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WELCOME 

It gives us great pleasure to extend to you all a very warm welcome to the 2017 Service Week 
Academic Conference at the University of Cambridge.  

Naturally, a thorough knowledge of “Bridging to New Service Technology” is of fundamental 
importance, both in the future development of our economy, our society and in the 
progression of Service Science. 

We are aware of the large investment in funds as well as the scientific efforts by many profit 
and non-profit organizations and Western and Eastern research councils in “enabling a 
better society through bridging to New Service Technology”. We are keen to hear our 
prominent colleagues report on their recent research developments in the field of Services, 
particularly on the Bridge to New Customers Experiences, Service Growth in Product 
Companies, Smart Service and Service Analytics, Customer Journeys and Service Research 
at the Base of the Pyramid. 

We hope that you will enjoy this Conference and that your interaction with other participants 
will stimulate a creative exchange of ideas and will be personally rewarding. 

Yours sincerely, 

Professor Andy Neely 
Pro-Vice-Chancellor for Enterprise 
and Business Relations, University 
of Cambridge 
Director, Cambridge Service Alliance 

Dr Veronica Martinez 
Senior Research Associate 
Cambridge Service Alliance 
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2017 Service Week Conference 
5 and 6 October 

Bridging to “new” service technology
Institute for Manufacturing, University of Cambridge

AGENDA 

Seminar Room 2 

DAY 1 
09:00 Registration and Refreshments 

09:30 Welcome and Introduction Veronica Martinez 

10:00 The Bridge to New Customers 
Experiences 

Bo Edvardsson 

 Value creation, service ecosystem and
experience

Bo Edvardsson 

 Understanding co-recovery customer
experience

Thorsten Gruber 

 The music experience Bård Tronvoll 

11:00 Service Growth in Product Companies Heiko Gebauer 

 Driver configurations for successful service
infusion

Stephan C. Henneberg 

12:00 Lunch 

13:00 Customer Journeys: How to Define, 
Understand and Measure the Concept 

Anders Gustafsson 

 Capturing the customer journey – From
emotions to behaviour

Anders Gutafsson, Poja Shams 

14:00 Smart Service and Service Analytics Jens Neuhüttler, 
Benjamin Lucas 

 Design of Smart Services: Reconsidering
Concepts for Future Service Business

Jens Neuhüttler, Walter Ganz 

 Smart Services and Service Analytics:
Broadening Perspectives

Benjamin Lucas 

15:00 Refreshments 



15:30 Service Research at the Base of the 
Pyramid – Webinar 

Javier Reynoso, Ana 
Valdes, Karla Cabrera 

16:30 Writing Preparation Exercise: 
What do we know? and  
Where do we want to go? 

Veronica Martinez 

17:30 End 

 19:00 Dinner at Gonville & Caius Andy Neely 

DAY 2  Exercises to shape journal outputs 
08:30 Refreshments & Networking 

 09:00 Introduction to the Group Activities Veronica Martinez 

09:15 The Future: What is needed/hoped 
for/critical success factors? 

Bo Edvardsson 

10:00 Group presentations (5 mins each) 

10:45 Refreshments 

11:00 What is the gap? And How to fill the 
gap? 

Heiko Gebauer 

11:45 Challenges, risks and mitigation Anders Gustafsson 

12:30 Lunch 

13:30 Group presentations (5 mins each) 

14:15 Key Messages and Structure of 
Groups’ Papers  

Veronica Martinez 

15:15 Refreshments 

15:30 Group Presentations (5 mins each) 

16:00 Conclusions and Future Steps for 
Papers Submissions 

Veronica Martinez 

16:30 End 



ABSTRACTS - THE BRIDGE TO NEW CUSTOMERS EXPERIENCES 

Value creation, service ecosystem and experience 
Professor Bo Edvardsson 
Service Research Center – CTF, Karlstad University  
Bo.Edvardsson@kau.se 

According to SDL, value is always co-created and service is “the application of specialized competences 
(knowledge and skills), through deeds, processes, and performances for the benefit of another entity or the 
entity itself” (Lusch et al., 2007, p. 15). Chandler and Lusch (2015) argue that actors need to engage others and, 
in this respect, are only able to offer value propositions as invitations to co-create value, including experiences 
for themselves and others in service ecosystems. Thus, value is understood as co-created, experiential, 
idiosyncratic, contextual and meaning-laden (Lusch and Vargo, 2016).  

Lusch and Vargo (2014) describe a service ecosystem as “a spontaneously sensing and responding spatial and 
temporal structure of largely loosely-coupled value-proposing social and economic actors interacting through 
institutions and technology, to: (1) co-produce service offerings, (2) exchange service offerings and (3) co-create 
value”.  

Service ecosystems provide structures and coordinating mechanisms for the engaged actors’ resource 
integration and value co-creation in practice (Vargo and Akaka, 2012) and thus shape actors’ experiences. 
Service ecosystems are embedded in social systems consisting of social structures and forces that influence 
customers and other actors’ experiences. Social structures are manifested in social practices (Edvardsson et al., 
2011); the“…sets of rules, procedures, and/or methods for meaning making and acting” (Lusch and Vargo, 2014, 
p. 137) that constitute actors’ agency. Hence, practices enable the engaged actors to coordinate their everyday
resource integrating and value co-creating actions. Lusch and Vargo (2014) put forward representational, 
normalizing, and integrative practices. Representational practices are closely linked to language (the meaning 
of words is co-created), signs, and experiences for sensemaking and the facilitation of interactions between 
actors. Normalizing practices are guidelines, social norms, and rules that harmoniously coordinate actors. Finally, 
integrative practices relate to how actors integrate various available resources and co-create value, e.g. when 
going to work using public or private transportation, traffic laws and regulations, making phone calls, or listening 
to news or music. Practices shape actors’ roles, experiences and connect actors within service ecosystems (Akaka 
and Chandler, 2011). 

Lusch and Nambisan (2015) emphasize when discussing service innovation the need to focus on the value 
experiences for different actors rather than on the output delivered. Experience is a key concept also in the 
service recovery literature, suggesting that a customer experiencing a service failure and receives a prompt, 
effective response might forget or forgive the bad experience (Edvardsson et. al., 2012). A bad experience 
provides an organization with the opportunity to demonstrate how valuable the customer is as well as learning 
how to make sure the service failure will not occur again (Edvardsson et. al., 2013).  

Understanding Co-Recovery Customer Experience 
Professor Thorsten Gruber 
Centre for Service Management, Loughborough University 
Service Research Center – CTF, Karlstad University 
T.Gruber@lboro.ac.uk 

In their quest to establish successful long-term relationships, companies want to create favourable customer 
experiences. However, even the most customer oriented companies cannot avoid that sometimes service 
failures happen, which lead to unfavourable customer experiences. Companies then have to engage in service 
recovery activities to address the experienced service failures. Service recovery has traditionally been defined 
as “those activities in which a company engages to address a customer complaint regarding a perceived service 
failure” (Grönroos, 1990, p.7). Previous research has shown that successful recovery efforts can positively 
impact customer satisfaction (Spreng et al., 1995) , customer loyalty (Maxham and Netemeyer, 2002), word-of-
mouth intention (WOM) (Maxham, 2001) and repurchase intention (Grewal et al., 2008).  



However, most service recovery studies concentrate on what companies should do to solve service failures (e.g. 
Tax and Brown, 1998) or focus on how customers perceive failures (e.g. Maxham, 2001) and  what they expect 
from companies dealing with their complaints (e.g. Gruber et al. , 2006). Only more recently, studies have 
emerged that introduce a concept called “co-recovery”, which Dong et al. (2008, p. 126) for example define as 
“the degree to which the customer is involved in taking actions to respond to a service failure”. Even though this 
definition gives customers a more active role than in previous conceptualizations, it still does not focus on the 
“joint” efforts of both customers and frontline employees during service recover encounters. Existing concepts 
also do not pay sufficient attention to the social context in which service recovery encounters take place. This is 
surprising giving the shown importance of social influences and norms (Edvardsson et al., 2011). 

The current study therefore aims at developing a new conceptualization, which will be termed “co-recovery 
customer experience”. The concept focuses on how customers experience joint efforts to handle perceived 
service failures. By incorporating elements from the emerging customer experience literature (e.g. Lemon and 
Verhoef, 2016), the study will also present a new framework that both broadens and deepens our understanding 
of this important topic.     

The music experience 
Bård Tronvoll 
Inland Norway Business School 
bard@tronvoll.no 

Experiences as a key constructs has increased in the past decade from both scholars and practitioners, and thus 
experience has become a key research priority (Jaakkola, Helkkula, Aarikka-Stenroos, Jaakkola, & Aarikka-
Stenroos, 2015; Ostrom, Parasuraman, Bowen, Patrício, & Voss, 2015). Psychological and behavioral studies 
emphasize three basic systems or dimensions of experience: sensation, cognition, and affect, each with its own 
structures, principles, and mutual interactions (Anderson, 2015; Goleman, 2006; Schmitt & Simonson, 1997). 
Service scholars define experience as “a service process that creates the customer’s cognitive, emotional, and 
behavioral responses, resulting in a mental mark, a memory” (Edvardsson, Enquist, & Johnston, 2005, p. 151), 
or “the internal and subjective response customers have to any contact (direct or indirect) with a company” 
(Meyer & Schwager, 2007). Experience is most often viewed as subjective, personal, and at least partially 
internal (Edvardsson et al., 2005; Meyer & Schwager, 2007). Individuals might exhibit emotional, cognitive, and 
sensory responses before, during, and after the interaction or activity. 

In the past decade, technological development and digitalization have change customers’ experiences in various 
ways. This is especially visible in the music industry through the extensive use of digital music streaming. In 
technologically advanced markets, music mostly is retrieved through mobile applications, such that users can 
stream unlimited amounts of songs, on demand. Listeners have more opportunities than ever before to 
integrate music into all their activities (Heye & Lamont, 2010; Sloboda, Lamont, & Greasley, 2009), so this 
technological progress has allowed listeners to change the very way they interact with, listen to, and experience 
music (Borja & Dieringer, 2016; Nill & Geipel, 2010; North, Hargreaves, & Hargreaves, 2004; Sloboda, 2002).  

A listening experience begins with interactions between the music signified by artists and the listener. Listeners 
create unique experiences through their interactions with the music across different touchpoints. Therefore, 
experiences emerge through an “iterative circular process of individual and collective customer sense making,” 
such that the person’s reality is socially constructed (Helkkula, Kelleher, & Pihlström, 2012, p. 59). The value 
realized from such an experience is individually intrasubjective and socially intersubjective, determined by both 
social contexts and interactions (Edvardsson, Tronvoll, & Gruber, 2011).  

As part of this development, listeners have extended their role beyond being a passive receiver of value, to the 
more important function of a co-creator of the music listening experience who also ‘co-owns’ the music. The 
listener co-creates the music experience together with the artists, making it come to life for himself or herself. 
Because the listener is always a co-creator of music value. The music constitutes listeners’ own experience, 
though they also might be important for music listening communities or environment. Digital music streaming 
gives rise to individual experiences in specific social contexts, resulting in value-in-context (Chandler & Vargo, 
2011; Edvardsson et al., 2011).  



Co-creating the Service Recovery Experience 
Jasenko Arsenovic  
Service Research Center – CTF, Karlstad University  
jasenko.arsenovic@kau.se 

This paper is a paper in progress and builds upon the existing research on the customers’ active role in service 
recovery encounters (Dong et al., 2008, Dong et al., 2016, Roggeveen et al., 2012). By observing service recovery 
as both a process and an outcome, and taking a customer perspective, we are referring to it as a customer 
experience. This enables us to conceptualize the phenomenon of co-recovery experience into a broader and 
deeper framework which enables operationalization. 

The aim of this paper is to develop a quantitative measurement instrument that captures both process and 
outcome of co-recovery experience. To our best knowledge, such a measurement instrument does not yet exist. 
The instrument is partly based on earlier literature and partly on tested and validated variables which can explain 
the proposed relationships between the constructs. The findings have both theoretical as well as managerial 
implications. 

The retail context was selected due to the frequent interaction between the customers and the frontline 
employees. The pre-study was paper based and conducted in two countries with a total of 143 respondents. The 
complete pre-test survey consisted of 67 questions. The questions were answered on a 7-point Likert scale, 
which was anchored appropriately depending on the kind of question asked. 

Several modifications were made for the main data collection. The time-span for the qualification questions 
were shorten as it better captures the experienced emotions. Several questions with unsatisfactory factor 
loadings were removed. The main study consisted out of 53 items that define 10 constructs used to describe the 
phenomenon. The main study is conducted in two countries with a total N=1000. 

ABSTRACTS - SERVICE GROWTH IN PRODUCT COMPANIES 

Service Growth in Product Companies 
Professor Heiko Gebauer 
EAWAG 
Heiko.Gebauer@eawag.ch 

Motivation: There has been a sharp rise in academic contributions and publication rate on service growth in 
product companies.  As an emerging research topic, the number of contributions has reached approximately 
100 articles per year now. Managers have become advocates for services and solutions and have led their 
firms to strong growth in the service business. Service revenues and profits account for more than 50% of the 
total revenues and profits in many firms now. 

From the intensity of this research effort and the strong management interest in the topic, one might surmise 
that there exists a common theoretical perspective and comprehensive empirical data. This is far from the 
case. The description of companies making a strategic reorientation into service growth remains open to a 
variety of conceptualizations and interpretations such as hybrid offerings, solution providers, transition from 
products to services, system suppliers, product-service systems, servitization, and service-oriented business 
models. While such variations have contributed to the richness of the service research in product companies, 
they could also constrain some progress on the theoretical front and prevent empirical work from cumulating. 
Empirical work has now overcome the initial bias towards anecdotal, mostly qualitative evidences. Various 
quantitative studies have now substantiated the service growth in product companies. Nevertheless, 
longitudinal studies highlighting the service growth over a longer period remain, for example, very rare. Most 
studies investigate successful practices, while the main argument is that the majority of firms struggle and 
even fail with their service growth. 



Goal: The goal of the workshop is about sharing insights into current research activities, developing common 
research themes and questions, and identifying opportunities for collaboration. It will be an open and 
structured discussion, which inspires a future research agenda on service growth in product companies. This 
research agenda highlights promising theoretical and empirical gaps, which could serve as a guidance for 
future research activities. 

Procedure: We will have a group discussion and interactive session among the participants. 

Driver Configurations for Successful Service Infusion 
Professor Stephan C. Henneberg 
Queen Mary University of London 
s.henneberg@qmul.ac.uk

Manufacturers across many industries use service infusion to address the changing customer demands and 
improve their competitive position. However, understanding the drivers of successful service infusion is a 
complex process. Using business model and configuration theories, this study conceptualizes and analyzes the 
interplay of different driver domains for suppliers, customers, and their business relationships. In particular, 
we show how service offering, service pricing, service capabilities, and the service infusion process interact in 
affecting service infusion success and failure. 137 interviews relating to 25 business relationships are analyzed 
via configuration analysis, particularly fuzzy set qualitative comparative analysis (fsQCA).  

Results show that different equifinal configurations exist (i.e. different ways to succeed with service infusion). 
We also find that "more is not always better". For example, service infusion success can be achieved without 
fully developed service capabilities. In addition, successful configurations are often very similar to those 
leading to failure. A dyadic analysis demonstrates that customer service capabilities are overall more 
important than those of suppliers. From these findings, we derive priorities for future research. In particular, 
our study points toward the need to better understand the interplay between service infusion drivers. Second, 
we advocate the augmentation of research perspectives in service infusion by taking into account supplier, 
customer and dyadic perspectives. Lastly, the importance of understanding drivers of service infusion failure is 
highlighted.  

For managers, our study shows the importance of relational audits as a starting point to deciding on how to 
infuse services in a business relationship. 

ABSTRACTS - CUSTOMER JOURNEYS: HOW TO DEFINE, UNDERSTAND AND 
MEASURE THE CONCEPT 

Capturing the customer journey – From emotions to behavior 
Anders Gustafsson and Poja Shams 
Karlstad Business School and 
Service Research Center – CTF, Karlstad University  
Anders.Gustafsson@kau.se 
pojasham@kau.se 

Customer relationships with a service organization are formed over time through multiple service encounters. 
During these encounters customers are influenced by the “smells, sounds, sights, tastes and textures” of their 
experiences. These elements are known in research as experience clues. Marketing thought leaders have 
emphasized that all experience clues are embedded (more broadly) within a customer’s journey towards a 
goal. Insight into experience clues are critical in order to capture customer experiences in customer journeys 
but very difficult to explore in a physical servicescape. Traditionally, a survey is administered to customers – 
asking them to report on scales how they feel. However, advances in neurosciences now allow to unveil 
consumer emotions by studying physiological changes i.e., reactions in the body.  

Physiological changes are indeed what differentiates affect from cognition. Emotions are first physiologically 
experienced (e.g., heart rate acceleration, sweat secretion); as the mind perceives physiological changes, the 



individual becomes aware of his/her emotion. Therefore, studying physiological changes can enable to detect 
emotions. Of particular relevance is electrodermal activity (EDA), a psychophysiological measurement of 
emotional arousal. The most readily available method of measuring this physiological change is to in a lab 
environment attach sensors to the parts of the body with highest concentration of sweet glands. The present 
work takes this further and uses state of the art equipment to move the lab into to wild and explore the 
emotional reactions of customers while they are making every day decisions and interactions with all the 
elements of the in-store environment.  

A major challenge with the use of EDA measurement in marketing is that EDA indicates not only emotional 
arousal, but also attention and cognitive processing. Therefore, studies of emotional arousal must be 
designed in such as a way as to control for these other processes. In the present work we have implemented 
eye-tracking into the research broaden the empirical platform and give deeper insight into the interplay 
between emotional arousal, attention and cognition.

However, the combination of the tools have shown to be a great challenge as both produce tremendous 
amount of data that can be analyzed at several different levels. Each eye-tracking recording for a customer 
journey consist of 30 minutes of recording with about 20-30 decision points and multiple social interactions. 
Each point can be explored in great detail and compared to EDA outcome to analyze the relationship between 
emotions and multitude of attention measures. The present work has only scratched on the surface of the 
potential that lies within the combination of EDA and eye-tracking. To track emotions simultaneously as the 
decision-making processing is ongoing and to pinpoint event and alternatives that trigger the onset of choice 
can be an interesting path for future research. 

What we want to accomplish in this workshop is to explore ideas on how to move this research forward. 

ABSTRACTS - SERVICE RESEARCH AT THE BASE OF THE PYRAMID (BOP) 

Service Research at the Base of the Pyramid (BoP) 
Javier Reynoso, Ana Valdes and Karla Cabrera 
EGADE Business School – Tecnologico de Monterrey 
jreynoso@itesm.mx 

About two thirds of the world´s population still lives on less than 9 US Dollars per day, commonly described as 
“the Base of the Pyramid (BoP)”. There is a great need to understand and learn from this huge segment of 
society, not only as passive aid recipients and consumers, but also as pro-active, entrepreneurial innovators who 
are constantly co-creating solutions to survive in their daily lives.  

This situation presents a number of challenges at different levels of analysis. Individuals, groups, families, 
communities, organizations, and institutions all dynamically interact and participate in a very complex social and 
economic environment. However, there is a fundamental lack of service research at the base of the pyramid. 
Most existing contributions have come from developed countries. Both researchers and practitioners need to 
move from a traditional, passive position of selling services at the BoP toward proactive actions that involve low-
income customers as active resources in the co-creation of new services to improve their daily lives. 

This contribution introduces the emerging field of BoP service research. First, starting from deep-rooted BoP 
assumptions, this presentation broadly explores the BoP context and breaks existing myths on this largest socio-
economic segment. Second, it summarizes current BoP research from different academic fields, including 
sustainable development, consumption in low-income markets, entrepreneurship, poverty alleviation, 
innovation and social entrepreneurship. Third, it identifies key intersections of BoP research with service 
research priorities reported in the literature. Fourth, it promotes service research agendas, to expand our 
knowledge on and to learn about services from, the Base of the Pyramid. Fifth, some examples of empirical and 
conceptual research conducted in this emerging field are presented and discussed to illustrate this framework. 
Sixth, initial steps taken in different parts of the world are briefly commented, resulting after this global research 
initiative was launched in 2014. 



ABSTRACTS - SMART SERVICE AND SERVICE ANALYTICS 

Design of Smart Services: Reconsidering Concepts for Future Service Business 
Jens Neuhüttler and Walter Ganz 
Fraunhofer University 
Jens.Neuhuettler@iao.fraunhofer.de 

Smart Services hold manifold potentials for the service business of manufacturers as well as for companies 
across many other industries. By using data collected in the Internet of Things, providers can configure need-
driven and highly individualized service bundles (digital and physically delivered) that improve quality and 
productivity of their services. Despite these potentials, practical experiences show that many Smart Services are 
not accepted and implemented by all users and customers to the same extent. One reason therefore is seen in 
varying perceptions and requirements for different types of smart services, customer groups and country 
markets. Moreover, Smart Services are often not designed to exploit the full potential of data-based solutions. 
In this context, our presentation will display the need for reconsidering existing service concepts and methods 
for a successful design of Smart Services. In addition to that, we will outline future research questions and tasks 
with a special focus on acceptance and internationalisation of Smart Services. 

Smart Services and Service Analytics: Broadening Perspectives 
Dr Benjamin Lucas  
Maastricht University  
b.lucas@maastrichtuniversity.nl

The smart services encompasses cutting-edge digital services informed by deep understanding of end users and 
data. In this presentation, researchers from Maastricht University introduce their broadened perspective on 
service science, including developments in smart cities, wearable technology and text and picture mining. Also 
introduced are important contemporary service analytics issues, such as the "we can, but should we?" question 
in scaled digital experimentation and data mining.
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THE CAMBRIDGE SERVICE ALLIANCE 

The Cambridge Service Alliance is a unique global partnership between businesses and 
universities. It brings together the world’s leading firms and academics, all of whom are 
devoted to delivering today the tools, education and insights needed for the complex service 
solutions of tomorrow.  

About the Cambridge Service Alliance  
Founded in 2010 by BAE Systems, IBM and the University of Cambridge’s Institute for 
Manufacturing and Judge Business School, the Cambridge Service Alliance brings together 
world-leading organisations with an interest in complex service systems to:  

• Conduct insightful yet practical research to improve the design and deployment of
high-performance complex service systems.

• Create and develop industrially applicable tools and techniques that deliver
competitive advantage.

• Provide an unparalleled network of academics and industrialists that share
experience, knowledge and insight in how better to design and deploy high-
performance complex service systems.

• Develop and deliver public and member-only education programmes to raise the skill
levels of organisations.

Joining the Cambridge Service Alliance 
Industrial members 
The Cambridge Service Alliance is a business-led alliance with industrial members who have 
an active interest in the shift to services. The Cambridge Service Alliance will bring together 
further companies prepared to make significant and long-term contributions to support the 
Alliance. Benefits of joining include: 

• Challenging yet practical insights into the design and delivery of high-performance
complex service solutions.

• Practical tools, techniques and methodologies.
• Education and training to enhance capabilities in service and support.
• A stimulating international network of the world’s best talent engaged in solving

problems associated with complex service solutions.

Academic members 
The Alliance draws on members from across the University of Cambridge, initially from the 
Institute for Manufacturing and the Judge Business School. Internationally leading 
researchers and educators are invited to join the Cambridge Service Alliance to meet specific 
research requirements and the needs of industrial members. 

Further information 
Email: contact@cambridgeservicealliance.org 
www.cambridgeservicealliance.org 



Cambridge Service Alliance 

Developing new understanding and approaches to complex service systems 
www.cambridgeservicealliance.org 

#serviceweek2017
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