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1. Introduction ds time, phy, and the imes myo e 3y

Astate v, a3 ) conasive out of theneads of manland; no one is
saf sdficing, but all of = have many vants.... Then, & vee hae
many wants ... and many parsors areneaded to supply them, cne
s ahdper forene purpose and another for another; and when
these parties and helpars 2= gatherad tgether in one habitation,
thebody of inhabitants is termed 2 state. And they exvchange with
ome another, and ome gives and another recsives under the e
that exchange will ba for their good.

4o the ghbal netwarhad ecxcnomy becomes more parvasive and
its nature more compelling, it is {should be) becoming inceasingly
cJear that wee rely om one another through the yoluntary exchange of
appbed sl and competncas {Vago & Lusch 2004 20082}
Comsequantly, one yught thinki that the above quotation is comtem
porary; it is, howeves, from Matos The fepedlc {260 BCENS20),
publizhad over 2000 years ago.

Damag)obdbmmdepuﬂunwwld the simple truth behind
Thato's words often ssams © be mimed: we are all simdarly uman
bu@mgmwa through exchangs for mmutual weelbed

Jizatiors of academic sikox 1t was in the spirit of this comention that
we mreviowsly wad 2 Tinguistic tdescops’ to 200m out to a broader,
more trayscending wew of acomomic exchangeand suggested {Vargo
% hsch 2008b) 1t al B20

Since owr early collaborative wodli on what has become Joowen as
savice damnant {S D) Jogi, we have tried to nudge masleting
thought avay from fragmentation and toward 3 more umified
theoretical conceptualzation and framesorli A fost step was to
suggest trarmcanding the Joods' verses wervices divide with & = all
aboee senice Moy specifically and more recently, wee recognized 2
nead © overcome {mis)omcaptual problems asocated with the
notion of 3 prockeer,’ as 3 aeatr of wilue, verss 2 ormme, & 2
destroyer of value, and have reflected this in oneof theneweer cantral
temets of SD bogic al scid ond aonomk ador @e reverce
mEegaors {(Vargo & Loch 20082 & captured in foundational
premize {J1) 91 That i all partes {eg businemes individwal
cwstomers, howeholds, etc) eng@ged in ecomomic ewchange are
simloly rsowce negrating, senvice moviding enerprizes that
hae the common purpose of value {codaeaton  what we mem
by iz all J28

We initially piclied ' bacawse, given the most commeonly uzed

Yeshaps his statement themfore punchuates owr {Vargod lusch, 2004
20083; see abo Vargo, 2007) conenton that it i important to
deveopa Jogic.of and for themarlet {andsocety) and maleting that
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desgrators of ‘¥ {business) and C{mw)mx{md
:om]) actors come dosest genercally to what & captwed by
‘businexy” rather than ‘coomumer.” Stated altermatively, 2 business is
thought of & enterprising, 2 characerization that we find abo more
Fully captures the activities of tho sewith whom they evchange, thanis
impliad by ‘comsumer  wiuch has rather passive, final connotatons

of a "target’ with a primary activity of wsing stuff up, rather than
cresting and contnbuting Additonally, 828 scholin hae bemn
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From a G-D logic, perspective
(B2C, producer to consumer)

Consumer centricity is inherently
firm (producer) centric

From a S-D logic perspective

All actors are, resource-
integrating, service-providing
enterprises (B2B or A2A)
Resources &value creation
exchange must be understood,
contextually, co-creatively, and
(service-eco)systemically



Actor Centricity & Resource Integration
)| based, Servicefor-Service Exchange
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The Market

Actors = Resource Integrators



Micro Exchange Embedded In
)| Complex (Eco)Systems of Exchange
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t & generally ackmowledged
relmionship markang as an sademic

in service

e foundations of
are grounded
marketing and businessto-business (B2B
Ballantyne ¢r al, 200% Gréanroos, 2000
Vargo and Lusch (eg. 20042, 20082) hawe
also cred relanonstup marketng and, mare generally, serva
markenng and B2B markeung as foundational to
dominart (S-D) Jo and is focus on the pro
colabarative and r aeation. Fur
both service and

rmore

ed, by the
G-D) logic
on e exchange of units of ourpw
arketing inherited from econamics.

on in B2R and service marketing
and the more managerial ad normarive
3 central

which

relasonship,”
relanonship mar ket have wansimoned to
concepn in mainstream marketing, in whic
o conceprual of maxim
ale (CLV) firough repest
ange of units of owpur (see Chrise
, the conce are arguably at lemt partally G-D
anchared. If, as Vargo and Lusch (2004a; 2008b) su
marketing is evalving to 2 new dom mant logic (S-D logic) tha
nscends G-D Jogic, it begs the questan of whether there is

hgherorder, S-D-ogic-compan rela nonship
conceprualmanon that transcends radinonal
understnding. This commentary addresses thar question by

n terms
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network with

developme sonship and
rdanonship mark ten by looking at relatonship in
wrms of the broader, comexrual, nemworked and o -creative
prured in S-D Jogic, and finally
N O emerging thmkmg abour
ms nature of the market and the
firm 2s well & eaarlier, foundational ¢

epn of relaionship.

Background

As noted, as
rdatonship markesing (RM)[1), have roots in both service
marketing and R2B markesng (Ballantyne & al, 2005
Gronroos, 2000; Mattsson, 1997), which developed, perhaps
not coincidendy, concomitantly. At least initially, the rwo
pproache 1o relmonshup had related but somewhat different
notons behind them. In service markesing, which ariginally
onwased m ream goods marketng, the
was an (1 based panly on

eg Zathaml o ol 1985
X4 Gummesson, 1999) and e related
Berry, 1983

academic constructs, re

perability” char

e (Gronroom
need to foser firmicustomer relationships (.5,

In B2B marketing, the focus was more an (1) the
embeddedness of vah estion in networks, stemming at
least m part fom the work by the Industnal Marketing and
Purchasng (IMP) Group (eg. Hikamsson and Snehora,
1995), (2) the related notion thar value & not produced by
ane party and consumed by another in 2 B2B warld, and (3
the observaton thar exchange takes place in associations or
domesticated mark eg. Amdr, 197 shedded
nature-of walue-creation onenmtion ako
wrse, akbeit somew Afferently e
emanons and foundasons are
resenmtive definitions of RM:

ing i 4 strategy 10 Amract, maintain,
pomer relationships (Berry, 1983, p. 2§

Relationship mark
mnd enhance
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S-D Logic and Relationship

A joint, interactive,
collaborative, unfolding and
reciprocal roles in value co-
creation.

A Implies a complex web of value-

creating relationships, rather

than making relationship an

option.

A In particular contexts, optimal (for
the firm), normative relationships
might include repeat patronage (i.e.
multiple, relatively discreet

transactions) but they do not have
to for relationships to exist.

n
service-centered view IS
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Resource Integration & Service-for-service
B Exchange within the Market System

SD
Logic

Institutions Resource Integrators



@ 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

In an ecosystems orientation, value Is
contextual ( N v an-cucent ext 0)




From the Individual
| to Market-Based
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Source: Ridley 2010



Reproduction and Evolution
of Market Systems
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|| Relational Perspectives

SD

Logic
Dyad (Micro)

&——.@ ATransactional relationships

Triad ( Meso)
ATransvectional relationships

Service Ecosystem

(Macro)

AComplex, Cocreational
relationships

AResource Integration
Anstitutional context




@ The Meaning of Transactions
Lség[?c A can be characterized in terms of
objectified, bounded, tradable entities
(Agoodso and nservic
parts of a larger network of relationships
among specialized actors.

Araujo and Spring (2006)

ANmut ual |-yponargnsferewdth
compensation located within the task
network, [which] serve to divide one set of
tasks from anot hero

Baldwin (2007)




Relational Layers
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Institutions

Relationship as Shared ABrands

ANorms of exchange

Relationship as Value
Co-creation

AResource Integration
A Context
ARepeat patronage

Relationship as
Exchange

A Service for service




SD
Logic

Directions

TOWARD A THEORY OF THE
MARKET



The Market,
Bl Marketing, and Economics

S;C A Other disciplines have found it convenient to

Institutionalize the distinctions between applied
and basic science... In marketing, the problem
IS rather one of spinning off a basic science
from a problem solving discipline.

(Arndt 1985)
ANPar adoX I c aidrketis etelyvenere e
and nowhere I n mar ket

Venkatesh, Penalozg and Firat (2006)

A Itis a peculiar fact that the literature on
economicsécontai ns so
central institution that underlies neoclassical
economicsi the market

North (1977)



The Sciences of the Artificial

Herbert A. Simon

Third Edition
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The world we live In IS much

more a man-made, or artificial

one, than it is a natural one
The significant part consists

mostly of artifacts, called
symbols (p. 2)

0 J ud g me netri@tic searcha

The real-world economic actor
IS a satisficer, who accepts good
enough, because (optimization)
IS not a choice.(p. 29)

Markets and organizations are
social schemesthat facilitate
coordinated behavior,
conserving the critical scarce
resource of human ability to
handle complexity (p. 49)
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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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B Practice Theory and Structuration
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RSB A A Structure:

oward a Theory of Social Practices . .
E Developmenotrfn Calturalist ’I':eorizing recu rSIVely Org an Ized Sets Of
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The configuration of actors in market
practice
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Abstract. This paper addresses three conceprual .h;. llenges concerning actors and
agency that arise when taking inzer zice: 1) how agency is awarded in
practical situations, ii) how actors are prec
tees are explored in three emyp

transport and logistics

at practical inseraction can be fruisfully rded as a
jon involving pres Scriptions ‘-mu " acting
ond, we employ the term in i

in advance the co n'
vhich actions are ascribe
may be subsumed un

CISPECTIVe. liscussing implicarions
riplicity, reflexivity and market agency. Key Words
ration ® market actors ® market agency ® market practice

® actants ® actor col

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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A Markets do not (pre)exist; they
are created from practices
A They are performed

Exchange

Normalizing Representing



