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Abstract Customer Value (CV) is one of the most crucial
concepts in the field of marketing. Literature states that the
identification and creation of CV is decisive for the strate-
gic success of any organization. Moreover, CV was coined
a hot research topic in the field of marketing for the years
of 2010-2012 by the Marketing Science Institute (2010).
However, there is still no clear opinion about the concept
per se, as there is currently no accepted CV definition.
What is more, since a broad variety of fundamental de-
velopments, such as the rise of the service-dominant and
customer-dominant logic, touched the CV concept in the
past years, there is a need to reflect upon them. Therefore,
the article addresses this challenge and analyzes recent de-
velopments to provide a common basis for future research.
Moreover, the resulting implications for CV creation are
provided. Focal questions that arise when considering CV
include: What is the nature of CV and how can value be
created considering the implications of both logics?

Keywords Customer value - S-D logic - C-D logic -
Nature of value - Value creation

Introduction

Within the past few decades, there has been a broad shift

from searching for sources of competitive advantage within
a company, to investigating external sources of competi-
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tive advantage (Woodruff 1997; Khalifa 2004; Cleland and
Bruno 1996). One of marketing’s most fundamental con-
cepts, customer value (CV), recognizes this by placing the
focus on the customer. The relevance of CV is not under
discussion, as the creation of CV is considered the basis for
a company’s business success (McDougall and Levesque
2000; Porter 1996; Woodruff 1997; Payne and Holt 2001,
Huber et al. 2001), central to competitive advantage (Kha-
lifa 2004; Kothandaraman and Wilson 2001; Parasuraman
1997), and directly related to shareholder value (Cleland
and Bruno 1996). In 2007, the American Marketing Asso-
ciation (2007) adapted its definition of marketing to reflect
the focus on value. More recently, Vargo and Lusch (2008a)
defined value as “[..] idiosyncratic, experiential, contextual
and meaning laden” (p. 7). However, due to its complexity,
there is still much discussion about the meaning of CV, as
several definitions have been attached to the term (Smith
and Colgate 2007). The semantic heterogeneity is also highl-
ighted by the multitude of different terms that have been
used in the context of CV (Voima et al. 2010). Recently,
the term customer has even come under discussion (Vargo
and Lusch 2004; Woodruff and Flint 2006; Henneberg and
Mouzas 2008). Consequently, the marketing literature is
still deficient in its understanding of CV (e.g., Woodruff
and Flint 2006; Smith and Colgate 2007; Blocker 2011) and
calls for further investigation into CV are loudening (Voima
et al. 2010).

On top of this deficient understanding, various deve-
lopments emphasizing the importance of the customer, are
increasingly addressed in the literature (Shah et al. 2006;
Heinonen et al. 2010; Vargo and Lusch 2004). Two of these
developments substantially change the notion of CV, namely
the rise of the service-dominant (S-D) and customer-domi-
nant (C-D) logic. There are two primary reasons for the
relevance of relating both logics to CV. On the one hand,
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both logics, especially the C-D logic, acknowledges the
importance of the customer, and thus, inherently strengthens
the focus on the customer and, as a result, the CV concept.
On the other hand, the logics comprehensively summarize
issues changing and advancing CV (Woodruff and Flint
2006; Voima et al. 2010). We regard the impact on CV as
twofold. Clearly, the scope in which CV is considered has
risen (Gummesson 2008; Edvardsson et al. 2011; Woodruff
and Flint 2006), which makes CV a concept that is even
more vague than before. However, one might also argue
that the mentioned logics have a large potential to inform,
and thus, to further develop the CV concept (e.g., Voima
et al. 2010; Woodruff and Flint 2006). As we believe more
strongly in the second aspect, we acknowledge the import-
ance of registering the impacts for further enhancing CV.

An initial attempt to outline the implications from the S-
D logic on CV comes from Woodruff and Flint (2006). The
authors mention several important issues, such as the chan-
ging role of the customer. Nevertheless, they do not fully
take into account recent trends, such as the importance of
customer integration, the focus on interactions, and other
issues with an impact on CV that were recently addressed by
S-D logic. For instance, a multitude of authors have discus-
sed value and its creation (e.g., Voima et al. 2010; Vargo et
al. 2008; Payne et al. 2008; Lusch and Vargo 2006b; Heino-
nen et al. 2010; Gronroos 2011; Gronroos 2008; Gronroos
and Ravald 2011). By doing so, they implicitly advance CV
without being directly related to CV. What is more, until
now, no article has explicitly addressed the implications of
the most recent discussions for CV, neither of the S-D, nor
of the C-D logic. Intuitively, the following question arises:
What impact do both logics have on the CV concept?

The primary objective of our paper is to fill this gap in the
literature and to provide a basis for further research by eva-
luating the influences of the S-D and C-D logic (Vargo and
Lusch 2008a; Heinonen et al. 2010; Vargo and Lusch 2004).
In particular, our article addresses the following research
questions: How did both logics change the understanding
of CV? As implications regarding the creation of value can
primarily be recognized by taking into account the S-D and
C-D logic’s perspectives, we also discuss what this means
for value creation. In doing so, we make contributions to the
literature in three areas of CV:

e The nature of CV

e The ways of, and capabilities needed for, creating CV

e The scope in which the nature and creation of CV is
considered

The scope of this paper is limited to the nature and the crea-
tion of CV, as our primary objective is to provide a starting
point for other scholars. Neither do we enter in the current
discussion, like the one regarding the roles within value
creation (e.g., Gronroos 2011), nor do we aim to provide a
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Fig. 1 The structure of the paper

new conceptualization regarding CV, as we only focus on
the changes implied by the S-D and C-D logic.

The remainder of the article is organized as follows
(Fig. 1). First, the S-D and C-D logic are outlined, with
focus on the resulting changes in current value paradigms
(i.e., from value-in-exchange to value-in-use). Next, we
discuss the nature of CV and the range of CV considerations
as major changes and enhancements are proposed by both
logics. As a primary focus of the S-D and C-D logic is laid
on value creation, we outline ways of creating CV from this
novel perspective in a third step. Finally, a model of CV,
from the logics perspective, is established and briefly deli-
neated by summarizing the key points. While each section
of the article emphasizes the current state of the literature,
we broadly outline avenues for future research, as well as
theoretical and practical implications, as we strive to pro-
vide a common parting ground.

The dominant logics and value concepts

Two recently developed logics that substantially changed the
understanding of marketing are the S-D and the C-D logic'.
As value considerations that are more general in nature and
that are dominantly discussed in the marketing literature,
namely value-in-use, value-in-context and value-in-life, are
closely linked to both logics, we discuss them after presen-
ting the logics’ primary thoughts.

The S-D logic was initiated in 2004 by the award-win-
ning article ‘Evolving to a new dominant logic for marke-
ting’ (Vargo and Lusch 2004). It accentuates a shift away
from goods to service provision, lays a focus on intangible
resources, the co-creation of value by the customer, and the

! When using ‘the logics’, we refer to both upcoming logics as in a
multitude of aspects, as they appear to have similar consequences. In
case they differ, we only refer to the applying logic.
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notion of interaction and relationships, and proposes a phe-
nomenological facet of value (e.g., Vargo and Lusch 2006).
Woodruff and Flint (2006) back the importance of the S-D
logic for CV by outlining several issues relevant for CV. As
a result, an enormous impact on CV regarding its nature and
value creation, in general, can be acknowledged (Woodruff
and Flint 2006; Vargo and Lusch 2004, 2006, 2008a).

Recently, the C-D logic appeared in the literature picking
up thoughts of S-D logic, as well as passing criticism on
the S-D logic: According to the C-D logic, the S-D logic is
still a supplier-dominant logic. Arguing so, the C-D logic
even goes further in positioning the customer in the cen-
ter by shifting the focus from the company’s processes to
the customer’s reality and history (Heinonen et al. 2010).
The primary distinction between both logics is the point
of view. While the S-D logic is supplier focused, the C-D
logic refers to the customer as the starting points of most
relevant considerations. For instance, under the C-D logic,
service providers need to enhance their understanding of
the customers history, objectives and goals, followed by
using services (Wikner 2010; Voima et al. 2010). From a
CV perspective, we regard this inherent focus on the custo-
mer as useful, even though the C-D logic has primarily been
applied to a service context. Thus, although only a handful
of articles have appeared regarding this logic, we apply its
notions on CV.

Both previously-mentioned logics, especially the rise of
the S-D logic, have a fundamental impact on the develop-
ment of CV (Woodruff and Flint 2006; Voima et al. 2010).
What they have in common is that they both emphasize
the importance of the CV concept and impose foundatio-
nal challenges for the CV concept (Vargo and Lusch 2008a;
Heinonen et al. 2010). More specifically, they enhance
discussions about value considerations that are closely tied
to the nature of CV, and thus, appear as highly relevant for
the presented article.

Broadly discussed and commonly accepted is the shift
from value-in-exchange to value-in-use (e.g., Ravald and
Gronroos 1996; Ballantyne and Varey 2006; Normann and
Ramirez 1993; Holbrook 1994). Similarly, this development
is strongly underlined by both logics, as both even further
develop the notion of value-in-use. Newer considerations,
substantially fostered by the S-D and C-D logic, are presen-
ted by the value-in-context and value-in-life (Voima et al.
2010; Vargo et al. 2008; Edvardsson et al. 2011). Thus, the
three are briefly outlined in order to grasp their ideas.

Value-in-use expresses the idea that value is created by
using a product or service, rather than by producing the pro-
duct or service (e.g., Lusch et al. 2007; Vargo and Lusch
2004), which constitutes one key assumption of the S-D
logic (e.g., Edvardsson et al. 2011). Although similar noti-
ons have already appeared in past studies (Vandermerwe
1996; Levitt 1986; Alderson 1957), the idea has re-gained

relevance (e.g., Heinonen et al. 2010). Therefore, its impli-
cations on CV, especially regarding the understanding of
CV and the methods of value creation, need to be registered.
This idea is advanced by value-in-context, which lays an
emphasis on the role of “[...] other market-facing, public,
and private resources [...]” (Merz et al. 2009, p. 330). In
line with this, a notable article emphasizes the customers’
embeddedness into a social context by applying social
construction theories (Edvardsson et al. 2011), while others
mention complexity theory as a theoretical underpinning for
a similar notion (Gummesson 2008). Nevertheless, value-
in-context has already received criticism as some scholars
consider the idea as static (Gronroos and Ravald 2011).
The C-D logic recognizes this by emphasizing the highly
dynamic and multi-contextual reality and life of the cus-
tomer, implying a significant emphasis on the customer’s
experiences and history, especially in service settings. As
a result, the notion of value-in-life is proposed (Voima et
al. 2010). Whether value-in-context or value-in-life is more
appropriate is not yet commonly agreed upon. However, as
this brief outline illustrates, substantial influences on value
considerations are presented by the emergence of the S-D
and C-D logic which, in turn, changes the understanding of
Cv.

Customer value’s nature

As both logics influence the nature of CV, which has already
been vague before, there is a need to address them. Up to
now, several facets of CV have repeatedly appeared in the
literature regarding CV. Among those, CV is described as
being a trade-off between benefits and sacrifices (Ulaga
2003; Zeithaml 1988; Gale 1994), subjective (Nasution and
Mavondo 2008; Ulaga 2003; Kortge and Okonkwo 1993;
Vargo and Lusch 2004), multi-dimensional (Matzler 2000;
Ulaga 2003; Holbrook 2005; Sweeney and Soutar 2001) and
relativistic (Gale 1994; Holbrook 1994, 2006). Moreover,
it has been delineated as context-specific and experiential
(Holbrook 2005). Although the ideas of several facets have
been picked up by both logics (i.e., CV’s context-specific
and experiential nature), substantial changes can be recogni-
zed which are summarized in the following section. Figure 2
presents the development from the classical understanding
of CV to an understanding from a S-D and C-D logic’s per-
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Fig. 2 The changing nature of CV
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spective; each facet is assigned the logic that mostly emp-
hasizes its notion.

Phenomenological and experiential facet

According to the S-D logic, a shift towards emphasizing the
experiential and phenomenological facet of CV can be ack-
nowledged by the shift towards emphasizing the experien-
tial and phenomenological facet of CV (Vargo and Lusch
2004; Woodruff and Flint 2006). Both terms, ‘experiential’
and ‘phenomenological’, emphasize the co-creation role of
the customer (Vargo and Lusch 2008a). From this unders-
tanding, ‘experience’ does not refer to the customer’s past
experiences, it rather describes the perishability inherent to
CV (Vargo and Lusch 2008b). This underscores that value
cannot be inventoried and is not created solely by the com-
pany which is, however, not new to the literature.

Prahalad and Ramaswamy (2004b, p. 137) use the term
in a similar manner and emphasize the shift toward expe-
riences as they state that “[...] value is now centered in the
experiences of consumers”. Similarly, even earlier contri-
butions suggest an experiential perspective that includes
symbolic, hedonic and aesthetic aspects in the consumption
process (Babin et al. 1994; Hirschmann and Holbrook 1982).
Although both terms are still discussed, ‘phenomenological’
has recently been preferred, as ‘experiential’ implies seve-
ral other meanings, such as a focus on the past. In contrast,
phenomenological emphasizes the idiosyncratic determin-
ation of value (Vargo and Lusch 2008a) without implying
a focus on the past. This accentuates that companies and
customers have equal roles in value determination, as the
process among both parties is emphasized, while the old-
fashioned notion of value being provided by the company is
no longer supported. The idea gets explicitly expressed by
highlighting interactions when considering the creation of
CV as the S-D logic does.

Woodruff and Flint (2006) explain the phenomenological
nature of CV as context-specific, interactive, and attached
with meanings.? The C-D logic accepts that interactions
facilitate the creation of value, however, contrary to the S-D
logic’s supplier-oriented approach, it emphasizes that it is
the customer who ultimately determines the value created.
In doing so, the C-D logic stresses that other processes not
directly related to interactions also need to be considered
(Heinonen et al. 2010).

The interactive aspect implied in the term ‘phenomeno-
logical’ is closely linked to another important characteristic.

2 Although Woodruff and Flint’s (2006) interpretation of the term ‘phe-
nomenological’ mentions context specificity, we treat this as a separate
issue, as it has not been clearly delineated by the authors. Moreover, a
multitude of other articles have further developed the meaning of ‘con-
text-specific’ without referring to it as the phenomenological aspect.
Hence, we discuss this issue separately.
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Seeing the customer in a constant and interactive process
with other actors, such as companies and other customers,
bolds the increasing focus on relational aspects, which is
therefore underpinned in the S-D (Vargo and Lusch 2004)
and C-D logic (Heinonen et al. 2009, 2010). Hence, an
increasing focus on relationships, rather than on transacti-
ons, is suggested (Vargo and Lusch 2008b). According to
both logics, the customer is engaged in multiple relations-
hips, also to actors other than the company. The old-fas-
hioned view on relational aspects as being dyadic does not
seem to be supportable anymore (e.g., Voima et al. 2010).
Intuitively, the customer now appears as being embedded
within a context of other value determining resources and
actors.

Context-specific facet

Following the notion of multiple relationships, the literature
acknowledges the important role of the customer’s external
and social context in the assessment of CV (Voima et al.
2010; Edvardsson et al. 2011). In doing so, the idea of the
customer, just like the company, being embedded in a system
of other actors is expressed (e.g., Vargo and Lusch 2004). In
this complex system, the customer acts as a resource integ-
rator, simultaneously combining various resources for value
creation. This implies that the customer uses his/her own
resources (i.e., knowledge and skills) and the resources of
other actors. Hence, CV is dependent on a network of com-
petences and resources.

While the previous literature has accepted CV’s depen-
dence on the context, the S-D and C-D logic have strongly
emphasized and further developed this idea. One of the first
guiding conceptual articles was put forth by Edvardsson et
al. (2011). Social construction theories are applied to stress
the importance of the social context for value creation under
the S-D logic. On this basis, four propositions are delineated,
two of which strongly underline the importance of the social
dimension of value: “Value has a collective and intersubjec-
tive dimension and should be understood as value-in-social-
context” (p. 333) and “[...] the way in which resources are
assessed depends on the social context” (p. 334). It can be
concluded that research efforts begin to adapt a more diffe-
rentiated point of view, which includes the social context as
an important variable for the determination of value.

The C-D logic argues in a similar manner, stating that
the dyadic approach that was historically used is not enough
to display the complex construct of CV (e.g., Voima et al.
2010). Hence, this logic also highlights that the customer is
socially-embedded, interacting with other groups, such as
other customers. Compared to the S-D logic, the C-D logic
more strongly emphasizes the customer’s point of view. An
even higher focus is laid on the customer, and thus, on his/
her specific context. In summary, while the social context
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gets emphasized by both logics, the C-D logic fully takes in
the customer’s perspective (Voima et al. 2010).

Experience-based facet

Contrary to the experiential and phenomenological nature,
the facet of CV that we term ‘experience-based’ refers to
the past experiences of customers. As Voima et al. (2010,
p. 4) states, “[...] the starting point is the customer’s reality
and life”. Value is therefore regarded as part of the dyna-
mically-constructed and multi-framed reality of each custo-
mer. Although earlier contributions also recognized similar
aspects (i.e., by terming it ‘subjective’, Woodruff 1997), the
focus on the customer’s history, and thus, the experience-
based nature of CV was especially emphasized by the C-
D logic. In this light, value is termed ‘value-in-life’, which
better explains the holistic view of the customer’s life than
value-in-context (Voima et al. 2010). With this focus on the
internal context, it is emphasized that value formation is
extended beyond the interactive processes and the visibility
of companies and includes the customer’s mental processes
(Heinonen et al. 2010), resulting in an increase in comple-
xity as now the customer’s history is also considered.

A facet of the experience-based nature of value is its
dynamic aspect, which expresses the constantly changing
and adapting evaluations of what customer’s value. It focu-
ses on changes in customer-desired value (Blocker and Flint
2007a, b). Still, there is disagreement among researchers
and practitioners regarding how (Beverland and Lockshin
2003, 2004) and why it occurs (Flint and Woodruft 2001),
which underpins its underdeveloped state (Blocker and Flint
2007b). This issue is more relevant than ever, as the custo-
mer’s value perceptions tend to change at a revolutionary
speed within today’s quickly changing environment (Flint
et al. 2002). Consequently, failing to respect the dynamic
may directly harm a company’s financial performance (Blo-
cker and Flint 2007b; Grieve and Ortiz 2003). Additionally,
Blocker and Flint (2007b) re-emphasize the importance of
knowledge about what customers will value in the future
for building and maintaining a sustainable advantage. As
this research stream is closely connected to the experience-
based facet, it is especially the C-D logic which draws atten-
tion to the dynamic and ever-changing nature of CV (Voima
etal. 2010), partly supported by the S-D logic (Madhavaram
and Hunt 2008).

Customer value creation

The S-D and C-D logic emphasize a fundamentally changed
perspective on value and value creation. Intuitively resul-
ting from discussions regarding CV’s nature is the question:
How is CV creation considering this new standpoint? We

address this question by recognizing that former frame-
works (i.e. the one put forth by Smith and Colgate 2007)
have yet become outdated in the light of S-D and C-D logic.
What is worthwhile to note is that discussions about the role
of the company, as well as the customer in value creation,
have appeared (Edvardsson et al. 2011; Gummesson 2008;
Gronroos and Ravald 2011). We do not directly enter these
however, but instead reflect implications from the changing
nature on a general level for two reasons. First, by drawing
implications on value creation on a higher level, we aim to
provide a basis for enhancing this discussion, while entering
these would go beyond the scope of this paper. Second, we
regard discussions as highly dependent on the point of view
and the context (i.e., product vs. service context, Gummes-
son 2008) which we do not discuss either. Thus, we take
this avenue and address questions which are more general
in nature. More specifically, we identified interactions, a
focus on relationships, and holistic marketing processes as
responsible for value creation.

Interaction

The recent literature concerning the S-D logic and value-in-
use places a special emphasis on company-customer inter-
actions as source of CV. Although interactions have already
been acknowledged as source of value by other frameworks
(e.g., Smith and Colgate 2007), the notion is further enhan-
ced. Emphasizing interactions as a crucial concept from a
S-D logic perspective, Gronroos and Ravald (2011, p. 12)
define interactions as “[...] a mutual or reciprocal action
where two or more parties have an effect upon each other”.
On this basis, it is argued that through interactive processes,
companies can get actively involved in creating experiential
value. Other contributions confirm this by seeing interacti-
ons as having the ability to promote experiential and pheno-
menological value (Ballantyne and Varey 2006). Similarly,
scholars assess that interactions provide the basis for for-
ming the customers’ preferences (Mathwick et al. 2002).
The importance of the company-customer interaction is
underlined by the ability to facilitate value and to influence
CV perceptions. As a result, it is broadly accepted that the
customers’ creation of value is catalyzed through interac-
tions (Gronroos 2009; Gronroos and Ravald 2009, 2011;
Tynan et al. 2010). Although the difference between servi-
ces and goods environments is still discussed, it appears that
interactions being especially important in a service-context
is an accepted concept. From the companies’ perspective,
this is due to the multitude of opportunities for co-creating
value with the customer when acting within the customer’s
sphere (Gronroos 2008).

One other issue that comes into play is the superior ability
to sense the customers’ needs within interactions (Tynan et
al. 2010). Although interactions per se are especially consi-
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dered by the S-D logic, they may also provide a source of in-
depth knowledge about the customer and his/her life, which
is rather emphasized by the C-D logic. More information
can be generated, and as a result, companies can develop
better insights about their customers. This issue’s import-
ance is underscored by the C-D logic; therefore, we also
argue that from a C-D logic point of view that company-
customer interactions are highly relevant.

Integration

Closely connected to, but still distinct from, interactions as
source of CV is the integration of resources (e.g., Mele et al.
2010). This includes the integration of the customers’ resour-
ces which refers to providing customers with the opportunity
to participate within the companies processes (e.g., Moller
20006). Integrating the resources of customers and compa-
nies is treated as prerequisite for interactions. As Gronroos
and Ravald (2011, p. 11) state: “An inherent aspect of inter-
action is connectivity”, i.e., the parties involved are in some
contact with each other. With the term ‘connectivity’, the
authors emphasize the integration of the companies’ and the
customers’ resources. The importance of the integration of
the companies’ and customers’ resources in the value crea-
tion process is strongly emphasized by the S-D logic (e.g.,
Vargo and Lusch 2004). In a similar manner, Edvardsson et
al. (2010) refers to ‘getting close to customers’ by customer
integration.

We argue that this proximity to the customer partly takes
in an avenue that is emphasized by the C-D logic. The C-D
logic accepts the importance of interactions, but even goes
one step further by also seeing “[...] other activities and
experiences [...]” (Heinonen et al. 2010, p. 535) that are not
directly connected to service-related interactions. From this
position, customer processes which are not controlled by
a company are considered as a highly relevant part within
value creation. Hence, the challenge that needs to be addres-
sed is discovering the underlying issues which cannot be
easily recognized by a company. When the customer’s life is
brought into the focus of value creation, an in-depth know-
ledge of the customer becomes necessary. As Heinonen et
al. (2010, p. 538) note: “[...] we first need to understand the
customers’ lives [...]” which renders the importance of a
fine-grained understanding of the customer. One way to gain
this depth of understanding of the customer is integrating
customers into the company’s processes. The aim of integ-
ration may therefore not only be the creation of interactions,
but also the achievement of profound customer insights that
go beyond insights gained by traditional marketing research
methods. Hence, integration can also be considered a way
for getting deep customer insights regarding what the C-D
logic describes as ‘value-in-life’.
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We conclude by stating that the benefits of customer
integration are twofold. On the one hand, interactions are
generated, which in turn, are considered a source of CV.
On the other hand, it has the ability to generate in-depth
knowledge of the customer, which may provide insights
regarding value-in-life considerations and, as a result, for
aligning future company actions.

Focus on relationships

When facing notions like interaction and integration, it
becomes obvious that relationships play an important role
within value creation, which is a concept that is extensively
highlighted by both logics (Vargo and Lusch 2004; Voima
et al. 2010; Woodruff and Flint 2006). Both interaction and
integration can be considered a means to the end, which is
relational value. This is due to the important role of interac-
tions in facilitating relationships (Payne et al. 2008; Praha-
lad and Ramaswamy 2004a; Sandstrom et al. 2008; Vargo
and Lusch 2004). Generally, it is proposed that relationships
themselves are a source of value (e.g., Howden and Pres-
sey 2008; Lindgreen and Wynstra 2005); relational benefits
and sacrifices need to be considered in the value formation
process (Gronroos 1997; Payne and Holt 2001; Ravald and
Gronroos 1996; Ulaga and Eggert 2005). In this light, trust
and risk avoidance are especially considered focal cons-
tructs (e.g., Lindgreen and Wynstra 2005). Most commonly,
the literature assesses the value that emerges in relationships
between companies and customers (Ulaga and Eggert 2005,
2006b), but also the relationship between customers and
customers (Voima et al. 2010; Edvardsson et al. 2011) and
between customers and brands (Payne et al. 2009).

Similarly to the explanation regarding the ‘integration of
the customer into the company’s processes’, we argue about
the focus on relationships. Relationships are a source of
value, but they also provide companies with a good unders-
tanding of the customer and his/her needs. A multitude of
studies have connected relationships with the customers’
willingness to provide information (Lapierre 2000; Wuyts
and Geyskens 2005). Even intimate information regarding
the customer’s life can be sensed within a close relationship
(Grayson 2007; Wong et al. 2005). Hence, more accurate
information can be gained concerning what customers value
considering their life and experiences. Therefore, we pro-
pose that the relevance of relationships can also be conside-
red as an important part in fitting the companies actions and
offers to the customer’s life, stressed by the C-D logic.

In summary, although the relational facet is not new to the
literature, the focus on interaction and integration augments
the importance of relationships from both logics points of
view. Thus, focusing on relationships can be proposed as
one fruitful way of creating value in a S-D and C-D logic
context.
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Holistic marketing processes

The customer’s relationships to other actors, and thus, the
notion of customers being embedded within a highly com-
plex context, is emphasized by the two discussed logics.
Again, one catalyst is the rise of the S-D logic that empha-
sizes the customer as resource integrator also using other
resources for value creation (e.g., Vargo and Lusch 2004).
Consistent with this, developments, such as shift to the emp-
owered and active customers (Payne et al. 2009; Vargo and
Lusch 2004; Edvardsson et al. 2011), customer-customer
and social interactions, have rapidly gained importance. A
similar argument holds true from a C-D logic point of view,
which emphasizes processes in value creation that are not
directly related to services (Heinonen et al. 2009). There-
fore, we briefly review processes that have been discussed
for creating value in the face of the complexity delineated by
the S-D and C-D logic perspectives. In this light, Edvardsson
et al. (2011) emphasized the customers’ context as a source
of value for the customer. That is, appearing more valuable
to the social context enhances the individuals’ value percep-
tion. Hence, the relevant question to ask becomes: How can
value creation through the social context be enhanced? We
argue that an initial answer to this question can be found in
the already discovered constructs and propose that branding
provides a fruitful way to enhance value creation within a
complex social context, as we will outline below.

Brodie et al. (2009) summarized previous articles about
the influence of brand-related constructs on perceived cus-
tomer quality and perceived value. Similarly, other articles
have discussed the relationships between CV and brand-
ing (Brodie et al. 2009; Tynan et al. 2010; Nasution and
Mavondo 2008; Payne et al. 2009). A positive brand image
indirectly enhances value-in-use (Strandvik and Rindell
2010), a development which can be considered as one of the
assumptions of the S-D and C-D logic. Similarly, the social
context is emphasized by both logics; consumers form rela-
tionships with brands that reflect their social relationships
(Payne et al. 2009), and thus, reflect the customer’s accumu-
lated experiences and knowledge. Brands therefore act as
comprehensive facilitator of CV. Although earlier contribu-
tions have argued that resources, like brands, may constitute
a source of value (e.g., Mdller 2001; Srivastava et al. 2001;
Erdem and Swait 1998; Dawar and Parker 1994), the idea
of relating branding and company images to CV is a more
recent phenomenon and has become increasingly popular.
For instance, the importance of experiential value is emp-
hasized by both logics (Vargo and Lusch 2004; Voima et al.
2010). Cova and Pace (2006) closely relate the research on
communities to branding by mentioning brand communities
and brand tribes. Accordingly, brand communities and tri-
bes may leverage a brand’s symbolic value, and therefore,
provide a source of CV. Consistent with this, Cretu and Bro-

die (2007) confirm through their research that official and
unofficial brand communities may be a source of CV, an
idea recently supported by the literature (Tynan et al. 2010).
Thus, we state that brands and brand communities facili-
tate the creation of value regarding the customers’ social
context.

However, recently appeared literature advances to a more
general level, considering brands that reflect the customer’s
social context as a source of value creation. As a result of
the network perspective on customer and company side
respectively, many-to-many marketing, rather than a dya-
dic view with a customer focus, is proposed (Gummesson
2008; Gummesson et al. 2010). With many-to-many mar-
keting, the variety of resources that are integrated for crea-
ting value, on the customer as well as on the company side,
are outlined. Accordingly, all of them need to be aligned in
order to foster value creation (Henneberg and Mouzas 2008).
Tying up with many-to-many marketing, the S-D logic ack-
nowledges the company’s function as resource integrator
(e.g., Vargo and Lusch 2004; Edvardsson et al. 2011). As
a result, the important role of networks on the company
side is underlined (Mele et al. 2010) and the idea of value
networks, implying a multi-directional focus on relations-
hips and interactions, is becoming increasingly accepted
(Ulaga and Eggert 2006a; Lusch et al. 2010; Edvardsson
et al. 2011). In line with this notion, the final consumer’s
role is described as network customer (Henneberg and Mou-
zas 2008). Mirroring this discussion on the customer-side,
a term that gets increasingly popular is ‘network value’,
referring to all benefits and sacrifices that network partners
create through actions and relationships (Mele et al. 2010).
Accordingly, CV is the desirable outcome of value networks
which provides a holistic view on CV not only considering
the value-added (Srivastava and Singh 2010). From a S-D
logic perspective, company networks may be the source for
providing an environment that fosters the co-creation of
value by the customer (Sandstrom et al. 2008). Although the
idea of networks in terms of value creation is certainly not
new to the literature, the S-D and C-D logic certainly raise
its importance in terms of creating value. By doing so, an
organization that extensively engages in network considera-
tions with the customer being centered in the middle of the
objectives can enhance the facilitation of CV.

We conclude by stating that several opportunities for
enhancing a favorable customer context exist. On the hig-
hest level, a well-defined many-to-many marketing strategy,
which constitutes a complex process, is proposed. Each part
of the process needs to be integrated and aligned. A more
specific way of positively influencing the customer’s context
is to enhance the formation of customer communities and to
engage in successful branding as the context is influenced.
We term the holistic efforts that provide the customer with a
value-enhancing context as ‘holistic marketing processes’.
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A framework for customer value

Following the aim of our paper, which is to register influen-
ces of dominant logics on CV, on the one hand, we addres-
sed the nature of CV. On the other hand, we mirrored the
nature in terms of implications for CV creation. The model
shown in Fig. 3 underpins the paper’s idea, which is to draw
recommendations regarding value creation based on the
nature of CV. Hence, we connect both sides, the nature of
value with the respective source of value creation. As we
have already comprehensively explained both issues, we
outline the model on a high level.

By means of the presented model, we strongly emphasize
the customers’ and the company’s intertwined roles. This is
done by displaying, for instance, the focus on the interacti-
ons with, and integration of, the customer (Payne et al. 2008;
Gronroos 2011). Furthermore, the embeddedness of both
parties in a broader context underpins the complexity that
is proposed by recent research on value (Edvardsson et al.
2011; Gummesson 2008), which is closely connected to the
variety of relationships that exist. Adding to this, we include
the customers’ history within the considerations, proposed
by the C-D logic (Voima et al. 2010). The network focus
on the company side, with the underlying idea of many-to-
many marketing, is regarded as necessary within an inter-
connected setting to facilitate value creation. At the bottom
of Fig. 3, the underlying discussions about value are shown,
which form the basis for explicating CV and relating it to
value creation. The increasing complexity of CV conside-
rations is shown first as value-in-use, then value-in-context

and finally value-in-life. Value-in-life and the experience-
based facet underpin the importance of in-depth knowledge,
which is displayed by insights resulting from interactions,
customer integration and close relationships. Regarding the
value-in-life, practical approaches still need to be found, as
currently no research is dedicated to this enhancement of
other types of value.

Certainly, the model remains abstract and does not dis-
play all of the complex processes within the area of CV and
the ways of creating CV, however, we argue that the most
relevant implications of our manuscript, and thus, of both
logics, are condensed to a model.

Discussion

Until today, no single opinion has been established regar-
ding CV (Graf and Maas 2008; Smith and Colgate 2007,
Gallarza and Gil Saura 2006). Within this vague context of
CV, we recognize the ambiguous influence of both logics
that changes marketing literature. On the one hand, the S-
D and C-D logic add complexity to CV, making it an even
more unseizable concept, while on the other hand, the logics
enrich the understanding of the concept as CV is inherently
compatible with the ideas of both logics (Voima et al. 2010;
Woodruff and Flint 2006). As we believe in the second
issue, we reframed the considerations about CV from the
perspective of currently discussed logics. We argue that by
doing so, we provide more clarity for the concept of CV. For
instance, our article addresses the embeddedness of both,

Context Historical context Current Customer Context Value Networks
e. g. Accumulated Experiences e.g. Current Social Context, e. g. Employees,
Customer Communities Supplier Networks
( Context-specific ) — \
Nature of ( Experience-based I Experiential / Phenomenological
Value ST
—— e — Customer History —— = = —— Customer —— o — — Company '
Focus on
— Relationships
[{nsights_fr om i;lte_ract}ll'o_n,I Interactions / Integration J
Value integration, relationsnips
. Holistic Marketing Processes
Creation (e.g. Many-to-Many Marketing, Network Focus, Branding)
i
-—eem mm mm mm| e o o o o e o e Ee Em Em Em Em _)A_\-\____- 7/;—————.
Value [ Value-in-Life J
Perspectives [ Value-in-Context }
based on
Logics Value-in-Use

Fig. 3 A Framework for customer value from a dominant logics perspective
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the customer and the company, in the light of value crea-
tion. Moreover, the novelty and relatedness of both logics
to the value concept strongly emphasizes the relevance of
our paper: There is a clear need to reflect their impacts on
the CV literature.

One might argue about including the C-D logic as only
few contributions have been made so far. However, we see
two important reasons for doing so. Firstly, its thoughts are
not completely new to the literature, as the considerations
of the C-D logic build upon well-established concepts (i.e.,
the inherent customer focus, Drucker 1974 cf. Heinonen et
al. 2010). Secondly, as previously outlined, we comply with
articles concerning the C-D logic by arguing that its ideas
further refine the S-D logic with a focus on the customer
(Heinonen et al. 2010; Voima et al. 2010), and thus, has the
potential to further inform the CV literature. In this regard,
the opinion of researchers arguing in favor of a C-D logic
state that the S-D logic is still deficient in several points (Hei-
nonen et al. 2009); these are included in our manuscript.

An issue that is still under discussion in the value litera-
ture is the question of who is the value creator at all (e.g.,
Gummesson 2008; Lusch and Vargo 2006a; Gronroos
2008). On purpose we did not enter this discussion because
the objective of our paper was to inform the CV literature
with what is certain to date and would have exceeded the
scope of the presented article. Hence, we state that who
creates value still needs to be reviewed by a multitude of
articles. Consequently, we acknowledge that, in terms of
other issues, research still has to be conducted to enhance
the understanding of CV.

Finally as the nature of CV, such as the focus on the cus-
tomer’s history, context and multiple relationships, chan-
ges, the scope in which CV is considered has substantially
increased (Heinonen et al. 2010; Voima et al. 2010). Con-
sidering this, an important step for the development of CV
is pointed out: not only companies, but increasingly, custo-
mers and their interactions with other actors are considered
relevant for CV (Edvardsson et al. 2011). The literature still
needs to determine whether one can translate these concep-
tual suggestions in practical advice, which we believe is
accentuated by our practical implications.

Theoretical and managerial implications

Our conceptual article entails several theoretical and mana-
gerial implications. The most important implication for
scholarly research is the common starting point that we
aimed at providing. Based on our article, the multi-facetted
nature of CV, which has been described by a broad variety
of terms (e.g., subjective, interactive), is condensed to
mainly three facets that appear to be very important from
the perspective of the two dominant logics. Consequently,

more clarity is provided which may foster further research
and, in turn, makes the concept more attractive. Moreover,
we argue that CV is further enhanced by our manuscript and
the conceptual framework we developed.

Although ongoing discussions (e.g., Moller 2006; Voima
et al. 2010; Gronroos 2008) coin the current literature on
CV formation, and thus, affect CV literature as such, we
argue that several commonalities can be determined in both
logics’ implications on CV. For instance, both emphasize
the value-in-context; however, the C-D logic accentuates
the importance of the customers’ lives, tagged as value-
in-life. Thus, we also contribute to the literature regarding
both logics. In line with arguing for some commonalities,
we need to emphasize that implications from S-D and C-D
logic might lead to different conclusions in some areas. The
primary distinction is the C-D logic’s focus on the custo-
mer’s point of view, while the S-D logic still argues from a
supplier perspective (e.g., Voima et al. 2010). Thus, articles
regarding CV might come to a different conclusion based on
the perspective applied. Researchers shall thoroughly eva-
luate whether to argue from a S-D logic or a C-D logic point
of view. For instance, when focusing on the customer’s past
in determining CV, one may be better advised to apply a
C-D logic, rather than an S-D logic approach. Whether the
literature will reach a consensus is still to be determined by
future articles, however, we believe that this article provides
a solid basis to start from.

Finally, a primary implication of the presented article is
the explicit emphasis of the customer’s, as well as the com-
pany’s embeddedness in a complex context. This notion has
the potential to guide researchers in the discussion about
value formation and to what degree the value can be deter-
mined by companies (Vargo and Lusch 2008b; Gronroos
2008).

Besides the suggested theoretical implications, we pro-
pose that the presented article also has the potential to furt-
her inform practitioners. In the following, we illustrate the
practical value by means of two areas. First, we suggest that
the focus on interactions, as mainly emphasized by the S-
D logic, highlights the importance of outstanding perfor-
mance when interacting with customers. This, for instance,
entails a thoughtful employee selection and training (e.g.,
Brodie 2009), as it is mostly the customer-contact personnel
that is interacting with the customers. The aforementioned
suggestion is similarly valid for generating insights about
customers and their (often not articulated) needs. In terms
of generating customer insights, implications derived from
the S-D logic might differ from the ones generated by the
C-D logic, as for instance, mainly the latter logic empha-
sizes the importance of value-in-life, while the former one,
to date, does not get explicit about this point (e.g., Voima et
al. 2010). Here, well-trained personnel, in combination with
routines that make the knowledge about customers expli-
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cit within a company (i.e., systems with detailed customer
records), enables the generation of insights, which in turn,
can guide companies in supporting CV creation. Again, we
want to stress that this recommendation illustrates that the
S-D and C-D logic can differ in their implications.

The second managerial implication to be stressed con-
cerns value-in-context, which is supported by both logics.
Although companies are challenged by the resulting com-
plexity, they can use the interconnected world to more
effectively communicate with customers. For instance, Web
2.0 strategies can easily be adapted, which makes reaching
targeted customer groups easier. On the other hand, the cus-
tomers’ social environment partly determines value creation
(e.g., Edvardsson et al. 2011), strongly emphasizing that
companies need to engage in consistent messages via all
potential ways for reaching a customer.

Future research

Clearly, a lot of articles have discussed the nature and crea-
tion of CV within the last decade. Nevertheless, further rese-
arch is needed to enhance the understanding of the concept.
For instance, the phenomenological nature of CV still calls
for further research, as discussions around the S-D logic
are still ongoing (e.g., Mele et al. 2010). For example, the
influence of companies is questioned when value is pheno-
menological in nature (Heinonen et al. 2009). As these valid
issues arise, it becomes obvious that it still remains unclear
what “[...] uniquely and phenomenologically determined
by the customer” (Vargo and Lusch 2008a, p. 7) means.
Thus, creating value from a phenomenological perspective
needs to be investigated more extensively. However, the
importance of use-situations has broadly been overlooked
by research on CV. Therefore, we suggest that considering
co-creation opportunities may enrich the current literature
of CV in order to better express the notion of CV. In line
with this argument is that the literature on the creation of
CV has not profoundly evaluated the role of customer integ-
ration and interaction, most commonly, only specific issues
have been assessed (e.g., Mele et al. 2010). Initial research
may evaluate the influence that providing opportunities for
interaction have on the evaluations of CV. From this start-
ing point, scholars might enhance research on this issue and
approach more detailed research questions.

Similarly, the appearance of value-in-context and value-
in-life implies that a broad variety of unconsidered factors,
such as the customer’s life or external factors, provides
the basis for the value assessment (Heinonen et al. 2010;
Edvardsson et al. 2011). It is stated that the customer is
embedded within a social network which has so far only
been proposed conceptually (Voima et al. 2010; Edvardsson
et al. 2011). Thus, we propose to further enhance recently
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appeared approaches, such as the one of Edvardsson et al.
(2011). Only few research has been conducted within this
area. Edvardsson et al. (2011) also suggest a combination
of research approaches. We underpin this, as this might help
triangulating the first constructs for research the customers
social embeddedness. Empirical approaches to the custo-
mer’s evaluation of value in the light of a social-context can
determine its importance and inform other scholars. This is
certainly valid when it comes to value creation by means of
the social context. In this point, there is still a gap within the
literature regarding the indirect creation of CV as, for exam-
ple, only few empirical studies exist up to now (Edvardsson
et al. 2011). On the company side, one question to be asked
might be: How can companies effectively influence the
social context the customer is embedded in? In our manu-
script, we provided some hints to doing so; nevertheless,
research on this topic is still at the beginning regarding this
issue. We also recommend that researchers begin evaluating
the fit of concepts used in other fields, such as sociology
(Heinonen et al. 2010).

In a similar manner, the literature has suggested that CV
is formed by the customer’s past experiences (Voima et al.
2010). A multitude of questions arise regarding this first
approach to value-in-life. A first step could be to explore the
relevant construct, thus, we propose exploratory research.
Similarly, creating value becomes a challenge when parts
of the value formation process are invisible. Clearly, deep
customer insights need to be accumulated for doing so. We
proposed further integrating the customer into the compa-
ny’s processes, and hence, determining his/her desires in
case they change. Similarly, how to deepen the relationships
to customers might be a fruitful way for future research.
Nevertheless, no research has appeared regarding this issue
due to its novelty. Thus, we suggest that tackling this issue
is a fruitful and informing approach.

Closely aligned to the importance of the accumulated
experiences of customers is the dynamic nature of CV. As
researchers have started to acknowledge the increasingly fast
changing needs of customers, the research stream regarding
the dynamic nature of CV calls for further enhancement.
Hence, the whole area of CV dynamics constitutes a broad
avenue for future research (Blocker and Flint 2007b). This
is underpinned, as the inherent dynamism of CV is empha-
sized by both logics (Heinonen et al. 2010). Scholars may
consider longitudinal approaches for evaluating how chan-
ges in what customers value affect a company’s strategic
orientation and competitive advantage (Zhou et al. 2008).

As pointed out, a multitude of network actors need to be
considered on the supplier- and customer side (Cova and
Salle 2008a, b). This leverages the challenges of current
considerations. In the future, practitioners and researchers
alike need to take this into account, as ignoring this shift
would mislead companies in the decision-making process
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and would result in imperfect CV constructs. Thus, the
social context enters questions like: Who is the value crea-
tor? What are the specific roles within value creation? We
also suggest other disciplines than marketing to tackle this
issue and strongly emphasize the value of interdisciplinary
research. For example, integrating the literature on organi-
zational or inter-organizational capabilities might enhance
the CV literature in this point. Therefore, we suggest to clo-
sely connect notions from fields like strategy (DeSarbo et
al. 2010; Priem 2007) and sociology (for instance regarding
social network considerations on CV, e.g., Edvardsson et al.
2011) to the CV literature. This may also result in a clea-
rer picture of CV and its creation. Thus, we re-emphasize
conducting interdisciplinary research to determine valuable
approaches for enhancing knowledge regarding the creation
of CV.

In summary, we recommend that future studies place
emphasis on the external environment and the past custo-
mer experiences in regard to assessing CV. As empirical
work is still broadly missing, scholars might engage in this
regarding the proposed topics. In addition, inter-disciplinary
research from fields such as strategy and sociology might
further advance the CV concept.
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