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An Extended Pedigree for S-D Logic




Striving to Explain the Complex
Bl from a Simple Structure

S-D

Logic - - e ——

The grand aim of all science is to cover the greatest

number of empirical facts by logical deduction from

the smallest number of hypotheses or axioms.
Einstein




A Continuing Journey...

S-D
Logic

PREMISES

PERSPEC-
TIVES

POSSI-
BILITIES



Core Foundational Premises: The

)| Axioms of Service-Dominant Logic
S-D . - p -
Logic Premise Explanation/Justification
FP1 Service is the The application of operant resources
fundamental basis of (knowledge and skills), “service,” is the
exchange. basis for all exchange. Service is
exchanged for service.
FP6 | The customer is always a | Implies value creation is interactional.
co-creator of value
FP9 All economic and social Implies the context of value creation is
actors are resource networks of networks (resource-
integrators integrators).
FP10 | Value is always uniquely | Value is idiosyncratic, experiential,

and phenomenological
determined by the
beneficiary

contextual, and meaning laden.




Value Co-creation through
) (Resource Integration & Service Exchange

S-D
Logic

Economic
e CUrrency

New
Resources

Currency A
Service g Value

Public
Currency



Micro Exchange Embedded in
Bl Complex (Eco)Systems of Exchange




Resource Integration & Service-for-service
B Exchange within Service-ecosystems

Institutions Resource Integrators



The Structure and Venue of Value Creation:




Resource Integration & and the
B Structuration of Service Ecosystem

Meso

Micro

Institutions Resource Integrators



The Core Moving Parts & Processes
I of Service-Dominant Logic

S-D

Logic Service q
ecosystems Generic

e Nested and actors
interlocking

Resource
Integration

Institutions

Service
Exchange

eCoordinated
through




| Hip-Pocket” S-D Logic

S' D Service ~ )
Logic ef:gf;"" Gaect"fréc
Components

& Perspectives

Resource
Integration

Institutions

Service
xchange

oordinsted
“teo ough

Societal:
National, Global, etc

(Sub)culture:
Brand, Market, “industry, etc

Exchange
B2C, B2B, C2C, etc

Institutions Resource Integrators



B Intra- and Intercultural Translation

S-D
Logic CONTEXT 1 CONTEXT 2

Horizontal Vertical
Translation Translation;

Structuration : Structuration

Vertical
Translation;



Rethinking. Reframing, and Reconciling
from an S-D Logic Perspective

S-D
Logic

Economic (and social) Actors

From Bs and Cs to generic A(ctor)s
Markets

From a priori to imagined, created, institutionalized, and performed
Market-ing

From functional area to essential function of the firm (actor)

From marketing mix to value co-creation
Value

From a property of output to a co-created outcome
Strategy

From prediction and control to effectuation
Technology

From exogenous variable to service-provision mechanism
Role of Information Technology

From tool to a transformation in value creation processes
Innovation

From invention to designing systems for value co-creation



A MACRO VIEW OF VALUE
CO-CREATION



From the Individual to Market-
B Based Co-Creation

Oth Anniversary Edition

.I,PencH

Source: Ridley 2010 / /f =/ /\\ \ .
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S-D _
Logic " Exponential Growth of Computing for 110 Years
Moore's Law was the Fifth, not the First, Paradigm to Bring
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Value Co-creation:
Growth in Prosperity through Collaboration
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The Drivers of
Increasing Returns to Scale

S-D
Logic

| = Property rights
N T = Scientific rationalism
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http://www.amazon.com/gp/reader/1594203059/ref=sib_dp_kd#reader-link
http://www.amazon.com/gp/reader/1594203059/ref=sib_dp_kd#reader-link

= Institutions - Practices

Mafro @

Mesoc l

Value co-creation

e _ !

Adapted from Kjellberg and Helgesson 2007




Some Current Research Issues

S-D

ogc  m The role of institutions and ecosystems
In:
Innovation
Technology
Market making

= Value co-creation in mutli-stakeholder
= Bridging S-D logic and practice:
midrange theory

= Market-theory development:
grand theory: ‘theory of the market”



@ The Journey Continues...

S-D

SERVICE-DOMINANT

LOGIC

PREMISES,
PERSPECTIVES,
POSSIBILITIES

<

ROBERT F. LUSCH
STEPHEN L.VARGO

CAMBRIDGE

Release date: November 2013




togc____ Thank You! e —

py FOr More Information on S-D Logic visit: | | LOGIC |
sdlogic.net

We encourage your comments and input. Will also post:
e Working papers
e Teaching material
e Related Links

Steve Vargo: svargo@sdlogic.net Bob Lusch: rlusch@sdlogic.net
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