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W The Task

SD

gie A Consider the London Borough of
Suttonodos system for
security through different lenses:

Some Issues
» G-D logic vs. S-D logic perspective? Whydoes
IS matter?

» Who manages: who should manage the
system?

» What are the relationships, identities and
structures?

» How does the community remain viable
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THE LENSES



Goods Logic, ServiceDominant Logic,
)| and Economic and Social Exchange

SD
Logic A Goods Logic:

The purpose of economic activity is to make and
sell things (goods and 0

A Output driven
A ServiceDominant Logic

The purpose of economic and social exchange is to
co-create value through resource integration &
mutual service provision

A Outcome (process/experience) driven

A Role of Society
G-D Logic: macro-environmental, exogenous

S-D Logic: purpose Is to support resource
Integration service exchange (economic & non-
economic), endogenous



Core Foundational Premises of
ServiceDominant Logic
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Premise Explanation/Justification

FP1 Service Isthe The application of operant resources
fundamental basis of (knowledge and skill
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.




G-D Logic Model:
Bl Value Production and Consumption




Value Cocreation through
B)(Resource Integration & Service Exchange

SD
Logic

Economic
Currency

New
Resources

Value

Currency



Micro Value-Creation Embedded In
)| Complex (Eco)Systems of Value Creation

SD
Logic

ResourceIntegrating
Service Providers



Bl New Institutional Economics

MENPDERSBWNDINEGS 2 The division of labor

ROCESS OF implies a division of
INOMIE knowledge that requires
QF coordination.
" r A Implies institutional
’195%“?\” e structure will play a critical

role in how knowledge will
be integrated to solve
problems

Al nstit urulesofn s
the game. 0

A Organizations = players
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@ Service Ecosystem & Value

SD

lgie A Relatively self-contained, self-adjusting
systems of resource-integrating actors
connected by shared institutional logics
and mutual value creation through
service exchange

A Value: An increase in the viability
(survivability, well-being) of the system



Reproduction and Evolution
of Service Ecosystem
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Replication/Reproduction




B Practice Theory and Structuration
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Abstract. This paper addresses three conceprual challenges concerning actors and
agency that arise when taking interest in market practice 1) how agency is awarded in
practical situations, ii) how actors are preconfigured, and iii) how actors are repre-
sented. These issues are explored in three empirical scenes taken from a case study of the
introd) of an e-pr system a1 an iomal transport and logistics
company. First, we suggest that practical interaction can be fruitfully regarded as a
process of interdefinition involving prescriptions and subscriptions between acting
entities, or actants. Second, we employ the term inscription to address offorts ro affect
in advance the configuration of such actants. Third, we suggest thar actors are entities
10 which actions are ascribed, ex post. Through this secondary process a number of
actants may be subsumed under a common actor labdl, thus offering @ way of account-

ing for agency as part of a pracice perspective. We conclude by discussing implicarions
of the proposed vocabulary for multiplicity, reflexivity and market agency. Key Words
® actants ® actor configuration ® market actors ® market agency ® market practice

Introduction
‘What are the consequences for our conception of market actors of attending in
detail to market practices — the many concrete efforts that go into realizing eco-
nomic exchanges? The purpose of this article is to develop conceptual tools that

67
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Markets (systems of exchange
do not (pre)exist; they are
created from practices

They are performed




EFFECTUATION

Elements
Entrepreneurial

g Effectuation Theory

Stuart Read, Nicholas Dew, Saras D. Sarasvathy, Michael Song, &
Robert Wiltbank

Marketing Under Uncertainty: The
Logic of an Effectual Approach

How 00 people approach markesng In the face of uncerainty, wnen the product, the market, and the traditional
detals Irvoived In market rasearch are unknowable ex anfe? The authors use protocol analysis to evaluate now 27
€xpert antrepraneurs approach such a probiem compared with 37 managars with itse entrapreneunal expertise (all
64 :mcpg_r;t: are asked % think aloud as they Make Mareting Cacisions In exaclly the sama unpracictadie

situation)

hypotneses are orawn from Merature In copnlive science on (1) expertise in general and (2)

entrepraneurial expertisa In particular, The rasults show significant cifferences In NEUNsHCs USaT by e WO groups
While Mosa without entreprenaurial expertise rely primarly on predictive fechniques, sxpert entrapreneurs 1end 1
Invert these. In particular, they Usa an eflactual or nonpradictive Jogic 10 tackie Lncernain markat alements and

cooonstruct novel markets

ih committed stakeholcers.

Keywoms: efactuation, uncentainty, expartise, service-cominant logic, cocraaton
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Lasch 2006, p. $3)
C' morning, Professor. | was in your mode
e | just pot a job offer 1o run market: ra
startup. Though uncertain, it s like an exciting ¢ ;-p oy
nity, and | hope you can introdece me 10 some best market.
tices in this satting becase | haves't done anything
before”™
There is little theorstical foundation for a normative
aniculiion of bow markating strutegy decis sould be

der the following scenaric: A kaock on the
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made in situations of wacertainty.' Uncertainty is an
bute not oaly of entreprencurial sectings but also of vir
tually every esvircament = which marketing ocoars today.
Deivers of this trend toward market volatility and uscer.
tainty include markes fragm:
and new customer tasies (e g . various kinds
coacerns, such as those reen” products and 2
The traditional markee definiticn asd segmentaticn using
research, based on what Vargo and Lusch 3
s domisant Jogic. is problematic when the market
15 nebaloos and the data are anscdotal. Although thesr alter.
sative paradigm, service-dominant logic, is extremely opti
mistic @boct the role of the entreprencur (s *\drn.c.l in
ths opening quotation of Sus anicle) jers iztle no
idance as 1o how 1o do marketing in the face of
sacertainty

In this anticle, we begin to fill the pap betwee
markating tools and the needs wnagers who f
tainty by represeatative tsk o people with related
real workl pertise and comparing their siralegies with
e without such experience. The theoretical lens we wse
xus oar rescarch design comes from entreprencer
ship—in panicular. 3 cognitive scisace based |
entreprescurial expertise called “sffecuation” |
has substastial overlaps and synempics with recent de
ments in marketing theory as spreseated in the conversa

X from Vargo and Lusch's
2008a, b) exposition of service-dominant Inu
> clarify and commec

and service-Somunant
ocreating value in the costridation of each
%o the history of ideas and the practice of marketing
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(302, .5 Jaggel 199K)
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