-Brown 2001). However, there is little research on
how the employees’ service-role behaviors (in-role and extra-role) perceived by the customers
may affect their performance (Ahearne et al. 2007).
Method/Approach
We test our dyadic model using data from a field-study of actual one-to-one interactions between
matched samples of frontline employees (N=480) and their customers (N=1440) in 60 retail
outlets of a telecom services company in Australia. We adapted existing scales to measure
physical attractiveness, communication ability, likeability, expertise and trustworthiness (Ahearne
et al. 1999), in-role service manner and need identification behaviors (Lloyd and Luk 2011), extrarole service behavior (Bettencourt and Brown 1997), service quality and customer satisfaction
(Sharma, Tam, and Kim 2015) and behavioral intentions (Ramsey and Sohi 1997), role ambiguity
(House, Schuler, and Levanoni 1983), role conflict (Singh 1998), role overload (Harris and Bladen
1994), person-job fit (Donavan et al. 2004), job satisfaction (Johnson and Sohi 2014),
organizational commitment (McDonald and Makin 2000), task performance (Mattila et al. 2003),
contextual performance (Van Scotter and Motowidlo 1996) and overall performance (Wright and
Cropanzano 1998).
Results/Findings
All employee characteristics except physical attractiveness have a positive effect on their
perceived service (in-role and extra-role) behaviors (H1). Next, two out of three employee role
stressors (i.e., ambiguity and conflict but not overload) have significant negative effects on both
the service behaviors (H2) and the three work-related attitudes, namely person-job fit, job
satisfaction and organizational commitment (H3). Similarly, most employee work-related attitudes
have positive effects on service behaviors (H4), which in turn have positive effects on customer
outcomes (H5) and employee performance (H6). Finally, only one out of three work-related
attitudes (job satisfaction) has a positive effect on one of the three employee performance
measures (task performance) (H7). Thus, all our hypotheses are partially supported, with 41 out
of the 69 hypothesized relationships as significant.
Discussion and implications
Our results highlight the importance of looking beyond frontline employees’ personal
characteristics and taking into account their role stressors, work-related attitudes and service
behaviors, to predict and improve their performance, as assessed by their customers and
supervisors. In other words, communication ability, likeability, expertise and trustworthiness may
drive employee performance besides physical attractiveness. We also find negative effects of role
ambiguity on job satisfaction, in-role behaviors, organizational commitment and citizenship
behaviors; and of role conflict on job satisfaction, organizational commitment as well as in-role
and extra-role behaviors. Similarly, role overload has negative effects on organizational
commitment and job satisfaction, and it leads to higher levels of job stress, while its impact on
extra-role behaviors is inconclusive.
Overall, our research shows that in an increasingly complex and competitive marketplace, it may
not be enough for frontline employees to have excellent personal attributes but they should also
have positive work-related attitudes and know how to manage their role stressors and perform
appropriate service behaviors to generate positive outcomes for the customers that in turn would
make their supervisors evaluate them more favorably. Similarly, managers need to understand
that it is not enough to hire good looking, talkative and pushy frontline employees but they should
also train their employees to develop the expertise for their jobs to instill trust among their
customers through appropriate in-role and extra-role behaviors.
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Examining the Role of Consumer Engagement: A Netnographic
study on Platform Businesses in Sharing Economy
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Track: Customer experience and engagement
Introduction to the research problem
With increasing trend of consumers seeing more merit in borrowing goods/services rather than
their ownership, traditional business now face an immediate dilemma to find a way of countering
disruption being caused in various industries. Shift in consumption attitudes, climate change
concerns, desire for social connections and communal consumption have led to the emergence
of the concept of sharing economy (SE) or collaborative consumption (CC). Defined by Hamari et
al. (2016) as ‘the peer-to-peer-based activity of obtaining, giving, or sharing the access to
goods/services, coordinated through community-based online services’, has become an
appealing alternative for consumers today. Interestingly, SE in the Middle East is flourishing with
estimated spending on SE hitting $10.7 billion in 2017, with transportation sector gaining
maximum share of $2.97 billion and highest usage by SE consumers. Various futurists, innovators
and authors predict United Arab Emirates (UAE) being an entrepreneurial hub will witness rapid
growth of SE in near future. Considering the climate changes worldwide the context of SE in this
study is relevant as the hallmark of SE is harnessing of under-utilized physical assets. Studies
such as Fremstad. A (2018) and Cannon and Summers (2017) advocate the Ecological benefits
of SE highlighting the significant environmental benefits of increasing the use of existing goods
and reducing the demand for new goods through exchange and sharing goods.
Literature review
The fields of transportation, hospitality, food and retailing have seen a substantial proliferation of
SE given their ability to provide accessibility to shared goods/services via heavy use of technology
(Acquier, et al., 2017). Almost all SE businesses are based on the platform business (PB) model,
which caused huge disruption to the traditional business models globally in a short period of time
making SE a topic of great interest for academia (Zhang et al. 2018, Cannon and Summers,
2017). Few scholars have used Uber (Kim, et al., 2018) and Airbnb (Mody, et al., 2017) as case
studies for investigations therefore, analysis of sharing economy within hospitality and
transportation was most sought after. Authors Nakayama & Wan (2019) conducted a sentiment
analysis evaluating consumer opinions of food review platfrom pointing towards the scarce
research on food platforms within SE. Despite SE’s growing practical importance there is lack of
studies in this area that focus on understanding consumer engagement (CE). Breidbach and
Brodie (2017) establish that SE is driven by the proliferation and development of engagement
platforms. Businesses are increasingly using social media platforms for CE and visibility (Ahuja
and Shakeel, 2017). Examining the role of CE therefore provides a novel perspective for studying
Platform Businesses (PBs) in context of SE. Additionally, there is a dearth of studies that evaluate
multiple platform businesses (Cannon and Summers, 2017) and undertake sentiment analysis
plus content typology to evaluate consumers’ perspective towards SE using the theory of CE
(Ahuja and Shakeel, 2017).
Method/Approach
This research mainly focuses on examining CE through conducting a Netnographic study on 3
PBs namely AirBnB, Careem and Zomato users in the UAE. The study identifies consumers’
perspective on the platforms and aims to provide evidence on CE on these types of PBs.
Research employs netnographic approach for conducting a sentiment analysis to classify the
findings from social networking sites. To assess CE different content typologies were developed
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surrounding the themes of commitment, trust, affordability and cooperation. Additionally, study
also evaluates users negative and positive sentiments. Originating from Ethnography,
Netnography is an online research method employed to understand social interactions in context
of contemporary digital communications. Rooted in participant observations and using
conversations as data it involves data collection, analysis, research ethics and representation of
findings. Online interactions including numerous posts, comments on Facebook and Twitter
pages of the 3 PB were examined over a period of 7 months to solicit CE. Netnographic qualitative
data was analysed using the NVivo.
Results/Findings
Research findings include series of data visualization techniques like word clouds, pie charts,
histograms to offer a comprehensive understanding. Findings show Zomato lead with the highest
levels of CE catalysed by great initiatives by company’s CEO social activities. Whereas, Careem
and AirBnB followed the conventional strategy of creating meaningful short messages like slogans
and hashtags to advance CE. Sentiment analysis reveals consumers exhibited more positive
sentiments towards Careem in comparison to AirBnB and Zomato. Content typology identified
that as CE is still in its embryonic stage, posts related to trust garnered highest CE, posts with
strong emotional bonding and valuable information aided in capturing consumer attention.
Discussion and implications
The research identified themes which will provide PBs with improved understanding of
benchmarking their social media performance by assessing consumers’ perspective towards their
business. Managerial implications comprise firstly, in case of millennials video-based content
bolstered with sentimental story-telling aids in attracting higher CE. Next, SE as an innovative
concept requires time to build assurance with customers hence, to retain market position PB
managers should understand the importance of content creation to establish trust, commitment
and long term customer relationships. Finally, ensuring customers ease of use of applications and
website user interface, secured payment gateways and providing honest information directly
affecting social referrals which all eventually impact business performance. Theoretically research
draws attention to the importance of CE to maintain online reputation of a brand’s community and
that negative sentiments significantly affect consumers’ perspective towards a business. Study
develops a comprehensive framework to evaluate and manage interactions of social actors on
social platforms; highlighting the use of sentiments to capture consumer attention, Hastags to
disseminate awareness of newer business developments and company slogans as a means to
spread meaningful messages.
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Track: Digital service communication
Introduction to the research problem
Literature mainly associates complaining behaviors with three desires: desire for revenge, defined
as “the felt urge to punish and get even with a firm” (Grégoire, Ghadami, Laporte, Sénécal, &
Larocque, 2018, p. 1054), desire for reparation, defined as a wish to “redress and resolve the
problem caused by a firm” (Joireman et al., 2013, p. 316) and desire for reconciliation, defined as
“an effort by the victim to extend acts of goodwill toward the offender in the hope of restoring the
relationship” (Aquino et al., 2006, p. 654). Previous work often dealt with only two of these desires
(Grégoire & Fisher, 2008; Johnson et al., 2011; Joireman et al., 2013). To the best of our
knowledge, these three desires have never been studied simultaneously.
Simple and double deviations are known to influence desires (Gelbrich, 2010; Johnson et al.,
2011). Study 1, suggests that a significant number of expressions of dissatisfaction on social
media occur directly after the service failure. Study 2 enables us to distinguish desire for
reparation from desire for reconciliation. We investigate the impact of these desires on online
behavioral intents, distinguishing 1) customer social media (negative word-of-mouth with loved
ones), 2) brand social media (negative word-of-mouth with other customers) and 3) third party
complaining (McAlister & Erffmeyer, 2003).
Conceptually, it is essential to discriminate these three desires to properly address the issue of
behaviors. For instance, Joireman et al. (2013) point out a paradoxical conclusion when they note
that desire for revenge is likely to induce “positive responses including […] reparatory behaviors”
(Joireman et al., 2013, p. 316). Drawing a line between the three desires seems necessary to
clarify the link between desires and behaviors. From a managerial point of view, dissatisfied
customers’ desires are key to grasp their future behaviors and companies’ chances to bring them
back (Grégoire, Legoux, et al., 2018; Joireman et al., 2013; Joireman, Grégoire, & Tripp, 2016).
Literature review
Several research papers consider the online complaint as resulting from a double deviation with
a desire to harm the company (Tripp & Grégoire, 2011). Double deviation , a service failure
followed by a failed recovery (Grégoire et al., 2009), is known to influence the dissatisfied
customer’s desires and future relation (Joireman et al., 2013; Wetzer, Zeelenberg, & Pieters,
2007). Furthermore, the digitalization of consumers-brand relationships and the promotion of
online interaction promote the use of Internet in first intention (Causon, 2015).
The complaint literature highlights three desires explaining complainers’ behaviors: desire for
revenge, for reparation and for reconciliation. The last two desires are often not distinguished in
their definitions and operationalizations. Since we want to investigate the distinction between the
three aforementioned desires, we consider the medium of the complaint following on from
previous research (Grégoire, Legoux, et al., 2018). Indeed, the medium influences the future
loyalty of the complainants (Umashankar et al., 2017). The research underlines that the
preservation of strong (vs weak) social ties lead dissatisfied customers to vent their discontent to
the firm (vs to third parties) (Umashankar, Ward, & Dahl, 2017).
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Method/Approach
In Study 1, we used the qualitative analysis of 9080 tweets from the accounts of eight brands from
the Brand Finance 2017 ranking to quantify the number of tweets caused by double deviations
situations. The analysis of tweets, which is a common practice in online complaint research (e.g.
Abney, Pelletier, Ford, & Horky, 2017), has been double coded to clarify their tone (positive,
neutral or negative) and the explicit statement or not of a double deviation.
In Study 2, we employed a between-subject experimental design with random assignments to
examine the influence of context on online complainants’ desires. We also considered the impact
of these desires on the complaint medium. The sample consisted of 186 participants recruited via
a French panelist (female = 67.7 %, Mage = 31.24 years, SD = 2.44), who reviewed a scenario
describing a simple or a double deviation. After reading the scenario, they completed the
questionnaire that included manipulation checks, items to measure the desires, and demographic
questions. The AVE for each construct and the correlation matrix support the convergent validity
and the discriminant validity of the measure of each construct.
Results/Findings
Firstly, we find that 22% of negative tweets authors mention a double deviation. It appears that
most authors of these tweets are in simple deviation.
Secondly, we show that the context of simple vs double deviation exerts influence on desires to
complain online, and, by indirect means, on the choice of a medium. We tested the research
model via Preacher and Hayes’s Macro Process. Findings show that desire for revenge and
desire for reparation are higher in cases of double deviations (respectively MSD = 3.52; MDD =
3.08; p<0,01 and MSD = 4.70; MDD = 5.26; p<0,01). Desire for reconciliation is lower in cases of
double deviations (MSD = 3.81; MDD = 3.40; p<0,05). Desire for revenge mediates the influence of
simple/double deviation on publication on a personal social media (CI = [.032, .379]) and brand
social media (CI = [.007, .346]). Desire for reparation mediates the influence of simple/double
deviation on publication to a third-party website (CI = [.006, .262]) (Cf Appendix B).
Discussion and managerial implications
Firstly, to the best of our knowledge, this is the first study that considers the antecedents and
consequences of three complainers’ desires (revenge, reparation and reconciliation). Secondly,
distinguishing the desires enables us to shed light on the link between desires on one side and
online behavioral intents on the other side. Thirdly, our work shows that online complaint does
not always result from double deviation situations and that dissatisfied customers also go online
in the first instance. Finally, in the continuity of previous work (Grégoire, Legoux, et al., 2018) we
contribute to the development of a literature on the choice of a medium in complaint. Our findings
show that the resort to an online third party is motivated by a desire for reparation rather than a
desire for revenge or reconciliation. Conversely, complainers use personal or brand social media
to threaten the service provider’s ability to attract new customers (Hogreve et al., 2019), especially
in a double deviation context.
First, the current research enables managers to better grasp customers' intentions behind online
complaining and to estimate their chances to re-engage with them. Then, managers should
remember that the digital tool must be considered as a full-blown complaining channel.
One limitation of our research is that we do not study the complaint management adapted to a
given behavior, itself resulting from one or more desires. Another limitation is that we do not
consider the impact of the characteristics of the complainer-brand relationship (ties strength, past
loyalty…) on the medium choice (Umashankar et al., 2017). Tackling this influence would be an
avenue for future studies.
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Appendix A. Scales
Table A1. Items and Reliabilities
Constructs and Items

Loading a

Revenge (Grégoire et al, 2018)
I want to take action to hurt this brand

AVE/α
.64/.83

.83
.67
.88

I want to punish the brand in one way or anothe
I want to cause inconvenience to this brand
Reparation (Grégoire et al, 2018)
I want to receive some form of repair for this problem

.66/.85

.87
.87
.69

I want the brand to compensate me
I want the brand to apologize
Reconciliation (based on Umashankar et al, 2017 and Joireman et al,
2013)
I want to take a fresh start with this brand
I want to preserve the relationship with this brand
I think that to err is human, and I would be willing to make an effort
to help this brand improve
Attitude toward complaint (based on Bodey et Grace, 2007)
I often postpone when I have to return a defective product /
service.
I'm probably less likely than most people I know to return a product
that does not satisfy me.
I would do almost anything rather than returning a product to a
store.
a Standardized loadings, all significant at p < .001.

.51/.73
.77
.75
.54
.55/.72
.56
.76
.73

Khi² : 95.22 (p<.01), Khi²/df=1.94, CFI=.94, RMSEA=.07
Table A2. Means, standard deviations, and correlation matrix for key constructs
Variables
M
SD
1
1. Vengeance
3.29
1.31
1
2. Reparation
4.97
1.23
.31*
3. Reconciation
3.61
1.19
–.23*
4. Att / complaint
3.58
1.28
ns
Notes: *p < .01, **p < .05, n.s. = not significant.

2

3

4

1
ns
-.31*

1
ns

1
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Appendix B. Mediation test
Intention to post
on…

Paths

Customer social media (R2 =
29.66%)
Std
SE
pestim () Valu
CI (bootstrap
a-te
e
5000 / p>.05)
()
LLCI
.317

.09
9

.225

.122

.51
1

Reparation

.062

.11
2

.002

–.158

.28
2

.073

.11
1

.577

–.145

Deviation

.047

.24
8

.508

–.442

Effect

BootSE

LLCI

Third party web site (R2 = 41.03%)

Std
estima
-te ()

Std
esti
mate
()

SE
()

pVal
ue

ULC
I

Vengeance

Reconciliation

Brand social media (R2 = 33,19%)

–
.29
2
.44
2

Direct effects
.
.
. 257
10
020
9
.
.
. 145
12
242
4
.
.96
. 005
12
5
3
.
.39
. 237
27
2
6
Indirect effects

CI (bootstrap
5000 / p>.05)

LLCI

ULCI

.
041

. 473

–
.099

.390

–
.237

. 248

–
.308

.781

ULC Effect
BootSE
LLCI
I
Vengence
.032
.37
.088
.007
.176
.091
.143
9
Reparation
.17
.062
.028
.060
-.068
.066
2
.049
Reconciliation
.07
-.003
.074
-.039
.061
-.176
3
.150
Control variables : Blame,Locus, age, sex, Internet habits, Attitude toward complaints

ULCI

pValu
e

SE
()

CI (bootstrap
5000 /
p>.05)
LLCI

ULCI

.137

.101

.179

–
.063

.337

.249

.115

.031

.023

.476

.156

.114

.171

–
.381

.068

.049

.256

.848

–
.455

.553

BootSE

LLCI

ULCI

.346

Effe
ct
.076

.070

.236

.201

.114

.065

.042
.006

.151

.083

.070

.025
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From Being a Rater to Being Rated: The Effects of Customer Ratings
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Track: Consumer (mis)behaviour in services
Introduction to the research problem
The rise of information and communication technologies accelerates the proliferation of platformsbased business models that provide value by matching market players and orchestrate their
interactions (Hagiu & Wright, 2015). Platforms face two main challenges. On the one hand,
platforms often operate in insufficiently regulated markets (Dellaert, 2018), characterized by high
levels of uncertainty for market participants (Resnick & Zeckhauser, 2002). On the other hand,
the large number of diverse service providers leads to variation in service quality on the platform
(Gerwe & Silva, In-Press). Both challenges drive the complexity of platform ecosystems resulting
in strained relationships between customers, service providers and platforms (Andreassen et al.,
2018).
To counteract uncertainty and promote trust between market participants in largely anonymous
online market environments, platforms such as Uber or Airbnb employ bidirectional rating systems
(Resnick & Zeckhauser, 2002). These rating systems allow both customers and service providers
to evaluate their transaction and therefore aim to reduce risks on platform markets by increasing
the transparency on both ends. But while representing a possible solution to the issue of
transparency on platforms, ratings could possibly further strain the tense relations in the platform
ecosystem.
That customers are being rated in service interactions is a rather novel phenomenon, and little is
known about customers’ reactions to these customer ratings. Customer ratings refer to platformspecific ratings submitted after each transaction by service providers about their subjective
experience with a customer (Andreassen et al. 2018). Moreover, research on platforms focuses
on interactions between customers and service providers (e.g., Boateng, Kosiba, & Okoe, 2019;
Filho, 2017), neglecting the relationships between customers and the platform itself. As customers
might form opinions about the qualities of a platform based on their interactions with service
providers on the platform, they might be affected by halo effects (Dagger, Danaher, Sweeney, &
McColl-Kennedy, 2013). It is crucial to examine customer-platform relationships and the effect
that customer ratings have on these relationships as the success of platforms depends on them
reaching a critical mass of customers (Reuver, Sørensen, & Basole, 2018). It is the aim of this
study to assess the effect of customer ratings on the customer-platform relationship.
Literature Review and Conceptual Model
Customer ratings provide customers with information about their performance during the
transaction. Hence, they can be expected to shape attitudes of individuals similar as performance
appraisal in the field of organizational behavior (Ilgen, Fisher, & Taylor, 1979) or as the
reprimanding of customers in service settings (Habel, Alavi, & Pick, 2017). Since we assume halo
effects to occur, we expect that customer ratings not only influence customers’ attitude towards
the rating-giving service provider but also to impact customers’ attitude towards the platform.
Hence, we hypothesize: Customer ratings after a transaction influence customers’ attitude
towards the platform (H1). High ratings lead to a more favorable attitude, while low ratings lead
to less favorable attitudes.
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By reducing information asymmetries and the associated risks for consumers and service
providers (Akdeniz, Calantone, and Voorhees 2013), bidirectional rating systems aim to promote
trust and cooperation of market participants in platform markets (Resnick and Zeckhauser 2002).
Hence, the use of customer ratings indicates that platforms are highly concerned that transactions
on their platform markets run smoothly. Otherwise, platforms would discipline market participants
with appropriate ratings. By using ratings, a platform hopes that customers commit themselves to
the platform in the long term and that customers will trust in the ability of the platform to ensure
good behavior of market participants. we build on the findings of the commitment-trust theory to
examine the impact of customer ratings on the relationship between customers and the platform.
We propose that customer ratings support customers to build trust in and commitment to the
platform. Therefore, we argue: The effect of customer ratings on customers’ attitudes towards the
platform is mediated by customers’ commitment to the platform (H2a) and customers’ trust in the
platform (H2b).
Studies in the field of organizational behavior indicate that the perceived adequacy of feedback
affects individuals’ feedback acceptance (e.g., Leung, Su, & Morris, 2001). In our research
context, these research findings suggest that inadequate or unfair customer ratings strain the
relationship between customers and service providers. In line with the expected halo effects,
customers might blame the platform for not being able to establish a fair rating system. For
example, when customers receive a low customer rating despite good behavior, they might
perceive this rating as inappropriate and, therefore eschew the platform or switch to alternative
platforms. Hence, we hypothesize: Customer behavior moderates the effects of customer ratings
on commitment to the platform (H3a) and on trust in the platforms (H3b).
Method/Approach
We conducted a scenario experiment on Amazon MTurk where we asked participants to take on
the role of a user of a fictitious ride-hailing service. The experiment was based on a 2 (customer
rating: low, high) x 2 (customer behavior: bad, good) factorial between-subjects design. After data
cleaning, we obtained a sample of 120 respondents. To test our conceptual model, we run a
moderated mediation model using the PROCESS macro for SPSS.
Results/Findings
Our analysis provides strong evidence for H1, indicating a strong and positive main effect of
customer ratings on customers’ attitude towards the platform. Further, our results show that
customer ratings sufficiently predict commitment and trust. However, we do not find support for
H2a as we could not find a significant relationship between commitment and customers’ attitudes.
In contrast, our findings do reveal a significant effect of trust in the platform on customers’ attitude
towards the platform, providing evidence for H2b. To verify our results for the moderated mediation
model of trust as a mediator and customer behavior as a moderator in a combined approach, we
examined the conditional indirect effect via bootstrapping. The results show a significant index of
moderated mediation and, thus, support both H2b and H3b.
Discussion and implications
Despite high managerial relevance, research has generated limited insights about the
consequences of customer ratings. Our study contributes to the literature on platforms and
services research by generating an understanding of how customer ratings impact relevant
customer-related outcomes in the context of online platforms. By investigating the impact of
customer ratings on the customer-platform relationship, we examine the downstream effects of
customer ratings. We find support for the effectiveness of customer ratings and hence underline
the relevance of bidirectional rating systems on platforms. Besides, we find that the adequacy of
the customer ratings impact customers’ perceptions. Our study provides valuable implications for
managers of platforms. As we find that the interplay between customer behavior and the
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subsequently received customer rating induces a moderation effect, managers must ensure that
service providers provide adequate ratings that accurately reflect customers’ behavior.
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Introduction to the research problem
The increasing intensity of global competition leads to labor sharing and cooperation in firms’
innovation processes. Due to changing market environments and conditions as well as
technological developments, the innovation process changed drastically over the past decades
incorporating methodologies of lean development, design thinking, and customer co-creation
(Brown, 2008; Chesbrough, 2003; Baldwin & von Hippel, 2011; Vargo & Lush, 2006).
Simultaneous to the emergence of new innovation processes, though, a large amount of new
product developments fails indicating further challenges of managing such innovation processes.
The maturation of Artificial Intelligence technologies (AI) gives rise to the notion that AI can
become an influencing technology in the state-of-the-art innovation process by, for example,
amplifying the generation of novel ideas for innovations (Aghion et al., 2017; Cockburn et al.
2018). These conjectures provide a basis for a more detailed investigation of the impact of
Artificial Intelligence on the contemporary innovation processes and its (anticipated) role in
transforming the innovation methodologies.
Literature review
Over the last decade, the innovation paradigm has shifted from linear innovation to open
innovation. In modern innovation practices, lean methods of product or service development such
as Agile and Design Thinking (Brown, 2008), co-creation and customer-centricity (Vargo & Lush,
2006) as well as innovation ecosystems (Baldwin & Von Hippel, 2011) have become integral
foundations of innovation conceptualizations. The interaction between innovators, customers and
the ecosystem in the innovation process therefore mirrors a common practice.
The innovation literature provides an overview of models
and stages that innovations undergo in their development.
Most prominently, these models divide the development
process into the phases of Idea Generation, Problem
Solving and Implementation (Tushman, 1977), subdivided
into more specific steps, e.g. Idea Generation, Advocacy &
Screening, Experimentation, Commercialization and
Implementation (Desouza, 2009). Figure 1 combines these
findings and became the object of investigation of this
research.
Several research advances presume an influence of AI on
the innovation process in terms the detection of innovation
Figure 1: Author's visualization of the
potential (O’Leary, 2013) or even the idea production
innovation process
(Aghion et al., 2017), leading to increased efficiency of
innovation tasks and an acceleration of the pace of
innovations. Cockburn et al. (2018) argue that AI can become a new kind of research tool that will
make it possible for firms to invent differently.
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Method/Approach
The timeliness of the focus topic and the limitation of available research offers potential for a
qualitative research design to generate in-depth insights, views and experiences on the topic
(Creswell, 2007; Myers, 2013; Bluhm et al., 2011).
In this study, 17 in-depth expert interviews with an average duration of 40 minutes were
conducted. The interview sample consists of executives, managing consultants, AI experts and
academicians from multinational backgrounds and from a range of industries such as Medtech,
Finance, Education, Service Design, Industry 4.0, and Logistics in western Europe. During the
interviews, the experts were asked to give their assessment of the impact of AI on the steps of
the innovation process, highlight a potential role of AI, draw a distinction of the human role in the
process and provide use-cases that they have experienced in their business environment.
Results/Findings
This study reveals that AI has the potential to become an influential component in each stage of
the innovation process. The highest impact potential is expected in the Experimentation phase
including prototyping and generative design, whereas the lowest impact is estimated in the Idea
Generation.
Overall, AI technologies can operate as
supportive tools to augment human
capabilities and optimize innovation activities
with regard to speed, efficiency and
creativity. In more detail, AI can support in
identifying connections, anomalies or
similarities, as well as in analyzing extensive
amounts of unstructured data. Moreover, AI
can become a source for decision support by
providing suggestions for improvements or
Figure 2: The Impact of Artificial Intelligence on the Innovation
ideas. In addition, AI can facilitate the
optimization of testing efforts and the creation of personalized experiences leading to an
increased customer satisfaction.
Discussion
The findings of this study confirm that AI has the potential to impact the innovation process and
support humans in its execution. In particular, the degree of impact varies between the individual
stages of the innovation process. As presumed, AI can optimize data-driven tasks of the process,
but most unexpectedly, the highest impact potential is anticipated in the experimentation phase.
Although AI has the potential to automate tasks of the innovation process, the experts predict that
AI will not be able to replace human contribution in general, but it will imply a restructuring of
innovation tasks. A collaboration of humans and AI technologies creates unexplored potential for
the innovation process. AI can assist humans and amplify their cognitive ability, supporting the
utilization of the individual strengths and minimizing weaknesses and limitations.
Cockburn et al. (2018) assumed that AI has the potential to become a General-Purpose
Technology (GPT) or even an invention of a method of inventing (IMI). Similarly, our analysis
shows that AI can be used to detect innovation potential and lead to potential inventions. Due to
this fact, the results of the study support the assumption and advocate for the potential of AI to
become an IMI. This qualitative research validates that the utilization of AI in the innovation
process can heavily impact the creation of incremental innovations. It can support the
accumulation of minor optimizations and in return lead to improved products and services. On the
contrary, it seems unlikely that AI can operate as a prediction machine, that invents radical
innovations on its own and provides humans with complete solutions.
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Theoretical and managerial implications
This research provides new insights to an underexplored field of research thereby delivering
important insights and actionable use-cases to the existing AI literature. Moreover, it synthesizes
a status quo of AI technologies highlighting the role of AI in the innovation process and
investigating the impact on innovation in further depth. From a managerial perspective, this study
invites managers to rethink their innovation procedures in light of recent developments.
Furthermore, it enriches managers’ perspective regarding AI and innovation tasks. The insights
from the interviews illustrate the potential of AI to optimize innovation and highlight the state-ofthe-art across various industries. In particular, the findings of the study can be utilized in order to
assess current business strategies and support managers in their utilization of AI technologies in
innovation activities.
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Introduction to the research problem
Transformative service research (TSR) focuses on bringing “uplifting changes and improvements
in the well-being of individuals, collectives, and ecosystems” (Anderson, Ostrom & Bitner, 2011,
p. 9). TSR aids with studying vulnerable populations, such as refugees. The current refugee crisis
is worse than what was experienced at the end of World War II (UNANZ, n.d.). Permanent
resettlement is the main aim for most of the refugees as they may not be able to return to their
home country for various reasons, such as war, discrimination, lack of safety, and persecution
(Sampson & Gifford, 2009). According to Desjarlais et al. (1995), there are four phases of a
refugee journey, which are the pre-flight period, the flight phase, the reception period and the
resettlement phase. This research focuses on the third stage, the reception period, and the
countries that provide permanent resettlement for refugees.
The first few months of resettlement are usually more difficult for the newly arrived refugees as
they face issues and problems, such as finding a suitable home to stay, buying food and groceries,
or opening a bank account. This is also because of the way services are accessed which can
differ from their home country. Compared to others, such as citizens, refugees’ service needs can
be different (Brough et al., 2003) as they face language and cultural barriers, lack of expertise
and information to access services for their everyday needs, and other challenges (Ager & Strang,
2008). To improve the resettlement process, other than government support and services,
assistance might be required from neighbours, employers, educational institutions, NGOs,
community organisations (MBIE, 2012) and, most importantly, aid from fellow refugees who are
well-established locally might make a difference. These fellow refugees have past experience
with the resettlement process and can provide assistance to overcome the struggles of the newly
arrived refugees. Such support in the form of co-creative acts could be one of the key measures
to ensure a more seamless integration. Co-creation and service encounters are an understudied
topic in the refugee context. During the initial stage of resettlement, to enable a seamless
integration into the host country, a focus on the local services and how they are accessed and
consumed by the new arrivals and how fellow refugees can assist is required.
In this ongoing research, we explore service related issues of newly arrived refugees and value
co-creation efforts during refugee-to-refugee (R2R) interactions.
Literature review
Resettlement is an ongoing process and refugees need to learn, understand and adapt to a new
environment because of differences in culture, language, customs and traditions compared to
their home country (MBIE, 2012). Some refugees might find it less difficult when settling into the
new environment due to their own capabilities and resources, but others might find it challenging
when aiming at initially finding their footing in a host country. Their challenges can include but are
not limited to; finding the appropriate job, securing proper accommodation, and accessing local
services (Smit, 2015).
Service encounters are dynamic (Schembri, 2006) and enabled by complex service systems.
These include the integration of various resources, such as people and technologies that interact
with other systems to co-create value (Spohrer et al., 2007). Customers participate actively to coPAGE 404
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create service encounters, which can also involve interaction with other customers (Larivière et
al., 2017). Employing a service encounter perspective can aid with identifying where assistance
is needed for newly arrived refugees. The functional dimension of a service is the way in which a
customer receives the service, the ‘how’, ‘why’, ‘where’ and ‘when’ of the service (Walker, 1995).
The main focus of this study is not the ‘what’ (technical dimension) refugees receive from service
providers, but instead it is ‘how’ they receive the services (functional dimension) when refugees
access services from providers with the support of fellow refugees.
Method/ Approach
This research is of an exploratory type that follows an inductive approach. A qualitative method
is employed to identify refugee issues, analyse service encounters and understand how cocreation among refugees occurs. Thus far, we conducted 16 semi-structured interviews with four
newly arrived refugees and eight established refugees (four females and eight males; mean age
of 34) and four service providers (general and operations managers of NGOs) in different
locations across New Zealand. Interviews lasted between 45 to 60 minutes.
Preliminary Findings
Service related challenges are not same for all newly arrived refugees. One service provider
points out that “there are 23 communities here in New Zealand and the issue is not same from
one community to another. Even within African migrants the problems are not the same. The
Sudanese are different from Ethiopians, Ethiopians are different from Ugandans and so on.” The
most common issue among the newly arrived refugees are language barriers. An established
refugee explains that “after 6 weeks of orientation they are thrown into an unknown community
and they don’t even know where to start with and what to do…, they feel comfortable with us to
ask for help when compared to Work and Income [government service provider] staff… you don’t
throw people out there and ask them to take care of [themselves]… Connecting them with
community is not done in an official way and there is no process for that.” Another established
refugee points out that “some of them [newly arrive refugees] are qualified but they can’t find
employment because of lack of information. The resettlement services are focussing on shortterm needs; the one-year support from Red Cross is not enough for many; all the government
agencies don’t work together to deliver services which makes it harder for them to settle in a new
place.” A newly arrived refugee mirrors that: “Things work in a very different way here and it is
hard for me to go out without someone’s help. I am here for 5 weeks and still get confused with
how many things work which makes me less confident to go out.” The quotes indicate that newly
arrived refugees face challenges when aiming at consuming services and raise issues
governments are facing during the integration process of these refugees. They also highlight the
role established refugees can play to fill the gaps created by profit and non-for-profit services. We
coin the term refugee-to-refugee (R2R) value co-creation to address the important issue and the
role that fellow refugees play in health and wellbeing co-creation with newly arrived refugees.
Discussions and implications
Professional service provision may not meet the needs of refugees from diverse backgrounds
and many services provided to refugees by host governments can be slow or inefficient (MBIE,
2012). Lack of expertise and information is a key issue for newly arrived refugees when accessing
local services. However, established refugees can be instrumental in bridging such gaps as they
have past experience in the resettlement process. Government services should be redesigned
and configured to also include established refugees’ support for faster integration.
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Introduction to the research problem
The quality of both short-term encounters and long-term interactions enacted by frontline
employees (FLEs) is critical for obtaining desired customer and organizational outcomes (Gutek,
1995; Schneider & Bowen, 1985). This is because, in addition to meeting the service delivery
expectations of organizations and customers, these employees perform critical boundaryspanning functions such as communicating customer needs and preferences to the organization,
and externally representing the organization and its brand to customers (Heskett et al., 1997;
Keller, 2003; Schneider et al, 1980; Solomon et al., 1985). Further, while technological
innovations are capable of decreasing or substituting human contact (e.g., through the use of
kiosks, service robots, online ordering), the provision of empathetic service or a distinctive ‘human
touch’ continues to be a source of differentiation in service settings (Bowen, 2016; Larivière, et
al, 2017). Multiple streams of research have, therefore, emerged over time to examine the
performance and wellbeing of FLE’s within the context of service encounters and relationships
(Ryan & Ployhart, 2003; Subramony & Pugh, 2015; Groth, et al., 2019). For instance,
management scholars taking a ‘macro’ or multilevel perspective have explored the influence of
organization-level constructs such as leadership (Jiang et al., 2015), HRM practices (Hong et al.,
2017), and service climate (Erhart et al., 2011) on FLE behaviors; while others with an interest in
‘micro’ interpersonal and intrapersonal psychological mechanisms have examined the regulatory
processes utilized by employees to manage the emotional-performance expectations inherent in
most forms of service delivery (Grandey & Gabriel, 2015; Kammeyer-Mueller et al., 2013).
In parallel, within the field of marketing, frontline employees are treated as representing the
organization to customers, with a primary focus on customer satisfaction and wellbeing. This has
led to work related to the antecedents and outcomes of customer orientation, the ‘service profit
chain’, service failure and recovery, among others (Brady et al., 2012; Hogreve et al., 2017;
Sirianni et al., 2013). Also, the recently emerging service sub-stream of organizational frontlines
research has specifically focused on the evolution of frontline roles in light of the rise of
technological innovations and examines the employee- versus technology-mediated interactions
between customers and the organization (Singh et al., 2017).
Together, these streams promise to present a complex and comprehensive portrayal of FLE’s
within a rapidly changing service context. However, these research streams have developed
relatively independent of each other with limited opportunities for interaction and confluence. The
purpose of this presentation is to utilize the technique of bibliometric mapping to provide an
integrative review of these multiple streams of frontline-employee related research. While the
diversity of research streams can be viewed as a testament to a field’s richness, we believe
opportunities for deeper and broader explorations that can be enabled by interdisciplinary
collaboration are being overlooked (Gustaffson & Bowen, 2017). For instance, OFR seldom
considers seminal management concepts such as sociotechnical systems while considering the
fit between FLE’s and service-enabling technologies (Schneider & Bowen, 2019). Management
scholars, for their part, often display unfamiliarity with comprehensive models of value cocreation
in service contexts, that are mediated by institutional mechanisms (e.g., service dominant logic;
Vargo & Lusch, 2016). These divergences in foci and theoretical orientations, though natural to
most scholarly domains, can be detrimental to the advancement of scholarship related to frontline
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service. This is because a lack of intersection between various streams of research can foster an
inadequate or dangerously limited understanding of the rapidly reshaping nature of services.
Method/Approach
We identified the research to be included by searching in the Web of Science database for all
peer-reviewed articles published between 1980 and 2018 across 20 journals (see Appendix A)
using the search term combinations of “service” AND “employee”. We then manually reviewed
the contents of the resultant 797 articles to confirm that the topic of and/or sample utilized in each
publication included service employees. This reduced our dataset to 438 articles, which then were
included in our first stage of data analysis – bibliometric mapping which provides a visual
representation of the relationship between multiple publications and allows for the analysis of
large amounts of complex bibliographic data (Van Eck & Waltman, 2014). The bibliographic
mapping method provides a way to systematically identify and analyze distinct clusters of topics
within a field. The identified clusters visually depict the strength of relationships between a set of
publications based on a variety of criteria (e.g., co-citations, overlaps in keywords). In our review,
we utilized bibliographic coupling (i.e., whether two publications share common citations) as a
distance-based approach to visualize bibliographic data and to measure relationship strength.
Simply put, the higher the overlap in references between any two articles, the stronger their
bibliographic coupling relationships (van Eck & Waltman, 2014). This approach allows for the
creation of clusters of articles reflecting an internally coherent set of studies on shared topics (i.e.,
research streams).
Results/Findings
We utilized VOSviewer (Van Eck & Waltman, 2010) to create a bibliometric map (Figure 1) which
revealed six distinct clusters of research: (1) collective predictors and effects, (2) emotional
regulation and management, (3) service encounter, (4) customer orientation, (5) service stress
and strain, and (6) service in atypical settings. Table 1 shows an overview of each cluster and
includes a preliminary definition and representative articles. In our presentation, we will provide a
detailed analysis of the nature and conceptual differentiators of the six major clusters. Further, we
will address the overlaps and linkages between clusters to identify research that has been
particularly influential across research streams. To further unpack the content included within
each cluster, we analyzed the author-supplied keywords of each article within each cluster and
identified the most frequently appearing keywords and representative articles in each cluster (see
Table 1). We will discuss key insights and findings from this analysis and draw out the unique
properties of keywords that have emerged within different clusters and literatures. Finally, we will
discuss the timeline of key developments within the different research streams focusing on FLE’s.
Discussion and implications
After reviewing a subset of management literature focusing on the organizational predictors of
customer outcomes, Subramony and Pugh (2015) noted that the management and marketing
literatures on services have developed in parallel “with limited opportunities for cross-pollination,
thereby leading to missed opportunities to comprehensively understand services phenomena (p.
366)”. We acknowledge this insight and believe that this problem is deeper still when it comes to
the examination of FLE’s where multiple disciplines have good stories to tell, but limited efforts at
connecting these, has resulted in an incomplete narrative. Our review attempts this task by
adopting a systematic and evidence-based methodology to derive insights from multiple research
streams.
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Table 1. Definitions, representative keywords, and articles of each cluster
Cluster

Definition of Cluster

Representative Keywords

Representative Articles

Cluster 1:
Collective
Predictors &
Effects

Unit-level and individual-level of
antecedents and outcomes of
service employees' experiences.

High-performance work systems;
human resource management;
climate; job satisfaction;
performance; turnover; retention

Cluster 2:
Emotional
Regulation &
Management

Service employees' emotional
experiences at the frontline and
how they manage to regulate and
display their emotions in front of
customers.

Emotional regulation; emotional
labor; customer incivility;
customer mistreatment;
psychological well-being

Bell & Menguc (2002);
Schneider, Erhart, Mayer, Saltz,
& Niles-Jolly (2005); Schneider,
Parkington, & Buxton (1980);
Liao & Chuang (2004); Ployhart,
Weekley, & Ramsey (2009);
Sun, Aryee, & Law (2007)
Pugh (2001); Grandey (2003);
Grandey, Dickter, & Sin (2004);
Wang, Liao, Zhan, & Shi (2011);
Wright, Cropenzano, & Bonett
(2007)

Cluster 3:
Service
Encounter

Research on service encounters
in the forms of failure and
recovery, as well as the advances
in technological adoption in
service settings.

Internal branding; service failure;
service recovery;
service robots; servicescapes

Sirianni, Bitner, Brown, &
Mandel (2013); Loehndorf &
Diamantopoulos (2014);
Gelbrich & Roschk (2011);
Michel, Bowen, & Johnston
(2009); Bitner (1990); Meuter,
Ostrom, Roundtree, & Bitner
(2000)
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Cluster

Definition of Cluster

Representative Keywords

Cluster 4:
Customer
Orientation

Service employees' experiences
with customers and the pivoting
for optimizing customer
experiences.

Service-profit chain; linkage;
customer orientation; service
interaction

Cluster 5:
Service Employee
Stress & Strain

Psychological and physical
experiences of frontline
employees. A variety of
situational and job stressors are
associated with negative health
and well-being outcomes.
Research in non-traditional
service settings, such as
professional services, public
sector, and health care.

Stress; burnout; well-being;
absenteeism

Cluster 6:
Research in
Atypical Settings

Professional services;
call centers; public service;
health care management

Representative Articles
Brady, Voorhees, & Brusco
(2012); Agnihotri, Rapp,
Andzulis, & Gabler (2014);
Homburg, Wieseke, &
Bornemann (2009); Auh,
Bowen, Aysuna, & Menguc
(2011)
Brough, Drummond, & Biggs
(2018); Kalliath, O'Driscoll, &
Gillespie (1998); van den Hulst
& Geurts (2001); Wittmer &
Martin (2010)
McCann, Granter, Hassard, &
Hyde (2015); Kessler, Heron, &
Dopson (2015)

Figure 1. Cluster map of service employee literature from bibliometric analysis
Cluster 1: Collective Predictors and Effects
Cluster 2: Emotional Regulation & Management
Cluster 3: Service Encounter
Cluster 4: Customer Orientation
Cluster 5: Service Stress & Strain
Cluster 6: Atypical Service settings
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Percentage of publications in a given decade by cluster

Appendix A
Management & Organizational Behavior Top Tier Journals
Academy of Management Journal
Administrative Science Quarterly
Human Resource Management
Human Resource Management Journal
Journal of Management
Journal of Management Studies
Journal of Organizational Behavior
Organizational Behavior and Human Decision Processes
Organizational Science
Applied and Occupational Health Psychology Top Tier Journals
Human Relations
Journal of Applied Psychology
Journal of Business & Psychology
Journal of Occupational and Organizational Psychology
Journal of Occupational Health Psychology
Work & Stress
Marketing and Service Research Top Tier Journals
Journal of Marketing
Journal of Marketing Research
Journal of Retailing
Journal of Service Management
Journal of Service Research
Note: We included those journals that most commonly published research on frontline employees across the disciplines
of management, marketing, service, and applied/occupational psychology
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Introduction to the research problem
Advances in mainstream consumer technologies present new opportunities to service providers
and consumers to leverage unprecedented economic, social and personal gains within service
processes. A new emerging consumer technology are augmentative products, such as
mechanical exoskeletons designed for personal and professional usage (Goode, 2017; Young &
Ferris, 2017). In a business research context, an exoskeleton is a wearable mechanical device
that works in series with the human body to augment physical strength, endurance, durability,
mobility, dexterity and multi-tasking abilities (Herr, 2009).
Consumer exoskeletons have been selected as the focus of research in this preliminary scoping
review for several purposes. Firstly, consumer exoskeletons represent a relatively new field in the
business research context, where the bulk of research undertaken to date has focused toward
the fields of engineering, science and medicine (Herr, 2009; Onose et al., 2016; Young & Ferris,
2017). Likewise, the observable end-use benefits of exoskeleton usage are tangible in nature and
present a more significant impact on the physical and social characteristics of the service
environment than existing wearable consumer technologies such as smartwatches (Starner,
2014).
Given the emerging nature of this technology in the service context, the consequences of
physical, and possibly psychologically augmented individuals within the service process are
largely unknown within literature. Current gaps in services research are broad in this respect, and
include determination of the effects of exoskeleton usage upon service interactions, consumer
perceptions, service consumption intentions, organizational processes, service management
outcomes, service motivators/inhibitors and known service phenomena such as Deviant
Consumer Behaviour (DCB). Hence, the following research question is proposed:
RQ: What influences consumer perceptions, sentiment and consumption intentions
toward augmentative products in service settings?
Literature review
Although little academic or industry research has been undertaken toward exoskeleton
consumption in contrast to other emerging service technologies such as social robotics (Blut,
Wünderlich, & Brock, 2018; KPMG, 2016) alongside smartphone-oriented services (Risselada,
Verhoef, & Bijmolt, 2014), Internet Of Things (IOT) devices and augmented reality (Burke, 2018;
Mollen & Wilson, 2010), literature in external research fields may provide theoretical insight
toward possible service outcomes and impacts within the service context. Hence, given the
emerging nature of augmentative technologies and the exploratory approach necessary for the
introduction of new factors into the service process, an preliminary scoping review of the literature
was undertaken across multiple fields (Levac, Colquhoun, & O'Brien, 2010) and deemed the best
approach for establishing this new field of services research. Within the services technology
literature, this approach to scoping literature was found to be effective in research involving new
technology implementation in the service context (Brodie, Ilic, Juric, & Hollebeek, 2013; Su, Lin,
& Chiang, 2008).
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A total of twelve papers were closely reviewed. The initial scoping review from the database
search process using the keywords (“Service Augmentation” “Augmentation Consumer
Behaviour” “Consumer Bionics”) identified 5 papers. Following this initial selection, a further
snowball search through key citations identified 7 selected papers from the fields of services
marketing, consumer behaviour, psychology and philosophy. Following close reading of the
selected papers, thematic analysis of these sources was undertaken using NVIVO 11 given prior
success in using qualitative analytics programs in organizing scoping review procedures
(Bandara, 2006; Bandara, Miskon, & Fielt, 2011). The resulting analysis identified the formation
of 23 distinct themes toward service processes, consumer behaviours and exoskeleton usage.
These 23 constructs are illustrated in Table 1 (omitted for length).
Following thematic analysis, a further sentiment analysis of coded content within each construct
was undertaken within NVIVO 11 to gauge the direction of affect (sentiment) within each
construct. Through analyzing the direction of sentiment in these findings, the optimistic or
pessimistic perceptions toward the impact of these technologies throughout literature may be
explicitly classified and intercompared to generate deeper insight. Likewise, this sentiment serves
to assist in guiding future research toward potential consumer receptions and provider outcomes.
Sentiment analysis is known to be a successful means of gauging consumer sentiment toward
service providers and service outcomes (Kang & Park, 2014), despite known research limitations
involving interpretation of sarcasm and culturally-specific vernacular in consumer discourse
(Villarroel Ordenes, Ludwig, De Ruyter, Grewal, & Wetzels, 2017). Given the objective content in
this literature reviews, we assessed and managed these limitations in our review methodology.
Themes and constructs were correspondingly organized into respective sentiment categories:
positive (2), negative (3), mixed (16) and neutral (1). The implications of sentiment found within
constructs toward service concepts such as consumer psychographic formation, service
interaction, advertising outcomes, likelihood of service failures were likewise discussed.
Proposed theoretical framework/concepts
Following the preliminary scoping review procedure illustrated above, the constructs found within
literature were sorted into a relationship framework table (Palmatier, Houston, Dant, & Grewal,
2013). Framework tables have been utilized in existing preliminary scoping literature as an
effective tool of visualizing and synthesizing initial findings from literature, and was hence chosen
in this conceptual study (Palmatier, Dant, Grewal, & Evans, 2006; Samaha, Beck, & Palmatier,
2014).
Discussion and implications
Findings indicate a variety of future research initiatives will be informative for fields such as brand
equity and perception, service management, consumer behaviour, biotechnology and research
commercialization, consumer deviance and advertising. The overwhelmingly mixed sentiment
found within literature toward the usage of augmentative products indicates that exoskeletons
could become a complicated and dynamic variable in the service context in practice, with a variety
of perceived social anxieties known to already exist toward exoskeleton usage. These may in turn
impact the operations of service providers through a variety of unforeseen (and currently
unknown) consequences. Likewise, insights from the transhuman, futurist and bioconservative
ideologies may be segmented into distinct consumer psychographics for market research
purposes (Barry & Weinstein, 2009). Nick Bostrom was found to be an influential author in the
field of augmentation and ethics, additional key papers involving Bostrom may be incorporated in
expanded literature scoping initiatives. Examples of future review may include combination with
existing fields of consumer behaviour theory, such as self-extension theory (R. Belk, 2017, 2018),
and customer experience (Lemon & Verhoef, 2016).
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In respect to these mixed insights ascertained from literature, a proposed initial study to capture
consumer and service insights may include an exploratory qualitative approach with consumers,
service employees and managers interacting with an exoskeleton. A standardized interview
schedule may likewise be developed (Castelo et al., 2019; Reinares-Lara et al., 2018), whilst
biometric and video recording instruments may be utilized to ensure accuracy of qualitative
findings and reduce the anticipated likelihood of participant bias (Shapiro, 2013). Given the mixed
sentiment found in this scoping review, consumers may feel compelled to provide sociallyconscious responses in respect to certain constructs such as feelings of superiority and undesired
perceptions of the self. These research instrument types may provide greater accuracy and
insight toward capturing genuine consumer perceptions. Furthermore, future methodologies
involving technologically advanced augmentative products may be further developed for usage in
commercial market research initiatives (Breazeal, 2017; Farsi & Talebi, 2009).
Whilst the utilization of exoskeletons within service settings promise an array of economic and
social benefits for service providers and consumers, further research is required to fully
understand the both the intended service outcomes (e.g., cost efficiencies, opportunities), as well
as the potential unintended consequences or negative effects that may also arise from
exoskeleton introduction into service systems. These unexpected service outcomes found in this
scoping review included motivating acts of consumer deviance, alienation of key psychographics,
impacts toward the wellbeing of service employees, losses of service revenue from socially
undesirable brand or service characteristics introduced by augmentative products, failure to fulfill
pre-established consumer expectations, legal implications and responsibility for introduction of
wider social consequences between consumer demographics. To further understand these
potential negative effects and to explore the mixed sentiment toward augmentative products in
research, additional inquiry is necessary to provide greater understandings toward
implementation of augmentative products in the service setting. With these understandings, the
promised social and economic benefits afforded by human augmentation may be realized to a
greater extent for service providers, employees and consumers.
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Introduction to the research problem
New Public Management (NMP), which was developed from Anglo-Saxon countries, was
implemented in Japan in the early 2000s. In response to this movement, the Local Autonomy Law
#244, which is about establishment, management, and abolition of public facilities, was revised in
2003. After that, private companies have been able to enter into the field of public services such
as public facilities management and other types of infrastructure management. Service
businesses that require public interest must propose value while following the constraints of the
legal system and considering the needs of stakeholders (Freeman, Harrison, Wicks, Parmar, &
Colle, 2010). However, the process on how service organizations adapt various environmental
changes and propose value under such constraints has yet to be sufficiently studied. On the basis
of this background, this study considers the question of how an organization changes their way
of applying operant resources to operand resources within a service ecosystem to sustain public
interest. We focus mainly on the relationship among institutions, shared institutional arrangements
in industry, and the reframing of knowledge creation for service innovation under a specific
institutional arrangement.
Research viewpoint and methodology
In this study, we employ the concepts of service ecosystems, reframing, and organizational
learning (Rerup & Feldman, 2011)by conducting a literature survey. The reframing, which refers
to the way of seeing things in different ways (Edmondson, 2012), is a core research viewpoint to
analyze how service organizations create new services under the institutional arrangement in a
service ecosystem (Pop, 2018; S. L. Vargo & Lusch, 2017; S. Vargo & Lusch, 2010). Managerial
research has also demonstrated that reframing can improve results. The organization leader
performs the reframing process to establish a new frame within the organization. It is necessary
to verify reform by public-private partnerships (PPPs) from the viewpoint of reframing.
As a research target, we focus on company A, which has 20 PPP projects and is one of the
leading companies in public cultural facility management in Japan. Historically, company A has
accumulated knowledge and skills by operating a music hall and art museum owned by its parent
company. This advantage made it possible for company A to enter the PPP market from an early
stage and become the leading company in the market. The company has been expanding its
business by adopting its knowledge and skills into the operations of public cultural institutions.
This study selected cases regarding two public halls and one art museum. These cases have
maintained a high reputation among stakeholders, including local governments and citizens, for
more than 14 years.
Regarding data collection, we conducted semi-structured interviews with eight director-level
personnel in company A and collected secondary data including specifications from local
governments for PPPs and company A’s application proposals, business principles, and meeting
records. The interview data were analyzed by content analysis (Flick, 2018) in line with resource
integration processes, reframing, and service creation.
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Findings and discussions
The results showed the key factors in terms of processes for resource integration, organizational
reframing, and service creation. This paper also argues that changes in services reflect in the
redefinition of target customers and the company’s relationship with them, which transforms their
mindset on institutional arrangements. A company creates resources through organizational
learning and improve their business through deepening and renewing relationships with their
customers. An organization that creates innovative services in its business with public purposes
is able to self-reflect and integrate resources with a wider range of groups by reconsidering
business practices and developing knowledge and skills through both the internal and external
reframing of the organization.
This process can be organized as a service ecosystem with citizens and local governments
centered on a service company as shown in Figure 1. A service company starts by laying the
foundation for organizational learning through a leader's teaming activity and motivates its
members to reframe their work routines (enrollment and preparation). Then, based on feedback
from citizens and local governments, trials of new work ways and its reflection are repeated. By
repeating this cycle, the service company reframes its roles and tasks and develops new
knowledge and skills while enhancing the learning ability. At the same time, on the basis of the
organizational ethos of contributing to the public interests, the company will expand the potential
value of resources (resourceability) and reframe the role and meaning of cultural institutions to
match more people's interests. Reframing promotes organizational learning, motivates the
development of necessary knowledge and skills, and transforms resource integration. This cycle
leads to sustainable service creation and the securement of public value.

Resource integration process
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institutions

Service organization

Operand resources

Operant resources
Knowledge & skills

apply

Resource
resources
-ability
Enable

to be
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change
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ethos
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Figure 1. Organizational reframing process in service ecosystem for public value
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Introduction to the research problem
This study draws on service-dominant logic and reviews the engagement literature to explore the
antecedents and outcomes of two multi-dimensional customer engagement constructs:
psychological state engagement (PSEngagement) and value co-creation behavior.
PSEngagement is a precursor to value co-creation behavior, with the latter also known as
behavioral engagement in prior research.
Literature review
Engagement as a psychological state refers to the level of a customer’s cognitive and emotional
connectedness with a focal agent/object/task in their relationship with a focal agent/object, which
includes (a) vigor: a customer’s level of energy and mental resilience in interacting with a focal
engagement object or task; (b) dedication: a customer’s sense of belonging to the
organization/brand/task, which corresponds to the emotional dimension of engagement; and (c)
absorption: the level of customer concentration on a focal engagement object, such as a
brand/organization/task, thus reflecting the cognitive dimension of engagement. The behavioral
and dimensional conceptualization of value co-creation provides insight into the specific types of
customer behaviors that spread the effects of PSEngagement. Customer value co-creation
behavior consists of distinct sets of behaviors that provide value to firm performance (Motowidlo
and Van Scotter, 1994; Yi, et al., 2011; Yi and Gong, 2013). Accordingly, it is important to consider
how different aspects of customer value co-creation behavior might be influenced by
PSEngagement. Generally, people who are highly psychologically engaged in their role (or any
focal agent/object) not only focus their physical efforts on the pursuit of role-related goals, but
also appear cognitively vigilant and emotionally connected to the role (Ashforth and Humphrey,
1995; Kahn, 1990, Rich, Lepine, and Crawford, 2010). In contrast, people who are not engaged
in their roles refuse to put their physical, cognitive, and emotional energies into action; this is
echoed in their role activities and makes them robotic, passive, and detached (Goffman, 1961;
Kahn, 1990, Richet al., 2010). Two vital attributes of psychologically engaged customers are the
cognitive and emotional connections with a focal agent/object/task.
A couple of examples of companies that put forth effort to engage their customers psychologically
are Dove and Always. Dove’s “Real Beauty Sketches” is the most viral advertisement with 114
million total views because of the “contents of the video, which elicited the intense emotional
responses of ‘warmth, ‘happiness’ and ‘knowledge’ from its target demographic—one of the key
factors behind a video’s sharing success” (Stampler, 2013). Always’ “Like a Girl” is the second
most viral advertisement with more than 90 million views because of “using the brain’s ability to
think.” “Like a Girl” brought up issues of gender disparity, the innocence and potential that children
have, how society molds boys and girls differently—and encourages adults to remember the
potential and self-confidence they had lost along the way and make use of it—reclaiming the
phrase ‘like a girl’. In a study conducted in December 2014, almost 70% of women and 60% of
men claimed that “the video changed my perception of the phrase ‘like a girl'” (Thomas, 2016).
Companies have been shifting from ‘selling’ to ‘cognitively and emotionally connecting’.
Psychologically engaged customers have a cognitive and emotional connectedness with a focal
agent/object/task, which results in “value co-creation behavior.” In the service system, those who
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are engaged in their roles are fully present, attentive, connected and focused on what they are
doing. Psychologically engaged individuals bring their complete selves to perform their tasks
(Kahn, 1992). Ultimately, PSEngagement is devoting the “hands, head, & heart” (Ashforth and
Humphrey, 1995, p.110) in action and full task performance. Psychologically engaged individuals
allocate their personal resources to role/task intensely and persistently (Kanfer, 1990).
PSEngagement reflects its cause of the investment of the various energies on a role (Kahn, 1992;
Schaufeli, Salanova, González-Romá, and Bakker, 2002; Rich et al., 2010). Since psychologically
engaged individuals become “cognitively vigilant and empathically connected to others in the
service of the work they are doing in ways that display what they think and feel, their creativity,
their beliefs and values and their connection to others (Kahn, 1990, p. 700),” they exhibit greater
participation and citizenship behavior.
Method/Approach
The model proposed in this study was tested in two service contexts: higher education and fitness.
To minimize the common method variance typical of survey research (Podsakoff, et al. 2003), the
model was tested twice per context, once using self-report data only, and the second time using
a combination of self-report and behavioral data.
In higher education, data gathered from seventeen online courses in public university in southwest
of the United State. The sample size is 454 respondents that comprise 39% male and 61% female.
In fitness context, data gathered from fitness center in southeast of the United State. The sample
size is 122 respondents that comprise 34% male and 66% female.
This study integrates two research streams by including customer engagement and customer
value co-creation behavior, explores the conceptual and operational definitions of each, and
models their antecedents and outcomes. This research is important for theoretical as well as
practical reasons. Theoretically, it contributes by corroborating the interplay between
PSEngagement and value co-creation behavior and by examining that interplay within the broader
nomological network of antecedents and outcomes. For practitioners, this research identifies the
positive outcomes of having engaged customers as well as the mechanisms through which firms
can engage customers.
Results/Findings
The findings of the studies support most of the hypotheses. The direct effects of PSEngagement
on participation behavior (H1) and citizenship behavior (H2) were significant across the study
contexts and data types. Although the PSEngagement–participation behavior path remained
strong and significant, the PSEngagement-citizenship behavior path was even stronger.
The effects of customer readiness constructs on participation behavior (H3a-H3c) were also
replicated across the study contexts and data types. In higher education, the direct effect of role
clarity on participation behavior (H3a) was not supported; rather, role clarity influenced
participation behavior indirectly through ability and motivation. In fitness, the direct and indirect
effects of role clarity on participation behavior were both supported.
Discussion and implications
These results underscore context-dependency of the role of role clarity. One difference is the fact
that the role of an ‘instructor’ in higher education is different than that of a fitness ‘trainer’.
Moreover, students of higher education are exposed to considerable degree of peer pressure,
which makes participation dependent on more factors than mere role clarity (such as student
ability and intrinsic and extrinsic motivations, as well as instructor expertise) (Dellande et al.,
2004).
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Introduction to the research problem
The service encounter or the “moment of truth” is one of the foundational constructs of service
marketing (Bitner & Wang, 2014). The topic has received much attention over the last decades.
One of the earliest and most cited papers on this topic appeared in 1987 in the Journal of
Marketing by Surprenant and Solomon (1987, p.87) who defined the service encounter as “the
dyadic interaction between a customer and a service provider”. Though still at the heart of service
research, the nature of the service encounter is fundamentally transforming due to rapid
developments in novel digital technologies (Larivière et al., 2017). In addition, customers
increasingly take on active roles during the service encounter to co-create the service experience
(McColl-Kennedy et al., 2012).
Considering the prominent yet evolving role of the service encounter in service research, it seems
timely to retrospectively evaluate how the concept has evolved over the last 30 years, from its
foundation to current developments. A number of bibliometric studies have been conducted in
other fields of the marketing literature (for a summary see Martínez-López et al., 2019), yet a
comprehensive literature analysis of the service encounter is still missing.
The purpose of this study is to provide an overview of the major service encounter research
streams, their main findings and most influential works, their intellectual connections, and their
temporal evolution. To achieve this goal, the study adopts an informetric research approach
(Kuntner & Teichert, 2016; Wormell, 1998). Informetrics refers to the quantitative measurement
and modeling of information in any form encompassing, among others, the narrower fields of
bibliometrics, scientometrics, and quantitative linguistics (Egghe & Rousseau, 1990). Compared
with a classic literature review, a major advantage of bibliometrics is its use of objective
quantitative techniques to avoid potential subjective biases introduced by the researcher (Ferreira
et al., 2014; Ramos-Rodríguez & Ruíz-Navarro, 2004).
The following research questions guide the review:
RQ1. Which specific topics have been addressed in research on ‘service encounters’ over the
last decades? Which research paradigms and empirical methods have been applied to
(successfully) address the research questions?
RQ2. Which overarching research streams have emerged in this literature and which are still
emerging? To which extend are newer technological developments, e.g. of machineconsumer interactions, already captured by the literature?
Literature review
Service encounters can have many forms. Early work on the service encounter focused on
“dyadic, human and role-driven” interactions between customers and employees (Solomon et al.,
1985). This view quickly evolved as other scholars developed broader interpretations. Shostack
(1985, p. 243) described the service encounter as “a period of time during which a consumer
directly interacts with a service” distinguishing three general types of service encounters: remote
encounter, phone encounters, and face-to-face encounters. Bitner & Hubbert (1994, p. 74)
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understand a service encounter as “a discrete event occurring over a definable period of time.”
The authors thus distinguish service encounters from longer events or experiences. Voorhees et
al. (2017) built on this definition and distinguish pre-core, core, and post-core service encounter
as distinct periods within a service experience.
In recent years, scholars have expanded the view of a traditional service encounter that denotes
a personal interaction between a service employee and the customer and focused on technologybased service encounters (e.g. Giebelhausen et al., 2014; Heinonen, 2008). Most recently,
Larivière et al. (2017) argue that the nature of the service encounter is fundamentally transforming
due to rapid developments in novel digital technologies and devices such as smartphones,
advanced robotics, Intelligent Agents, and the Internet of Things (IoT) (Larivière et al., 2017). The
authors propose a modified definition in which a service encounter encompasses “any customercompany interaction that results from a service system that is comprised of interrelated
technologies (either company- or customer-owned), human actors (employees and customers),
physical/digital environments and company/customer processes” (Larivière et al., 2017, p. 239).
Given the multi-faceted perspectives of the service encounter underlying a plethora of service
encounter research, a comprehensive informetric approach allows to identify pathways to
progress service encounter research in the future.
Method/Approach
The study adopts an informetric analysis that consists of a three-step process involving search
term definition, article extraction, and data cleaning to identify publications that represent the
predominant body of literature (Kuntner & Teichert, 2016). The first step is to identify concepts
that are relevant to the topic area. We consulted with senior researchers experienced in the
service encounter field to identify key words they deemed directly related to this research domain,
which reduces internal researcher biases (cf. Wilden et al., 2017). The consultation led to an
extended list of keywords: service encounter, service interaction, customer touchpoint and
moment of truth. We search for titles, abstracts and keywords that feature any combination of the
search terms. To identify relevant research, we currently perform an article search, using the Web
of Science database.
Once the article extraction has been completed, we combine co-citation and text mining methods
to conduct a holistic and systematic review of service encounter research (cf. Kuntner & Teichert,
2016; Wilden et al., 2017). Co-citation analysis reveals publications’ similarity or association by
measuring the frequency with which two articles are cited together (Small, 1973). Co-citation
analysis is useful to explore the historical foundations and development of a given research field
and how it has been integrated with other research streams (Wilden et al., 2017). Text mining
then allows us to identify central concepts and themes. This study uses the textmining software
Leximancer to extract important lexical terms (i.e., concepts) from the abstracts of the publication
sample, to characterize the topics of research streams.
Discussions and implications
This project is work-in-progress. The results will trace the evolution of the service encounter
concept through a systematic investigation, and identify service encounter research streams. We
envision to provide a compact overview of the field’s major discourses, co-dependencies, findings,
and publications. This is critical to rethinking the service encounter in the digital age (Larivière et
al, 2017), and to map out service encounter 2.0 research.
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Track: Co-creation and value
Introduction to the research problem
Service creates (perceived) value for consumers or users of the service (otherwise they would
not use it: value is what they receive minus what they need to sacrifice (Sánchez-Fernández &
Iniesta-Bonillo, 2007)), for the company or organization offering the service (economic profit or
public ‘gain’) and for other stakeholders (e.g., service as a societal benefit). Thus, service
production and consumption generate (by using, transforming, and integrating resources from
various sources) value in multiple dimensions and for multiple stakeholders (Freeman & Reed,
1993; Hillebrand, Driessen, & Koll, 2015). However, value creation in one dimension and for one
stakeholder category does not necessarily and always imply value creation for all stakeholder
categories (Van Riel et al., 2019). Airlines create substantial value for their customers, but destroy
the environment with pollution, thus destroying value of house owners and of living environments.
Restaurants create value for their customers and owners, but destroy value through food and
energy waste. Airbnb creates value for their customers and suppliers, but creates damage in
terms of property value loss for the neighbourhood. Especially in complex service ecosystems, or
from the perspective of the service user: service constellation (Van Riel et al., 2013), services
interfere with other resource transformation or integration processes. There can be constructive
interference, when the value creation in one service enhances the value creation in another, but
there can also be destructive interference, when positive value in one service (element) cancels
out or destroys value creation in another or for another stakeholder. There appears to be a ‘first
law of thermodynamics’ for value creation, seeming to imply that resource use, transformation
and integration may create and destroy value at the same time (Plé & Cáceres, 2010). To address
the issue, and make service business sustainable in all three dimensions (people, planet, profits),
organisations need insight in the effects of value (co-) creation processes on all stakeholders,
including society at large.
Literature review
Value is generally co-created in a process between a service provider and service users, through
the integration of resources (Grönroos & Voima, 2012; Vargo & Lush, 2004). Resources are
provided by the service provider, the platform integrators, and the user, but equally well by the
earth, and the community or even society at large (Coenen, van der Heijden, & Van Riel, 2019).
To allow mapping of the complex value creation and destruction dynamics it is therefore crucial
to adopt a comprehensive (service) systems perspective (Sterman, 2000), which includes
explicitly designed elements of the service value system, as well as implicitly involved elements
(Van Riel et al., 2019). The environment of service firms’ value co-creation operations, can be
visualized as a range of concentric circles, going from the direct ‘interaction between a service
provider with a service consumer, generally via a facilitator’, where value is co-created, to rings
of indirect (voluntary or non-voluntary) value and resource providers (the environment, the earth,
society at large), in a way similar to Grönroos’ augmented service model (Grönroos, 2007). In
Figure 1, this model is presented.
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The Environment Provides Resources,
Receives Value and Looses Value

Service
Supplier

Service
Customer

Service Customers, Providers
and Facilitators Engage in Value
Creation Processes

Value Co-Creation through
Resource Use,
Transformation &
Integration

Platform
Company

Environment:
Earth, Society

Figure 1. Concentric Model of Value Co-creation and Co-destruction

Proposed theoretical framework/concepts
In this article, the framework of the business model canvas by Osterwalder and Pigneur (2010) is
used as a basic model, in a format that has been adapted by Andreassen et al. (2018) for service
industries. Several authors have made attempts to create a business model canvas for
sustainability, but they generally used the original business model canvas, which was
fundamentally designed for value chains for manufacturers and distributors of tangible goods.
This article presents a model that allows value dynamics mapping in a generic service context.
Discussion and implications
Mapping value dynamics – value creation and destruction processes - from a systems perspective
is only a start. Once value dynamics are better understood, choices can be made. Which
resources are used, and which value is created at the loss of which other value?
Limitations and suggestions for further research
The proposed service system dashboard is very generic, and could and should be adapted to the
requirements of different service industries. Transportation, leisure, healthcare, education and
entertainment operate in very different ecosystems, using and abusing different types of
resources, and creating very different forms of value for their stakeholders. Further research is
needed to customize the model to these and other industries.
Furthermore, the question which amount of value destruction, be it to the environment, be it to
citizens, or other stakeholders would be acceptable to create value for another group of
stakeholders (customers, the firm) is an intrinsically difficult one. Who should decide and if and to
what extent value destruction is indeed acceptable are questions ethical experts and policy
makers need to answer.
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Introduction to the research problem
While service design has been highlighted as a promising approach for catalyzing innovation
(Ostrom et al. 2015; Sangiorgi & Prendiville, 2015), actors often struggle to implement the new
services developed through the service design process (Almqvist, 2018; Overkamp & Holmlid,
2016). In addition, when new service concepts are implemented, the original intention is often
slowly eroded over time by actors’ regular ways of working (Stuart, 1998). Actors’ regular ways of
working are reinforced by entrenched, often taken for granted social structures, which include
shared rules, norms, values and beliefs (Scott, 2014). We suggest that the pressing issue of
implementation can be better addressed through careful attention to hidden social structures
during the service design process. Therefore, the purpose of this paper is to investigate how
actors can build awareness of hidden social structures through service design.
Literature review
Existing literature recognizes that actors’ awareness of social structures is critical for their ability
to intentionally influence these structures to realize long-term change (Lawrence et al., 2013).
Within institutional theory, actors’ awareness of social structures is referred to as reflexivity
(Suddaby et al., 2016). Despite a recent surge in research in institutional theory on different
factors that contribute to reflexivity (Creed et al., 2019; Suddaby et al, 2016; Voronov & Yorks,
2015), little is known about how to build awareness of social structures in practice (Ruebottom &
Auster, 2017). However, research on service design has made links between service design
methods and reflexivity (Vink et al., 2019; Wetter-Edman et al., 2018). As such, an investigation
into service design methods represents a promising opportunity to better understand the specific
mechanisms through which reflexivity can be built through service design in order to better realize
long-term change.
Method/Approach
To understand how actors can build an awareness of social structures through service design,
this research employed an abductive approach that involves working between empirical and
conceptual domains (Van Maanen et al., 2007). Abduction often involves a process of systematic
combining where the researchers go back and forth between empirical observations and theory
to expand their understanding of both (Dubois & Gadde, 2002). To support the process of
systematic combining, multiple sources of input were employed to make inferences and compare
findings in the process of building an integrative framework of how actors can build awareness of
social structures through service design. These sources of input include: 1) first-hand experience
and observations, 2) a database of service design methods, 3) interviews with expert service
designers, and 4) literature on reflexivity.
Results/Findings
Through a process of systematic combining, we identified six modes of reflexivity in service
design. Each of these modes have distinct, but interconnected forms of experience, in terms of
how actors’ awareness of social structures is supported. The six modes of reflexivity include: 1)
temporal reflexivity - perception of social structures through experience of duration between
events (Suddaby & Foster, 2017); 2) material reflexivity - discernment of social structures through
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engagement with visuals and physical artefacts (Raviola & Norbäck, 2013); 3) corporeal reflexivity
- apprehension of social structures through an actor’s bodily experiences and emotions (Creed et
al., 2019); 4) relational reflexivity - appreciation of social structures through interactions between
actors (Archer, 2013); 5) cultural reflexivity - interpretation of social structures through the
customs and social behaviors of a particular group of actors (Mouzelis, 2010); and 6) cognitive
reflexivity - comprehension of social structures through reflections on inner thoughts (Voronov &
Yorks, 2015).
Through further analysis of both the empirical data and the literature, we identified three common
core processes of building reflexivity through service design to which all of the modes of reflexivity
contribute. These core processes include: revealing hidden structures -actors bringing into
consciousness social structures that would otherwise remain tacit or taken-for-granted; noticing
structural conflict - perceiving social structures as overlapping and offering contradictory
prescriptions for action; and appreciating structural malleability - seeing social structures as
impermanent and susceptible to change. In our paper, each of these core processes are
exemplified through examples from service design practice.
Discussion and implications
Together the six modes of reflexivity through service design and the three core processes of
reflexivity are the building blocks for an integrative framework that details how actors can build
awareness of hidden social structures through service design. This framework shows that service
design practices leverage different modes of reflexivity to fuel the core processes of reflexivity.
These processes in turn shift actors’ perception of the properties of social structures within a
service context from being invisible to visible, taken for granted to questioned, and unchangeable
to malleable. In doing so, service design helps actors understand the limits of institutionalization
and enables actors to make changes to these previously hidden social structures impeding longterm change.
References
Almqvist, F. (2018), “Service design in the later project phases: Exploring the service design
handover and introducing a service design roadmap,” In Service Design Proof of Concept,
Proceedings of the ServDes.2018 Conference (pp. 666-678). Linköping, Sweden: Linköping
University Electronic Press.
Archer, M. S. (2013). Reflexivity. Sociopedia.isa, 1-14. Madrid: International Sociological
Association.
Creed, W. D., Taylor, S. S. and Hudson, B. A. (2019). Institutional Aesthetics: Embodied Ways of
Encountering, Evaluating, and Enacting Institutions. Organization Studies, 1-21,
0170840619835254.
Dubois, A. and Gadde, L. E. (2002). Systematic combining: an abductive approach to case
research. Journal of Business Research, 55(7), 553-560.
Lawrence, T. B., Leca, B. and Zilber, T. B. (2013). “Institutional work: Current research, new
directions and overlooked issues”. Organization Studies, 34(8), 1023-1033.
Mouzelis, N. (2010). Self and self-other reflexivity: The apophatic dimension. European Journal
of Social Theory, 13(2), 271-284.
Ostrom, A. L., Parasuraman, A., Bowen, D. E., Patrício, L. and Voss, C. A. (2015). “Service
research priorities in a rapidly changing context”. Journal of Service Research, 18(2), 127159.
Overkamp, T. and Holmlid, S. (2016). “Views on implementation and how they could be used in
service design”. In Proceedings of ServDes, the Fifth Service Design and Innovation
Conference (pp. 205-214). Linköping: Linköping University Electronic Press.
Ruebottom, T., and Auster, E. R. (2018). Reflexive dis/embedding: Personal narratives,
empowerment and the emotional dynamics of interstitial events. Organization Studies, 39(4):
467-490.
PAGE 431

432

Sangiorgi, D. and Prendiville, A. (2015). “A theoretical framework for studying service design
practices: First steps to a mature field”. Design Management Journal, 9(1), 61-73.
Scott, W. R. (2014). Institutions and Organizations: Ideas. Interests, and Identities. Thousand
Oaks, California: SAGE Publications.
Stuart, I. (1998). “The influence of organizational culture and internal politics on new service
design and introduction”. International Journal of Service Industry Management, 9(5), 469485.
Suddaby, R. and Foster, W. M. (2017). History and organizational change. Journal of
Management, 43(1), 19-38.
Suddaby, R., Viale, T. and Gendron, Y. (2016). “Reflexivity: The role of embedded social position
and entrepreneurial social skill in processes of field level change”. Research in Organizational
Behavior, 36, 225-245.
Van Maanen, J., Sørensen, J. B. and Mitchell, T. R. (2007). The interplay between theory and
method. Academy of Management Review, 32(4), 1145-1154.
Vink, J., Edvardsson, B., Wetter-Edman, K. and Tronvoll, B. (2019). Reshaping mental models–
enabling innovation through service design. Journal of Service Management, 30(1), 75-104.
Voronov, M. and Yorks, L. (2015). ““Did you notice that?” Theorizing differences in the capacity
to apprehend institutional contradictions”. Academy of Management Review, 40(4), 563-586.
Wetter-Edman, K., Vink, J. and Blomkvist, J. (2018). Staging aesthetic disruption through design
methods for service innovation. Design Studies, 55, 5-26.

PAGE 432

433

Exploring Extra-Role Customer Service in Health Care and its Impact
on Patient and Employee Well-Being
Mr Maarten Volkers1
1

University of Hagen, Hagen, Germany

Track: Transformative services marketing and vulnerable consumers
Introduction to the research problem
Increasing our understanding of how the well-being of (vulnerable) consumers can be enhanced
is now considered a key responsibility of service researchers (Anderson and Ostrom 2015;
Rosenbaum 2015). In this vein, service researchers increasingly explore how patient well-being
can be increased, e.g. through new technologies, improved service-processes or by supporting
the coping process (Berry et al. 2018; Čaić et al. 2018; Danaher and Gallan 2016; McCollKennedy et al. 2012).
However, more research from a service perspective is needed to understand the roles of health
care employees in improving well-being (McColl-Kennedy et al. 2017). In particular, it is argued
that researchers have overlooked the importance of behavior performed by health care staff that
extends beyond their formal role (Vanhaecht 2018). In practice, it can be observed that many
health care employees perform behaviors towards patients during day-to-day activities that do not
directly relate to medical care, e.g. performing small gestures or engaging in small talk (KU
Leuven 2018). However, because approaches from the health care literature such as patient
centered care (Kitson et al. 2013) have focused mainly on patient-employee interactions that
relate to medical themes (e.g. shared decision making; setting up health care plans) (Haidet et
al. 2009), not much is known about how employees can improve patient well-being through
behaviors that extend beyond medical care.
In the service literature, such behaviors may be reflected by terms such as customer-oriented
prosocial (or citizenship) behavior, as well as extra-role customer service. These terms reflect
“discretionary behaviors of contact employees in serving customers that extend beyond formal
role requirements” (Bettencourt und Brown 1997, p. 41). They are performed to delight the
customer with spontaneous ‘little extra’s’ in order to increase customer satisfaction (Bettencourt
und Brown 1997; Moliner et al. 2008; Rust and Oliver 2000). As little knowledge is shared between
health care disciplines (medicine, nursing) and service research, these concepts are rarely
applied to a health care context (McColl-Kennedy et al. 2017). Moreover, it is questionable
whether those concepts capture the full scope and meaning of such behaviors in a health care
context, considering that health care services are, by definition, aimed at much more than
achieving customer satisfaction alone.
Therefore, this study aims to conceptualize extra-role customer behaviors in a health care context
by identifying the scope of different extra-role behaviors of health care employees. Second, it
aims to investigate the impact of such behaviors on the well-being of both the patient and the
employee. Third, it explores the relevant contextual factors that foster or hinder the performance
of such behaviors.
Method/Approach
A case-study was conducted in various departments of a large not-for-profit hospital group,
consisting of seven hospitals. Data was collected through 45 interviews with patients, nurses,
therapists and physicians as well as through observations, and was analyzed following a
grounded theory approach (Strauss and Corbin 1998).
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Main Findings
Six types of behaviors towards customers that extent beyond formal role requirements were
identified (see table 1). Some behaviors (providing extra care, satisfying a special request)
constitute additional services or little extra’s that relate to the medical care-giving or hospitality
role of the employee. Such extra services constitute what has been understood as extra-role
customer service in extant literature (Bettencourt und Brown 1997). They can have highly positive
effects on the patient and his or her relationship with the employee. However, other types of
behaviors extend even further, because they are directly aimed at establishing a personal
connection with the patient. Such behaviors constitute a shift in the role of the employee from
medical service provider to being someone a patient can have meaningful non-medical
interactions with. This, in turn, enables the patient to feel less like being a patient and to adopt a
more active role in their relationship with the employee.
The findings further suggest that such behaviors, particularly those that are aimed at establishing
a connection with the patient, not only improve patient well-being directly, but also through
increased trust and, in turn, patient participation. They improve the chemistry between patient and
employee which leads to trust, which, in turn, increases compliance with the employee’s
instructions, which leads to better health outcomes. In addition, employees also improve their own
well-being by performing extra-role behavior, because it brings them fulfillment. Moreover, the
increased trust and compliance by patients makes it easier to work with them, which reduces
employee stress.
Regarding the third research question, the findings point to various contextual factors that
facilitate or hinder extra-role behaviors. Employees need to be able to recognize individual needs
or desires, to act creatively and spontaneously and to sense the extent to which patients are
actually willing to establish a personal connection. Further, although tight schedules are
mentioned by almost all employees as a boundary to performing extra-role behavior, it seems
that the individual perception of time is crucial. Some employees mentioned not having enough
time, whereas others with similar schedules explained that they believe it is matter of setting
priorities, as they believe it is part of their job. Moreover, in line with literature on employee
creativity (e.g. Dong et al. 2015), the leadership style of the supervisor and the organizational
culture play an important role. In particular, autonomy and rule-clarity are important determinants,
as well as demonstrating appreciation. Employees do not need praise, but the feeling that others
in the organization value their efforts increases the motivation to perform extra-role behaviors. In
addition, having alone-time with a patient without being disturbed is also an important prerequisite.
Discussion and implications
The findings extent the existing concept of extra-role customer service (Bettencourt und Brown
1997; Moliner et al. 2008) by suggesting that in health care, it extends far beyond providing little
extra’s that increase patient satisfaction. Health care employees perform a range of behaviors in
order to establish a personal connection with the patient, which helps them to not focus on their
role as a patient but to perceive a sense of normality. In addition, such behaviors facilitate active
co-creation by the patient through increased trust in the employee. These notions extend previous
work on the changing role of patients (Berry et al. 2017; McColl-Kennedy et al. 2017) by
emphasizing the importance of extra-role behaviors by employees to facilitate an active patient
role.
For some employees, extra-role behaviors are in fact part of their job. However, health care
providers should not prescribe such behaviors, as this would downplay their spontaneous and
intrinsic character. This is what enables the chemistry between patient and employee and brings
employees fulfillment. However, the findings do suggest that demonstrating appreciation
throughout the organization and having clear rules can help foster such behaviors. Moreover,
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health care service providers may consider training employees to be emphatic, creative and
spontaneous (Grove et al. 2004). However, research regarding how service providers should do
this is still in its infancy (Daly et al. 2009; Wilder et al. 2014, p. 456).
In addition, future research may extend this study by looking at the negative side of extra-role
behaviors in health care, e.g. when employees suffer from helper syndrome or when they find it
hard to keep a professional distance. Finally, this study is limited by its focus on hospitals. Future
research may investigate whether the findings also apply to care-homes and other types of health
care services.
Table 1 – Types of Extra-Role Behaviors
Extra-Role
Behavior

Description/Example

Example Quote

Providing extra
(bodily) care

Helping the patient to take a
shower, giving a massage or a
manicure, providing a better
pillow.

Satisfying a
special request

Satisfying a request for food or
utensils, for which the patient
often reimburses.

Bringing a gift on
own initiative

Gift-giving of food or utensils
after recognizing a particular
need/desire.

Enabling
activities

Taking the patient for a walk,
helping to call a relative, etc.

Conversing about
non-medical
topics

Listening to the patient’s
stories or telling about one’s
own personal life.

Performing a
symbolic gesture

Using symbols to demonstrate
empathy / provide a special
moment for the patient.

“Sadly, taking a shower is not something
patients can do every day. When I can
make time for it, it really makes the
patient feel better” (female nurse, 55).
“I sometimes bring things like a magazine
or an ice-cream for patients who have
nobody else to bring it for them” (female
nurse, 43).
“Four patients were conversing about a
soda they had never tried. The next day, I
brought four cans for them to try. We had
a great time together” (male nurse, 28).
“I took a patient for a walk outside. She
trusted me more after this” (male nurse,
24).
“I sometimes converse with patients
about how my kids are doing. This helps
me to connect with them” (female head
nurse, 32).
“A patient mentioned missing his garden. I
cut a rose from the hospital gardens and
placed it in his room. He was very
thankful” (female therapist, 23).

Role of Staff and
Patient
Staff:
Provider of extra
medical service /
little extra’s.
Patient: Receiver
of extra service as
a patient.

Staff: Establishing a
personal
connection /
Relationship
building.
Patient: Engaging
in human
interaction / not
feeling like a
patient.
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Introduction to the research problem
Service processes constitute the continuous flow of activities and events during service cocreation and are therefore increasingly viewed from a dynamic, sequential perspective (Lipkin
2016; McColl-Kennedy et al. 2015). In line with Zomerdijk and Voss (2010), the sequence,
progression and duration of events or the ‘dramatic structure’ of the service process is important
for the experience-formation of the customer. The customer’s memory and evaluation of his
experience is based on the sequence of emotions and on the highs and lows during the flow of
events. Thus, service providers should not only orchestrate the various mechanical and humanic
clues that form an experience but also pay attention to the temporal design of events (Zomerdijk
and Voss 2010).
Various concepts have been developed to map the flow of activities and events in the service
process, such as blueprinting (Bitner et al. 2008; Fliess and Kleinaltenkamp 2004; Shostack
1984), service scripts (Giebelhausen et al. 2014; Solomon et al. 1985) and the customer journey
approach (Kranzbühler et al. 2018; Lemon and Verhoef 2016; Voorhees et al. 2017; Zomerdijk
and Voss 2010). These research streams emphasize the importance of understanding the
relationships between the different stages of the service process. However, most research has
taken a static view and/or focused largely on a service provider perspective, without analyzing
the customers’ viewpoint (McColl-Kennedy et al. 2015). Recently, service researchers have
emphasized the need to shift toward a more dynamic, customer-centric perspective on service
processes in order to develop innovations that enhance customers’ experiences (Jaakkola et al.
2015; Mahr et al. 2019; McColl-Kennedy et al. 2015). This study aims to provide an understanding
of the customer’s view on the flow of activities and events within service processes. It draws on
event segmentation theory (Zacks et al. 2007; Richmond et al. 2017) to propose a conceptual
model which describes how customers sense, perceive and process sensory clues to construct
their own ‘blueprint’ of the events within services processes. This provides an important step to
understand how customers actually interpret and anticipate the sequence of events and how
service providers can influence this by orchestrating relevant sensory clues.
Event Segmentation Theory
Event segmentation theory is a cognitive theory which posits that ongoing events are segmented
into discrete, more manageable units in order to better predict what will happen in the near future
(Zacks et al. 2007; Richmond et al. 2017). An event is defined as “an integrated unit of space and
time that has a beginning, middle, and end” (Tversky and Zacks 2013, p. 83). It involves actions
by actors and objects embedded in a spatiotemporal location that culminate in a particular
outcome (Tversky and Zacks 2013). The perception of events involves sensory clues being
processed to form mental representations of events that are compared with prior knowledge of
similar events (event schemata), which together lead to predictions of the near future. For
example, perceiving the movement of an object is used to predict the future location of the object,
and inferring the motives of a person is used to predict his or her future actions (Zacks et al.
2007). The mental representation of what is happening in a particular moment, termed ‘event
model’, is updated as soon as predictions of the future can no longer accurately be made. At that
moment, an event boundary is perceived (Richmond et al. 2017). For example, a customer who
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observes a waiter taking the order of one person from a group of people at a table may infer,
based on previous experiences, that the waiter will continue taking orders until all members of the
group have placed their order. Thus, for the duration of the event ‘order-taking’, the behavior of
the waiter is predictable and the customers’ event model is stable. However, when the last order
is taken, the coherent pattern ceases and the activities of the waiter are no longer predictable,
which means that a new event will begin. At this event boundary, the observing customer will look
for sensory clues that may indicate what will happen next (e.g., whether the waiter will come to
his table) and will therefore engage in more extensive processing of information. As such, event
segmentation regulates the allocation of cognitive resources and determines when attention is
sharpened (Zacks et al. 2007). The way in which individuals segment ongoing events determines
their ability to understand them and to act appropriately (Richmond et al. 2017). In addition, event
segmentation impacts memory, because the more extensive processing of information at event
boundaries results in better long-term memory of that information (Zacks et al. 2007).
Application to Service Processes
Event segmentation theory suggests that by orchestrating event boundaries through sensory
clues, service providers can direct attention of customers and influence behavior in the cocreation process. Customers continuously aim to interpret what is happening and to predict what
is going to happen in the service process (Mahr et al. 2019; Lipkin 2016). Effective temporal
design of sensory clues can help customers do this. Moreover, service providers may improve
the long-term memory of the service experience by enabling customers to perceive event
boundaries at specific points in the service process that are associated with positive emotions.
The application of even segmentation theory contributes to the service literature by extending
previous concepts regarding the flow of service processes. First, it extends the service blueprint
concept (Shostack 1984) and the customer journey perspective (Zomerdijk and Voss 2010) by
describing cognitive mechanisms that underlie the dramaturgy of the service process as
perceived by the customer, who forms his own cognitive blueprint. Second, script and role theory
(Giebelhausen et al. 2014; Solomon et al. 1985) also posit that individuals hold cognitive models
of events from prior experiences, but event segmentation goes further by describing the dynamics
of how a mental representation of events is updated through sensory input and how this leads to
segmentation of events into smaller units that direct attention and impact memory. Third, event
segmentation theory emphasizes the importance of sensory clues for the customers’ perception
of the flow of events in service processes. Recent studies in services marketing have emphasized
the importance of sensory perception involving all five senses for customers’ experienceformation processes (Helmefalk and Berndt 2018; Hultén 2011; Krishna 2012; Scott and Uncles
2018). However, Mahr et al. (2019) point out that those studies do not address the underlying
cognitive processes that explain how sensory clues lead to the customer’s perceptions of his
experience. The application of event segmentation theory provides a starting point regarding this
issue by including the temporal aspects of experience-formation based on the segmentation of
events and the interpretation of event boundaries.
In sum, this paper provides an extensive account on the temporal aspects of service processes
from a customer point of view and draws on event segmentation theory to propose a conceptual
model of how customers sense, perceive and process sensory clues to construct their own
cognitive ‘blueprint’ of the events within services processes. In addition, the paper discusses how
different types of sensory cues impact customers’ cognitive structure of events and delineates
how service providers can orchestrate such clues to influence the perception of event boundaries,
in order to direct attention, influence behavior and improve memory of the experience.
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Introduction to the research problem
Influencer marketing on social media has become an important paid marketing communications
strategy for brands to engage with a large number of potential customers in a short period at a
lower cost, compared to traditional advertising (Evans et al., 2017). The motivation for brands to
use influencers in their marketing is to improve the authenticity of their marketing messages but,
as consumers’ awareness of the practices grows, that authenticity is increasingly in question
(Marsh, 2017; Bazaarvoice, 2018).
Influencers making disclosures around whether they are advertising on behalf of a brand may be
one way to ensure this authenticity. In general, conflicting views exist about the effects of different
forms or advertising disclosure by influencers on social media (De Veirman & Hudders, 2019).
This paper examines product endorsements from a variety of social media influencers on
Instagram and seeks to gain new insights into the role of different advertisement disclosures types
in influencer marketing campaigns.
Literature review
There are different types of advertsing disclosures on Instagram. These can be either a disclosure
statement such as ‘paid partnership with (brand)’ or a disclosure hashtag ‘#ad”, which is in the
caption of the relevant Instagram post. A disclosure statement may be considered as a
transparent disclosure as it clearly states the that the influencer has been paid for this post and
which brand paid him/her (Instagram, 2018). Such a disclosure aims to make the nature of the
persuasive message clear and help the consumer to identify the intention behind the persuasive
attempt (Rozendaal et al., 2011). However, the disclosure hashtag ‘#ad’ fails to state whether the
influencer is getting paid for the ad and to clarify the brand/influencer relationship. Therefore, it
may be perceived as having strong manipulative intent (van Reijmersdal et al., 2015). This is
relevant because, according to the persuasion knowledge theory, consumers tend to generate
negative attitude or behaviour toward an advertising message or the source of the advertising
message when they perceive strong manipulative intent from marketers (Friestad and Wright,
1994; Nelson et al., 2009). Hence, the generation of negative attitude towards the source of the
advertising message might affect the perceived credibiliy of the source (influencer). The source
credibility model is an established theory that can help explain or predict message efficacy. It is
considered to contain the three most influential source effects (attractiveness, trustworthiness and
expertise) on purchase intention, brand attitudes, and attitude toward an advertisement (Amos et
al., 2008; Wang and Scheinbaum, 2018; Phua et al., 2018). Several studies suggest that an
increased credibility of the source can increase consumer purchase intention (Hui, 2017;
Sokolova and Kefi, 2019).
Based on the above discussion, the use of disclosure hashtag, without further explanation, may
generate decrease in the influencer’s source credibility for the customer, ultimately leading to
lower purchase intention. In contrast, a disclosure statement may generate an increase in
influencer’s source credibility for the customers, ultimately leading to higher purchase intention.
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Method/Approach
A total of 306 German university students aged 18-34 years old completed the distributed web
questionnaire. After seeing the Instagram profile and Instagram post of one of the ten social media
influencers, who had a followers range from 0.3 to 3.8 million followers, participants were asked
to answer the question based on the profile and post they have seen before. Some of the post
used ‘#ad’ as a disclosure, which was part of the post caption. Other posts used an integrated
function from Instagram that allows users to link their post with a brand by disclosing the post as
‘paid partnership with (brand)’ as part of the post caption.
Source credibility was measured by a 15 items semantic differential scale, which was used for
several previous studies and was proposed by Ohanian (1991). Purchase intention was measured
by a three items seven-point likert scale developed by Holzwarth et al. (2006).
Results/Findings
First of all, this study found that a disclosure statement has a positive influence on source
attractiveness, indirectly and positively affecting purchase intention (b = .97, SE = .17, 95%
BCBCI [.643, 1.302], p < .001). Moreover, the results show that a disclosure hashtag has a
negative influence on source attractiveness, indirectly negatively affecting purchase intention (b
= -1.11, SE = .19, 95% BCBCI [-1.491, -.734], p < .001). While a disclosure statement can be
perceived as honesty of endorsement, an influencer using a disclosure hashtag without clear
communication about the endorsement can be perceived as having strong manipulative intent
(van Reijmersdal et al., 2015). However, the results indicate that none of the disclosure conditions
affect source trustworthiness and source expertise.
Second of all, this study confirms that credibility of a social media influencer has a positive
influence on purchase intention in a social media context using social media influencers.
Discussion and implications
As the results show that the use of a disclosure statement does not come with a risk of degrading
purchase intentions, marketing managers are advised to utilise the disclosure statement feature
offered by Instagram and all its positive side effects such as advanced insights (Instagram, 2018).
Brands who have not yet legally implemented ad disclosures in their contracts with influencers
can increase purchase intention by doing so and make disclosure statements on Instagram an
essential part of any IMC strategy that use influencers as it is important remain in line with
guidelines from consumer protection agencies (AANA, 2017). In addition, taking a standardised
approach to use a disclosure statement in all influencer posts the respective brand has, is
coherent with integrated marketing communication as all influencers are speaking the same voice
for the brand (Keller, 2016). In addition, there are very few brands that have all their influencers
use the Instagram function of a disclosure statement which will make their brands stand out and
gives additional advertisement opportunities of their ethicality and corporate social responsibility
(Green and Peloza, 2011).
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Introduction to the research problem
There is little dispute that current predominant ways of production and consumption are not viable
to sustain economic prosperity while maintaining, protecting and restoring environmental quality,
and guarantee social equality that is why the UN General Assembly adopted the Sustainable
Development Goals (UnitedNations, 2015). Leadership platforms for responsible business such
as the UN Global Compact or the World Business Council for Sustainable Development (wbcsd)
encourage the implementation of more sustainable behaviour, but despite various global
initiatives, most of our global economic system has linear “take-make-dispose” characteristics.
The idea of a circular economy (CE) increasingly gains attention as a means to operationalise
sustainable development (Geissdoerfer et al., 2017) which is an increasing important factor as it
determines the organisations’ legitimacy and with that provides a competitive advantage that can
lead to increases in turnover, competitiveness, and brand value (Horak et al., 2018). The literature
suggests that sustainability should be practised as an integrated activity in operations (Chiarini
and Vagnoni, 2017), and customers reward organisations for their sustainability efforts, in reality,
often technical complexity and the insufficient pressure for leaving successful practices are major
impediments for sustainable development activities. In this contribution we explore the influences
of the emerging field of CE on the value proposition development of a solution provider in business
markets from an institutionalist perspective. We suggest a framework and discuss it with the
findings of a case study of a manufacturer of electric vehicles for last-mile delivery services who
has successfully build the business model around ideas of sustainability and argue that
environmentally friendly solutions financially viable.
Literature review
We extensively reviewed the academic literature on circular economy, institutional theory, servicedominant logic, and solution business and arrived at five propositions that we further explore
empirically in this research project. The framework in Figure 1 developed is informed by literature
on the constructs of organisational fields (Wooten and Hoffman, 2017), institutional logics
(Thornton et al., 2012), and service-dominant logic (Edvardsson et al., 2011; Vargo and Lusch,
2016). We use a means-end approach (Macdonald et al., 2016) to explain how the circularity of
a solution’s integrated resources lead to value-in-use for the customer.
Method/Approach
This contribution presents the findings of a single-case study that we conducted, focusing on the
buyer-supplier dyad. The founder owned company is a manufacturer of electric vehicles for
personal and professional use with a focus on last mile delivery of post services. In the last 10
years, the SME has sold over 20’000 vehicles to different countries such as Germany,
Switzerland, Finland, and Australia. The founder of the awarded company has defined the
company’s basic objective: To develop products that have a positive impact on people and the
environment. We conducted 15 interviews (10 with SME, 4 with customer, 1 with CE expert) and
analysed supporting internal documents and media coverage to empirically explore the
propositions that we developed from the literature.
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P5b

P1

P4b

Institutional
Logics

Proposition2: (a) Value in use in the field is created for the
customer and (b) determined by its circularity.

P2b
P5a

P3

Actors as
resource
integrators

P2a Value in use

created for the
customer

P4c

Proposition 3: (a) Resource integrators in service-ecosystems
are members of multiple fields (b) who integrate operand and
operant resources.
Proposition 4: (a) The customer evaluates the achievements of
goals based on the circularity of attributes of integrated
resources (b) and value is created if the attributes are circular.

P4a Evaluating
P3b

Proposition 1: Circular economy principles are a new
institutional logic.

achievement of
customer goal

Proposition 5: Noncompliance with circularity may require (a)
the actors to exercise agency that change the processes and
practices of integrating resources (b) and therefore the
institutional logics in the field.

Figure 1. Research framework and propositions

Exemplary Findings
Our findings show that manufacturing companies can offer environmentally sound solutions that
are financially viable without asking for a ‘sustainability premium’. For example, multiple
respondents in the supplier highlighted that their customers decide for their products because
they are safer, more durable, less prone do malfunction, and more efficient than alternatives
building on combustion engines. The company not only produces vehicles that use less and
renewable resources in their use phase, but as well expand their circular operations buy offering
a buy-back scheme where they remanufacture used vehicles and sell them into different markets
or harvest parts for replacement in their maintenance contracts, they and build up capabilities to
reuse batteries in different applications or recycle them inhouse to avoid paying a recycling fee.
Interestingly, all of the customer respondents were confident that their organisation procured the
products because of the increased sustainability performance. This exemplary account confirms
that value is phenomenologically determined (Vargo and Lusch, 2016) determined by the
customer’s perception and not by the supplier’s assumptions or intentions (Khalifa, 2004). The
means-end model postulates the link between a product’s or service’s attributes, the circularity of
integrated resources, and the consequences the consummation of such leads, underlined by the
values guiding the decision-making process (Khalifa, 2004).
Discussion and implications
Our data preponderantly supports the five propositions that we suggested but did lead to
unexpected findings as well. We found the CE as a logic confirmed in the practice of
remanufacturing and proactive reduction of resource consumption and increasing need for
sustainability standards and certification. As the above-mentioned example confirms, value in use
is created for the customer through certain circular attributes of the resources integrated. The
value for the customer is created through the integration of resources such as the vehicles, service
and maintenance activities, and remanufacturing and recycling operations. The customer in
addition to the functional results of the solution achieves additional goals such as increased
sustainable brand reputation when delivering goods in public spaces with zero emission vehicles.
In multiple accounts our data suggests that the actors in the service-ecosystem were entrepreneur
and changing the linear status quo to become more circular. By offering electric vehicles to the
market, the company uses a renewable source of energy and is compared to traditional solutions
based on combustion engines more sustainable. However, the products the company is
producing are resource intensive, and the batteries pose a challenge in recycling and
remanufacturing due to the small purchasing volume and the lack of lever to integrate the battery
producer.
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Introduction to the research problem
The management and preservation of an organization’s reputation is an increasingly difficult
proposition in today’s environment where stakeholders have access to unprecedented levels of
information at their fingertips. Advances in digital technologies and the advent of social network
sites have facilitated a massive shift in how stakeholders not only absorb information about
products and services, but also how quickly they share their service encounters with others.
Supporting this assertion, with around 330 million active monthly Twitter users and around 500
million Tweets sent per day, about 80% of Twitter users have mentioned a brand on Twitter
(Smith, 2017). Whether complaining about the annual release of Starbucks’ pumpkin spice latte
in the hot summer months (Kooser, 2018), or bank account failures when debit cards do not work
properly (Rumney, 2018), consumers are increasingly telling others about their service
encounters on platforms such as Twitter. Brands therefore have a tremendous opportunity to not
only engage back with those that mention them, but they must also be wary of negative mentions
specifically as they could be potentially damaging to their reputations (Berthon, Pitt, Plangger, &
Shapiro., 2012; De Maeyer, 2012; Grégoire, Salle, & Tripp, 2015; Pasternak, Veloutsou, &
Morgan-Thomas, 2017; Stevens, Spaid, Breazeale, & Esmark-Jones, 2018). It is therefore
paramount that we obtain a better understanding of fast-moving environments such as Twitter,
and the various actors within it, in order to better support brand managers.
An important and often overlooked actor within the literature concerns receivers of negative
valence service encounters about brands. When a Twitter user scrolls through their feed as a part
of their daily routine, they are exposed to a number of tweets concerning a range of topics from
news to keeping up with their favorite celebrities. Of concern to brand managers is that they are
also potentially exposed to negative service encounters of firms in the form of MWOM (microblog
word of mouth). For example, JetBlue, a U.S. based airline, has a specialized Twitter social media
team comprised of customer service agents, corporate communications and marketing to not only
engage with customers in the environment in which they are choosing to contact them, but also
to manage the volume of tweets they receive each day (Kolowich, 2014). A cursory look at the
headlines provides useful context and examples of the risks posed to brand managers in fastmoving environments such as Twitter. From a video of Dr. David Dao being forcibly removed from
a United Airlines flight for refusing to give up his seat (Bowerman & Aulbach, 2017), to a family
being escorted off of a Southwest airlines flight due to an unruly child (Fearnow, 2018), the
potential for a negative service encounter to go viral is a part of life for today’s brand manager.
Faced with this environment, it is necessary to unpack the receiver’s experience of exposure to
negative service encounters shared on microblogs and to understand what motivates them
actively engage with the tweet after exposure. Doing so can help us to better understand where
there may be opportunities for brand managers in such a potentially volatile environment. In this
study, we therefore explore two questions: what motivates receivers of negative service
encounters to engage with a tweet after exposure? Are there any opportunities for brand
managers to take control of a narrative once Twitter users have been exposed to a negative
service encounter about a brand?
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Method/Approach
The objectives of this study were met through the operationalization of a mixed-methods
explanatory study design (Creswell & Plano Clark, 2007). 372 Twitter users were exposed to
negative MWOM in an online experiment that replicated the Twitter environment. To determine
the factors that influence receivers of tweets to engage with the tweet after exposure, three
structural equation models using Smart-PLS were created, representing the types of tweets the
participants were exposed to (tweet with video, tweet with photo, tweet with text only). The
variables created for the study were based on a literature review of the variables that influence
eWOM (electronic word of mouth) and MWOM (microblog word of mouth) outcomes. Engagement
was assessed by determining the likelihood of reading comments from the firm and other Twitter
users, the likelihood to favorite/like the tweet and the likelihood of the receiver to retweet the
MWOM.
Further, a qualitative follow-up study with 14 participants was operationalized to provide
explanatory power to the quantitative findings.
Results and Discussion
Both the quantitative and qualitative phases of the study provided useful insights with regard to
receivers of negative tweets about service encounters and the factors that motivate them to
engage with the tweet after exposure. The effect size (R2) indicated the proportion of the variance
explained in the outcome variable by the predictor variables. The interpretation of R2 was 67% =
“substantial”, 33% = “moderate”, or 19% = “weak” (Hair et al., 2016). All three models had a
relatively moderate effect size with the following results: tweet with video (R2 = 55%), tweet with
photo (R2 = 37%) tweet with text only (R2 = 46%). The significant factors from the quantitative
results included the high arousal emotions disgust (+), fear (-) surprise (+) and variables
representing message involvement (+) and the reputation of the firm before (+) and after (-)
exposure. Qualitative results demonstrated that a need to assess culpability (who was at fault),
legitimacy (whether it was real or not), and following the story (a need to see what both the firm
and other Twitter users say in response to the tweet) fueled a need to engage with the Tweet.
The findings from this study add to our collective knowledge of a very important actor in the
microblog domain, receivers of negative service encounter MWOM about brands. Findings from
this research suggest that brand managers have a tremendous opportunity to insert their voice
early when negative service encounter MWOM is shared about their brands. As the need to
assess culpability, legitimacy and following the story of what happens next after being exposed
to negative service encounter MWOM were identified as drivers of engagement for receivers,
urgent and focused responses by brand managers could help them to minimize reputational risk.
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Introduction to the research problem
Given the recent market trends concerning the purchasing of fine art, which has seen a shift from
predominantly offline consumption towards online mediated channels, there is a need to
understand how potential purchasers are influenced by others in their decision making. One of
the major changes brought about by the online channel and which was not available in the offline
space, is the wide pool of information that is at the disposal of art consumers, through eWOM
information retrievable from social platforms. No longer is it the case that artworks are bought with
the only external influencer at the time of purchase being the gallery owner.
This research aims to further our understanding about the influence of eWOM communication on
the decision-making process of consumers and its effects on the development of product attitudes
in an online social context. The growing number of studies exploring the influence of online WOM
information on consumer decision-making still presents a lack of understanding in specific
consumption contexts and needs further theoretical understanding on the modality in which
eWOM communication retrieved from social platforms alters the decision-processes in
emotionally rich consumption contexts such as art.
Literature review
Literature has so far established that when an individual assesses the hedonic pleasure that a
product such as an art-work may evoke rather than considering its functional value and correlated
benefits, an evaluative process based on affective elements is employed (Schwarz, 2000).
However, there are also symbolic dimensions present in hedonic consumption instances and
these are tightly related to consumers’ attempts for engagement in social approval and identity
communication (Wolny and Mueller, 2013; Hoyer and StockBurger-Sauer, 2012). As Ritterfeld
(2002) explains, symbolic consumption occurs because product preferences can be considered
as manifestations of identities that help the individual express and situate himself in the social
world. Namely, art products are in these instances are often consumed in accordance with social
expectations and are not entirely directed towards the experience of personal pleasure (Charters,
2006). Based on these arguments, research needs to explore the contextual conditions in which
consumers shift from an affectively driven attitude route to more reason-based processes
(Hagtvedt and Patrick, 2009), because of the pool of online social knowledge and eWOM
information now made directly available to assist product attitude formation.
Method/Approach
The lack of research within the area called for a mixed method approach with an initial qualitative
phase of data collection in the form of in-depth interviews. A total of 28 in-depth interviews were
carried out with different groups of stakeholders, such as commercial galleries, consumers, artists
etc. This phase of the study helped in providing parsimony in the choice of variables to be included
in the model and offered an indication of the experimental design requirements. The main primary
phase of the research consisted of a quantitative approach to data collection in the form of an
online administrated experiment using images of art work and eWOM examples. This stage of
the research aimed at testing the developed product attitude formation model accounting for the
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influence of social eWOM information. Accordingly, a total of 426 responses were collected and
the gathered data subjected to statistical analyses, specifically analyses of variance and SEM.
Results/Findings
The findings of the research highlight several contributions to theory advancing our understanding
of the way in which consumers form attitudes towards aesthetic products in an online social
context. Firstly, this study attested that the attitude a consumer develops about an aesthetic
product in this information rich context is not straightforwardly pre-determined by the product
typology, but depends on consumer-specific factors. In this instance, the findings highlight that
eWOM information enters the process as cognitive input and thus induces a shift in product
preferences suppressing the influence of affect that was previously considered of paramount
importance for hedonic type products. Furthermore, the study highlights the importance of the
purchase goal of the consumer as, this one acts upon the extent of influence that eWOM
information has on product attitude. Moreover, attention is called to the specific dimensions of
eWOM having a differential impact upon product attitude development.
Discussion and implications
A new theoretical model accounting for the aesthetic product attitude formation process was
developed and defined by the variables having an influence on the process in an online social
context. The results of this study pointed to several managerial recommendations with the aim
of informing marketing practice given the pervasive adoption of social media for the following
and purchasing of aesthetic products such as artworks.
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The Rise of Service Economies and the Transformation of Strategy
Economic research virtually agrees that economies transform into service economies as they
grow, with a shift of employment from manufacturing towards services (Buera/ Kaboski, 2012),
an increasing dominant share of service industries of GDP and a growing shift of effective demand
from goods towards services (Woelfl, 2005; OECD, 2007). Macro-level research suggests that
service transformation disrupts established industries, increases uncertainty and volatility of
individual firms and transforms firm-centric modes of value creation into value cocreation ecosystems (Rifkin, 2014; Toffler, 1980; Zuboff, 2019). In service economies, almost any business
activites is available as a service provided by external firms (Quinn, 1992; OECD 2007). Thus, in
service economies firms face the key challenge that concerns scholars in strategic management:
How can companies deliver unique value to their clients and stakeholders, maintain financial
performance and sustain its unique position over time (Barney, 1986; Drucker, 1996; Magretta &
Stone, 2012; Porter, 1996)?
Strategic management researchers (e.g. Chesbrough, 2011; Quinn, 1992; Stabell & Fjeldstad,
1998) and service researchers (Heskett et al.; Rust, Zeithaml, & Lemon 2000) hold that service
economies call for a rethinking of strategic approaches. However, to date there is no conclusive
account of the implications of service transformation for strategic management.
In this review article we aim to identify the key strategic challenges arising from service-driven
transformation with the aim to develop an integrative framework for the development and design
of strategies in service economies. We review key strategy challenges emerging in service
transformation and propose an integrative framework for the development and design of strategic
approaches to the service economy.
Literature Review: Strategy Transformation and Service Strategies
Strategic Challenges by Service Transformation
Financial Uncertainty and Volatility
Service transformation shows through a shift in the revenue bases from the sales of finished
goods to the sales of service contracts (Chesbrough, 2011; Lovelock & Gummesson, 2004;
Woelfl, 2005). While several researchers have been identifying financial opportunities in service
transformation, they also identify the erosion of established revenue bases (Christensen, 2003),
a potential complexity of revenue bases, decreasing lifetime of revenue bases vs. increasing
length of innovation development cycles (Chesbrough, 2006), complexity costs of services
(Eggert et al., 2014) and not least cost traps of service management (Plötner, 2017). On balance,
service economies render financial performance complex and volatile.
Technology competition: Economic researchers propose that the diffusion of Information
Technology stimulates the transition towards service economies (Rifkin, 2014; Ray, Barney,
Muhanna, 2004; Zuboff 2019). Thus, opportunities and challenges of digitization go in hand with
key drivers of the strategy process. As a General-Purpose Technology, IT affects almost any
industry and also goes in hand with substantial industry transformation, by establishing crossPAGE 451
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industry interfaces, transforming industry structures, and transforming almost any resourde into a
service offered over a global information infrastructure (Porter, 2001). Not least, information
technology transforms the revenue base, directly as legal protection of intellectual property has
established genuine technology markets (Arora, Fosfuri, & Gambardella 2004), and indirectly as
the diffusion of a global information infrastructure allows to transform almost any resource into a
service ordered through and orchestrated with the help of internet infrastructures (Rifkin, 2014;
Zuboff, 2019).
Industry Transformation and Disruption: One of the key challenges stimulated by technological
change is the transformation and disruption of established industry structures (Chesbrough, 2011;
Christensen, 1997; Zott & Amit, 2008). Incumbent companies are exposed to alien start-ups which
can start from low performance market niches eventually finding ways to scale-up and enhance
performance in terms of customer-perceived value.
Strategic trade-offs: From Cost-Preference towards Specialization. Several researchers argue
that service transformation undermines traditional trade-offs, most prominently cost-quality tradeoffs. As process-integration builds to a substantial extent on fixed-cost investments, the costquality trade-off that used to dominate industrial goods-dominant industries is diminishing (Quinn,
1992; Wirtz & Zeithaml, 2018). World-class service providers can lead in terms of quality and
costs in their particular service domain.
Discussion and implications - Towards an Integrative Framework: Service Capital
We propose service capital as an integrative framework for the design of strategies for sustainable
advantage in the service economy (see fig.1, Appendix). We define as service capital any tangible
or intangible asset that is owned by firm for benefit of clients beyond the organizational boundaries
of the firm, complemented by resources of external clients, partners and stakeholdes. We propose
that service economies offer key three strategic options for the formation and exploitation of
service capital as means for sustainable competitive advantage:
P 1 (Customer Focus): In service economies, companies find a potential sustainable competitive
advantage by attracting effective customer demand, thereby reducing financial uncertainty and
volatility.
P2 (Resource Focus): In service economies, companies find potential sustainable competitive
advantage by offering creating and maintaining unique physical and intellectual resources for
value creation and therefore push capability and capacity frontiers for service delivery.
P3 (Architecture Focus): In service economies, opportunities emerge for companies who show
superior capabilities to build and maintain organizational infrastructures that attract and match
downstream customer-focused companies with upstream resource focused companies.
P4 (Service Imperative): In service economies, service capability is mandatory condition for the
effectiveness of any strategic orientation. In service capability, is the ability to fit a company’s
activities for service-delivery across inter-organizational networks into service-provision, including
customer-centric, resource-focused and architecture-focused firms.
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Figure 1. Service Capital and Strategic Orientation in the Service Economy
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Introduction to the research problem
A service encounter can simplified be viewed as an interaction between an employee and a
customer during service provision (Suprenant et al. 1985, Bitner et al. 1990). Theoretical models
of service encounters take for granted that the employee-customer interactions are honest and
truthful, but what if they are not? What if both employees and customer lie on a daily basis, what
does that mean for our theories that describe interactions between employees and customers?
First, do people in general speak the truth? Not necessarily. Research in psychology shows that
the average person tell lies in an astonishing twenty-five percent of their conversations with others
(DePaulo and Bell 1996). This was also found by Feldman, Forrest, and Happ (2002) that
recorded ten minute conversations between strangers and found that sixty percent had lied at
least once and on average each person lied almost 3 times. Moving from the private relationships
to professional relationships, our own studies show that about 50% of both consumers and
employees admit to lying in service encounters. When presented with actual examples of lies,
over 90% of consumers admit to lying. For employees, 10% of our respondents admit to lying on
a daily basis. This suggests that many service encounters are dishonest, but what implications
does this have for research and practice?
The purpose of the present study is to identify characteristics of lying behavior in service
encounters by comparing lies from customers and frontline employees. In particular, we aim to
identify similarities and difference between employee and customer lies told in service
encounters. This study is based on text analysis of 3009 lies from customers and employees.
Text analysis is well suited to handle large quantities of unstructured data and extract knowledge
about characteristics of lying. The results show that lying behavior is indeed similar, that is, both
customers and employees lie both for their own benefit and for others. However, there are also
clear differences between the content of the actual lies. In general, individuals perceive lies from
others to be more severe in the service encounter than their own lies.
Literature review
Lying Behavior in Service Encounters
Lying is a deliberate choice to mislead a target without giving any notification of the intent to do
so (Ekman 2009). This includes anything meant to deceive or give a misleading impression to a
target. There are two major type of lies, concealment and falsification (Ekman, 2009). Lying can
be viewed as acts of intentionally causing someone (the target) to believe something the actor
(deceiver) believes to be untrue (Bok, 1989). The beneficiary of a lie can be either oneself or
someone else (Gneezy 2005).
A service encounter can be described as a dyadic interaction between an employee and a
customer. More precisely, Laviere et al. (2017) define a service encounter 2.0 as “any customercompany interaction that results from a service system that is comprised of interrelated
technologies (either company- or customer-owned), human actors (employees and customers),
physical/digital environments and company/customer processes.” Theory suggests that the
interaction is truthful, but evidence suggest that both employees and customer lie. We focus on
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this behavior not just as employees and customers “behaving badly” but as an unavoidable part
of service encounters. Regarding employee lies, research has focused on voluntary behavior that
violates significant organizational norms and threatens the well-being of an organization, its
members, or both (Robinson and Bennet, 1995). Regarding consumer lies, research has often
treated the lie as an outcome (whether the participant has an intention to lie or not) while there is
only scarce research on the content of the actual lie.
In a study by Hancook et al. (2008) of 242 online conversations, liars produced more words, more
sense-based words (e.g., seeing, touching), and used fewer self-oriented but more other-oriented
pronouns when lying than when telling the truth. If text analysis can reveal differences between
lies and truths, this suggests that there might be differences in the content of the lies between (1)
consumer lies and employee lies; and (2) the description of the lie between the liar and object of
the lie.
Method/Approach
Data
Data was collected through qualitative surveys of respondents. To be able to identify differences
between consumer and employee lying behavior and how these are displayed in a service
encounter, we needed to capture the actual lies told by consumers and employees. We collected
four different data sets with lies sampled from Qualtrics online panels. In total, this gives us a
dataset with 3009 lies, see Table 1.

Type of respondent
N
Type of data
Example of data

Consumer Lies
Consumer
508
Qualitative
When I was at a shoe
store an employee
recommended me
these sandals, I did
not like but I told her
they were nice
anyway and kept
moving on

Table 1. Description of data.
Employee Lies
Employee
Consumer
1027
950
Qualitative
Qualitative
Ordering food at a
They said they were
restaurant I worked
out of a particular
at. Then when their
item and were not. I
order was brought
felt very offended.
they complained and
Even when I showed
said they asked for
them it was in stock
something different.
online.

Employee
524
Qualitative
I told the customer
that their new hair
style looked nice
when I saw the
customer. But it was
actually weird
looking.

Text Analysis
Text mining uses a set of natural language processing to process texts, derive patterns, and
provide evaluation and interpretation of the text to gain insights that matter (Feldman 2006).
It involves information retrieval, lexical analysis to study word frequency distributions, information
extraction and machine learning techniques. In the present study, this was performed using R.
Discussion and implications
Our research contributes to service marketing theory and practice by showing and providing the
implications of untruthful service encounters. We show the unique features of employee and
consumer lies and describe the implications it has for the theoretical models of service
encounters. Based on our results, we offer a set of general propositions related to lying behavior
and service encounters. From a managerial perspective, this study can contribute with knowledge
on how firms and managers can deal with lying employees and consumers.
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Introduction to the research problem
Given the importance of service-oriented behaviors (SOBs) and customer service quality on the
success of enterprises, hospitality firms engage in customer-oriented strategies, practices and
leadership to motivate employees to display SOBs and provide superior service to customers.
Internal service has been regarded as an essential element in overall service quality strategy,
which impacts the firm’s ability to satisfy external customers (Prentice, 2018). Internal service
quality (ISQ) is defined as the perceived quality of service provided by distinctive work units or
individuals to other units or employees within the organization (Stauss, 1995). While the
significance of ISQ has been well acknowledged by the academe, its antecedents are still rarely
been explored in service firms (Chen, 2013). In addition, previous research focuses on examining
the direct effect of ISQ at individual level. As ISQ evaluates the service quality provided by distinct
work units, e.g. department, it’s a meaningful exploration to test the effect of ISQ and its potential
moderating role at departmental level. Using multi-level analysis, this study explores on what
factors (i.e., empowering leadership) influence ISQ and how ISQ influences employee SOBs and
moderates the relationship between perceived group service climate and employee SOBs. The
service profit-chain theory (Heskett & Schlesinger, 1994) provides a framework for the current
study, which highlights the connection between internal service and external service. This study
extends service profit-chain theory by considering the role of empowering leadership in the
development of ISQ and the moderating role of ISQ on the relationship between service climate
and employee SOBs. Figure 1 shows the conceptual model in our study.
Level 2
Middle-level Empowering
Leadership

Internal Service Quality

Level 1
Employee Perceived
Group Service Climate

Employee Service-oriented
Behaviors

Figure 1. A multilevel conceptual model
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This study explores why ISQ occurs by exploring the effect of empowering leadership. Leadership
style, such as transformational leadership, has been demonstrated as an effective way to improve
internal service (Chen, 2013) since internal service primarily develops within the local unit through
leadership communication and modeling behavior (Schneider, Ehrhart, Mayer, Saltz, & NilesJolly, 2005). The hospitality industry is characterized by abundant policies and practices, and
empowering leadership represents a solution to leading frontline service employees to engage in
innovative and spontaneous behaviors that extend beyond routine tasks. Empowering leader
might promote functional flexibility, meaning that employees can switch between jobs during intradepartmental cooperation, which is required in large hospitality organizations (Raub & Robert,
2012). Thus we propose that empowering leadership has positive effect on ISQ.
We explore influencing mechanisms and consequences of ISQ to assess why it matters by
examining the relationship between ISQ and employee SOBs. Given the process by which ISQ
influences employee service-oriented behaviors is unclear, we also explore whether service
climate mediates the relationship between ISQ and employee SOBs. From a service profit-chain
perspective (Heskett & Schlesinger, 1994), positive influences of ISQ might spillover to
customers. We argue that ISQ is an important factor that influences service climate since it
strengths employees’ ability and motivation to provide high-quality service to customers.
This study also explores the boundary condition of ISQ on the relationship between perceived
group service climate and employee SOBs. Service climate can motivate employees to display
service-oriented behaviors since it works as a signal that the organization rewards and values
such type of behaviors. However, Schneider et al. (1998) suggest that the effects of service
climate on employee service-related behaviors are conditioned by other working conditions, such
as internal service. Ehrhart et al (2010) found that high-quality internal service is necessary for
group service climate to exert effect on customer service quality. This study assesses whether
ISQ strengthens the positive relationship between group service climate and employee SOBs.
Method/Approach
We collected data from 24 star-level hotels in 19 cities in southeast China. A total of 558
completed employee and 86 supervisor questionnaires were used in this study. All variables were
measured with validated scales that have been used in previous studies. Multilevel analysis was
conducted using hierarchical linear modeling (HLM) to test the hypothesis.
Results/Findings
To assess the appropriateness of aggregating scores to the departmental level, we computed rwg
values, ICC(1) and ICC(2). The results indicated that aggregation was permissible for the
construct middle-level empowering leadership, ISQ and group service climate at level 2. A
confirmatory factor analysis was conducted to assess data quality before HLM analysis, and the
results demonstrate that all the scales were reliable and valid for the study.
The results of HLM indicated that empowering leadership had a significant positive impact on ISQ
(γ = 0.82, p < 0.01). ISQ partially mediated the relationship between empowering leadership (γ =
0.44, p < 0.01) and employee perceived group service climate (γ = 0.54, p < 0.01). Employee
perceived group service climate fully mediated the positive relationship between ISQ (γ = 0.12, p
>0.1) and employee SOBs (γ = 0.62, p < 0.01). In addition, the results of moderation effect showed
that the interaction between ISQ and group service climate on employee SOBs was significant (γ
= 0.11, p < 0.05), indicating that ISQ strengthens the positive relationship between group service
climate and employee SOBs. The interaction model offers an improvement to model fit (Δχ2 (1) =
3.95, p < 0.05).
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Discussion and implications
This study is among the first to test the antecedent of ISQ and its effectiveness in yielding
employee SOBs. It extends service-profit chain theory (Heskett et al., 1997) by exploring and
understanding what factors influencing ISQ and how ISQ determines employees’ service-oriented
behaviors. In addition, we firstly treat ISQ as a departmental level variable and conduct multi-level
analyses to further explore its effect on employee behaviors. It offers new insights to the literature
by considering ISQ from a higher level (e.g. team or department) rather than the traditional
individual level. Although we collected data from employee and their supervisors, this study’s
design was based on a cross-sectional sample. Future study is encouraged to more deeply
consider the interrelationship among leadership style, ISQ, service climate and external customerrelated behaviors.
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Introduction to the research problem
With the development of AI technology, robots can perform some service tasks independently.
Customer-robot interaction, which involves a collaboration between customers and robots to
accomplish certain service tasks, become a core element of the service process (Goodrich &
Schultz, 2008; Tung & Law, 2017). Apparently, customers invest their resources (e.g., time, skills,
knowledge) to cooperate with service robots to create value through the interaction. As such, the
quality of customer-robot interaction would influence customers’ perceived value gained from the
service process, and customers’ intention to interact with service robots become an essential
element of customer-robot interaction. To encourage customers’ use of service robots, the
anthropomorphism approach, which ascribes human characteristics (e.g., human-like face, voice
of human beings, emotions) to robots, is widely used to design service robots (Duffy, 2003; Choi
et al., 2019). In this vein, how anthropomorphic attributes of service robots would influence
customers’ willingness for interaction? What is the boundary condition for this effect? The existing
literature recognizes the important role of service robots in the value co-creation (van Doorn et
al., 2017), but lack empirical studies to answer these questions. To fill the gap, the present
research aims to provide a theoretical framework to explore the relationship between the
anthropomorphic attributes of service robots and customer value co-creation intention as well as
the boundary conditions for the relationship.
Literature review
The concept of anthropomorphism refers to “the tendency to imbue the real or imagined behavior
of nonhuman agents with humanlike characteristics, motivations, intentions, or emotions” (Epley,
Waytz, & Cacioppo, 2007). According to the theory of anthropomorphism (Epley et al., 2007), The
intention to anthropomorphize nonhuman agents is determined by three basic psychological
factors: the accessibility and applicability of anthropocentric knowledge (elicited agent
knowledge), the motivation to interpret the behavior of other agents (effectance motivation), and
the desire for social connection (sociality motivation). Therefore, anthropomorphized products or
brands could satisfy these basic needs of human beings, and thus, promote customers’ positive
evaluation of the product and responses to the brand (Hur, Koo, & Hofmann, 2015; Kim, Chen, &
Zhang, 2016).
Value co-creation depends on the collaboration of various actors in the service network (Vargo &
Lusch, 2012; Ranjan & Read, 2016). Prior research systematically explored the basic conditions
for achieving value co-creation among customers, companies, suppliers and other actors in
various contexts, such as virtual community and real-life (Paswan, D'Souza, & Rajamma, 2014;
Storbacka et al., 2016; Busser & Shulga, 2018). Service robots, as a special actor in the service
network, interact with customers and jointly create value with customers. Though a growing body
of empirical research has been carried out around anthropomorphic robots (Kim et al., 2016; van
Doorn et al., 2017), it is not clear how the anthropomorphic attributes of service robots influence
customer value co-creation.
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The present research aims to address the research gap by drawing on the theory of social
information processing and anthropomorphism. The theory of social information processing
suggests that an individual would use the signals sent by other actors to guide his/her subsequent
behaviors (Zalesny & Ford, 1991; Low &Mohr, 2001). The anthropomorphic features of service
robots could be used by customers to guide their behavior toward the robot. Since
anthropomorphic features could enhance the accessibility of customers’ knowledge of human
beings (Epley et al., 2007), customers would perceive the service robot as a person and believe
that the robot has the competence to perform tasks. Additionally, anthropomorphic features could
elicit the cuteness perception of a service robot, which in turn enhances customers’ engagement
with and trustworthiness of the robot (Epley et al., 2007; Gorn, Jiang, & Johar, 2008; Hellén &
Sääksjärvi, 2013; Chang, Yeh, & Lin, 2016). As such, customers are likely to participate in the
interaction process and jointly create value with the robot. Moreover, customers with a strong
need for control, are less tolerant of uncertainty and risks in the environment. The
anthropomorphic features of service robots could increase customers’ perceived predictivity of
the service process. Therefore, the effectiveness of robot anthropomorphism is stronger for
customers with a high (vs. low) level of control. Accordingly, we propose the following hypotheses:
H1: The anthropomorphic (vs. non-anthropomorphic) attributes of a service
robot increase customers’ willingness to participate in the value co-creation.
H2: The effect of the anthropomorphic attributes of a service robot on customers’
value co-creation intention is mediated by the enhanced perception of service
competence and cuteness of the robot.
H3: The effect of the anthropomorphic attributes of a service robot on customers’
value co-creation intention is stronger when customers’ perceived control is high
(vs. low).
Methodology and Results
Three experiments were conducted to test the hypotheses. In Study 1, a sample of 58 participants
was recruited. The level of robot anthropomorphism (vs. non- anthropomorphism) was
manipulated in the context of the hotel service, and customers’ value co-creation intention was
measured. The results indicated that compared to non-anthropomorphic robots, anthropomorphic
robots induced a higher level of value co-creation intention, supporting H1. In Study 2, we
recruited 84 participants and used a similar design as Study 1. Participants’ perceived cuteness
and service competence of the robot were measured. The result indicated that the positive effect
of anthropomorphism of robots on the co-creation intention was mediated by perceived cuteness
and service competence, supporting H2. In Study 3, a 2 (anthropomorphism vs. nonanthropomorphism) × 2 (perceived control: high vs. low) between-subjects design was used in a
service scenario of airport. A sample of 138 participants was recruited. The results showed that
the effect of robot anthropomorphism on customers’ co-creation intention through cuteness and
service competence was stronger when perceived control was high (vs. low), supporting H3.
Discussion and implications
The present research demonstrates that the anthropomorphic attributes of a service robot
increase customers’ willingness of value co-creation through perceived cuteness and service
competence of the robot, and this effect is stronger when customers have a high level of perceived
control. These findings provide empirical evidence for the mechanism of value co-creation in the
customer-robot interaction, enriching the knowledge about the role of service robots in the service
system and extending service-dominant logic in the context of human-machine interaction.
Moreover, the present research enriches the theory of anthropomorphism in the service context,
going beyond the focus on product and branding. Finally, the findings imply that managers could
encourage customers’ usage of service robots by signalling the anthropomorphic features of
robots and considering customers’ need for control.
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Introduction to the research problem
Due to rapid tourism development and increasingly fierce market competition, the branding of
tourism destinations has gradually gained attention as the most powerful market development
weapon for destination marketing. As a result, travel researchers apply the concept of brand
equity to destination marketing (e.g., Konecnik & Gartner, 2007; Pike, 2009; 2010; Pike et al.,
2010) for building customer-based tourism destination brand equity and providing new ideas for
the research and practice of tourism destination brands. However, the current research has paid
more attention to the connotation and composition of destination brand equity, and mainly on
offline tourists’ evaluation of the brand equity of specific tourism enterprises (e.g. Chekalina et al.,
2017; Im et al., 2012; Pike et al., 2010). In practice, many tourism enterprises mainly use
supplementary advertising, increased destination construction, better service quality and other
measures to improve brand equity. Destination brand equity of tourism-based virtual communities
has not received sufficient attention in the academic literature. More specifically, with the rapid
development of tourism-based virtual communities and diversified interaction between tourists
and destination brands, the online and offline interaction of tourism-based virtual community
members, and the value of member co-creation are important topics of great theoretical and
practical value to study in regards to destination brand equity. This study explores the impact of
virtual community characteristics and community member behavior on destination brand equity
from the perspective of members’ value co-creation behavior, the enthusiasm of tourism virtual
community leaders, and the offline activities of community members for building a research model
of destination brand equity.
Literature review
Destination brand equity is a useful exploration for scholars to apply brand equity to tourism
destinations. It mainly measures the destination brand equity from the perspective of the visitor,
evaluates the actual performance of the destination, and tracks the long-term effects of the
destination brand activity (Pike, 2009; 2010; Pike et al., 2010). Previous studies have focused on
the dimensions of tourism destination brand equity (Konecnik & Gartner, 2007; Pike, 2007, 2010)
and the interrelationships between different dimensions (Pike et al., 2010; Im et al., 2012;
Chekalina et al., 2017). The current research on destination brand equity is still in its infancy
stage, and the following research gaps exist. First, more attention is paid to the definition and
composition of brand equity. Only a few studies have explored which factors affect destination
brand equity. For example, Frías Jamilena et al. (2016) found that the value co-creation by visitors
can significantly increase the brand equity of the destination. Secondly, most empirical research
is based on offline tourists, ignoring the key group of online tourists. In the tourism-based virtual
community, characteristics of the community (such as leaders' enthusiasm, and members’ offline
activities) will stimulate the positive behavior of community members, which in turn affects the
destination brand equity of the visitors.
Because of existing research deficiencies, this paper builds the research framework shown in
Figure 1 based on the value co-creation theory, and explores the influence of leaders' enthusiasm
and members’ offline activities in the tourism-based virtual community on the value co-creation
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behavior, as well as the impact of co-creation behavior on the destination brand equity. Value cocreation theory (e.g., Vargo et al., 2008) points out that every participant in society is in one or
more service systems, and each service system is equipped with resources such as personnel,
technology, information, etc. These systems generate association through interaction, acquisition,
regulation and integration of resources to co-create value. As a result, value is co-created by
multiple actors (Vargo & Lusch, 2016).
Method/Approach
This study utilizes the tourism-based virtual community members as the research object. The
questionnaires were distributed to all members of the New Zealand tourism virtual community on
the qyer.com website. A total of 344 valid questionnaires were collected, and the data were
analyzed by structural equation modeling to test the hypotheses.
The measurement of tourism virtual community characteristics was developed from Koh & Kim
(2003), in which the leader's passion was measured by three items (e.g., the leaders of my virtual
community do their best to make it prosper); the offline activity consisted of three items (e.g., The
members of my virtual community often contact each other by phone). Four items measuring
community members' value co-creation behavior are derived from Grissemann and StokburgerSauer (2012), and have been revised for the tourism virtual community (e.g., I take an active part
in our virtual environment). Brand equity includes two dimensions, brand awareness and brand
image. Brand awareness has six items which are derived from Yoo et al. (2000), and brand image
has 10 items which are derived from Villarejo-Ramos and Sánchez-Franco (2005).
Results/Findings
For the collected data, SPSS22.0 and AMOS20.0 software were used to analyze reliability and
validity analysis, and to test the hypotheses. The Cronbach's α value of all constructs are greater
than the critical value of 0.7, so it can be considered that all measurement scales have high
reliability. A 5-factor model was constructed using AMOS 20.0 software and a confirmatory factor
analysis (CFA) was performed to test the validity of the scale (χ2=727.842, df=242; CFI=0.920;
GFI=0.842; TLI=0.909; NFI=0.885; SRMR=0.050; RMSEA=0.077). The standard factor loading
of all indicators is greater than 0.55, and is statistically significant; the average variance extraction
(AVE) is greater than 0.5, indicating that all constructs show good convergent validity. The AVE
values of all constructs are significantly greater than the highest shared variance between each
construct and other constructs, indicating that all constructs have good discriminant validity.
Result of SEM shows that the direct influence of tourism-based virtual community leaders'
enthusiasm (B=0.173, S.E.=0.065, p=0.008<0.01) and offline activities (B=0.436, S.E.=0.062,
p<0.001) on community members' value co-creation behavior is significant, Hypothesis 1 and 2
are supported. Community members' value co-creation behavior has a significant positive impact
on brand awareness (B=0.133, S.E.=0.046, p=0.004<0.01) and brand image (B=0.194,
S.E.=0.043, p<0.001) of destination brand equity, so Hypotheses 3 and 4 are supported.
Moreover, the indirect effect of community leaders' enthusiasm on brand awareness (brand
image) through value co-creation behavior is 0.023 (0.034) and significant. Hypothesis 5 and 6
are supported.
Discussion and implications
This study finds that the leader’s enthusiasm and the member’s offline activities have positive
influences on the members’ value co-creation behavior and, as a result, positively impacts the
promotion of destination brand equity (brand awareness and brand image). Moreover, the
community member’s value co-creation behavior mediates the influence of the community
leader’s enthusiasm on promoting the destination brand equity. In theory, this research broadens
the scope of past research from characteristics of tourism virtual communities to explore
members’ value co-creation behavior and the impacts of co-creation behavior on destination
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brand equity. In practice, the results provide inspiration for virtual community marketing of tourism
destinations.
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Introduction to the research problem
It has been a common practice in service industry to adopt self-serving technologies (SSTs) (e.g.,
self-ordering tablets or applications in restaurants) to create a win-win situation: for companies,
overhead has been reduced and revenue has been increased; for customer, more control has
been given with greater convenience and satisfaction (Kimes and Sollier 2015). Intuitively, since
the development of most devices (i.e., hardware or interface) are separate from that of self-service
applications (i.e., software), the impact of device on SST service outcome perceptions should be
trivial. However, this research suggests that a minor difference in interface ownership (i.e., the
device to complete self-service is owned by customer or by firm) would also induce significant
differential customer reaction under service failure.
Literature review
When using SSTs, customers are inclined to attribute service success to themselves but failure
to the service firm (see Meuter, Ostrom, Bitner, Roundtree 2003; Meuter, Ostrom, Roundtree,
Bitner 2000). Traditionally, these SST devices are characterized with a touchscreen interface at
a specific location (e.g., ATMs, self check-out in kiosks), such that customers can easily identify
SST as the alternative to service employee (Bitner, Ostrom, Meuter 2002). Later with the
advancement of mobile technologies and growing population of smart-device users, smartphones
and tablets emerge as new options of SST and further improve the convenience in human and
social service (Applewhite 2016). This emerging trend of incorporating SST into personal device
gives rise to the question that how consumers do attributional search with the consideration of
device ownership.
Prior research has broadly demonstrated the effect of psychological ownership, a subject feeling
that the target of ownership is a piece of a person’s own (i.e., a feeling of “it’s mine”). The core
characteristics of psychological ownership are a possessive feeling and a self-object association
(i.e., the owner sees the object as the extended self) (Pierce, Kostova and Dirks, 2001). The
endowment effect refers to an inclination of over-valuing an object once one feels psychologically
owing it, regardless of the actual legal ownership (Ariely, Huber, and Wertenbroch 2005).
Moreover, organizational behavior research suggests that a sense of ownership towards the
target (e.g., an organization), being material or immaterial, induces proactive duties to protect,
care, sacrifice, develop the target of ownership and responsibilities for the outcomes of the target
(e.g., work outputs; Peirce et al. 2001; 2003).
Existing literature has expanded the research of psychological ownership toward the target via
touchscreens. Based on the argument that touching an object is enough to induce endowment
effect (Peck and Shu 2009), Brasel and Gips (2014) further demonstrate that psychological
ownership could transmit from an interface outside to the content inside (e.g., a product on an
online shop), resulting in more valuation of the content. Furthermore, such effect is strengthened
when the interface is customer-owned (i.e., personal). They speculate that it is because device
ownership elicits a stronger self-device link, which leads to a perceived transparency of interface
boundary across which the feeling extends to the content. Analogously, selecting an online
product by touching a personal interface is similar to touching the product by consumers
themselves. That is, self-device link is transferred to self-product link. Similarly, a preliminary
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research regarding attribution of touchscreen under negative outcomes shed light to self-content
link when the content represents something intangible (e.g., a service; Brasel 2016). Compared
to a talkable interface that receives command via voice, a touchscreen is more likely to be
perceived as transparent between the hardware and the software, leading to a salient perception
of interface that an incorporated self (vs. an assistant by command) is the locus of control. When
the service interface makes mistakes, consumers are more likely to tolerate by assigning less
blame. Further research could be conducted to distinguish the effect of device ownership, since
smart SSTs via personal device is becoming increasingly popular in current service context.
Proposed Theoretical Framework/Concepts
We posit that the difference in SST device ownership (personal vs. impersonal SST) in service
context would the trigger differential levels of psychological ownership towards the interface.
Specifically, personal SST induces a higher level of psychological ownership of interface.
Moreover, such felt ownership would extend into the content (i.e., the service) when operating the
service application. Such stronger self-service link would elicit a stronger presumed responsibility
for service outcome. Under service failure, such self-responsibility would transfer to less blame to
service firm. As a result, guest dissatisfaction would be alleviated.
Discussion and implications
This research provides a novel insight that the interface ownership of SST would lead to nontrivial impacts on consumer reactions to service failures. While most literature examined SSTs as
a whole, we classify SSTs in terms of interface ownership. Furthermore, we are the first to
examine SST ownership under service context. In particular, we argue that such difference would
lead to differential levels of psychological ownership and the accordant responsibility assignment
for service failure. More future experiments would be conducted to further verify the underlying
mechanisms and subsequent customer behaviors.
Our research addresses several managerial implications in technology-infused service encounter.
Compared to impersonal SST, personal SST is advantageous in significantly mitigating negative
service outcomes by partly shifting responsibility to customers themselves. In addition, SST brings
more flexibility in terms of the location to conduct self-service. Customers are able to serve
themselves either onsite (with QR code) or offsite (with mobile application). From the perspective
of big-data mining, personal SST also facilitates service firms to collect consumers’ information
more accurately, which allow service firms to provide a personalized service plan. However, some
customers are concerned that e-service is risky due to the possible leak of private information
(Parasuraman, Zeithaml, and Malhotra 2005). Then, how to lower customers’ uncertainty of
personal SST would be of practical importance.
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Introduction to the research problem
The difficulty of quality inspection prior to consumption—as well as the intangibility of service
offerings—has led service consumers to rely heavily on negative online reviews (NORs) (Xie,
Zhang, & Zhang, 2014). Particularly, since a mass of service bookings are made online, the
service industry is vulnerable to the NORs. Given that NORs have great impacts on brand
evaluations (Van Noort & Willemsen, 2012) and patronage intention (Chiou & Cheng, 2003), many
service review sites (e.g., TripAdvisor and Yelp) have recently introduced the managerial
response (MR) function that allows service managers to respond to NORs. Notably, MRs, which
are different from traditional service recovery tools in the offline settings, could be simultaneously
observed by both NOR writers (the dissatisfied consumers) and NOR readers (the interested
consumers) in the online settings. This new practice clearly holds tremendous potential as a new
service recovery tool in the post-WOM stage, but at this early juncture theoretical guidance is
lacking as to how to properly design MR strategies (Wang & Chaudhry, 2018).
Literature review
In general, many services companies are accustomed to use sincere apology to minimize
consumer discontent regardless of the reason for complaint (e.g., Wirtz & Mattila, 2004).
However, apology may not always workable in pleasing customers because an apology
represents a premature admission of wrongdoing or failure, which may seriously harm the
reputation of the service firm. Thus, some scholars suggest that an excusable explanation may
be more appropriate than a sincere apology, especially when the service firm has done nothing
apparently wrong (e.g., Lee & Song, 2010). To figure out how the two distinct type of MRs
(apology vs. explanation) can be effectively utilized as new service recovery tools, we propose a
key determinant of MR choosing—NOR content.
Previous work of Smith, Bolton, and Wagner (1999) identified two types of service failure: process
failure (loss of social resources, such as status, esteem) versus outcome failure (loss of nonsocial resources, such as money, time). Logically, we expect most service related NOR content
should be either process-focused or outcome-focused. According to attribution theory, consumers
have a natural tendency to figure out the causes for their negative experiences, such as service
failure (e.g., Van Vaerenbergh et al., 2014). Moreover, consumers differentiate between two types
of causes: personal or internal causes (i.e., internal attributions) and contextual or situational
causes (i.e., external attributions) (e.g., Cowley, 2005).
In the case of process failure, the unmistakable offender (e.g., a rude flight attendant) is easily
pinpointed, which result in consumer’s blame squarely on the internal cause of service provider
(Cowley, 2005). At this moment, apology is the proper response than excusable explanation
because obvious mistakes deserve no excuse. In addition, explanation is often futile when the
cause of a problem is easy to identify (Coombs, 1999) and it may even trigger further negative
consumer responses (Lee, 2005). Thus, apology (vs. explanation) is a more effective MR to
respond process-focused NORs.
On the other hand, when outcome failure happened (e.g., a delayed flight), the sources of the
failure is complex and ambiguous (Chan & Wan, 2008), which make consumers may not fully
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attribute the responsibility to the service provider. For example, a flight delay could be the airline’s
fault (e.g., mechanical problems, personnel issues) or due to other factors (e.g., bad weather,
security measures, late passengers). Not surprisingly, consumers may not always blame the
service firm for an outcome failure experience (Cowley, 2005). Therefore, explanation (vs.
apology) is a more effective MR to respond outcome-focused NORs.
Method/Approach
The pilot study provides initial evidence that apology (vs. explanation) is more effective to respond
process-focused NORs, and the reverse is true for outcome-focused NORs. Eighty-nine college
participants (60 female, Mage = 23.57) were recruited in the study in return for around US$ 4. They
were randomly assigned to cells composing a 2 (MR: apology vs. explanation) × 2 (NOR content:
process-focused vs. outcome-focus) between subjects design.
Participants read an online customer review of a hotel with general manager’s response, which
was displayed as the webpage of Trip Advisor. The NOR content is adapted from Smith et al.
(1999) depicting either process failure or an outcome failure. Afterwards, participants rated their
satisfaction (Min et al., 2015) for MR with three items (α = .931), example items as “I am satisfied
with the manager response.” (1 = strongly disagree and 7 = strongly agree). To measure the
perceived MR credibility (Beltramini & Evans, 1985), participants rated four items (α = .915), such
as “To what extent do you feel the response of the hotel is credible?” (1 = not credible and 7 =
credible).
Results/Findings
The results indicated a significant MR × NOR interaction. Planned contrast revealed that when
the NOR content is process-focused (i.e., the front desk clerk is inattentive), participants who
received manager’s apology response had higher satisfaction than those who received
explanation response. On the contrary, when the NOR content is outcome-focused (i.e., the
booked room is unavailable), participants who received explanation response had higher
satisfaction than those who received apology response. Together, the results confirmed that
apology is more effective than explanation for process-focused NOR, and the reverse is true for
outcome-focused NOR.
To test the mediating role of perceived credibility in driving the interaction effect of managerial
response and NOR type, we conducted a moderated mediation analysis following the
bootstrapping method advocated by Preacher and Hayes (2008). The analysis showed a
significant conditional indirect effect of managerial response on its effectiveness (represented by
observer’s satisfaction) through perceived credibility. The results demonstrate a causal pathway
of managerial response on the response effectiveness through enhancing perceived credibility.
Discussion and implications
This research extends the scope of service recovery theory from existing (dissatisfied) customers
to include potential (interested) customers. Drawing on attribution theory (Folkes, 1988; He &
Bond, 2015; Weiner, 1985), our research suggests that the strategic MR hinges on whether the
NOR content focuses on a process failure or an outcome failure (Smith, Bolton, & Wagner, 1999).
Our research also offers useful insights for service managers by pointing a context-specific
service recovery tool in the digital space. Based on this preliminary finding, we will extend our
research by considering more conditions that affect the effectiveness of MR strategies to enrich
the growing literature on the management of NORs.
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Introduction to the research problem
Over the last decade, the amount of digital text available for analysis has risen dramatically. Given
the volume and unstructured nature of textual data available across a range of formats and
sources, text mining is a well-suited approach to extract knowledge from these disparate data
sources (Delen and Crossland 2008). Text mining is based on natural language processing (NLP),
information retrieval (IR), information extraction (IE), and artificial intelligence (AI) (Schmunk et al.
2014). These techniques are well established in information systems and computer science
literatures, but are less well-known in service research, and hence many service researchers do
not know how to use the tools nor how to determine which methods are best in order to analyze
the large volume of documents and gain useful insights for theory testing and useful insights for
practice in different contexts. It is expected that not only will the number and complexity of
qualitative data documents increase in the future, but that the use of text mining will increase
given that these tools can handle large quantities of unstructured data obtained from primary and
secondary sources in short periods of time (Rust and Huang 2014, Villarroel Ordenes et al. 2014,
Humphreys and Jen-Hui Wang 2017, Hartmann et al. 2016; McColl-Kennedy et al. 2019 and Zaki
and Neely 2019).
Yet despite its importance, there is little research to guide scholars and practitioners on how to
gain useful insights from the extensive “big data” that arises from the many different data sources.
This is where our work contributes. Our overall research question is “How can a text mining model
that uses qualitative data provide insights in the different stages of service research? In
addressing this question we contribute by offering a step-by step Text Mining Analysis Roadmap
(TMAR) with guidance on how to choose between the various alternatives at each of the stages,
providing illustrative examples from a range of different business contexts.
Literature review
Text mining models are beginning to be applied in service research in several areas. First, text
mining has been used in literature reviews. For example, Anton and Breidbach (2018) developed
a text mining model using topic modelling to automatically review and analyze literature from
service innovation and service design research. Amado et al. (2017) used a text mining approach
to analyze 1560 articles published from 2010 to 2015 to identify the main trends of the application
of big data in marketing. The findings revealed that research is split between technological and
research domains, with big data publications not clearly aligning with cutting edge techniques.
Villarroel Ordenes et al. (2014) are the first to utilize text analytics to analyze customer feedback
to capture key aspects of the customer experience. They proposed a framework comprising three
important elements of the customer experience, namely, activities, resources, and context. They
used a linguistics-based text mining approach to automate analysis of sentiment conveyed in
customer feedback of car park and transfer services. Tirunillai and Tellis (2014) used text
analytics to understand dimensions of product quality to gain insight into brand positioning. Using
longitudinal data on product reviews across firms and markets, their study extracts specific latent
dimensions of quality, and the valence, labels, validity, importance, dynamics, and heterogeneity
of those dimensions. Most recently, in a multi-study program McColl-Kennedy et al. (2019)
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developed a customer experience (CX) conceptual framework that incorporates customer
touchpoints, value creation elements, emotions and cognitive responses, and then applies the
framework, using advanced text mining techniques, to two years of customer feedback in a
complex B2B heavy asset service setting. Together, this nascent stream of research suggests
that there is a growing interest in utilizing text mining models to analyze the qualitative data in
service research. To date there is little to guide researchers and practitioners on how to use text
mining methods on textual data that is generated from disparate data sources, such as research
publications, news items, industrial and business reports, online chatter, field notes or usergenerated content such as face to face or online surveys and interviews.
Method/Approach
Our goal is to provide a six staged practical roadmap to assist researchers to develop a useful
text mining model. Following an extensive literature review and empirical investigation we propose
a novel Text Mining Analysis Roadmap that can be used by academics and practitioners. The
method builds on and extends the Cross Industry Standard Process for Data Mining (Chapman
et al. 2000).
Results/Findings
At each of the six stages of our proposed roadmap (TMAR), we: (1) provide a guiding question;
(2) articulate the aim of the stage; (3) identify a range of methods; and (4) demonstrate how the
machine learning and linguistic techniques can be used in practice with illustrative examples
drawn from business. To demonstrate our roadmap’s functionality we use an array of data types,
services and contexts. The six stages of TMAR are: (1) Background study; (2) Pre-Study Business
Understanding; (3) Data Understanding; (4) Data Modelling; (5) Data Validation; and (6) Insights
Gained.
The first stage – Background Study - involves generating common themes using Latent Dirichlet
Allocation (LDA) from relevant publications identified by Anton and Breidbach (2018) and Amado
et al. (2017). The second stage is the Pre-study: Business Understanding, which comprises
extracting information from secondary data (e.g. company reports, news, websites etc.) and
primary data (e.g. observation notes or interview scripts, if available). In this stage, we use featurerepresentation term frequency (tf), inverse document frequency (idf) and clustering techniques (kMedoids). The third stage, Data Understanding, involves the process of preparing the textual data
using manual coding for the modeling phase. The fourth stage, Data Modeling (e.g. Support
Vector Machine (SVM)), includes the building and testing of the text mining model developed from
the data understanding and processing data phase. Next, Data Validation is an essential stage to
check the reliability and accuracy of the text mining model. The last stage is the Insights Gained
stage which enables in-depth insights from the textual data to be gleaned using visualization
techniques.
Discussion and implications
At each of the six stages of the roadmap, we generate and demonstrate useful insights that result
from the text mining techniques to not only provide a more in-depth understanding of the
phenomenon but also actionable insights for service marketing research and practice. For
example, we demonstrate how researchers can generate key themes from literature reviews
using topic model techniques such as LDA. Further, we demonstrate how researchers and
practitioners can generate insights for managers using visualization techniques (e.g. a live service
mapping and root cause analyses) from customer survey data.
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Introduction to the research problem
The retail sector in China has weathered with dynamic competitions and innovations. In such
disrupted environment, the ownership of valuable and rare resources can no longer support the
firm to maintain its distinctive competitive advantage to thrive (Teece, 1997). In the past few years,
retailer sector in China has accelerated the adoption of digital reality (Augmented reality, virtual
reality and mixed reality) to improve consumer virtual shopping experience (Deloitte, 2019 OECD,
2017), as well as applied digital logistic solutions for last-mile delivery including Artificial
intelligence (AI) (Bain & Company, 2018). New retail has transformed consumer shopping habits,
52% of Chinese consumers (compared to the global average 22%) buy products and services
online weekly (PwC, 2017). Mobile payment has also penetrated in more than 50% of Chinese
population. This illustrates just how advanced China has proven at virtual servicescape.
Therefore, this volatile context has made China a fertile ground to study dynamic capabilities (DC)
and virtual servicescapes. As a meta-capability, dynamic capabilities allow firms to renew its
competitive advantage by altering and re-configuring within the existing organisational assets and
human capital for continuous adaption to the ever-changing environment (Teece, 2012; Warner
& Wager, 2019). As a consequence the research question "how firms leverage dynamic capacities
in virtual servicescape" was developed.
Literature review
Dynamic capabilities mainly has become a focus of debate (Pisano, 2017) and have shown to
have properties that make organisations adaptable to their environment (Breznik & Hisrich, 2014).
Therefore, dynamic capabilities are strategic problem facing firms. That is, how to identify, select
and leverage capabilities that lead to competitive advantage (Williamson, 2016). Therefore, to fill
the gap, dynamic capabilities and the resource‐based view offer an understanding of those factors
necessary for the success implementation of virtual service servicescape. Extensive research
have helped in understanding and conceptualising offline servicescape (Bitner, 1992; Chiu,
Wang, Fang, & Huang, 2014; Lloyd & Goode, 2010; Shen & Bae, 2018) as physical servicescape
has been discussed in three dimensions: ambient, function/space and signs and symbols (Bitner,
1992). However, due to the rapid growth of digitalisation, the literature of services marketing has
shifted its focus on virtual servicescape. Researchers have claimed that website design, technical
functionality and colour cues play a critical role in influencing perceived trustworthiness and
quality of brands (Ballantyne & Nilsson, 2017; Shen & Bae, 2018; Wakefield & Blodgett, 2016).
Empirical evidence and studies have suggested that virtual servicescape has the revolutionised
the way consumer interact with brands (Ballantyne & Nilsson, 2017; Lai, Chong, Ismail, & Tong,
2014; Teng, Ni, & Chen, 2018). All of these studies have contributed insightful information into
the aspect of quality performance and management in online virtual servicescape. However,
insight from a dynamic capability view to understand the creation virtual servicescape is ignored.
Method/Approach
The aim of this study was to understand firm level capabilities to rearranging competences, assets
and abilities to drive successful physical-virtual transformation in virtual servicescape, a complex
and context bound process. Hence, multiple case study methodology was employed as it provides
researchers the opportunity to analyse phenomena in an in-depth (Ghauri & Gronhaugh, 2005).
A total of eight in-depth, semi-structured 60 to 90-minute interviews were conducted to yield
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insights into the understanding of the reconfiguration process of firm-level resources and
capabilities.
Three criteria were applied for firm selections. A candidate firm had to have gone through at least
one virtual transformation and must have expanded its product/service offering in virtual
servicescape or modified its business model to adapt virtual servicescape. Further, the firm has
to provide access to key informants, for example managing directors, owners or CEOs. Last, the
case firm has to yield rich insights rather than delivering statistical representativeness (Eisenhardt
& Graebner, 2007; Yin, 2018). Eight firm selected for the study had all provided products and
services in virtual servicescape, gone through minimal one virtual transformation, and embedded
varying degrees of digital reality and open innovation. In-depth interviews were conducted
individually with eight entrepreneurs, who were all founders or owners of the firm. To complement
and enrich the interview transcripts as a source of primary data, secondary data were collected
based on direct observation, marketing material, print media, social media, industry publications,
industry reports and website data. Analysis of transcripts and secondary data was guided by a
thematic analysis approach (Boyatzis, 1998), while within-case and cross-case analysis
techniques were further guided by established processes (Yin, 2014).
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Results/Findings

Discussion and implications
All firms in this study have engaged in some identifying and shaping opportunities pre-, during
and post virtual transformation. Sensing is defined as the ability to recognise opportunities in the
environment (Warner & Wager, 2019; Teece, 2016). Interesting that some firms in the study have
attempted to identify opportunities within their ecosystem through redesign and adjust business
models. For example, product-centric firms have invested heavily in digital infrastructure with the
goal not only to capture insights about consumers and markets but also to develop capabilities to
predict future trends and develop solutions by leveraging technology such as machine learning.
Lean manufacturing and integrated supply chain system are also being emphasised by product
firms as this shapes the enterprise’s capability for orchestration. In contrast, services firms relied
heavily on networks for spotting business opportunities. Firms from certain industry such as
gaming and property development even consider networking as a strategic move to maintain
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competitive advantage. For example, some firms relocated to stay closer to industry cluster so as
to exploit networks and capitalise on innovation. Seizing is defined as opportunity exploitation
through creating new products, processes, or services (Teece, 2012). According to Teece (2018),
the strength of a firm’s seizing capabilities determines the speed and degree to which the firm’s
resources can be aligned and realigned. All service firms showed extremely high efficiency with
respect to direct ordinary capabilities to higher order capabilities (that address the problems and
opportunities the company is endeavoring to solve/exploit). For example, these firms would
outsource cloud technology to optimise its internal and external communication efficiency. Digital
reality including augmented reality (AR), virtual reality (VR) and mixed reality (MR) were heavily
adopted to augment the efficiency of service delivery. However, for product-based firms to restore
a competitive advantage, changes in business model is required. For example, a beauty company
has launched an app at $2 per month to augment their product offering through artificial
intelligence. The application is able to make product recommendation based on consumer’s
location (air pollution, humidity), skin type and water intake. To overcome challenges from
sensing, seizing and reconfiguring, organisations have to invest resources on change culture,
leadership skills and incentives structures to cultivate dynamic capabilities from resident only in
the top management team to frontline.
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PRACTITIONER ABSTRACTS
The power of virtual reality (VR) to create empathy in service roles to
improve mental health and business performance.
Mrs Leanne Butterworth1

1

Lose Your Mind & QUT

Company overview
LOSE YOUR MIND is a social enterprise that uses fully immersive, 360-degree Virtual Reality
(VR) video, to allow participants to experience a first-hand psychotic episode simulation. Coupled
with interactive mental health literacy workshops, the aim of LOSE YOUR mind is to:
-

enhance mental health literacy;
enhance empathy;
reduce negative stigma;
build positive communication skills; and
enhance help seeking and offering behaviours.

The VR experience and associated mental health literacy
workshops were developed by Leanne Butterworth (BScAppHMS,
Grad Cert Phil & NPS) and Dr Jennifer Wilson B Psych (Hons),
PhD (Clin Psych) MAPS.
Adapted for an organisation or industry, workshops can be
facilitated with all frontline service professions including police,
health care providers, emergency services personnel, company
executives, hairdressers, parents, health workers, guidance
counsellors, teachers, social workers and detention workers. For
workplaces seeking to improve their mental health culture, LOSE
YOUR MIND offers a unique, cost-effective, easily accessible
educational tool positioning them at the cutting edge of mental
health prevention and intervention. It is expected that businesses
and organisations who engage workshops will experience a twofold impact on service: a reduction in costs associated with mental
Figure 1. Police Officer in LOSE YOUR
ill health as well as enhance customer relationships and trust.
MIND workshop

Workshops are run between 90 mins and one day and cover:
1. What is it like to have a mental illness?
2. What is and what causes psychosis and mental illness?
3. How to lovingly talk to someone who might be showing signs of psychosis or mental illness either acutely or chronically.
4. Watch your language - being aware of bias and judgement.
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5. Self-care strategies.
As a social enterprise LOSE YOUR MIND charges a fee to run the workshops but can also offer
free community workshops.
The workshops are evaluated and ongoing research is being conducted about the outcomes for
individuals. We are also developing a research plan to assess the long term impacts experienced
by organisations.
Problem/opportunity statement
Mental illness, psychological distress, depression and anxiety do not discriminate and therefore
can be experienced by anyone, anywhere. One in five (20%) Australians aged 16-85 experience
a mental illness in any year. Some 54% do not access any treatment (Blackdog Australia, n.d.).
In addition, 35% of university students aged 17 to 25 thought about suicide or self-harm in the
past 12 months (Headspace, 2016) and a quarter of young people aged 15 to 19 met the criteria
for a probable serious mental illness (PSMI) (Mission Australia, 2017; Orygen, 2017).
Unfortunately, the proportion of people with mental illness accessing treatment is half that of
people with physical disorders (Blackdog Australia, n.d.).
Many people do not disclose or seek support for their mental health often due to perceived and
actual stigma about mental ill-health and knowing that the people they live and work with often
don’t know how to respond effectively and lovingly (Coentre, Talina, Góis, & Figueira, 2017). A
lack of understanding of what it is like to have a mental illness can impair empathy, which can
affect human connection and communication.
In the business context, empathy has been shown to be an important element of successful
customer – employee relationships, as it enhances help-offering behaviour, social support, sales
performance, perceptions of service quality and forgiveness following service failures (Bove,
2019).
LOSE YOUR MIND believes that to address these problems a solution is needed to increase
mental health literacy, empathy and help seeking and offering behaviours. We believe that
participation in the VR simulation and workshops will enhance a business's capacity for empathy
and connection thereby reducing the stigma of mental illness and allowing those who are
struggling to open up, tell their truth and engage the support they need. Enhancing empathy will
positively build business relationships leading to stronger business performance. According to
PWC (2014) an effective action to create a mentally healthy workplace will generally derive
benefits such as improved productivity, via reduced absenteeism and presenteeism (reduced
productivity at work) as well as lower numbers of compensation claims. A theory of change is
described in Figure 2.

Figure 2. Theory of Change

Most people think they know what mental illness IS, LOSE YOUR MIND makes you feel what
mental illness is LIKE.
Our solution involves using VR as an opportunity to engage people in experiential learning, critical
reflection and discussion. According to constructionist methods of teaching, students must
experience and feel new events in order to make sense of them (Formosa, Morrison, Hill & Stone,
2017). In the LOSE YOUR MIND experience, participants are exposed to unpleasant sight,
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sound, touch and smell distractions whilst actively trying to listen to a presentation. All of their
senses are being engaged so it is immersive learning at its most powerful.
VR provides people with an opportunity to explore their thoughts and feelings with the workshop
facilitator and their peers and supports them to challenge their bias, prejudices, assumptions and
behaviours.
The learning objectives for LOSE YOUR MIND participants are:
1. To recognise the importance of empathy in fuelling connection with their colleagues, clients
and families thereby reducing the stigma of mental illness.
2. To develop personal insight into their own need to be heard and for human connection.
3. To gain a greater understanding of the issues faced by those struggling with their mental
health.
4. To learn to listen with kindness, love and compassion.
5. To be a safe space for open communication and connection.
6. To understand the importance of empathy for self and self-care.

Figure 3. Health professionals in LOSE YOUR MIND workshop

Intervention
LOSE YOUR MIND uses VR and experiential learning to increase empathy.
Empathy is the ability to view the world from another person’s perspective and have an emotional
response to that perspective (Bove, 2019; Herrera, Bailenson, Weisz, Olgle & Zaki, 2018; Schutte
& Stillnovic, 2017). Empathy is an important skill as it helps individuals understand how others
are feeling so they can respond appropriately (Bove, 2019; Johnson, 2008). Research shows
that greater empathy leads to more helping behaviour, which can be critical in the contexts of both
mental health and in a service-oriented business (Bove, 2019; Herbst, 2019; Herrera et al., 2018;
Molenberghs, 2017; Schutte & Stillnovic, 2017).
Empathy is essential in the workplace. High levels of empathy have been linked with developing
stronger levels of trust and connection within teams (Duff, 2017) as well as improved
organisational performance (Singh, Sengupta & Sharma, 2016). In the service industry, empathy
has been shown to reduce anti-social behaviour, discrimination and unethical behaviours (Bove,
2019). Customer perceptions of an organisation are also influenced by the empathy shown by
frontline staff (Bove, 2019). “Empathetic service personnel are more in tune with the subtle social
signals that indicate that customers are in need or in distress, and it is their ability and willingness
to take the perspective of customers and respond to them in a sensitive congruent way that leads
to positive service quality perceptions” (Bove, 2019, p34). Sales performance has also been
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found to be higher in empathetic individuals as customers feel heard and are more trusting of the
salesperson and have higher levels of satisfaction (Bove, 2019). Negative interactions resulting
in dissatisfaction by customers can result in poor brand reputation as people are more like to
share negative experiences via word of mouth and social media (Bove, 2019; Sweeney, Soutar
& Mazzarol, 2005).
In addition, employees of leaders who lack empathy are likely to feel less involved, appreciated
or rewarded and view the organisation in a negative way (Duff, 2017; Holt & Marques, 2012).
Research has found that medical students with higher empathy show greater clinical competence
and patients of empathetic therapists have better outcomes (Ferrera et al., 2018; Schutte &
Stillnovic, 2017).
Empathy is a skill that can be developed (Duff, 2017; Formosa et al., 2017; Herrera et al., 2018;
Holt & Marques, 2012) and VR has proven to be effective and efficient tool for building
understanding and empathy as it provides an unparalleled opportunity to “walk in someone else’s
shoes” or take the perspective of another (Bertrand et al., 2018; Formosa et al., 2017; Herrera et
al., 2018; Schutte & Stilinović, 2017; van Loon et al., 2018). Participation in VR has been found
to enhance empathy in a variety of settings including body-ownership illusions, perspective-taking
simulations and interactive behavioural games (Bertrand et al., 2018; Herrera et al., 2018; van
Loon et al., 2018). Wijma et al. (2018) positively enhanced the empathy and care-giving skills of
informal carers of those living with dementia by combining a 360 degree video and e-course to
provide insight into the reality faced by their clients.
In their study of VR and empathy, Schutte & Stillnovic (2017) compared the reactions of those
who watched the film “Clouds over Sidra” on a screen or in 360 degree VR. Clouds over Sidra
recreates the experience of a young girl in a Syrian refugee camp. Participants in the VR group
reported being absorbed and lost in the experience and had a significantly greatly engagement
in the experience which was associated with greater overall empathy levels (Schutte & Stilinović,
2017). Formosa et al., (2017) found a positive impact of using an interactive VR simulation of a
psychotic episode to enhance the empathy of undergraduate psychology students. Students
were found to have improved attitude and empathetic understanding of those who are struggling
with this severe mental illness.
Risk management
In order to mitigate the risk of participants having a negative reaction to the simulation, participants
are required to sign a waiver prior to their VR experience. They are also required to participate in
the workshop, which helps them to debrief their experience and receive support if required.
The waiver is as follows:
To participate in the VR / video you must agree to the following waiver. If you would not like to
participate or would prefer the 2 dimensional version, please alert a coordinator.
-

The 360 degree video lasts 6 minutes and includes uncomfortable sounds, sights, touch
and maybe scents.
Participation is completely voluntary and is not recommended for those with a history of
psychotic mental illness symptoms.
You are not obliged to complete the VR simulation. If you would like to stop at any time,
please do so by carefully removing the VR headset and earphones.
You agree and acknowledge that You will not use or access the video if You are pregnant,
elderly, have pre-existing binocular vision abnormalities or psychiatric disorders, or suffer
from a heart condition or other serious medical condition.
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-

You agree to indemnify Us, and to hold Us free and harmless from any and all claims,
remedies or entitlements against Us for any form of loss, liability, damages, expenses,
costs, injury or harm suffered or incurred, arising directly or indirectly from Your acts under
this agreement.

Outcomes/evaluation
LOSE YOUR MIND conducted a survey of participants in their mental health literacy workshops
in May 2019. A variety of qualitative and quantitative data was obtained. A sample question is
provided below and a full report is available on request.
What do you feel you learnt in the workshop?
-

How someone with psychosis might experience the world
Greater empathy for those who are struggling
How to respond to someone who is struggling
How to approach someone who is struggling

90.53%
83.16%
75.59%
71.58%

"My daughter struggles with her mental health and since the workshop I have been able to slow
down, step back, and really try to help her through it instead of just “defusing”".
“I know not to say I am sorry that has happened to you, but to let them know that some things
he/she has experienced would make anyone struggle and that struggling is a normal experience
and there is help".
“The best mental health training I’ve ever done”. (Chris, Police Officer)
“I just closed my mouth and listened (for once)  “. (Julie, CEO, Mercy Hospital)
Results and lessons learned
The results of our preliminary research suggests VR is a powerful tool, and the workshop is a
safe and transformational opportunity for individuals who are engaged and willing to reflect on
their experience, assumptions, beliefs and behaviour. VR allows individuals to have a unique
experience that fosters increased empathy and understanding for people with a mental illness.
Empathy helps to increase mental health literacy and reduce stigma. Developing empathy should
be a priority for all organisations to enhance their mental health culture and business
performance.
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An Emotion-Based Approach to Mental Health Services for Service
Employees
Dr Beverley Kirk1
1

Centre For Emotional Intelligence

Brief Company Overview
The Centre for Emotional Intelligence is based in Queensland, Australia however is not limited to
this one area due to internet access. The client base ranges from private consultations, on-line
one-to-one consultations, large organizational workshops and small training sessions.
Registering the Centre for Emotional Intelligence was to advance the skills of Emotional
Intelligence and Emotional Self-Efficacy in the workplace.
Problem
Many service employees who are clients have indicated they experience a lack of confidence or
job satisfaction and believe they may not be able to return to the workforce. These clients
indicated that they suffered an increase in anxiety and depression when they realized they had
been rendered unproductive and were unable to explain how this had occurred. Their confusion
was exacerbated when they acknowledged their high workplace values and ethics, and how they
remained prosocial in all their interactions with others. They felt that this loss of confidence and
anxiety was related to their interactions with others, colleagues or customers and particularly
those who engaged in civil behaviours towards the client. Workplace incivility does not necessarily
involve direct physical forms of interpersonal maltreatment, where the intent to harm is reasonably
obvious yet it does constitute a low-intensity deviant behaviour with a sometimes ambiguous, less
transparent intent to harm the target (Andersson & Pearson, 1999). Customer incivility has a
negative effect on the service employees service orientation (for example Fisk & Neville, 2011;
Hur, Moon, & Ham, 2015; Neville & Fisk, 2019; Parkinson, Russell-Bennett, & Previte, 2018;Yagil
& Medler-Liraz, 2019; Zboja, Laird, & Bouchet, 2016) all reinforcing the need to gain a deeper
understanding into the dynamics of this behaviour.
The existing literature did not sufficiently clarify this dilemma and academic research was pursued
to develop a framework that included emotional intelligence and self- efficacy as an approach to
improve the mental health of these clients who were service employees. This evidence-based
framework was then used to aid in the counselling of job-related emotional problems, particularly
those arising from incivility from a service co-worker or customer.
Strategy
This framework was developed by combining the Salovey and Mayer (1990) four branch model
of emotional intelligence (that is to have the ability to identify, think about, understand and manage
emotions in both the self and others) together with the Bandura (1997) theory of self-efficacy. As
Bandura acknowledged, self-efficacy does not relate to the number of skills or sub-skills a person
has, but to the person’s belief about what they can do with what they have. He proposed there
were four fundamental sources of self-efficacy; enactive mastery (personal achievement or
attainment), vicarious reinforcement (role modelling), verbal encouragement (guidance and
support) and physiological and emotional arousal (understanding anxiety). By extending prior
research in the areas of the Salovey and Mayer model of emotional intelligence and Bandura’s
self-efficacy theory, a measure of emotional self-efficacy was developed and validated (ESES;
Kirk, Schutte & Hine, 2008) and named, emotional self-efficacy.
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Intervention
A model of workplace functioning based on the identified problems that related to the clientele’s
increasing anxiety and depression needed to include a dispositional measure of emotional
intelligence (Schutte et al., 1987), positive and negative affect (Watson, Clark, & Tellegen,1988)
workplace incivility (Martin & Hine, 2005) both from the perpetrator and target perspective and job
satisfaction. Workplace incivility was particularly important to assess because this was what was
identified as a major concern for the clients. The framework is shown in Figure 1.
Figure 1. Model of Workplace Functioning

Source: Kirk et al., 2009

Evaluation
Initially when a service employee presents in clinic there is a standard procedure undertaken.
That is to build a strong therapeutic relationship, so they feel accepted, understood and confident
that there is a plan in place to assist them to achieve their goals. Once the presenting issues has
been determined there are specific measurements to support the plan. Case studies have been
incorporated to corroborate that after the customer service employee observes the Model of
Workplace Functioning, they become aware of how easy it is to get caught in a reciprocal
feedback loop with the customer when emotional self-efficacy is low; nevertheless with on-going
psychological support to reduce their anxiety, stress and depression together with increasing
emotional self-efficacy (Kirk, et., 2008; Stewart, 2014) and emotional intelligence (Schutte et al.,
1998) the customer service employee has the opportunity to gain the skills to change negative
affect to positive affect where there is no association with incivility; resulting in the desired
outcome, that is satisfaction in the service exchange for both the customer and service employee.
Case study 1
A thirty-three old female presented with what appeared to be a situational anxiety. She had not
been able to sleep, was becoming increasingly irritable and had a sense of foreboding at going
to work. She was employed as a wait-staff at an up-market restaurant, a position she had
maintained for over seven years and considered herself to be a valued member of the
organization. During the previous nine to 12 months she realized she was finding the interaction
with customers becoming a workplace strain. One of the reasons for this was that she was not
able to deal with the customer’s use of their iPad throughout the service encounter. She stated
she would approach the table in a professional manner and take the orders from the customers.
Some at the table would look up when placing the order and thank her accordingly. However,
one customer stayed glued to his iPad when placing the order. If the customer did raise his eyes
above the iPad and registered her presence, it was often with an attitude of haughtiness. The
situation was exacerbated as the parents of this customer had become regular patrons over the
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preceding 12 months and as well as being valued clientele, they knew the manager personally.
She started to dread this customer coming to the restaurant with his entourage in tow. The
customer also made the point that the cost of the extravagant meal was always to be placed on
the parent’s account.
The DASS-21 (a 21 situational measure of stress, anxiety and depression) was completed at
initial consultation. This reinforced a high level of situational anxiety. Situational anxiety is an
apprehension of anticipating a threating event. The DASS-21 also reported moderate levels of
stress and depression.
Rational emotive behavioural therapy (REBT) recognizes the links between a person’s thoughts,
emotions and behaviour. REBT is a form of cognitive behavioural therapy (CBT) based on the
model that during an event, a person will experience either rational or irrational beliefs which will
lead to emotional, cognitive and behavioural outcomes. By restructuring or disputing these
irrational beliefs, the client can develop new and effective perspectives around their thoughts,
emotions and behaviours.
Outcome
The results of the DASS-21 were supportive of high stress and situational anxiety which was
consistent with the tension that was building up in her body each time this customer walked into
the restaurant. She stated she endeavoured to ‘put on a professional face’ yet became more
stressed each time she tried to do so. Research has identified that endeavouring to display a false
emotion can have negative consequences (Hochschild, 1983), such as emotional dissonance,
brought about by the emotional labour involved in conjuring up an appropriate emotion to meet
the occasion at hand (Brotheridge & Lee, 2003). She was also losing job satisfaction and her
usual enthusiasm. This was very confusing for her because she stated she held strongly to her
workplace ethics and values and always wanted to do the right thing by the organization.
Once her issues correlated with changes in her service orientation it was advantageous to show
her the Model and ask her where she saw herself placed. What she saw clearly in the Model was
that she had become a victim to the uncivil behaviour of the customer. She saw how the reciprocal
feedback loop applied to her situation where she was blaming herself for what she thought were
her shortcomings. Observing the model had a 3-fold advantage. Initially, it gave her a visual
explanation of what was taking place and secondly it supported her in a non-intrusive way how to
gain the confidence to emotionally express and understand how she felt about the situation.
Lastly it supported her to restructure her irrational beliefs, thoughts and behaviours. She was able
to express that the strongest emotion she was feeling was one of unadulterated ‘fear’ of losing
her job She believed that the owner would take notice of the customer if she complained and
she would be fired for not maintaining a professional customer service orientation. Before she
viewed the Model, she expressed she had no idea that her fear of losing the job was adding so
much to her stress and anxiety. Once she acknowledged this negative emotion, she was able to
start to use the skills of emotional intelligence to make the required changes and to restructure
irrational beliefs. It took a few more sessions before she was able to lessen her fear and to
become mindful to change her posture, so she wasn’t ‘walking on eggshells’. She was also
mindful to keep practicing breathing techniques so as not to ‘hold her breath’. By doing so she
was able to approach this customer’s table with a real air of confidence rather than a false emotion
she really did not feel. She shifted her perspective on the iPad use by the occasional customer
as she continued to put her focus on the customers who appreciated a professional service
interaction. She also became confident once again that she was a valued employee and that this
was recognized by the organization.
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Case study 2
A forty-six-year male presented in clinic stating he was becoming more and more withdrawn and
anxious. He said he stopped doing all the things he used to enjoy and often had to force himself
to go to work. This had been happening for a few weeks until he finally went to his medical
practitioner who urged him to take time off work. It was his wife who insisted he ‘see someone’
due to his extreme irritability. As per the standard procedure a therapeutic relationship was
established however he did have difficulty putting in words what his presenting issues were. He
shared what he thought the problem was. He explained that he had taken over a family business
that had been operating for many years; and the only business of its type in the nearby surrounds.
He had joined the business as a young man and felt very proud to be part of his forefathers’ line
of work. He stated 2 years ago a large department store opened in the same vicinity. At first the
customers that had been purchasing goods for many years, stayed loyal and continued to
purchase items as needed. However, over the course of the 2 years they started to go the larger
store. He understood that they were certainly getting the goods at a far reduced price, one that
he would not be able to match. Even though he could rationalize this to himself he said he could
not settle down.
The Beck Depression Inventory (BDI) is a 21 item self-report rating inventory that measures
characteristics attitudes and symptoms of depression.
Cognitive Behavioural Therapy (CBT) is a structured psychological treatment that supports the
person to access thoughts, emotions and beliefs that are pertinent to an identified situation.
Empathy versus perspective taking Empathy is associated with emotional intelligence (Salovey
& Mayer, 1990; Schutte et al., 1998: Schutte, et al., 2001) where the focus is on another person’s
emotional response. Perspective taking on the other hand is a cognitive capacity which considers
the world from another person’s point of view giving the advantage of anticipating the behaviour
and actions of others (Galinsky, & Maddux, et al., 2008) particularly where there is a difference of
status (Longmire & Harrison, 2018) has been shown it can be complementary and used in
conjunction with one to the other (Cohen, 2010).
Outcome
The results of the BDI were supportive of moderate to high levels of depression however they
showed no indication of suicidal ideation. He stated what started to affect him the most was the
fact that the previous loyal customers were avoiding him. He realized he enjoyed the interaction
with them more than the monetary gain. His family had instilled in him a strong workplace ethic
and strong values and he didn’t know why he could draw on this principal this time around.
However, the shop was no longer a cheerful place to be particularly since he had to lay off some
of his employees. The situation had rendered him unproductive so much so that he was losing
his confidence and satisfaction in many areas of his life.
It was at this point that it was advantageous to show him the model and ask him where he may
place himself. This assisted him to stop ruminating the story over and over in his head. Instead
he was able to concentrate on a visual description of the situation. After explaining the Model, he
was, over time, able to have the confidence to acknowledge that he had become very resentful
that the customers were avoiding him. By observing the Model, he could see that resentment was
a negative emotion, one that he was unknowingly perpetrating by blaming his former loyal
customers for the way he felt. He realized he was doing this through his body language and
passive communication style. This initiated the reciprocal feedback loop because the customers
in turn avoided his uncivil interactions. He could further identify that he had become both a victim
and perpetrator of uncivil behavior which affected his job satisfaction. Increasing his emotional
self-efficacy and emotional intelligence he was able to use more positive emotions to change the
situation resulting in a creative outcome. He was able to contact his suppliers and purchase items
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that the other store did not stock. He employed casual staff of a Saturday morning and put on a
sausage sizzle to attract back his once loyal clientele. His laughter returned and his joviality
increased. This became the social event he so much enjoyed because his customers stayed and
chatted together and enjoyed the comradery of the store once again.
Results and lessons
The results of the DASS-21 and BDI had reduced considerably than those taken at initial
consultation. Through explanation and observation of the Model of Workplace Functioning the
service employees in both case study 1 and 2 were able to incorporate the skills of emotional selfefficacy which gave them the confidence to identify their strong emotions of unadulterated fear
and resentment respectively. This in turn supported them to take personal responsibility of their
own thoughts, feelings and behaviours which resulted in their no longer blaming the customer for
how they themselves felt. They were both able to acknowledge that their stress, anxiety and
depression were being fuelled by the anticipation of dread they were experiencing from being in
the dark of exactly what was happening to them.
The case studies have shown that emotional self -efficacy has benefits for use among
professionals in the behavioural field as a personal growth initiative for counselling seeking
clients; as previously acknowledged by Stewart (2014) in her dissertation. The case studies have
shown the benefits of the ESES being incorporated in a Model that through an observable means,
identifies issues that exacerbate stress, anxiety and depression. Therefore, is recommended for
use by clinicians working with service employees and for services marketing.
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Reversing the Stigma - A Journey into Dark Tourism
Mrs Alison Oborn1
1

Adelaide's Haunted Horizons

Introduction
The challenges of a ghost tour operator in the realm of tourism are substantial. Tours must be
conducted from a venue and securing a suitable place has proven difficult when the nature of the
tours clashes with the ideals of the venue owners. The stigma of “ghost tours” is very real and
overturning this misunderstanding is both incredibly difficult and powerfully rewarding. It can be
best achieved with “upside down thinking” and rests comfortably with the theme of this year’s
conference.
Business Overview
The author founded a paranormal investigation team in 2002 called “Paranormal Field
Investigators” and succeeded in having the Old Adelaide Gaol facilitate their core activity of
research into paranormal phenomena. This was the genesis of Adelaide’s Haunted Horizons as
the business evolved a decade later from these activities. Soon afterwards, we approached the
owner of a pioneer village in Tailem Bend, South Australia and the business commenced tours
there. ‘Old Tailem Town’ developed into our most appealing location but our growth was
constricted by the number of venues in our portfolio and the number of qualified staff.
The business recruited key staff members with unusually diverse skills. One of our guides is a
qualified snake handler, another is a trauma nurse and across all ten staff members, the range of
qualifications is exceptional for a small tour operator. Along with the author, two main staff
members drove Haunted Horizons implementing a professional strategy to acquire more venues.
It started to reap rewards. At the time of writing, the business services nine venue-based locations
plus three locales for conducting history tours all spread across Adelaide and five rural townships.
Haunted Horizons is one of the largest providers of ghost tours, history tours and paranormal
investigations in Australia. We conduct more public investigations than any other group in South
Australia and our international reputation is exploding. Despite this, our greatest challenge still
haunts us. The stigma of ‘ghosts’ lingers.
Obstacles and Opportunities
The major obstacle constraining our growth was the number of venues we could access and
negotiating for places was considerably onerous, time-consuming and frustrating. Many venues
in South Australia are owned by the South Australian Government and our negotiations to access
some of these sites failed. Adelaide’s Mental Health precinct is in a suburb called ‘Glenside’ and
many of these buildings are abandoned but would be attractive venues from which to conduct
tours. The precinct contains treasures that we disappointingly could not access with the list of
gems starting with the criminally insane ‘Z Ward’ and the men’s and ladies’ secure wards (‘E’
Wards). Our stumbling block was the stigma surrounding ghost tours and this type of tourism was
not something the State Government’s Department of Health thought appropriate.
Fate was to provide a glimmer of hope for Haunted Horizons as ‘Z Ward’ was earmarked for sale
to a private company called ‘Beach Energy Ltd’. The sale of Z Ward in August 2014 was unusually
interwoven into a larger sale of the neighbouring building that Beach Energy referred to in their
2014 Annual Report. It almost seemed that the government didn’t want Z Ward or the upkeep on
what was essentially an abandoned, heritage listed asset. The sale removed the ‘government’
and installed a private enterprise that might be inspired by remuneration, reputation, and vision.
In conjunction with the National Trust of South Australia, Haunted Horizons was granted access
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for tours at Z Ward which now hosts almost 3000 people per year, three or four nights a week in
what has become our most popular offering. During this period, we acquired The National Railway
Museum, another privately owned venue in Port Adelaide. It appeared that privately owned
venues were more accommodating perhaps because our business and tourism motives more
closely aligned to theirs. We had partially removed an obstacle but the stigma still surrounded the
remaining government-owned buildings.
The traditional methods were failing so our management team turned their thinking upside down.
We concentrated on building our professional reputation to cushion the uninformed view of ghost
tours. The author stresses that our tours embody quality, accuracy and reality allowing the venues
themselves to exude the creepiness factor. Our method of acquiring venues worked with privately
owned organisations but failed with government. The question we wanted answered was simple
“will the government overlook the stigma if the operator was trusted beyond reproach?”. The
struggle was building that reputation in an industry that wasn’t really an industry at all.
Our business forms part of the tourism industry and in the sub-category of dark tourism. Dark
tourism encompasses the experiences drawn from the occulted part of the human psyche. The
subject matter is often confronting with concepts of true crime, terror and occasionally horrific
stories of what humans sometimes perform. The natural extension to these concepts is death and
the afterlife. We watched as a proliferation of television shows on hauntings hit the airwaves
igniting an interest in dark history and the paranormal theme. The International Travel Journal
suggests that demand for dark tourism to sites such as Chernobyl to investigate the history and
the paranormal increased disproportionately by forty percent in 2019. Demand for ghost tours
was explosive and we developed different types of ‘experiences’ to deliver to a salivating public.
We exploited this cultural shift by introducing overnight paranormal investigations, kids’ ghost
tours and even paranormal discussion afternoons. Haunted Horizons became noticed in tourism
circles partly because of our uniqueness and partly due to our evolution into a multi-faceted
business. The South Australian Tourism Industry Council encouraged us to enter the South
Australian Tourism Awards. This set the launchpad alight.
Our Core Strategy
Haunted Horizons had no business entering The South Australian Tourism Awards in 2014
because a panel of esteemed judges surely would overlook a ghost tour operator. This was
serendipitous as the entry process forced us to concentrate on periphery – those irrelevant
business concepts such as planning, strategy, finances and processes. We spent weeks
constructing our submission and uncovering flaws in the way we operated. We set about fixing
these shortcomings. Our business lacked a structured business plan so we prepared one. We
were surprised how often we referred back to it. Entering the Tourism Awards might have given
us an unexpected benefit but the best was to come shortly thereafter. We were successful in
winning Silver in the Best Tour Operator category at the Tourism Awards in 2014. Spurred by this,
we re-entered in 2015 and Haunted Horizons was awarded ‘Best Tour Operator’ in South
Australia in our category of all tour operators. In 2017 we were inducted into the Tourism Hall of
Fame and a year later became finalists in the Telstra Small Business Awards. Additionally, they
awarded us Silver in the Cultural Tourism category elevating our reputation far above that of a
small ghost tour operator.
We identified differentiation as an important concept to remain in this uncomfortable position as
market-leader. We reasoned that our tours in culturally sensitive sites such as Z Ward required a
philanthropic influence. We decided to donate a portion of our proceeds from every tour to Beyond
Blue to support mental health awareness and in 2019 donated over ten thousand dollars to
charity. Television ghost hunting shows were introducing fancy electronic ghost detection devices
and we decided to invest in this state-of-the-art equipment. Our investigation experience is
unparalleled around the world because we have the most experienced guides and the latest, high
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tech equipment. Supervised by our guides, guests in small groups become the ghost hunters and
this befits the conference them of ‘high tech, high touch’. We remained true to our motto to ‘keep
it real’ providing a distinctive difference to our competitors.
Our Long Term Strategy
Saturation of our local market was a real threat as the population of South Australia constrains
guest numbers and new venues are rare. The advent of social media opened a channel of
communication and Facebook remains a primary interface for our business. The fusion of these
two concepts resulted in a world first for Haunted Horizons.
Training for our three key employees also included travel overseas to experience international
venues, their history and research the offerings from our competitors. Technology allowed us to
‘live feed’ footage of our staff conducting a paranormal investigation. We wondered if our valued
guests in South Australia would virtually accompany us on these journeys and this breathed life
into ‘Haunted Horizons Live’. Our staff travelled to remote locations and ‘live fed’ to a subscription
member base in South Australia. As this developed, we realised the member base could be
anywhere in the world. Our ‘Patreon’ membership is young and burgeoning.
These travels had a secondary affect as we realised that being overseas exposed us to the
venues we had seen on television. Throughout these investigations and attending overseas
paranormal conferences, we met many of the celebrities that starred in the television ghost shows.
Flowing from this was a stream of interest from these personalities to come to South Australia.
We hosted several special guests – amongst others, Ben Hansen from Syfy’s Fact or Faked, Paul
Bradford from Ghost Hunters International and Brian Cano from Haunted Collector. These
celebrities conducted investigations and speeches here in Adelaide.
Outcome
The strategies we employed have undoubtedly helped us to develop a reputation for quality,
professionalism and, most importantly, trust. We questioned whether this was sufficient to combat
the ‘stigma’ which still lurked around our tours. The response was swift. The Department of Urban
Renewal (Renewal SA) contacted us seeking our assistance with tours at the recently closeddown Royal Adelaide Hospital. The government was in the process of demolishing the old
complex but wanted to keep the public engaged with such an iconic part of the State’s heritage.
A major metropolitan hospital closure presented an enormous challenge to devise tours with an
unprecedented level of sensitivity. Ghost tours were initially deferred as we developed a pure
history tour to obviate the stigma of ghosts. We sent two of our guides to England for training at
the Thakray Medical Museum in Leeds, England. The public thereafter demanded ghost tours
and, following approval, we introduced the most popular tour in our portfolio. The ghost tour
focused on the phenomenon of the ‘Grey Nurse’ at the Hospital instead of a generalised ghost
theme. The Grey Nurse is a theory from many medical facilities around the world and we were
the first group world-wide to explore the idea in a recently closed-down major metropolitan
hospital. The driving factor was sensitivity and perception. Our philanthropic ethos warranted a
donation from every tour being made to the Royal Flying Doctor Service. Haunted Horizons had
metamorphosed into a trusted business.
Case Study – The Erindale
The male refractory secure ward in the Glenside mental health precinct is named “The Erindale”.
It was abandoned in 1978 and rests as a derelict building overrun with possums and pigeons.
Whilst researching ‘Z Ward’, we discovered a number of incidents and personalities connected
with Erindale. The information was so abundant that we could easily start tours in this disused
building and thought it would be as popular as Z Ward. We approached the proprietary department
– the Department of Arts who initially declined suggesting the building was in disrepair. We paid
for a full Building Assessment which proved the building was safe but the objection altered to the
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cost to renovate to a suitable condition. We offered to pay that amount anticipating expenditure
of tens of thousands of dollars. The objection then changed to how the tours would disturb the
night-time residents of the area. This was counteracted with an action plan to bring people in by
car or bus to minimise disruption to the locals. This was further rejected despite the fiscal gain the
department would make (we estimated fifteen dollars per head and three thousand people per
year plus the renovation costs would be generated in the first year). The department could also
hire out the venue to interested parties now that Haunted Horizons had made it presentable. But
the government’s final decision was to keep the building derelict and this created an impasse
which we didn’t fully understand. The only cause could have been the stigma that was proving
more difficult than we imagined to euthanise. The Erindale remains dilapidated.
Results and Lessons Learned
Our team consistently use unconventional techniques because we operate in a subsector of the
tourism industry. We offer a non-standard product so traditional theory does not always apply.
Applying unusual methods in business planning has yielded mostly positive results and taught us
valuable lessons even when we fail.
Haunted Horizons’ product and style was unique. Paradoxically, the uniqueness of the offering
restricted our growth due to the ‘ghost’ tag. The solution was to approach the problem from an
untested perspective that focused on making our unorthodox business reputable. We relied upon
our philanthropic strategy to offset some of the negativity around ghosts and sensitivity to the
subject matter. This is the reason we initially resisted doing ghost tours at the Royal Adelaide
Hospital. The outcome was incredible as the tours were so widely received across our sites.
We sought to strengthen our reputation as a professional organisation which could be trusted to
overcome the stigma. We were told this couldn’t be achieved without scale. This was another
catch-22. Focusing on the fundamentals of our business allowed us to enter the Tourism Awards
and the results exceeded our expectations. Traditional thinking needed to be overturned.
Globalisation was thrust on us by accident. Our guides loved to travel but funding this was difficult.
Our guests wanted to follow our adventures and we combined these two objectives. Facebook
facilitated this and without unorthodox thinking, our membership base would not have developed.
This further led to attracting international celebrities to our events each year.
Conclusion
Operating in a niche tourism segment, Haunted Horizons has grown from an unknown one-person
operation to an award-winning enterprise with an international profile. This journey has taught us
resilience, persistence and patience. We have learnt to deal with failure, rejection and utter
frustration. Our greatest discovery was when the textbooks failed, we devised new ways of
thinking. There were risks to our business, our sanity and our reputation but these were
calculated. When the dust settled, it was the strategic lateral thinking that helped us evolve tinged
with a global perspective.
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Key learnings of two pioneering academic institutes in Service
Innovation and Design
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Introduction
The contemporary service-based economy is facing more and more complicated, and in some
cases wicked, problems that are ill-defined. Think of the complexities of technological
interruptions, service systems with different stakeholders and transformative services evolving
around major life events of consumers. Scholarly work is gradually embracing these complex
research questions inspired by industry facing challenges of greater complexity. This paper
presents key learnings of two academic innovative service centers that draw on scientific work to
support industry and government institutions in dealing with the complexity of today’s problems
and in developing innovative solutions in two different parts of the world. A comparison of the
main methodologies focusing on similarities and differences will be presented and discussed.
Finally, an overview of the main challenges and key takeaways will stimulate debate and
encourage others to learn from these experiences.
Service Design for Wicked Problems
Fast paced changes in the environment organisations need bleeding edge knowledge for
transforming services to stay relevant and resilient in the digital age. The complex challenges
society faces involve many actors, making a dyadic approach insufficient to capture the inputs. In
order to tackle these kinds of challenges it is important to recognize its complexity and
acknowledge the need for a high degree of contextual and expert knowledge.
Conceptually, a wicked problem is characterized by many interdependencies, lack of stability,
missing clear solutions, and contextual complexity. Attempting to deal with complexity public and
commercial organisations implement innovative approaches. For example, teams use innovation
sprints to deal with the evolving nature of addressed problems (Chair in Digital Economy, 2019).
Co-creation with various stakeholders helps to merge the ideas and responsibilities distributed in
organisations.
Following a design-led innovation approach, designer teams, business managers, academics and
subject matter specialists work rapidly, collaboratively and iteratively with customers (Bucolo &
Wrigley, 2013). A key aspect of design-led innovation is deep customer engagement. Design
artefacts such as customer journey maps, that communicate ‘a day in the life’ narratives of users
of the proposed service innovation, form the basis of future solutions and a set of criteria that
proposed solutions can be evaluated against. Then these understandings are translated into
prototypes and early models of solutions. The organization is challenged to constantly ask why
the problem occurred, rather than (initially) how can it be solved (Bucolo & Matthews, 2011).
More recently, systems design has gained prominence that looks at entities, connections and the
balance of a certain system. Complex (service) system re-designs rarely include direct solutions
but rather indirect solutions or simulations of the system to change itself. Simulations are often
based on scenarios based on in Speculative Design. It offers a better grip on various probable,
plausible and possible future scenarios and from this understanding try to define a preferable
future and backtrack the various interventions needed to get there.
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Innovative Service Centres: Service Science Factory and QUT Chair in Digital Economy
Founded in 2010, Maastricht University’s Service Science Factory (SSF) is an innovative place
where students, academic staff members and professionals co-create in an interdisciplinary team
to tackle strategic and operational service related challenges for both internal and external parties
(Mahr et al., 2013). SSF is active in three different pillars: 1. Graduate and Post-Graduate
Education 2. (Applied) Research and 3. Business Consultancy/Projects. All three pillars have a
strong academic foundation and contribute either directly or indirectly to the service innovation
maturity of professionals, departments and organisation. All industry sectors are serviced with a
strong focus on the manufacturing industry -guiding their servitization ambitions-, the financial
services industry, governmental organizations and the healthcare industry. The project teams
apply various techniques leveraged from design fields such as Service, UX, Business, Strategic
and Speculative design but also other methodologies and tools from the field of innovation and
business. At the core of SSF a service and value thinking mindset is applied.
Besides the actual project outcome, the SSF-projects also provide for all stakeholders (students,
academics and professionals) a valuable educational experience where they obtain new
knowledge and skills but also broaden their perspectives by understanding different perspectives.
These innovation competences are extremely valuable at the job market and during their career.
SSF implements 7 specific design principles: 1. Holistic approach, 2. Stakeholder involvement, 3.
Contextualized data collection, 4. Visual evidencing, 5. Goal flexibility, 6. Co-creation and 7.
Iterative validation.
The QUT Chair in Digital Economy (CDE) was founded in 2015, a collaboration between
academia (QUT), industry (PriceWaterhouseCoopers), and government (Brisbane Marketing, and
Queensland Government). The triangle partnership seeks to empower businesses and inform
policy, harnessing opportunities in digital economy. CDE integrates rigorous research with
innovation design providing rapid, unbiased solutions and digital capability. The value proposition
that sets CDE apart from market competitors is solutions to wicked problems can be explored
rapidly, underpinned by academic rigor. Occurring through a number of engagements including
research projects, innovation sprints, structured ideation, and opportunity mindset education and
workshops, and community engagement. The business model centres on collaborations between
academic, government, and industry stakeholders to generate diverse thinking. Funding comes
from strategic partnerships and consulting in addition to research grants, and its approach to
research is rapid, rigorous, and relevant.
Similarities and differences between the service centres
While both groups operate in different domains, service innovation and digital economy, both
focus on designing solutions to wicked problems in those domains. The two groups have similar
methodologies to address these wicked problems, namely innovation sprints to rapidly explore
opportunities while delivering actionable recommendations, through stakeholder engagement
employee education. Both involve specialist facilitators and involve representatives from the
partner organisation and, where necessary, other domain area experts across academia,
industry, and government. The execution of the innovation sprints differ across the two groups.
SSF draws on high-degree research students to work in the sprints, whereas CDE primarily
engages academic staff.
Both approaches benefit from the (service) design thinking approach allowing visualisation of the
insights and results into digestible content for any audience. Inclusion enables all projects to have
multiple perspectives. Tool sets provide structured ideation to address wicked problems in society
(as they pertain to services).
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Ongoing merits and challenges with this approach
Given the exploratory nature, there is significant uncertainty around what the project outcome
could be. A significant amount of trust is placed in the process. Another challenge that comes with
uncertainty around outcomes is the scope creep paradox. Because scope emerges for example
during an innovation sprint process, scope creep is a challenge as it clears boundary lines for
deliverables.
These are disruptive models to research design, which means the traditional metrics for career
progression are largely incompatible with the metrics for success, which can prove challenging to
get participation from academics outside of the teams.
Despite these challenges, there continues to be merit in the innovative service approach to
collaborative, rapid and vigorous research into wicked problems. There is value generated from
heterogeneity in groups and there is a side effect of intensive social interaction - rapid bonding
leading to positive working relationships between different groups (e.g., engineer, designer).
Recommendations
Over a combined 15 years of experience in co-creating rigorous and rapid solutions to wicked
problems, we agree on a number of recommendations for others pursuing this approach:






leveraging academic knowledge to service design challenges gives both institutes a
competitive edge compared to commercial agencies;
involving students and academic staff from different content domains (e.g. marketing,
psychology, law, healthcare) and client representatives fosters problem understanding and
creative solutions;
being agile evolving its focus and competences without losing its identity; and
demonstrating the value of scientific knowledge and methods for practical world.
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Brief Overview - Siriraj Hospital, Bangkok, Thailand
Established in 1888 by H.M. King Chualongkorn, the Faculty of Medicine Siriraj Hospital at
Mahidol University is the first medical school in Thailand. Enriched with “SIRIRAJ” culture and
traditions for more than a century, the Faculty has produced medical graduates and allied health
personnel with distinctive character, vision and ability to serve the health care system in Thailand.
Siriraj Hospital, the largest teaching medical center in Bangkok, Thailand, provides exemplary
medical services with not only state-of-the-art technology, but also interdisciplinary,
comprehensive and compassionate care. Mahidol University has been consistently ranked at the
top in Thailand for research and increasing amounts of research funding and publications each
year. The Faculty of Medicine Siriraj Hospital strives to advance medical education, patient care
and research.
Siriraj Hospital is a tertiary medical center with distinguished faculty trained from overseas, mostly
in the United States and Europe. The missions of the faculty are to: foster the medical students
and graduates to become tomorrow’s doctors with outstanding competency, creativity,
professionalism and social responsibility; provide the best and appropriate treatment for patients;
promote and share research and scientific discoveries that increase the wisdom and have impact
on human health and; formulate a strategic plan that accelerates Siriraj to diversely contribute to
the local community, the nation and the world.
Siriraj Hospital Integrated Center of Excellence (SiCOE)
Siriraj Hospital has adopted the concept of a center of excellence which is a program within a
healthcare institution which is assembled to supply an exceptionally high concentration of
expertise and related resources on a particular area of medicine, delivering associated care in a
comprehensive, interdisciplinary fashion to afford the best medical treatments. The focuses at
Siriraj Hospital is to integrate teaching, services and research in the practice of SiCOE. There are
two medical treatments center at the hospital that are in the process of becoming the Siriraj
Hospital Integrated Center of Excellence (SiCOE). The important focus is on the healthcare
service delivery at Integrated Center of Excellence at Siriraj Hospital by implementing the
paradigm of Value Based Healthcare involving multiple agents which is centralized by the
patients. Integrating the concept in the development of integrated center of excellence (iCOE) is
really challenging. SiCOE process has started from a small scale by selecting prototype units in
the medical care (i.e., the liver transplant unit, the stroke unit, etc.) The next step is to conduct a
study on patient engagement. It roots from literature in marketing on service sciences into the
implementation stage. The aims are for a successful example of a strategic, sustainable, and
mutually-beneficial relationship with a dynamic and dedicated patients.
Opportunity being leveraged
The opportunity of leveraging the knowledge in service sciences in the implementing of the
prototype unit is challenging. The liver transplant unit is a great example of the success. By living
the organization’s commitment to its new values and integrated care agenda, the medical lead
and project manager engaged a consumer who identified as the liver transplants patients.
Consultation occurred with the consumer to identify how the project could acknowledge the valueadd that consumers bring to implementation science, and how it could benefit to consumers
outside of enhanced clinical service delivery resulting from the project implementation.
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Describe Strategy
Incorporating the service blueprint (Bitner et. al, 2008) in developing an excellence of service in
the prototype center has been captured. As the new service development process progresses
toward actual design and implementation, the initial service idea must be made more concrete so
that it can be presented as a developed concept, or even rough prototype, to customers and
employees. Roles and responsibilities of customers and service providers must be clarified.
Required are detailed descriptions of the service process with respect to equipment, quality, and
cost factors. It is at this stage that differing opinions as to just how the idea should be translated
into an actual service often emerge. There is an integration of multiple stakeholders in the service
design process depicting from the physicians, nurses, other healthcare professionals, patients
and case manager in concreate terms what the service involves and understand the respective
roles in service delivery process to maximizing the patient’s satisfaction in the journey beyond the
outcome of the treatments.
As stated on the figure 1: the service blueprint example, it results in a visual rendering of the
service process and an underlying organizational structure on the stage, back stage and so that
everyone involving in the service can see in the development stage of service design and its
implementation.
Present Outcomes/evaluation
Living the values - respect, integrity, care and imagination: Investing in co-design of the service
blueprinting among multiple stakeholders in the clinical services provided at the hospital to pave
the way for consumers to be project partners in health service innovation at the Siriraj Hospital
Integrated Center of Excellence (SiCOE).
Results and lessons learned
The next service sciences concept that will be implemented at the prototype SiCOE unit is the
consumer engagement approach targeting both sustainability and transferability of the patient
satisfaction in the long run. Through delivering innovative new models of service, health services
can empower and inspire consumer representatives to become professionals, formally
acknowledged and accepted for their lived experience and academic pursuits.
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Figure 1: Service Blueprint Example from the Liver Transplant SiCOE Unit
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Department of Transport and Main Roads (TMR), Customer
Experience Transformation Program (CETP) Case Study
Ms Julie Salsbury1, Mr Nathan Spence1, Dr Vanessa Cattermole-Terzic1
1

Customer Experience Branch, Department of Transport and Main Roads

Brief Company Overview
The Department of Transport and Main Roads (TMR) moves and connects people, places, goods
and services safely, efficiently and effectively across Queensland. TMR brings Queensland closer
together, ensuring that all Queenslanders, irrespective of where they live, work, socialise can
expect to have appropriate transport choices and fair, inclusive access to the transport system.
TMR puts its customers, the people of Queensland, at the centre of everything the department
does. Over the past few years TMR has earned recognition as a leader in customer service
excellence and as a leader in delivering and maintaining a customer-centric culture. TMR's
ongoing investment in building customer-focused, organisational capability to engage and
collaborate with its customers to design and deliver innovative, quality services that exceed
expectations is highlighted by achievements such as:







designing, building and opening TMR's Customer Experience Lab, a state-of-the-art facility
with leading-edge technologies that enable engaging customer research and co-design
activities;
developing and launching Transport Talk, TMR's online customer community research panel
which won the 2019 Australian Business Award for Customer Experience Innovation;
delivering diverse customer focused development opportunities to staff, such as a humancentred design proof-of-concept, the digital incubator initiative which won the ICT Rising Star
award at the 2019 Women in Technology Awards, and the TMRHack, positioning TMR to
deliver innovative customer solutions now and into the future;
enhancing customer experience and service through flexible, data-driven service and product
offerings, such as TMR's QLDTraffic app and website, and PrepL, a program enabling new
drivers to complete their learner licence assessment process online;
effectively leveraging opportunities, such as the 2018 Gold Coast Commonwealth Games, to
further support and integrate a strong customer focus across the organisation.

With TMR delivering diverse products and services to a customer base of over 5 million
Queenslanders, this case study outlines the department's many and varied initiatives and
achievements in providing innovative customer service and customer experience excellence.
TMR's strength in providing data-driven, customer-focused and forward-looking solutions ensures
that all TMR customers can access high quality products and services. TMR fosters a Customers
First culture of innovation and exploration to ensure that delivery continues to meet and exceed
customer's needs and expectations. The department is dedicated to understanding and knowing
its customer, delivering on and anticipating their requirements, and consistently expanding the
department's ability to provide quality connections and outputs that cement its position as an
Australian leader in customer service and customer experience.
Opportunity Statement
To truly transform customer experiences, TMR needed a clear, customer focused business and
service delivery model. In addressing this requirement, TMR's Customer Experience
Transformation Program (CETP) was established in 2015. The CETP is clear evidence that TMR
is committed to meeting customer needs first time, every time. In delivering this approach it was
essential that the CETP:
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had a strong customer focused mindset while clearly understanding customer needs and
expectations;
ensured that customers and TMR staff were engaged in two-way conversations (both internal
and external);
provided channels that are seamlessly integrated with customer data and insights;
ensured external connections are made and developed with partners to co-deliver an optimal,
end to end customer experience.

Identified opportunities in the CETP were outlined as follows:













Appetite for change – the CETP benefited from a fully engaged and committed executive and
senior leadership teams. There was a high-level awareness of the need for customer driven
change, of the desired strategic direction and of the benefits for the customer and the
department;
Top-down, bottom-up direction and innovation – the internal collaboration methodologies
around which the CETP was established both sought and encouraged solution, innovation
and implementation from Divisions, Branches and teams. Many of the internal customer
experience improvements in the department were led from within the workforce, guided and
supported by the CETP;
Widespread capability uplift – almost half of the CETP's projects were focused on internal
customer experience capability support and uplift across the department. This was achieved
either through direct training or by providing facilities, tools and expertise, to guide TMR teams
on their customer experience exploration and development journeys;
Cross-agency collaboration – working across Queensland Government, sharing information,
data and insights that assisted in enhancing customers’ experiences;
Demonstrating continual improvement in TMR's customer-centric approach to service design
and delivery (to the people of Queensland and other government agencies) – the program
was established to provide ‘quick wins’ and long-term gains; explore and deliver
improvements across TMR projects; influence necessary policy or procedural changes;
directly engage customers in delivering solutions; and provide qualitative and quantitative data
on customer research and engagement, and resulting departmental outputs;
Skilled, high performing teams – the design and implementation of a fit-for-purpose CETP
with social research, human-centred design, cultural change, communications and
engagement and project management skill sets created an agile, collaborative team that both
complimented customer-centric project outputs and capabilities; and
Engaging third parties – the opportunity to engage third party providers to provide an outside–
in perspective on initiatives and outputs.

Campaign Intervention
The CETP was designed to make TMR a leader in customer experience and customer-centred
co-design. It aimed to empower TMR's people and customers and drive a customer-centric culture
change by understanding what customers want and need, enhancing the department's ability to
deliver it, and building capability to measure success.
The CETP developed an outstanding knowledge and understanding of TMR customers' through
collaboration and co-design. Working with its people and the community, the CETP delivered a
suite of tools and assets that enable TMR to put the customer at the centre of everything it does.
Initiatives included the co-design and implementation of TMR's:



Customer Value Proposition (CVP), a framework for understanding customers' experiences
with the department;
Customer Charter, clearly defining what TMR's customers can expect and what TMR commits
to deliver;
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Research, design and insights function, collaborating with teams across TMR to bring the
voice of the customer into the design of products, services and policy;
Human centred design strategy and capability uplift, building capability across TMR;
Transport Talk, an online customer community of over 2800 members – currently the only of
its kind across Australian state and federal governments;
Customer Experience Lab, a purpose-built customer research and co-design facility; and
Customer Experience Hub, an online portal providing staff with access to up-to-date customer
research, data, insights and tools from across the department.

The CETP simultaneously drove a customer-centric cultural change throughout TMR while
delivering lasting customer experience awareness, capability and integration. This was supported
and championed by the implementation of the Customers First Program (CFP), which, codesigned with staff and customers, created and introduced a consistent language and set of
behaviours that provided an understanding of what it means to be Customers First. The CETP
embedded and strengthened this culture throughout TMR, delivering customer-centric training
through in-person and online 8 Ways We Work (WWW) behaviours training modules whilst
building momentum TMR-wide through the cross-divisional Customers First Champions Network
(CFCN). This approach saw:






400 WWW training sessions facilitated across the business with over 100 face-to-face
sessions conducted by the CETP;
80 WWW Train the Trainer sessions facilitated by the CETP;
3500 mentions on Yammer, driven by a schedule of senior leadership promotion over four
months;
Engagement and support from the critical network of over 150 Customers First Champions
across TMR; and
The design and launch of an online WWW eLearning module, available for all employees.

The WWW achieved massive success, exceeding 98% staff participation with 82% stating the
program will impact their future behaviour.
The WWW was awarded the 2018 Australian Business Award for Excellence in Customer
Experience Management and the 2017 Service Champion award at the Australia Service
Excellence Awards.
Outcomes
The CETP positioned TMR to take the next significant step in its customer experience journey,
moving from cultural transformation to embedding customer experience within TMR's strategic
leadership and direction setting. It ensured that the voice of the customer is heard throughout
TMR, and that the department is listening and learning. The widespread impact of the CETP on
TMR's customer experience journey is evidenced through TMR's progress as an internationally
accredited 'Customer Service Organisation' against the Customer Service Institute of Australia's
(CSIA) International Customer Service Standard 2015-20 (ICSS).
The ICSS assessment provides an individual score for each of the 27 elements of the standard.
The results are then aggregated to provide an average score out of 10. Scores of zero to three
are in the 'intention' category, four to six relate to 'implementation' and seven and above indicate
'integration' has been achieved. After receiving ICSS accreditation in February 2017, the CETP
coordinated TMR's second full assessment by the CSIA in November 2018, achieving a rating
that firmly places TMR in the 'integration' category of the standard. This clearly reflects the
significant success of the CETP's program of customer-centric cultural change as well as its
collaborative, innovative approach to understanding customer needs and expectations. Further,
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the CSIA advised that this result places TMR in the top echelon of organisations in Australia
certified against the standard.
By enabling TMR to embed the voice of the customer across every part of the organisation, the
CETP supported and enabled the department to significantly improved products, services and
policies, and has strengthened its customer experience focus and capability. Further, the CETP
designed and maintained strong monitoring and reporting frameworks, structures and processes
that supported the achievements of the program's goals. CETP deliverables were designed,
monitored and measured to provide time and cost savings by improving the efficiency and
effectiveness of TMR's customer-centric planning, design and delivery while optimising outcomes
for customers and the department.
The CETP's customer research, design and insights function provided specialist customer
research expertise across the organisation, without the costs and constraints of engaging industry
suppliers. The CETP worked with both individual business units and integrated project teams to
support and deliver customer research, design thinking, user testing and delivery. Further
evidence of TMR's Customers First focus driven by the CETP, as noted, is TMR's Customer
Experience Lab, a flagship initiative designed, developed, built and launched by the CETP. The
space is dedicated to developing solutions for customers. It has significantly expanded TMR's
capacity to facilitate research in-house rather than procuring external vendors. Since opening its
doors in May 2016, the space has hosted 340 bookings and welcomed 4,157 participants through
its doors. 77 (22%) of those bookings have welcomed more than 2,400 customers into the world
class venue.
In 2018, the results of the Working for Queensland Employee Opinion Survey highlighted that
TMR staff were developing a high impact customer-centric culture and endeavouring to put the
customer at the centre of everything TMR does.
Results of the 2018 survey indicated that:




82% of TMR staff feel that "In my organisation, we put Customers First";
85% of TMR staff feel that "People in my workgroup are committed to delivering excellent
service to customers";
79% of TMR staff feel that "People in my workgroup work effectively with other workgroups to
meet the needs of customers".

Results and Lessons Learned
An extensive post-implementation review of the CETP was undertaken to assess the success of
the program and identify key learnings, opportunities and best practices for future projects. Key
lessons included:





early inclusion of customers and key stakeholders across all initiatives is vital;
co-designing programs of work, methodologies and solutions with customers and
stakeholders is imperative;
regular communication and engagement is required to ensure that stakeholders are aware of
the program's progress and activities; and
harnessing internal and external ideas and innovations to drive continuous improvement.

A key finding of the CETP governance and functional management component of the report
acknowledged the CETP's support of innovative products, services and systems. The CETP
encouraged the use of these resources as a way of integrating the voice of the customer into
other team's programs of works and enabled business units to explore customer research,
customer data and customer insights to lead and inform their decision making. The CETP
PAGE 505

506

demonstrated continued improvement in TMR's customer-centric approach to service design and
delivery for the people of Queensland and other government agencies. The program also drove
internal policy and procedural changes to align with customer needs and expectations. Sustained
benefits of the CETP's support of innovation include:







supporting key strategic objectives – meeting customer's needs, first time, every time;
building capability to run research in-house rather than engaging an external vendor;
demonstrating TMR's commitment to actively listen to the customer's voice;
fostering interagency relationships and outcomes, across government;
promoting TMR across government and industry;
providing time and cost savings by improving the efficiency and effectiveness of service
design and delivery.

In anticipation of the CETP's completion, TMR's Executive Leadership Team considered the
ongoing role of the customer experience function in delivering on government objectives across
TMR. To ensure TMR's products and services keep up with ever-changing customer expectations
the CETP transitioned to a business-as-usual structure and function at the beginning of April
2019. This drove the:





integration of the customer experience function across TMR;
momentum generated by program delivery, conveying progress and celebrating success
across TMR;
continuation of an ongoing customer research, design and insights program and resulting
capability uplift;
ongoing focus on the Advancing Queensland priority: Responsive Government - leveraging
opportunities and engagement across TMR and the sector more broadly.

The new Customer Experience Branch in TMR's Policy, Planning and Investment Division
provides customer strategy advice and support across the department by delivering a rolling
program of customer research, design and insights that ensures continued alignment with the
Responsive Government Advancing Queensland priority. In providing an integrated transport
network accessible to everyone, all Branches within TMR, including the Customer Experience
Branch have a direct role in enhancing access to transport services and delivering optimal
customer experiences whether they serve internal or external customers, or both.
This Customers First focus ensures that TMR continues to be a sector leader in customer service
and customer experience excellence, clearly demonstrating and articulating TMR's commitment
to putting the customer at the centre of everything the department does.
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Live for Less – a local community program that creates meaningful
and measurable action for sustainable living
Ms Angela Heck1, Ms Jaleesa Simpson1
1

Citysmart

Brief company overview
CitySmart is a sustainability agency founded by Brisbane City Council. We help people
understand the value of living and working sustainably, and provide them with the awareness,
knowledge and tools to help them achieve it. CitySmart partners with people and organisations
who want to lead in sustainability across energy, waste, water, greenhouse emissions, transport,
biodiversity and the circular economy.
CitySmart helps businesses and households in Brisbane create a more sustainable way of life,
by making change happen through better use of their resources and money. Our successful
approach proves that sustainability can provide substantial economic opportunities while reducing
the impact on the environment.
This focus led CitySmart to found Live for Less, a local community-focused content program about
sustainable living.
More about CitySmart can be found here www.citysmart.com.au
Problem/opportunity statement
Sustainability is a key driver of creating a liveable and economically prosperous community. Yet
continually engaging and educating people on sustainability topics remains a challenge. We are
living in the attention economy, where a wide variety of news and information media competes
vigorously for people’s limited attention spans.
CitySmart has a program that answers this engagement challenge. CitySmart specialises in
engaging communities to make meaningful and sustained changes in behaviour. These changes
enhance liveability, productivity and environmental outcomes.
CitySmart’s Live for Less program is designed to help households learn and share better ways to
live more sustainability, both financially and environmentally. It is designed to motivate
households to take meaningful, measurable action to reduce their footprint and cost of living in a
range of areas, whether it be feeding the family, creating less household waste or shopping more
sustainably. The program is anchored around a vibrant social media community, web portal and
newsletter. Live for Less also bridges the online space and the real world – its ethos and brand
can be easily integrated into various programs and community engagement activities including
workshops, events, facilities, parks, waste collection, public transport, water programs and
planning.
Strategy/campaign/intervention
Live for Less helps households learn better ways to live more sustainability, both environmentally
and financially. It is an ideal channel to promote initiatives and programs of aligned organisations
such as Local and State Governments and community service groups.
Live for Less is a whole-of region program answering both regional and local needs and involving
communities, households and businesses. It is an ideal channel to promote initiatives and
programs of aligned organisations such as Local and State Governments. Useful information is
the key to change. Households are often apathetic to changing consumption patterns, so Live for
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Less delivers sustainability content that is useful, simple and inspiring in order to encourage
learning and behaviour change.
The Live for Less content mix appeals to both early adopters who are already living sustainably
and those who are not yet on the journey. Households can learn to reduce waste, more efficiently
use resources and save energy through better everyday decision-making. They can also hear
stories from inspiring people and thought leaders in the community with a passion for sustainable
living. Live for Less content and articles are easily adapted to address current sustainability
challenges impacting residents within a specific location, region or state.
The platform can be adapted to serve the local and regional needs of any location in Australia
and includes the following components. Live for Less is already in market in Brisbane,
Queensland and is being actively explored by communities across Australia.
Live for Less articles and stories encourage households to take meaningful, measurable action
to reduce their footprint and cost of living in a range of areas - creating less household waste,
feeding the family, reducing energy bills or shopping more sustainably.
We aim to write content pieces that have an estimate of the time it takes, household savings and
environmental impact.
Live for Less is anchored around a vibrant social media community, website and newsletter. It
also bridges the online space and real world, easily integrating into various programs and
community engagement activities including workshops, events, facilities, parks, waste collection,
public transport, water programs and planning.
The Brisbane execution of the Live for Less program was initially funded by Brisbane City Council.
Benefits for your community. Live for Less provides some unique opportunities including: access
to sustainability content for your community that is always fresh delivery of that content on multiple
digital channels for a targeted audience ranging from young adults through to middle-aged
families. A brand and ethos that can be adapted across a wide range of community activities and
connecting the entire community an opportunity to completely refresh a sustainability engagement
approach without the significant effort.
The Live for Less is a free program for residents to join and includes the following assets: • website
• Facebook community • Instagram community • a digital newsletter • development, production of
original content/stories for the local community (in this case Brisbane) which is then shared on
Facebook, Instagram and in the newsletter • provision of regular, topical and interesting
sustainability content from across the nation and around the world which also feeds Facebook,
Instagram and appears in the newsletter • content and stories that spotlight local
businesses/brands/personalities that support a more liveable community and who can provide
expertise and advice to • provision of an events calendar containing relevant sustainability events
in a region • provision of competitions and opportunities to win prizes through taking part in
challenges and pledges • moderation of online communities • subscriber management • hosting,
back-ups, updates, maintenance and version control for digital properties • an online survey tool
• monthly reporting. In addition: CitySmart has a range of physical Live for Less activations at
existing local events and festivals.
Outcomes/evaluation
A combined social and newsletter audience of over 42,000 residents
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Over 43,000 unique website visits annually
The website traffic is proving engaging with users viewing more pages per session and spending
more time on the site. This has also led to a lower bounce rate last quarter. The percentage of
new sessions has declined slightly, which shows that more visitors are returning to our site.
Overall, the last quarter has given a positive indication that the site is engaging enough to keep
users reading and coming back for more content.
Digital platforms deliver reliable metrics on how widely the content is being read and actions taken,
shared and promoted.
A key strength of the Live for Less digital community is its two-way interaction - participants
sharing their experiences, successes, sustainability and cost of living challenges with peers. This
is demonstrated in our social media results.
Sample Facebook results Eating
for less
Posted 30 January
Engagement rate: 13%

Sample Instagram post results
OzHarvest
Posted 28 March
Likes: 67
Comments: 5

Newsletter, average open rate of 24.3% over the last 3 months. This open rate remains above
the Education category average of 22%.
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Lessons learned
The Live for Less program has generated and collected a large amount of data. This data is in
relation to members of the Live for Less program and includes information such as their shopping
preferences and preferred products, etc. Consideration should be given to realising the value of
this data in terms of identifying any gaps in the program and enhancing the value offering of Live
for Less.
Value from the data could also be realised through the development of articles and reports based
on data analysis and, over time, trending analysis. Value in this instance would be in the branding
and positioning of CitySmart and the Live for Less program as a thought leader in this market
space.
The Live for Less program has been supported by intra-agency funding however the initial seed
funding period is coming to an end and there is a need for Live for Less to create greater presence,
engagement and support which may lead to diversified revenue streams from new sources.
Another lesson learned is that the integration of offline community engagement helps build strong
online engagement as demonstrated in our social media results following an event. We create
offline engagement at activations at the Green Heart Fair, Brisbane’s largest sustainable living
festival.
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Reference/Appendix
Visit www.liveforless.com.au
Further information contact Angela Heck, Senior Manager, Sustainability Marketing and
Communications on 07 3007 7008
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Emerging Unethical Practices in Queensland’s Compulsory Third
Party Insurance Scheme
Ms Vicki Vanderent1, Dr Paula Dootson2
1

Motor Accident Insurance Commission, 2Queensland University of Technology

Brief Company Overview
The Motor Accident Insurance Commission (MAIC) provides regulatory services to Queensland’s
Compulsory Third Party (CTP) personal injury insurance scheme. The scheme protects motor
vehicle owners and drivers from being held financially responsible if they injure someone in a
motor vehicle accident. It also enables a person injured in a motor vehicle accident, through no
fault of their own, to access medical treatment and rehabilitation services and to claim
compensation for their losses. As a competitive, compensation based scheme, CTP insurance
attracts businesses to compete in the CTP marketplace, while at the same time, the convergence
of digital technologies and new business models allows business to profit from loopholes in the
scheme.
One such loophole exploited by industry over the last five years, is the process by which a thirdparty cold-calls an individual to encourage them to make a compensation claim and then ‘on sells’
the person’s personal details to law firms. Known as claim farming or car crash scamming, this
emerging unethical practice was first recognised in the MAIC Annual Report 2016-17 (p.10).
Claim farming along with other emerging unethical practices and economic conditions, have
placed upward pressure on CTP insurance premium prices (approximately $20 per policy over
the last five years).
Problem/Opportunity Statement
A critical challenge faced by MAIC is in balancing a positive customer experience and a regulatory
environment that allows service providers to compete and innovate without unintentionally
incentivising unethical practices in the CTP insurance scheme. To achieve this balance, MAIC
has identified the following objectives to be delivered during MAIC’s strategic timeframe of 20182022:
1. Deter unsafe road user behaviour by investing in road trauma research, services and
technology, communication campaigns, and data linkages.
2. Reduce unethical claims practices through strengthening and promoting supervision and
enforcement services, and amending legislation to prohibit claimant referral fees.
3. Ensure fair competition for service providers in the CTP insurance scheme by collaborating
with fair trading regulators and developing a dealer compliance framework to ensure a
competitive CTP insurance market for new car buyers.
Strategy/Campaign/Interventions
MAIC has engaged in a variety of regulatory and non-regulatory strategies, campaigns and
interventions to deter unethical practices in Queensland’s CTP insurance scheme, a snapshot of
which is provided in Table 1. When trying to influence the behaviour of road users, MAIC
recognises the broad, state-wide audience of road users and adopts communication campaigns
and partnerships with other organisations to reach its audience.
When trying to influence the behaviour of service providers such as insurers, motor dealers and
the legal industry, MAIC will first employ a strategic engagement strategy before turning to more
regulatory measures like issuing breaches or implementing legislative amendments.
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Table 1. Examples of Unethical Behaviour
Example
Unethical Behaviour
Non-compliance with
road rules leading to
increases in road trauma,
claims costs and pressure
on premium prices (e.g.
driving distractedly while
using a phone)

Stakeholder

Action

Specific Strategy/ Campaign/ Intervention

Road user

Campaigns and
interventions

Claims exagerration or
fraud leading to an
increase in claims costs
and upwards pressure on
premiums

Person with an
injury from a
motor vehicle
accident

Intervention and
strategy

Settling low-value claims
for commercial reasons
rather than fighting them
Over servicing CTP
insurance claims resulting
in increasing costs
Influencing choice of CTP
insurer, limiting
competition and denying
the customer their active
choice

Licensed CTP
insurers

Strategy

Lawyers & allied
health
professionals
Motor dealers

Strategy

Spoofing mobile phone
numbers and cold calling
citizens to identify and
sell the details of people
who have been in a car
crash

Car crash
scammer

Campaign and
intervention

Partnered with RACQ on ‘Set your phone and leave
it alone’ public safety campaign aimed at deterring
distracted drivers (RACQ, 2019).
Commissioned ‘Be a mate’ public safety campaign
aimed at encouraging motorists to concentrate,
anticipate and not tailgate (MAIC, 2019).
Invested in PCYC ‘Braking the cycle’ learner driver
program which provides driver mentoring services
to young Queensland motorists (PCYC, 2019).
Introduced legislation into Parliament designed to
change the claims process.
Stakeholder engagement with legal and insurance
industry.
Conducted machine learning pilot on claims data to
develop insights to deter unethical practices.
Strengthened insurer supervision and compliance
capabilities and increased stakeholder engagement
with insurers.
Increased stakeholder engagement with the legal
and allied health professions and their peak
representative bodies.
Partnered with the Department of Transport and
Main Roads to create regulated forms for motor
dealers.
Partnered with the Queensland Office of Fair
Trading to review dealer behaviour relating to the
sale of CTP insurance.
Commissioned a public safety campaign aimed at
encouraging the public to hang up on car crash
scammers.
Introduced legislation into Parliament designed to
prohibit claimant referral fees and to provide
clearer standards for CTP insurers

Strategy

Interventions aimed at deterring unethical road user behaviour
Road crash statistics tell us that over the last 10 years, fatalities resulting from road trauma are
reducing, albeit more slowly than the Australian Government’s National Road Safety Action Plan
target of 30 per cent reduction in deaths and serious injuries by 2020 (Department of
Infrastructure, Transport, Cities and Regional Development, 2019). Hospitalisations, on the other
hand, have increased across the board suggesting that in-vehicle technologies and more efficient
trauma systems may be saving lives, but human behaviour is not improving.
In the last five years, road safety agencies across Australia have shifted their campaign focus
from ‘fear’ based appeals to campaigns based on ‘behavioural insights’. In the last two years
specifically, MAIC has used behavioural insights to inform two campaigns aimed at targeting
unsafe driver behaviour including the ‘Set your phone and leave it alone’ campaign in partnership
with RACQ (RACQ, 2019) and the ‘Be a mate’ campaign (MAIC, 2018). While the RACQ
campaign is still in flight, and the long-tail nature of CTP claims means the data is still immature,
comparison between numbers of rear-end crashes both pre and post ‘Be a mate’ campaign
indicate the number of rear-end crashes may have reduced by up to 260 crashes (at time of
campaign evaluation), but this may change as more claims are lodged.
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At the same time as investing in communication campaigns, MAIC invests in services designed
to mentor learner drivers and encourage safe driving skills. It does this through investing in the
Police Citizen’s Youth Club (PCYC) ‘Braking the cycle’ learner driver program which provides
driver mentoring services to young Queensland motorists in 42 clubs around Queensland. Since
the program’s inception in 2012, Braking the cycle has helped more than 1450 young people
successfully obtain a driver’s licence, increasing their chances of employment and community
connection (PCYC, 2018, p. 33). At the same time, Braking the cycle provides learner drivers with
positive role models that help to influence learner drivers to not engage in unsafe driving
behaviour.
Interventions aimed at deterring unethical claimant behaviour
Unethical claimant behaviour runs the full gamut from relatively small opportunistic behaviours
where a claimant may slightly exaggerate their injuries and losses to full blown fraud. In the MAIC
scheme, less than a dozen fraud referrals are made to MAIC each year, of which only a handful
are prosecuted. MAIC’s main mechanism to address claimant exaggeration and fraud is through
engaging with CTP insurers, who liaise directly with claimants and their legal representatives, and
encouraging the insurers to flag, actively manage and refer suspicious claims to MAIC for
investigation.
Since strengthening engagement and monitoring of insurers in 2017, annual increases in claims
numbers have decreased from a high increase of 9.2 per cent in 16-17 back down to 1.8 per cent
in 2018-19, with further normalisation expected after legislative change.
In addition to its existing regime of stakeholder engagement and fraud prosecution, MAIC has
also recently completed a machine learning pilot on claims data aimed at identifying unethical
practices. While the data set was small and was not able to provide new insights, MAIC will
continue to strive to improve its data sets to combat claims exaggeration and fraud over time.
Interventions aimed at deterring unethical supplier behaviour
Economic agency and coordination problems are inherent in the Queensland CTP scheme due
to the misalignment of incentives structures across service suppliers. As the provider of regulatory
services, it is MAIC’s role to ensure the scheme remains fully funded and viable while still
providing affordable insurance to motorists and access to rehabilitation and compensation for
people injured in motor vehicle accidents.
MAIC’s main strategy to deter unethical supplier behaviour is to engage with insurers, lawyers,
allied health providers, motor dealers, their peak bodies and relevant regulators to encourage fair
competition and the speedy resolution of claims. For example, to deter motor dealers who provide
registration and CTP insurance services to new car buyers from interfering with documents
related to a customer’s choice of CTP insurer, MAIC updated key forms and promoted content in
newsletters to ensure motor dealers were aware that there were penalties for interfering with a
new car buyer’s choice of CTP insurer. Since updating the forms in 2018, MAIC has received
further feedback from customers that new business forms are still being interfered with and as
such MAIC is working with the Department of Transport and Main Roads to make the dealer forms
“Approved forms” that cannot be amended under law.
Interventions aimed at deterring scammers
As noted above, the nature of a compensation based, CTP insurance scheme is that it can
incentivise new and unethical business practices. Over the past five years, there has been a
noticeable increase in the frequency of claims lodged in the Queensland CTP insurance scheme.
Over the same period, there has been a corresponding increase in complaints made to the MAIC
call centre or through the MAIC website in relation to unsolicited contact being made by thirdparties encouraging people to lodge a CTP claim.
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MAIC has addressed this through commissioning a public safety campaign aimed at encouraging
the public to hang up on car crash scammers and report them to MAIC. MAIC has also introduced
legislation into Parliament designed to prohibit claimant referral fees and to provide clearer
standards for CTP insurers. While the legislation has yet to be passed through Parliament, MAIC’s
campaign to hang up on car crash scammers and report them to MAIC has resulted in more than
1500 reports of claim farming to MAIC. These reports of claim farming help illustrate the extent of
the issue and the need for regulatory reform.
Outcomes/evaluation
The Queensland CTP insurance scheme has a range of measures in place to measure overall
scheme health based around the four key principles of affordability, efficiency, fairness and
responsiveness. Based on the way these principles are measured, the scheme is arguably one
of the best and most affordable schemes in Australia. Further, these measures demonstrate that
the regulatory and non-regulatory mechanisms MAIC is employing to deter unethical practices
across the scheme, in line with the objectives detailed above, are working to help keep CTP
insurance at a level that average motorists can afford.
Regarding the affordability metric, CTP insurance premiums remain affordable to motorists and
have been stable for many years. As at 30 June 2019, the Class 1 (car or station wagon) premium
represented 22 per cent of average weekly earnings (well below the 45 per cent threshold
identified in the Motor Accident Insurance Act 1994). Compared to other jurisdictions, the
Queensland CTP scheme is second only in price to Tasmania.
Efficiency was achieved whereby current claim benefits are sitting at 61 per cent – above MAIC’s
goal of 60 per cent, demonstrating an efficient CTP insurance scheme. Rates of legal
representation combined with claimant and motorist feedback confirms the scheme is performing
fairly. And coverage of CTP insurance claims across demographic, social and geographic cohorts
indicate the scheme is responsive to claimants across all age groups, genders and regions.
As the pace of technological change accelerates and the scheme encounters more disruption and
subsequent unethical behaviour, MAIC as a regulator is embracing new tools, technologies and
partnerships to identify and address these practices. MAIC is working hard to uplift organisational
analytics and audit capabilities and to actively increase the number of data linkages it has with
partner agencies. It is through enabling initiatives such as data linkage projects, analytics uplifts
and system enhancements that MAIC can improve its decision-making and regulatory services.
Results & Lessons Learned
There are opportunities to deter unethical practices in the Queensland CTP scheme across the
three areas of human, system and policy interventions. Human intervention involves using
behavioural insights to encourage road users and citizens towards safer and more ethical
behaviours. For example, MAIC’s communication campaigns based on behavioural insights have
been positive with good reach and recall; at the same time, MAIC collaborates with other road
safety agencies to back these campaigns with multi-faceted interventions involving infrastructure
design and policing services.
Designing out unethical practices through good systems design is an ongoing work in practice.
As MAIC continues to improve the systems, forms and databases that provide the digital
infrastructure for the CTP insurance scheme, the opportunity for error and unethical practices
weakens.
Finally, policy interventions involve aligning incentive structures to avoid agency problems. These
agency problems are not unique to the CTP insurance scheme as similar problems were identified
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in the recent Royal Commission into Misconduct in the Banking, Superannuation and Financial
Services Industry. Lessons from the Royal Commission illustrate that financial regulators need to
take an active role, using both non-regulatory and regulatory levers, in deterring unethical
practices through monitoring, communication, proactive investigations, policy amendments and
where possible designing out deviance. At the same time, it is important that tough regulation and
monitoring frameworks do not act as an inhibitor to innovation and that competition is alive and
well in the scheme.
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SPECIAL SESSIONS
SESSION 1

Opportunities for Ethnography in B2B Service Research
Daniel D Prior, UNSW, Australia
Joona Keranen, RMIT, Australia
Service research is expanding at a rapid pace, and becoming an increasingly interdisciplinary
field and overarching analytical lens to analyze a wide variety of issues in the global market space.
Both scholars and practitioners have fostered this development by outlining impactful service
research priorities, enhanced theory development opportunities and roadmaps for future service
research. Yet, to help researchers to also capture the increasingly rich and complex service
experiences in the contemporary economy, there is a growing need to adopt research
methodologies that can capture the increasingly dynamic and holistic service phenomena that
unfold through cultural, social, temporal, and spatial spectrums. One such methodology – often
overlooked but no less potent – is ethnographic research.
Ethnographic research methods offer “unique means to understand market realities”, and they
have been a staple and invaluable tool in the consumer marketers’ toolbox for decades. Yet, their
role in B2B marketing research has been significantly less pronounced, if not scant, particularly
in service marketing and management. This is surprising, given that the unique strength of
ethnography is to elicit deep and naturally occurring insights on the lived experiences and sociocultural practices of consumption, usage, and interpersonal interaction, which are arguably some
of the defining characteristics of B2B services. While several B2B scholars have pointed out the
need for more ethnographic research, it seems that the “ethnographic turn” that has invigorated
recent consumer and management research is still long way from making it in the contemporary
B2B service domain.
Consequently, this session i) highlights the central features of ethnographic research
methodologies with their unique strengths and advantages, ii) illustrates their key differences to
other, allegedly more mainstream qualitative methodologies, and iii) highlights key trends in B2B
service research that could provide fruitful opportunities for ethnographic research approaches.
The session will be highly interactive and will involve asking participants to reflect on their own
research in terms of how/ if ethnography is an appropriate methodology.
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SESSION 2

Building a Pattern Library for Service System Transformation
Kaisa Koskela-Huotari, CTF Service Research Center, Karlstad University, Sweden
Josina Vink, Oslo School of Architecture & Design (AHO), Norway
Bo Edvardsson, CTF Service Research Center, Karlstad University, Sweden
Per Kristensson, CTF Service Research Center, Karlstad University, Sweden
Due to the influence of transformative service research (Anderson et al., 2013; Rosenbaum, 2015)
encouraging scholars to engage in research activities that promote human well-being, service
research is increasingly moving beyond studies that only aim to improve firm profitability and
efficiency. When the goal is improving citizen well-being or addressing other large-scale and
systemic problems, scholars are engaging in the process of transforming service systems (see
e.g., Baron, Patterson, Maull, & Warnaby, 2018; Skålén, Aal, & Edvardsson, 2015). However, in
practice, service system transformation can prove to be a challenging task as the various
stakeholders involved in the process might not agree what a “better” service system actually is or
what the means of achieving such a state should be. Furthermore, service system transformation
requires awareness of the often hidden and hard to change social structures guiding established
practices and ways of thinking (Koskela-Huotari, Edvardsson, Jonas, Sörhammar, & Witell, 2016;
Vink, Edvardsson, Wetter-Edman, & Tronvoll, 2019). Hence, as service scholars strive for
creating a better world for the future, we must become increasingly reflective and learn from each
other about how can we collaboratively improve the wellbeing of many within overlapping and
nested service systems.
This special session aims to bring together service scholars interested in creating long-lasting,
positive changes in various kinds of service systems and provide a platform to discuss about best
practices in bringing forth such changes. In doing so, this session will start to build a pattern library
– a collection of repeated components found across many best practices – which can help to
guide service system transformation in diverse contexts. The special session will include invited
participants sharing case examples of transformational projects and reflecting on their learning
from these cases. In addition, all of the special session participants will have the opportunity to
share and discuss their own experiences and insights about service system transformation to add
to the pattern library.
Structure for the Special Session:
-

-

Short introduction to the theme and the aims of the special session
3-4 presentations (5-10 minutes) of practical case examples of service system transformation
from different parts of the world by different scholars with participants capturing common
patterns across the case examples
10 minutes of sharing reflections from participants to identify common patterns in service
system transformation
30-minute workshop on illuminating the different patterns of service systems transformation
in a “world café” format (participants are divided into smaller groups that go through three
different discussion tables each focusing a different pattern related to service systems
transformation).
Wrap-up and highlights about moving the pattern library forward

The preliminary pattern library for service system transformation synthesized from the insights
and best practices shared during the special session will be turned into a blog post and/or a minidigital inventory that will be published online. Our vision is that this special session will be the
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beginning of many more opportunities for service scholars to come together and reflect on how
the work we are doing can contribute patterns for creating a better world for the future.
References
Anderson, L., Ostrom, A. L., Corus, C., Fisk, R. P., Gallan, A. S., Giraldo, M., . . . Williams, J. D.
(2013). Transformative service research: An agenda for the future. Journal of Business
Research, 66(8), 1203-1210.
Baron, S., Patterson, A., Maull, R., & Warnaby, G. (2018). Feed people first: A service ecosystem
perspective on innovative food waste reduction. Journal of Service Research, 21(1), 135150.
Koskela-Huotari, K., Edvardsson, B., Jonas, J. M., Sörhammar, D., & Witell, L. (2016). Innovation
in service ecosystems—Breaking, making, and maintaining institutionalized rules of
resource integration. Journal of Business Research, 69(8), 2964-2971.
Rosenbaum, M. S. (2015). Transformative service research: research that matters. The Service
Industries Journal, 35(15-16), 801-805.
Skålén, P., Aal, K. A., & Edvardsson, B. (2015). Cocreating the Arab spring: Understanding
transformation of service systems in contention. Journal of Service Research, 18(3), 250264.
Vink, J., Edvardsson, B., Wetter-Edman, K., & Tronvoll, B. (2019). Reshaping mental models–
enabling innovation through service design. Journal of Service Management, 30(1), 75-104.

PAGE 519

520

SESSION 3

Creating Large Scale Transformative Service Research Projects
Raymond P. Fisk, Texas State University and Founder of ServCollab
Format This session will be an interactive session. Participants will engage in lively discussions
about the various stages of creating large scale transformative service research projects.
Premise For the transformative service research field to make major scientific advances and truly
improve human wellbeing and reduce its suffering, it will require larger service research projects.
Many scientific fields have engaged in large scale research projects. The service research field
is still not working at such a scale. To engage in such projects will require creating large and
inclusive project research teams, sharpening their collaboration skills, and honing their research
approaches for serving humanity.
Context Within the service research field, the new organization ServCollab to seeks to help
service researchers rise to this challenge. ServCollab is a service research collaborative for
diagnosing and treating humanity’s service system problems (poverty, ignorance, disease, etc.).
As an independent and unfettered entity, ServCollab seeks to transform the service research
community by enabling collaborative solutions to profound human service system problems.
ServCollab seeks to practice collaboration in its operations, train others in collaborating on large
scale service research projects, foster best practices for collaborative teams, and serve as a
clearinghouse for collaborative service research resources. On a larger scale, a new organization
called the Responsible Research in Business and Management (RRBM) “dedicated to inspiring,
encouraging, and supporting credible and useful research in the business and management
disciplines.” (RRBM, 2019) has emerged. While focused on improving business disciplines,
RRBM shares an interest with ServCollab in improving human society through research.
ServCollab ServCollab will build a global service research network robust enough to work on big
service system problems. This will require building operational capacity by recruiting, training, and
collaborating with scholars from within the service research field and with scholars from other
disciplines that are human facing. Funding will be sought for these major service system projects
from foundations, government agencies, and universities. ServCollab will also seek to create new
service research tools and new measurement systems for these large-scale service system
problems. Most importantly, ServCollab will identify project topics, assemble research teams, and
support their efforts to collaboratively design or redesign solutions to human service system
problems. To succeed, these efforts will require breakthrough collaborations that are truly
innovative (Shneiderman, 2016).
Discussion Topics
Picking transformative service research topics
Recruiting research teams – based on passions, skills, and perspectives
Team structure - Teams need leaders
Deciding on roles and credit
Choosing conceptual/theoretical foundations
Picking methodologies
Choosing research tools
Designing solutions
Choosing publication outlets
Finding opportunities to spread research impact beyond academe
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SESSION 4

Sharing Smart Cities 2020
Co-Chairs:
Dr Tom Chen, Newcastle Business School
Professor Dr Dominik Georgi, Lucerne Business School
Dr Janet Davey, Victoria University Wellington
Panel Speakers:
Dr Tom Chen, Newcastle Business School
Professor Dr Dominik Georgi, Lucerne Business School
Professor Byron Keating, Queensland University of Technology
Professor Rebekah Russell-Bennett, Queensland University of Technology
The aim of the special session is to share insights of Sharing smart cities Switzerland 2020 with
the SERVSIG participants and to create awareness of the working vision and actionable agenda
of sharing smart cities. In addition, we will use the interactive workshop session to identify possible
research agenda in Marketing.
Sharing smart cities (SSC) symposium supports the idea of sharing as solutions to improve the
wellbeing of citizens and the sustainability of cities. SSC has a focus on shared human
experiences and will address challenges pertaining to transformation and inclusiveness. Our
trans-disciplinary approach brings together leading scholars to co-create new insights related to
six measurables, namely vulnerability, complexity, reflexivity, shareability, livability, and viability
pertaining to sharing smart cities based on discipline knowledge, research lens/ framework and
the concerns of stakeholders. The event comprises of roundtable discussions and miniroundtable-workshop-discussion sessions to compile work packages for use in plausible
collaborative projects. The outcome is expected to identify, explore and develop strategies to
implement sharing mechanisms within individual smart cities; between a network of smart cities;
and across layers of smart city platforms.
Structure for the Special Session:
-

10 min Short introduction of Sharing Smart Cities, including its aim and working vision, and
the trans-disciplinary approach of SSC Switzerland 2020 in Rigi by the Co-Chair (Tom)
30 min Panel Discussion on Sharing Smart Cities key definitions (Dominik), principles
(Rebekah) and sharing framework/ mechanisms (Byron)
20 min Keynote Presentation (by the industry presenter)
20 min Interactive workshop session to identify possible research agenda in Marketing
10 min wrap-up and moving the research agenda for sharing smart cities forward
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