[bookmark: _GoBack]Customer Participation in Knowledge Intensive Business Services:
Perceived Value Outcomes from a Dyadic Perspective

Abstract
Knowledge intensive business services (KIBS) are considered a cornerstone of contemporary developed economies. Successful production and delivery of these services, and thus their perceived value outcomes, highly depend on customer participation (CP) in the service processes. However, the extant understanding of the perceived value outcomes of CP, which is crucial to the appropriate inducement and integration of organizational resources in service processes, is limited. Through the exploratory investigation of three dyadic cases, each comprising one customer and one service provider organization engaged in a knowledge-based service project, this study addressed this crucial topic. Results indicated four categories of perceived value outcomes emerged through CP: functional, economic, relational, and strategic values. The study provides insights on the evolution of value perceptions over time, the individual value components within each value category, and perceptual similarities and differences between customer and provider organizations. Further, these results indicate that various value outcomes of CP receive divergent levels of attention from personnel in different organizational hierarchies. The paper provides useful and applicable suggestions for managers, especially in the context of technology-based KIBS and solutions.
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1. INTRODUCTION
Knowledge intensive business services (KIBS) are of profound importance in contemporary developed economies (World Bank 2016). They contribute toward customer organizations’ smooth functioning and growth, are one of the major employers of a skilled and educated workforce, and act as a key source of innovation (Nordenflycht 2010; Muller & Doloreux 2009). Value creation in KIBS—its fundamental purpose, as in any other area of business—is characterized by frequent and intense interactions between customer and service provider organizations (Aarikka-Stenroos & Jaakkola 2012; Strambach 2008; Vargo & Lusch 2004; Bettencourt et al. 2002). KIBS providers apply their specialized knowledge and other resources to produce and deliver the services (Heirati et al. 2016; Skjølsvik et al. 2007; Miles 2005). However, from gaining contextual information to problem identification and solution development to completing the service delivery, these services often need various inputs from customers (Heirati et al. 2016; Aarikka-Stenroos & Jaakkola 2012; Bettencourt et al. 2002). Therefore, in KIBS, customer participation (CP)—customers’ provision of resource inputs in the production and delivery processes of services—is crucial for successfully producing and delivering services, and thus for creating value (Skjølsvik et al. 2007; Bettencourt et al. 2002).
From a theoretical perspective, the centrality of CP in the creation of value outcomes lies at the core of service-based business logics (Grönroos & Voima 2013; Lusch et al. 2007; Vargo & Lusch 2004). From a practical standpoint, in addition to KIBS, the recent rise and expansion of solution-oriented businesses have further enhanced the importance of CP in value creation (cf. Kowalkowski et al. 2017). Especially, the service components within the solution offerings have become particularly complex and knowledge-based in nature, requiring the accumulation of diverse resources to produce and deliver (Macdonald et al. 2016). Providers often struggle to accumulate the necessary resources themselves, subsequently relying on customers to provide the missing resources in order to create value (Ulaga & Reinartz 2011; Tuli et al. 2007). Extensive inputs from customers in the service production and delivery processes (hereafter service processes) are, therefore, both prominent and critically important to value creation in KIBS (Aarikka-Stenroos & Jaakkola 2012; La et al. 2009).
As value outcomes are highly phenomenological and context-dependent, the existing literature suggests discerning the perception of the value recipient—perceived value—to generate deeper insights (Kumar & Reinartz 2016; Ranjan & Read, 2016; Vargo & Lusch 2004). The value-driven nature of business organizations makes it essential to understand how organizations involved in knowledge-based service exchanges perceive the value outcomes of CP (Bettencourt et al. 2002; Lapierre 1997). This understanding is necessary to appropriately induce, channel, and integrate customer organizations’ resources into service processes (Dong & Sivakumar 2017; Aarikka-Stenroos & Jaakkola 2012; Strambach 2008). Doing so will help the customers to comprehend and evaluate the influence of their resource inputs on value outcomes, and consequently determine the type and degree of resources to commit to the service processes (Breidbach & Maglio 2016; Strambach 2008). Similarly, enhanced understanding will be advantageous for providers in determining reception and integration of customer resources in service processes, and thus the value outcomes they appropriate (Burkert et al. 2016; Strambach 2008; Skjølsvik et al. 2007).
Even though studies from different marketing domains, including service-dominant logic (S-D logic) (e.g. Breidbach & Maglio 2016), industrial marketing and purchasing (e.g. Ford & Mouzas 2013), and relationship marketing (e.g. Grönroos 2011) indicate that in business-to-business (B-2-B) contexts, provider–customer interactions influence the value outcomes for both the organizations in numerous ways, the exact nature of these value outcomes has seldom been studied (Lindgreen et al. 2012). As Ekman et al. (2016, p. 53) recently stated, “only one paper that we can find (Gebauer et al. 2005), identifies multiple types [of value outcomes] within a single study [in B-2-B contexts].” Related extant studies have predominantly focused on consumer contexts (e.g. Ng. et al. 2016; Tax et al. 2006; Bendapudi & Leone 2003), which differ from KIBS in a number of ways. CP in KIBS requires much higher resource inputs from customers over relatively longer timeframes (Aarikka-Stenroos & Jaakkola 2012; Strambach 2008). In addition, the multiplicity of personnel or business functions involved from both sides in the service processes plays a critical role in the formation and development of the value perceptions, further increasing the complexity (Macdonald et al. 2016; Aarikka-Stenroos & Jaakkola 2012; Bettencourt et al. 2002). 
Moreover, it is reasonable to presume that CP generates dissimilar value outcomes for customers and providers. However, studies that have examined and provided deep insights about the perceptual differences between both parties are scarce. As pointed out by Aarikka-Stenroos and Jaakkola (2012), although some recent studies based on S-D logic have emphasized the importance of resource interactions in B-2-B settings, most are still dominated by providers’ perspectives. A definitive shortage of empirical studies on CP in B-2-B contexts only adds to this problem (Mustak et al. 2016). Hence, investigations from a dyadic perspective are necessary to generate enhanced understanding so that both parties can more clearly comprehend each other’s expectations, (perceived) benefits, and (probable) shortcomings in regards to CP (Mustak et al. 2016; Aarikka-Stenroos & Jaakkola 2012).
Against this background, the purpose of this study was to empirically examine the perceived value outcomes of customer participation in KIBS from a dyadic perspective. More precisely, the study examined three important, specific issues: (i) the formation and development of perceived value outcomes of CP, (ii) the perceptual similarities and differences between the customer and provider organizations, and (iii) the perceptual heterogeneities that may exist inside the organizations given the diverse types of people involved in CP in a KIBS context. Using an exploratory approach, a case study methodology was applied to investigate three dyadic cases, each containing one customer and one service provider organization (Yin 2012; Edmondson & Mcmanus 2007). In doing so, it drew primary understandings from the extant research-based knowledge on CP, value creation, and KIBS.
This study makes multiple contributions. First, it demonstrates that the value outcomes of CP are not measured objectively, but are highly perceptual. In contrast to previous studies that have focused on organizational levels, this study shows that value outcomes are formed via accumulation of both individual- and organizational-level value perceptions. Second, it explores and categorizes the perceived value outcomes of CP based on perceptual similarities and differences between KIBS customer and provider organizations, providing a stepping stone for further research. Third, it investigates the time dimension of service processes, uncovering how value perceptions change over time and become more inclusive. Fourth, it demonstrates the individual value components within each value category. Fifth, it shows how personnel from different hierarchical levels within the same organization may differentially perceive the importance of various value outcomes. Finally, it makes a contextual contribution via the generation of KIBS-specific knowledge.
The article proceeds as follows: Based on relevant extant literature, primary understandings and a tentative framework are developed, followed by a description of the methodological details. Next, the findings of the study are presented, after which a general discussion on the findings is offered. Lastly, the managerial implications and limitations of this study are outlined, as are ideas for potential future research.
2. PRIMARY UNDERSTANDINGs AND TENTATIVE FRAMEWORK
This study defines KIBS as distinctive business-to-business service activities that are produced and delivered based on specialized knowledge, associated resources and capabilities by an educated and skilled workforce to achieve customer desired business outcomes regarding assets, processes, or operations (Kowalkowski & Ulaga 2017; Vargo & Lusch 2008; Strambach, 2008). Examples of KIBS include management consultancy services to overcome strategic challenges, R&D services to innovate new offerings and processes, and market research and advertising services to help customers perform better in the marketplace (Nordenflycht 2010; Miles 2005). B-2-B services, for example, office cleaning or personnel transportation, are not considered as KIBS.
2.1 Customer participation in KIBS
Various terms like co-production or co-creation are often used interchangeably with CP, creating confusion (Dong & Sivakumar 2017). This study takes the stance that while co-production denotes the whole provider-customer joint production and delivery of the offerings, CP denotes contributions by customers only (Mustak et al. 2016). In the service-based business logics literature, co-creation is actually associated in a superlative manner with the creation of value, and not the production and delivery of the offering itself, as clearly indicated by Lusch et al. (2007).
In producing and delivering KIBS, the provider’s resource base generally includes crucial intangible resources and capabilities, such as knowledge, information, competencies, reputations, technical expertise, know-how, and management skills (Strambach 2008; Skjølsvik et al. 2007; Løwendahl 2005). In addition, the resource base may include tangible elements, such as offices, computing and communications infrastructure, and R&D facilities (Løwendahl 2005; Miles 2005; Bettencourt et al. 2002). However, if a resource deficiency exists on the provider’s end, especially for resources tightly nested in contexts where services are produced and delivered, customers will often contribute by providing complementary resources to overcome the shortage (Skjølsvik et al. 2007; Harrison et al. 2001). 
CP in KIBS can take place in various forms (Strambach 2008; Bettencourt et al. 2002). At the outset of a KIBS project, providers often have insufficient information and understanding of the customer’s specific problems and needs, as the “customers possess much of the knowledge needed for problem solving, e.g. technological information, market insight, and project objectives” (Aarikka-Stenroos & Jaakkola 2012, p. 17). In addition, customers may participate in a range of forms, for example, complying with a service provider’s instructions, supporting decision making, providing constructive feedback, substituting service employees, and engaging in quality control (Dong et al. 2008; Løwendahl 2005). Further, customers may share tangible resources, such as information and computing infrastructure, R&D facilities, big data and information repositories, and production and testing facilities (Mustak et al. 2016; Strambach 2008; Bettencourt et al. 2002).
As an example, a KIBS firm assigned to optimize the supply chain of a customer organization will likely depend upon CP in multiple forms. The customer will need to provide detailed information on the current processes so that improvement opportunities can be identified. It may also be necessary for the customer to share their computing infrastructure with the provider to enhance production, packaging, and distribution tracking. Providers may even require access to the customer’s physical storage and distribution facilities in order to test, identify, and suggest new equipment for the purpose of enhanced efficiency and effectiveness.
2.2 Value outcomes of customer participation in KIBS
The traditional perspective that value is added in the producer’s manufacturing processes and embedded in the final offering has been increasingly challenged in recent years (Grönroos & Voima 2013; Vargo & Lusch 2004). Researchers have called attention to the notion that value actually emerges in and is realized through the creation and utilization of the offerings (Lindgreen et al. 2012; Vargo & Lusch 2008; Prahalad & Ramaswamy 2004). As the customer’s own resources form a part of the total resource pool used to produce and deliver the services, CP influences the value outcomes for both the customer and provider organizations (Grönroos & Voima, 2013; Lusch et al. 2007; Skjølsvik et al. 2007). However, extant knowledge on how customers and providers perceive these value outcomes is mostly nebulous, with the exception of some preliminary indications (e.g. Aarikka-Stenroos & Jaakkola 2012; Bettencourt et al. 2002).
For the customer, the perceived value outcomes of KIBS are created through the integration and utilization of the services in their own businesses (Grönroos & Voima, 2013; La et al. 2009; Trasorras et al. 2009). In addition, a few studies have indicated that some value might be generated during the service processes, i.e., when the services are being produced and delivered (Aarikka-Stenroos & Jaakkola 2012). By contributing resources to service processes, the customer organization effectively shares part of the costs incurred to produce and deliver the services (Muller & Doloreux 2009; Miles 2005). A portion of this cost savings may be returned to the customer in the form of reduced service pricing (Grönroos 2011). A customer’s clear communication regarding their problems may prove useful in customizing services to their specific needs (Aarikka-Stenroos & Jaakkola 2012; Miles 2005; Bettencourt et al. 2002). CP may also help customers gain more convenience and control over the service processes since, via their participation, they can accumulate information on various aspects of the services and contribute to necessary decision-making processes based on that information (Bettencourt et al. 2002; Etgar 2008).
As is the case in most other businesses, KIBS providers mainly derive value from the revenue and subsequent profit generated by producing and delivering their services (Burkert et al. 2016; Grönroos 2008; Walter et al. 2001). As receiving and integrating customer resources may help them overcome resource deficiency and improve the effectiveness and efficiency of the service processes, providers may experience cost reductions resulting from CP (Ng et al. 2016; Bettencourt et al. 2002; Harrison et al. 2001). They may also perceive non-monetary or intangible value outcomes, including developing new technologies together with the customer, entering into new markets, and accessing information and competencies (Walter et al. 2001).
[bookmark: OLE_LINK1][bookmark: OLE_LINK2]Possessing a customer base that shares the necessary resources to create high-quality services and enhance service productivity can generate a strong and valuable competitive advantage for providers in the long run (Skjølsvik et al. 2007; Bettencourt et al. 2002). Moreover, for both customers and providers, interactions in service processes may provide psychological benefits simply through the experience of participationalone, which can be emotionally rewarding to intellectually-driven personnel in knowledge-based settings (Mustak et al. 2016; Chan et al. 2010).
2.3 A tentative framework
Based on this primary knowledge, the tentative framework presented in Figure 1 was used to approach and explore the phenomenon in an informed manner. The framework illustrates that customers provide resource inputs to KIBS processes via CP (Skjølsvik et al. 2007; Løwendahl 2005; Bettencourt et al. 2002). Service activities, also denoted as services in the S-D logic literature, are produced and delivered through these processes (Aarikka-Stenroos & Jaakkola 2012; Trasorras et al. 2009; Vargo & Lusch 2008).
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Figure 1: The tentative framework.
The customer organization creates value outcomes mainly by utilizing knowledge-intensive service activities; for example, a new customer database or market research report (Breidbach & Maglio 2016; Strambach 2008). Service processes and utilization of the service activities may often occur simultaneously; for instance, accounting services can be produced and utilized at the same time (Grönroos & Voima 2013; Vargo & Lusch 2008). As indicated in Figure 1 with the dotted arrow, the customer may perceive some value outcomes via their involvement in service processes as well (Aarikka-Stenroos & Jaakkola 2012). For the KIBS provider, the perceived value outcomes of CP are created mainly through successfully conducting service processes, facilitated by customer resource inputs, and the value the organization may appropriate in return (Burkert et al. 2016; Grönroos & Voima 2013; Vargo & Lusch 2004).
3. METHODOLOGY
This study adopted an exploratory approach to generate new understandings and insights into the perceived value outcomes of CP in KIBS, especially as definitive and explicit research knowledge on the topic is rather limited (Edmondson & Mcmanus 2007; Stebbins 2001). In conjunction with this approach, a case study methodology was applied to perform the empirical investigation, as this method is suitable for capturing detailed and open-ended data and, therefore, is appropriate for understanding the perceived and contextual nature of the value outcomes (Yin 2012; Edmondson & Mcmanus 2007; Eisenhardt & Graebner 2007). Three cases were investigated to enable a wider generalization of the findings than would have been possible with a single-case research design (Creswell 2013; Yin 2012). Each case constituted a specific knowledge-based service project between one customer and one provider organization.
3.1 Case selection and case descriptions
A purposive sampling method was used to identify and select the cases to study. This method permits a “focus on particular characteristics of a population that are of interest” to answer the research questions, and is considered a “best practice” to identify cases in B-2-B marketing research (Suri 2011; Piekkari et al. 2010). This sampling method was especially useful for pinpointing information-rich cases with high degrees of access to data on perceived value outcomes of CP (Suri 2011).
First, seven possible cases were short-listed based on the following criteria: (i) the case contained one customer and one provider organization involved in a KIBS project; (ii) CP was considered crucial to service production and delivery; and (iii) both organizations could be accessed to collect data. Three of the seven cases were selected for final examination by applying a maximum-variation sampling logic to capture a wide range of perspectives (Seawright & Gerring 2008). The extent of CP in the service processes, which often provides a good indication of how the organizations perceive value outcomes against customers’ resource inputs, was used as the maximum-variation dimension (Mustak et al. 2016). The three selected cases indicated high, moderate, and low levels of CP, respectively, providing the opportunity to understand value outcomes from a diverse range of perceptions (cf. Mustak et al. 2016; Skjølsvik et al. 2007; Bettencourt et al. 2002). All three cases involved technology-related KIBS, producing common ground for inter-case comparisons. Using pseudonyms, Table 1 presents general information on the cases, followed by further details.
Table 1: General information regarding the cases
	Case
	Service Activities Investigated
	Organizations
	Main Business Area
	Yearly Revenue
	No. of Employees

	Case 1
	Identification and elimination of erroneous codes in the customer’s software
	Customer: TelCo
	Telecommunications products, infrastructures, 
and services
	> €10 billion
	~ 50,000

	
	
	Provider: ConsultancyCo
	Information technology services and solutions
	> $10 billion
	~ 300,000

	Case 2
	Design and development of cargo systems for large cargo ships
	Customer: ShipBuilderCo
	Construction of large 
cargo ships
	> $10 billion
	~ 13,000

	
	
	Provider: EngineeringCo
	On-board cargo management solutions
	> €1 billion
	~ 1,100

	Case 3
	Financial software and services
	Customer: PublicCo
	Higher education and research
	~ €200 million
	~ 3,500

	
	
	Provider: FinanceCo
	Financial and personnel administration services
	~ €10 million
	~ 80



Case 1: TelCo, the customer organization, is a telecommunications product, infrastructure, and services provider. Their service provider, ConsultancyCo, provides testing, error identification, and fixation-suggestion services for the various new software used in the customer’s telecommunications devices and network equipment. Hunting and eliminating software bugs involves the investigation and identification of erroneous coding in the application software and operating systems, which are difficult to spot or identify but can severely affect functionalities of the final offerings. Before a new software or application is launched by TelCo, ConsultancyCo identifies potential problems by testing it through hundreds of iterations, combs the software code for erroneous elements, develops expert suggestions on error elimination, and even provides suggestions on possible future upgrades and improvements. The customer participates in the service process in multiple ways, such as supplying initial information on errors, providing detailed software codes, contributing ideas about potential solutions, allowing access to its IT infrastructure, and even offering information on longer-term business strategies related to future product development plans. Initial communication indicated a relatively high degree of CP.
Case 2: The customer organization, ShipBuilderCo, builds large cargo ships. EngineeringCo, the service provider, offers on-board cargo management solutions. In this particular case, their services include specialized technical developments and designs in relation to cargo handling, ship structure strengthening, and placement of cargo handling equipment. EngineeringCo also offers expert technology-based planning for cargo loading, placement, and unloading. In some situations, the company arranges the sourcing of cargo-handling equipment from third-party suppliers. Various crucial inputs are needed from ShipBuilderCo in the service process, including detailed technical drawings of the entire ship that can be modified multiple times over the construction process, the provision of and support for access and communication with the ultimate owner and operator of the ship, information on possible future cargo profiles, access to construction and testing facilities, and participation in testing and installation processes. Initial communication indicated a relatively moderate degree of CP.
Case 3: The customer organization, PublicCo, is a public organization operating in the higher education and research sector. Their service provider, FinanceCo, delivers services comprising two interrelated components: (i) an enterprise management software platform customized to the customer’s needs and business procedures, and (ii) services related to regular financial transactions, including invoice collection, payments from the customer’s suppliers, and preparation of financial reports. The necessary inputs from PublicCo include book-keeping details and accounting procedures and practices, information on supplier data, the particulars of research funding, and access to invoicing and payment systems with modification rights. Other customer inputs include maintenance of key performance indicators (KPIs) and periodic performance feedback on cost savings through operational efficiency improvements and manpower reductions. Initial communication indicated relatively low CP.
3.2 Data collection
The primary mode of data collection was face-to-face interviews (King 1994). Purposive sampling was employed to identify interviewees who could provide in-depth understanding and insight into the perceived value outcomes of CP (Creswell 2013; Suri 2011). In developing the sample, personnel from various positions in their respective organizational hierarchies who were directly involved in service projects and could provide wide-ranging information were included to capture a broad range of perspectives (Creswell 2013; Yin 2012).
The interviews were conducted as the service projects progressed, and each participant was interviewed once. Starting with Case 1, data collection generally moved from case to case, except for a few interviews, which required accommodating the interviewees’ schedules. The sampling process ceased when the data saturation stage was reached, which was indicated by information redundancy and a lack of newness in the data (Creswell 2013; Suri 2011). Data saturation was also reflected in the gradual decrease in the number of interviews per case (Creswell 2013; Yin 2012). Table 2 provides the interview details.

Table 2: Interview details
	Job Title
	Job Level
	Main Responsibilities
	Company
	Case

	Demand and Supply Planner
	Operational
	Maintaining demand and supply balance in storage facilities located in different countries
	TelCo
	Case 1

	Repair Excellence Manager
	Middle management
	Improvement of after-sales warranty services and repair performance
	TelCo
	

	Senior Engineer
	Middle management
	Design and development of new software applications for telecommunication devices
	TelCo
	

	Supply-Chain Quality Manager
	Middle management
	Improvement of supply-chain processes
	TelCo
	

	Senior Design Engineer
	Middle management
	Conception, design, and development of new offerings
	TelCo
	

	Process Planner
	Operational
	Reduction of after-sales repairs due to product malfunctions
	TelCo
	

	Lead Product Manager 
	Upper management
	Leading new product development programs
	TelCo
	

	Senior Process Manager
	Upper management
	Product lifecycle management
	TelCo
	

	Senior Software Engineer
	Operational
	Development of new software applications as per the concepts provided by design teams
	TelCo
	

	Chief Architect
	Upper management
	End-to-end process and architecture management
	TelCo
	

	Enterprise Architect
	Upper management
	Sales of equipment and software to business customers
	TelCo
	

	Program Manager
	Middle management
	Improvement of supply-chain operations in relation to faulty devices
	TelCo
	

	IT Analyst
	Operational
	Identification and elimination of erroneous software codes
	ConsultancyCo
	

	Systems Engineer
	Middle management
	Leading one bug-hunting and development suggestion team
	ConsultancyCo
	

	IT Specialist
	Upper management
	Strategic decision making and implementation together with the customer to reduce software malfunctions
	ConsultancyCo
	

	Senior Adaptation Engineer
	Middle management
	Verification of error reports, and reporting to the customer
	ConsultancyCo
	

	Technical Director 
	Upper management
	Overseeing of the engineering activities and developments
	ShipBuilderCo
	Case 2

	Area Contract Manager
	Middle management
	Finalizing sales contracts and ensuring the technical specifications of final deliveries matched the contracts
	ShipBuilderCo
	

	Sales Officer
	Operational
	Material calculations as per customer requirements, submission of tenders, and follow-ups
	EngineeringCo
	

	Product Manager, New Products
	Middle management
	Retro-fitting new cargo equipment in already sailing ships
	EngineeringCo
	

	Senior Naval Architect
	Upper management
	In charge of both the design and engineering teams
	EngineeringCo
	

	Sales Director
	Upper management
	Head of cargo solution business 
	EngineeringCo
	

	Project Manager
	Middle management
	Development of new value-added services
	EngineeringCo
	

	Contract Management Director
	Upper management
	Head of legacy equipment sales business to shipyards on tendering basis
	EngineeringCo
	

	Contract Manager
	Middle management
	Managing an equipment-sales team on tendering basis
	EngineeringCo
	

	Technical Designer
	Operational
	Technical design and development of hatch covers for cargo ships
	EngineeringCo
	

	Chief Financial Officer
	Upper management
	Head of finance of the organization
	PublicCo
	Case 3

	Financial Planning Officer (Senior)
	Middle management
	Regular finance management
	PublicCo
	

	Financial Planning Officer (Junior)
	Operational
	Project-related finance management
	PublicCo
	

	Accounting Manager
	Middle management
	Leading of accounting and cash management team
	PublicCo
	

	Financial Planning Officer (Junior, 2nd)
	Operational
	Management of invoices and accounts receivable 
	PublicCo
	

	Chief Executive Officer
	Upper management
	Overall management of the organization
	FinanceCo
	

	Team Leader
	Middle management
	Leading a team responsible for book-keeping, invoicing, and billing
	FinanceCo
	



The researcher used an interview guide that contained a list of themes, rather than specific questions, to assist the interviews (Creswell 2013). First, background information, including job position, responsibilities, educational background, age, time spent in the organization, and how the interviewee was involved in the service project was collected on each interviewee. Then, the researcher asked questions about the specific resources the organization provided (questions for the customer’s personnel) or received (questions for the provider’s personnel) in the service process. Following that, the researcher asked questions on how the interviewee perceived the value outcome of CP. To facilitate the process, the participants were requested to provide specific examples, which were used to probe the various value perceptions (Cf. Ulaga and Reinartz 2011). The guide served as both a convenient reference point and a means to keep the interviews on track without going too off-topic. Moreover, the open-ended format allowed the interviewees enough freedom to openly discuss their perceptions regarding value outcomes of CP without feeling restricted by narrow lines of questioning (Creswell 2013; King 1994).
In total, 33 interviews were conducted between April 2013 and July 2015, each lasting between 45 and 90 minutes. Among them, 24 were recorded using an electronic voice recorder, whereas the remainder were documented with extensive handwritten notes as per the interviewees’ requests. In addition, figures, calculations or charts drawn by interviewees (on either paper or whiteboard) to facilitate discussions were collected or photographed. All interviews were conducted on the condition of confidentiality and anonymity (Creswell 2013; King 1994).
Secondary data that yielded further insights into the perceived value outcomes of CP were also collected, a synopsis of which is provided in Table 3 (Creswell 2013; Stebbins 2001). Company websites were checked in detail, as were relevant news and press releases on, for example, customer–provider collaborations in service projects and the expected benefits. In Case 2, the researcher was allowed to attend and document multiple company meetings and seminars relevant to the present study. In some instances, the case companies allowed access to relevant company documents, including internal communications, presentation slides, and minutiae of meetings, which were also collected.

Table 3: Secondary data

	Case
	Organization
	Position in the Case
	Source and Type of Data

	Case 1
	TelCo
	Customer
	· Press releases on the collaborative project with the provider and the expected benefits
· Web archives on related topics

	
	ConsultancyCo
	Service provider
	· Web archives on high-quality relationships with the customer

	Case 2
	ShipBuilderCo
	Customer
	· Press releases on supplier collaborations and their expected benefits
· Web archives on completed projects

	
	EngineeringCo
	Service provider
	· Physical presence in company meetings and taking of hand-written notes
· Promotional documents for the customers indicating the possible value outcomes of CP
· Press releases on customer collaborations

	Case 3
	PublicCo
	Customer
	· Details of organizational hierarchies with specifics on job responsibilities and reporting procedures to superiors
· Sample financial documents on invoicing and reporting
· Hands-on experience on usage of the enterprise management software platform

	
	FinanceCo
	Service provider
	· Cost calculations
· Details of organizational hierarchies with specifics on job responsibilities and reporting styles to superiors
· Communication (including e-mails) with the customer organization


3.3 Data analysis
After every few interviews had been conducted, they were transcribed and read over thoroughly (Grbich 2013). Doing so helped the researcher to gradually develop a clearer understanding of the perceived value outcomes of CP, which in turn, permitted more focused and relevant questioning as the study progressed (Eisenhardt & Graebner 2007). If any ambiguity or inconsistency was found in the transcripts, the relevant interviewee was contacted for further clarification (Creswell 2013). Next, data from secondary sources were combined with the transcripts based on complementarity. For example, when press releases from a provider regarding the potential benefits of its collaboration with a customer were identified, this information was added to the relevant part of the interview transcript. In total, the researcher generated 300 pages of text for analysis.
After the data was accumulated, following guidelines set forth by Grbich (2013), an analysis was conducted in three consecutive stages: coding and assignment of keywords, categorization, and comparison. Each instance of text relevant to the study was coded, i.e., short names were assigned to segments of data that simultaneously summarized and accounted for them (Charmaz 2006). For example, whenever an interviewee mentioned any change in productivity due to CP, it was coded in relation to his or her perspective. The codes were not predetermined but rather assigned inductively based on the main themes of the texts (Charmaz 2006). Nevertheless, the primary understandings and the tentative framework, which was developed based on a review of the extant literature, undoubtedly influenced the researcher’s thought processes and assignment of the codes, 83 in all, in a focused and knowledgeable manner (Creswell 2013; Yin 2012).
Next, the codes and associated strips of text were divided into groups and then higher-order categories, which were formed based on common themes between the codes in relation to the perceived value outcomes of CP (Grbich 2013; Charmaz, 2006). For example, every code and associated text on “cost savings” were placed into one group, and likewise for codes about “increased sales” due to CP. Then, these groups that provided insights into the economic value outcomes of CP were combined under the higher-order category “perceived value outcomes in terms of economic benefits.” The texts associated with each category were then scrutinized for consistency.
Finally, multiple comparisons were performed (Grbich 2013). First, the categories were compared with each other to ensure they were consistent and distinctive and that each category delivered new understandings and insights. Second, within each category, the value perceptions of personnel from different hierarchical levels were compared. Third, within each dyadic case, the perspectives of the customer and provider organizations were compared. Finally, within each category of perceived value outcomes, the cases were compared with each other to identify the similarities and differences (Creswell 2013). The researcher selected each value component within each value category and scrutinized it across all three cases. While performing this comparison, the differences between the cases in terms of the main service activities produced and delivered (e.g. software improvement, engineering, and financial services) allowed contextual divergences to be captured and enabled relatively broad generalizations (Yin 2012). At this final stage, any remaining ambiguities or inconsistencies were noted and then clarified with the respective interviewees (Creswell 2013; Yin 2012).
4. PERCEIVED VALUE OUTCOMES OF CP IN THE STUDIED CASES
The findings of this study showed that the perceived value outcomes of CP in KIBS emerge and become more apparent as the service processes progressed. These perceived outcomes were grouped into four distinct, but interrelated categories: functional, economic, relational, and strategic values. These categories are not completely mutually exclusive in nature but are interconnected, and become gradually inclusive over time. The study’s dyadic perspective was useful in uncovering perceptual similarities and differences between customer and provider organizations. Value perceptions also differed within organizations as personnel from different organizational hierarchies emphasized various value categories to different degrees.
4.1  Perceived value outcomes in terms of functional improvements
The data analysis showed that at the beginning of KIBS projects, the value perceptions of both the customer and service provider organizations were primarily shaped by various functional improvements in the service processes and co-produced services. These functional value outcomes included better customization, reduced complexity, enhanced ease of use, faster service production and delivery, and improved service quality. It was also noticed that the value outcomes were related to the timing of the customer’s resource inputs; that is, the earlier the customer participated, the earlier the value outcomes became apparent.
Across all three cases, personnel from the customer organizations noticed multiple functional value outcomes. Appropriate communication and resource sharing enabled customers to frequently receive services that better suited their specific needs. This improvement in customization through CP led to a range of other benefits, including familiarity with the complex features and characteristics of the services, enhanced ease of use, and a more proper fit between the services and other business operations and functions. Case 1, where initial communication suggested that CP was relatively high, TelCo—the customer organization that received software-related services from ConsultancyCo—perceived better service quality through CP. The services were easier to use and supported the delivery of flawless final products to the market. The following quotation from one of the operational-level personnel reflects this value perception:

“If we work together with them (the service provider) and share necessary information continuously, at the end we get better and more well-defined bug reports, which are easy to understand and eliminate (the bugs). Otherwise, those (the bug reports) become very difficult to understand and use.” – Senior Software Engineer, TelCo

Their service providers’ perceptions were focused on various positive impacts of CP on service processes. For instance, CP enabled the provider to receive on-time information regarding the problems to be solved in addition to various other suggestions, including potential solutions. These inputs enabled deeper insights and were often crucial to identifying and solving customer’s problems, ultimately leading to the effective enhancement of productivity and quality.
Case 2, the cargo system development services for ShipBuilderCo, involved designing and developing various pieces of equipment to hold and carry shipping containers aboard vessels. In large modern ships, the equipment can weigh between 2,000 and 4,000 metric tons and is complex and technical in nature. Even though initial communication during case selection suggested that the degree of CP was relatively moderate at the beginning of the service project, the customer, in return for involvement in the service process, received cargo management solutions much faster compared to non-participating customers. Moreover, the solutions fit better with the overall design of the ship and were more reliable. The value perception of the provider, EngineeringCo, was complementary to that of the customer. The company perceived functional benefits in the form of ease, timeliness, and greater efficiency in service processes. Not only did EngineeringCo receive the necessary information from the customer, it also gained access to the company’s tangible resources and tacit knowledge. The following two statements from personnel on both sides of the dyad, from mid-level management and the operational level, respectively, illustrate these benefits:
“Well, it helps (if we participate)! They get to know the overall design of the ship, so (they) are much faster in creating and delivering the solutions. Moreover, those (pieces of equipment) are easier for us to install on the superstructure (of the ship).” − Area Contract Manager, ShipBuilderCo.

“The configuration of the ships depends very much on the cargo they will carry and the routes they will travel. Depending on these issues, the specialized cargo handling equipment needs to be designed to maintain the optimum cargo-handling configuration of the ship. Now, when the customer is part of the (service) process, it makes life a whole lot easier! We get all the information that we need, get access to their testing facilities, and are faster in designing and developing the solutions.” − Technical Designer, EngineeringCo

Case 3, the customer organization, PublicCo, received financial services based on a specialized enterprise management software platform. Contrary to Cases 1 and 2, PublicCo was initially fairly reluctant to engage in CP. Its service provider, FinanceCo, was also disinclined to accommodate the customer’s input, as shown in the minutiae of their meetings and through internal communication. In parallel, initially, the functional value outcomes were not available to either party in the dyad. However, as the service processes progressed, both companies began to take note of the benefits they received when the customer participated; namely, faster production of services, less complexity in the service processes, and the alignment of service activities. Personnel on both sides of the dyad, from mid-level management and the operational level, respectively, made the following comments:

“Oh yes! The whole process became much easier (once we started to participate). They were processing (the financial transaction) much faster! Also, as both sides (customer and provider) started to gain a better understanding (through CP), the total process became much less complex.” – Senior Financial Planning officer, PublicCo

“At first, we thought we would do it (processing of financial transactions) by ourselves, and didn’t want them (the customer) to mess it up! But that didn’t go that well. Later, when we (started to) work together, the workflow was better.” – Team Leader, FinanceCo

Even though both the customers and providers perceived functional improvements as a major value outcome of CP, there were clear differences in terms of individual value components. Whereas the customers focused on usability, complexity reduction, and customization-related aspects, the providers’ value perceptions were mainly concentrated on productivity improvements. Also, the findings showed that when compared with top managers, personnel from the operational and mid-management levels placed more emphasis on the perceived functional value outcomes. This is understandable, since personnel in these hierarchies are regularly involved in both the service processes and the usage of service activities, and hence are more concerned about functionalities.
4.2  Perceived value outcomes in terms of economic benefits
The data analysis revealed that the value perceptions of both the customer and service provider organizations gradually became more inclusive as the KIBS projects progressed, taking the economic benefits of CP into consideration. These economic value outcomes surfaced through either cost savings, increased revenues, increased profit margins, or any combination of these outcomes. However, none of the case companies conducted any formal evaluation on the economic impact of CP; the economic benefits recognized were mainly based on their perceptions.
In Case 1, both the customer and provider organizations looked to the cost savings dimension of CP; that is, the improvement of service functionality and service process productivity led to cost reductions. For TelCo, the utilization of services with superior functionalities resulted in improved reliability of their offerings in the market, thus reducing repair and replacement costs that they otherwise had to incur later. For the provider, the perception of cost reduction was even simpler: increases in service process productivity resulted in cost savings. The following statements made by interviewees from opposite sides of the dyad, who were both in mid-level managerial positions, reflect these value perceptions:

“It (CP) helps us reduce our costs. If a device or system goes to market with bugs (software with flaws), it costs a lot more to fix it later. It’s better that we cooperate with them (the service provider) from the beginning, and launch error-free products in the market.” – Repair Excellence Manager, TelCo

“To us, the connection is simple. Our productivity improves (through CP), so we need fewer people (in the service processes). That saves money, especially if you think that as a company selling these kinds of (knowledge intensive business) services, our main costs are the people.” – Senior Adaptation Engineer, ConsultancyCo

Customers’ value perceptions may also focus on increased profitability even if the service procurement costs remain at the same level, as was found in Case 2. As in many other industrial sectors, competition is fierce between the major shipbuilders, and the industry has been severely affected by the recent global recession. Thus, the market is heavily price-driven with very narrow profit margins. Data analysis revealed that in this kind of situation, ShipBuilderCo perceived that one of the reasons they were able to sell their ships with relatively higher profit margins was the inclusion of superior cargo systems. However, similar to Case 1, the service provider also emphasized cost savings in terms of its own economic benefits, which resulted from productivity enhancement.
In Case 3, where CP was relatively low, value perceptions related to economic benefits were more diverse. The customer’s frontline employees held contradictory perceptions to those of top management. Frontline staff attached negative connotations to the economic value outcomes, whereas the head of the finance department was more positive:

“At the end of the day, if we work with them (the service provider), then maybe they’ll charge a little bit less. However, we are doing part of their work, and I am not sure that the cost saving is worth it!” – Accounting and Cash Management Controller, PublicCo

“Since we started (using their services), our costs have fallen by a significant margin. And a part of that credit goes to us—without our inputs, they (FinanceCo) couldn’t have done it alone.” – Finance Director, PublicCo

The differences in terms of value perceptions inside PublicCo resulted from the frontline staffs’ engament in day-to-day activities with FinanceCo, who put direct efforts in the service processes. Their concern over opportunity costs of their time and efforts negatively influenced their value perception. In contrast, the senior management of PublicCo was far less involved in terms of regular interactions with the provider, and perhaps did not comprehend the extent of opportunity costs incurred by their own operational level personnel.
FinanceCo also recognized the influence of CP in improving its own economic performance. Contrary to Cases 1 and 2, where the providers delivered fully customized services, some components of FinanceCo’s services were scalable, for example, processing standard and regular financial transactions. CP enabled the provider to process the transactions faster, thus completing a greater number of transactions and generating higher revenue with a similar amount of resources.
Two points became clear from the above findings. First, the extant literature, mainly considering consumer contexts, focused only on the cost-savings aspect of CP, whereas the reduction in service prices received far less attention in the KIBS context. Rather, the value perceptions in terms of financial benefits are broader, as the implications are much more far-reaching. Second, compared to functional value, positive economic value perception was relatively more apparent to personnel from middle- and upper-management, whereas the frontline staffs were more concerned about lost opportunity costs. Moreover, as managers are generally more accountable for the financial performance of their organizations, they placed higher emphasis on the perceived economic values.
4.3  Perceived value outcomes in terms of relationship formation and development
The empirical data clearly indicated that extensive interactions between the organizations involved in KIBS-based exchanges led to the formation and development of relationships between the parties, which was perceived as one of the central value outcomes of CP. Moreover, the dyadic perspective adopted in this study revealed that this perceived value outcome was considered crucial by both customer and provider organizations, and that their perceptions largely converged in this regard. 
Further scrutiny revealed that such relationships formed and developed at two levels. The first level was comprised of inter-organizational relationships between the companies, which were created through resource interdependency. The second level encompassed those relationships among the organizations’ personnel that emerged through regular interactions and often extended beyond work relationships to a personal level. The relational value outcomes of CP often continued even after the service processes ended; however, they continued to have an effect when the organizations engaged in the next service-based exchanges with one another.
Case 1, where CP was relatively high from the beginning of the service project, provided a clear example of how both organizational- and personal-level relationships are perceived as vital value outcomes of CP. Working for months on the same service processes, the organizations developed a mutual dependency on each other’s resources. They perceived that the development of a robust and trusting relationship, which was useful to both organizations in multiple respects, would not have been possible without regular interaction and resource swapping. The data analysis also revealed that through frequent interactions, personnel from both sides developed mutual trust and commitment, which they deemed valuable. The words of two interviewees from opposite sides of the dyad, from top management (customer) and mid-level (service provider), respectively, exemplify this:

“I have been working with these people for years. I know how they work, and I trust them personally with sensitive information. If they (the provider) change any people in that team (of service personnel), it becomes difficult. It’s like starting (the relationship) all over again!” – Enterprise Architect, TelCo

“Over the years, this company has developed a relationship with them (the customer). We have learned to depend on their quality information, on-time feedback, and many more contributions. Many a time, we make very crucial decisions together—about how to move forward in this highly challenging market. None of this would have been possible without working very closely with them on a daily basis.” – Systems Engineer, ConsultancyCo

In Case 2, the resource interdependency between the organizations in developing and designing the cargo systems was considered the cornerstone of their relationship. Due to the vast geographical distances (Europe and Asia, respectively) and cultural differences between the customer and the provider, the formation of personal relationships was perceived to be relatively difficult. Nevertheless, the provider explained that despite the challenges, interactions with the customer’s personnel helped gain appreciation and respect in both their organizational and national cultures. As one interviewee in a middle-management position described it:

“Over there, older people get a very high level of respect from their colleagues irrespective of their position (in the organizational hierarchy), which is very different to us. Here, everybody (irrespective of their age) is treated somewhat equally. However, once we learned how to act and behave when we go there, it became much easier for us to interact with them, and most probably they can also see how sincere we are.” – Product Manager, EngineeringCo

In Case 3, data from both sides indicated that despite the relatively low degree of CP at the beginning, personal relationships formed and developed between personnel on both sides alongside the progression of the service processes, albeit much later. As the main forms of input from the customer were information and knowledge, personal interactions among the people involved were frequent and contributed toward the creation of open and friendly relationships, which were in turn considered major facilitators of smooth and efficient information exchange. The following quotation from an operational-level employee illustrates this point:

“I have been working with Alex (pseudonym) for months now, almost every day. Eventually, we started to trust each other, to depend on each other. If there was a problem, I could just call him and get it solved, and he could also get the necessary information from me. And now we are good friends. None of this would have been possible if we weren’t working together regularly.” – Financial Planning officer (Junior), PublicCo

Thus, the findings of this study clearly indicated that CP in KIBS played a crucial role in transforming transactional approaches into longer-term relational approaches between organizations. Regular interactions at various levels led to the formation of a range of positive relational elements, including trust, interdependency, and enhanced credibility, further strengthening the relational aspect of CP. In addition, personnel from both sides of the dyads, irrespective of their position in the organizational hierarchy, perceived the formation and development of relationships as an important value outcome of CP.
4.4  Perceived value outcomes in terms of strategic benefits
The case analyses revealed that companies often perceive the attainment of various strategic benefits as crucial value outcomes of CP. As with relational value outcomes, these strategic benefits were not limited to the timespan of the service processes, but were generated over much longer timeframes. This study’s dyadic perspective also revealed that compared to the customers, the providers placed a relatively greater emphasis on strategic benefits. 
In Case 1, the data analysis, including the interviews and press releases, demonstrated several strategic benefits of CP for the provider, ConsultancyCo. This organization operates in markets driven by the very latest and advanced knowledge, and the introduction of highly innovative and technologically advanced value propositions is more often the norm than the exception. Hence, organizations with these focal areas continuously strive to enhance and develop their value propositions while remaining at the cutting edge, technologically speaking, as the introduction of new services by competitors can make their own services obsolete. Active and frequent interactions with customers, facilitated through both organizational- and personal-level relationships generated by CP, enabled top managers at EngineeringCo to gain deeper insights into industry trends, developments, and possible transformations. This knowledge was ultimately beneficial to them in formulating business strategies to maintain their competitiveness.
In Case 2, similar to Case 1, the provider, EngineeringCo, had to accumulate and combine crucial and often rare resources–some of which were held by the customer organization–to develop new and superior value propositions. CP was also useful in this respect, as it helped the provider to overcome resource deficiencies in order to develop superior value propositions. Moreover, in KIBS markets, the number of customers or service providers for specific service activities are often low. In this case, resource swapping led the customer to shape its resource base in such a way that it eventually became complementary to that of EngineeringCo, forming a lock-in effect with the provider. Thus, participation by the customer actually helped to develop a stable customer base.
EngineeringCo was also quick to point out the strategic benefits that the customer might accrue. The company’s position as a global market leader boosted the final buyers’ confidence in its cargo ships; as incorporating EngineeringCo’s solutions enabled ShipBuilderCo to improve the vessels’ productivity. Hence, collaboratively developing and producing better cargo management systems resulted in superior value propositions for final customers and resulted in several benefits, as reflected upon by one interviewee from top management:

“Building an efficient vessel is very important; it will help you to reduce bunker (fuel) cost and environmental footprint, increase speed, and spend less time in the port and more on the water. Working together with us and providing us with the necessary information and other resources will help them (the shipbuilder) to build and sell better ships. Eventually, that means more sales, more market share, more profit (for the customer).” – Sales Director, EngineeringCo

The providers perceived that CP was beneficial for new customer acquisition as well. The data analysis showed that as CP enhanced various customer value outcomes, it generated positive referrals, which the provider could use to acquire new customers. In Case 3, the analysis of data revealed FinanceCo’s perception that, through joint problem solving with the customer and including its resource inputs in the service process, the company was able to generate positive referrals or word-of-mouth references from customers. In approaching new or potential customers, FinanceCo’s top management used the existing customer as a reference point, converting potentials into sales.
Overall, KIBS customers placed much less emphasis on the positive strategic value outcomes of CP. Only one instance was identified in this study: In Case 3, PublicCo’s longer-term organizational strategy was to concentrate on its main organizational functions – higher education and research. Thus, top management sought to focus on its core organizational activity of providing higher education and conducting high-quality research, while shifting auxiliary activities to external service providers. The customer recognized that sharing resources and competencies in the service processes, albeit relatively late compared to the other two cases, enhanced the provider’s ability to deliver quality services in a consistent manner. Accordingly, the customer could shift auxiliary tasks to FinanceCo and concentrate more on its core operations. As the head of finance at PublicCo commented:

“Our strategy is to focus more and more on our core interest, which is education and research, and transfer administrative tasks to FinanceCo as much as possible. Over the last few years, I have noticed that the more closely we work with them (FinanceCo), the closer we get towards implementing that (strategy).” – Finance Director, PublicCo

The results of this study indicate that in terms of strategic outcomes, customers were relatively more concerned about the possible long-term negative impact of CP, mainly from knowledge and intellectual property leaks, among other resources. For instance, TelCo’s top management was concerned about the leakage of vital information to competitors via the service provider, which also served other businesses operating in the same market, thus posing a threat to their long-term competitive advantage. ShipBuilderCo’s top management perceived another risk in resource leaks. That is, through resource transfers, EngineeringCo may develop further capabilities to develop new offerings for ships in addition to their cargo systems, which would hurt the business interests of ShipBuilderCo in the longer run. It was also evident that top managers, when compared with personnel from other organizational hierarchies, were much more concerned about the strategic impacts of CP.
5. CONCLUSION
5.1  General discussion
Customer participation (CP), considered a focal point of service-based business logics (Grönroos & Voima 2013; Lusch et al. 2007; Vargo & Lusch 2004), is crucial in knowledge-intensive business services (KIBS) for the successful production and delivery of services, and thus for value creation (Aarikka-Stenroos & Jaakkola 2012; Strambach 2008; Bettencourt et al. 2002). This study investigated the perceived value outcomes of CP in KIBS by examining the perceptions of the customer and service provider organizations simultaneously. The findings showed that perceived value outcomes emerged for both the customers and the service providers in parallel to the progression of service processes. The findings are synthesized in Figure 2. Functional Value Outcomes
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Figure 2: Perceived value outcomes of customer participation (CP) in knowledge-intensive business services (KIBS)

The perceived value outcomes are grouped into the following four categories: functional, economic, relational, and strategic values. Starting with functional values, the formation and development of the perceived value outcomes are progressive in nature. Thus, value perceptions gradually move from immediate functional improvements to long-term strategic benefits. The dyadic perspective used in this study also revealed the similarities and differences in individual value components within each category, as shown in Figure 2.
The findings of this research indicated that the perceived value outcomes of CP extended much further than the immediate benefits of functional and economic advantages. In B-2-B contexts, where customer–provider relationships are vital to organizations (Chaitan 2010; Palmatier et al. 2006), CP can play a crucial role in the formation and maintenance of business relationships. The accumulation of value outcomes also contributed to the creation of multiple strategic benefits, especially for the service providers.
The four categories of value outcomes are not, by nature, mutually exclusive; instead, they are nested and intertwined. Each subsequent category partially builds upon the previous one(s), while simultaneously including it as an integral part of the overall perceived value. For instance, the superior functionality of services resulting from CP can lead to the achievement of better economic outcomes as well as an increased employee efficiency and job satisfaction. Highly functional IT services not only provide ease of use and increased employee productivity, but may also improve revenue streams by supporting greater operational efficiency. Relational value, often considered a strategic asset (Grönroos 2011; Palmatier et al. 2006), can contribute to the formation and development of strategic value outcomes.
At the other end of the spectrum, the four categories of value outcomes are not necessarily perceived with the same level of interest because depending on the context, organizations may focus only on one or a few outcomes. For example, relational value received a much greater emphasis in all hierarchical levels in Case 1 as compared to Case 2. Similarly, although CP led to the formation and development of relationships at both organizational and personal levels in Case 1, it was mainly confined within personal interactions in Case 3. As another example, compared with the service providers, customer organizations placed much less emphasis on the perceived strategic value outcomes of CP.
Nevertheless, as one of the first empirical examinations on the topic, this study showed that the identified value categories clearly indicated that both provider and customer organizations enjoyed a wide range of perceived value outcomes through the appropriate contribution and integration of customers’ resources in the service processes of KIBS. Although the literature on service-based business logics has considered CP as one of the central foci of value creation (Grönroos & Voima 2013; Lusch et al. 2007), the exact nature of the relationship between CP and value outcomes has largely remained unknown, especially in B-2-B markets. This study attempted to fill some of these voids.
Moreover, the application of a dyadic perspective to the empirical exploration uncovered perceptual similarities and dissimilarities in terms of individual value components, thus providing a much deeper insight into each value category. In addition, for the most part, the extant literature has considered value outcomes at the level of benefits for a company (cf. Macdonald et al. 2016). By contrast, this study clearly identified and demonstrated how personnel from various organizational hierarchies may distinguish the significance of each value category in heterogeneous terms. Thus, the overall perceived value outcomes are formed through the combination of organizational- and personal-level value perceptions. Although a similar scenario may occur in a wide range of business services, it seems particularly prevalent in KIBS, as its service processes and the resulting services often have strong impacts on individuals’ working circumstances, both in the short and long terms (cf. Macdonald et al. 2016). Together, these findings reveal the multi-actor, multi-perspective, multi-faceted, and multi-dimensional nature of the perceived value of CP in KIBS. 
The findings of this study deepen the understanding of various perceived value outcomes discussed in previous literature, especially at the functional and economic levels. Among the limited number of extant studies, some of them have argued that CP is advantageous for service customization, which eventually becomes more suitable for customers’ value creation processes (Aarikka-Stenroos & Jaakkola 2012; Strambach 2008; Bettencourt et al. 2002). This study extended this argument by identifying customers’ perceived attainment of functional values in the forms of tailored service processes and service activities that evoked greater familiarity, had superior usability, and entailed less complexity. The finding that improved productivity was a perceived value for service providers also confirms predictions put forward in earlier studies (Burkert et al. 2016; Strambach 2008; Skjølsvik et al. 2007; Bettencourt et al. 2002).
This study provided empirical evidence in support of Grönroos’s (2011) argument that enhanced revenue and profit facilitated through CP are the major components of customers’ value perceptions. On the other hand, except for the frontline employees at PublicCo who noticed a mere reduction in service production and delivery costs in response to their efforts, customers, for the most part, did not notice or perceive a reduction in service pricing as a value outcome. This scenario is in stark contrast to consumer markets, where a reduction in service pricing has been lauded as one of the most notable value outcomes of CP (Mustak et al. 2016). It also indicates that in KIBS, broader economic benefits (e.g., enhanced profitability), alongside perceived functional, relational, and strategic values, supersede immediate concerns regarding the prices that customers pay for the services.
This study contrasts with the mainstream focus in service quality research on the quality of the supplier’s offerings alone, as the quality of the services and thus the value outcomes were clearly found to depend, to a large extent, on CP (cf. Macdonald et al. 2016; Sivakumar et al. 2014). Furthermore, contrary to prevailing arguments (Chan et al. 2010; Etgar 2008; Prahalad & Ramaswamy 2004), no indication was found that a business customer’s personnel engaged in resource input for mere psychological satisfaction irrespective of outcomes. In addition, it was found that KIBS customers may face uncertainties regarding the potential negative consequences of CP in the long term. In the wake of scholars’ recently renewed interest in CP and value creation (Dong & Sivakumar 2017; Kumar & Reinartz 2016; Ranjan & Read 2016), this finding signals that discretion is necessary before unequivocal support for CP is expressed.
However, service providers expressed no concerns over the potential negative consequences of CP, which may be explained by the nature of KIBS processes. In many consumer services—for example, airline check-in at airports—the service process is highly standardized. Hence, customer input beyond the minimum requirements may be perceived by service employees as interference, which can, in turn, create stress and dissatisfaction (cf. Chan et al. 2010). Perceptions of intrusion or intervention may be much less common in KIBS, as the service processes are highly interactive and heterogeneous, and the service personnel are much more accustomed to incorporating customer input. 
The study adds to the extant knowledge by showing that alongside other variables, customer–provider interactions through CP play a crucial role in the formation, development, and maintenance of these relationships at both the organizational and personal levels, further reinforcing the importance of relationships in B-2-B markets (cf. Grönroos 2011; Chaitan 2010; Barry & Terry 2008; Palmatier et al. 2006). In addition, the study identified and presented various strategic benefits that CP may generate, especially for service providers. Some earlier studies predicted that CP would ultimately lead to the formation of competitive advantage (e.g., Bettencourt et al. 2002). Whether the accumulated perceived value outcomes are heading in that direction remains an open question, as no empirical support has been found to confirm the prediction.
5.2  Managerial implications
Understanding the perceived value outcomes of CP in KIBS generates several opportunities to create and realize better value outcomes for both customer and service provider organizations. In making participation-related decisions, organizations need to embrace a wider value perception—one that extends beyond the immediate benefits of perceived functional improvements and economic gains, while incorporating the relational and strategic impacts of CP.
To capture the perceived value outcomes of CP in their fullest potential, managers from both sides of the dyad should work together to develop and implement effective and efficient resource integration and interaction processes. These processes should involve identifying resource complementarity and determining which organization should possess and contribute which resources. Moreover, as found in this study, from the beginning of the service projects, CP generated the value outcomes relatively earlier. Managers should therefore take effective measures to ensure inter-organizational resource integration from the early phase of KIBS projects.
The enhancement of CP may generate resistance within organizations, as personnel at certain hierarchical levels may perceive that the value outcomes being generated are insignificant compared to their efforts. They may even fear job loss as organizational productivity increases. Hence, adequate change management strategies are necessary. Managers should encourage the development of business relationships at the organizational level and support the creation of responsive and trusting interactions at the interpersonal level. In addition, an organizational culture that encourages its personnel to actively engage with the other side of the dyad needs to be developed and supported. This process may include recruitment, training, and rewarding of personnel for positive interactions and engagement.
In customer–provider resource sharing and integration, personnel from the marketing or sales functions cannot handle all the interactions. Hence, organizations should ensure that personnel from various business functions and hierarchies are actively involved in the processes. As a precautionary measure, customer organizations should also be well aware of the potential negative consequences of CP, such as passing critical resources on to competitors, competition or from the providers themselves. To prevent this, they should formulate and implement precautionary and preventative measures.
5.3  Limitations and future research directions
This study focused mainly on KIBS projects that were technological in nature. Caution should therefore be applied in generalizing the findings to other knowledge-based B-2-B services, such as management consultancy. Further research could investigate whether and how contextual differences—for instance, management consultancy or advertising contexts—generate different perceived value outcomes. In addition, the study was conducted in English, which was not the native language of many of the interviewees. Hence, some rich details may have been lost in the communication process. Expanding contextual diversity in terms of different geographical locations and cultures would also enhance the corpus of knowledge in this field.
This study assumed a dyadic perspective for investigation. However, the production and delivery of services, and thus value creation, often require involvement from multiple actors, especially in knowledge-based settings. Further research is necessary to expand the focus beyond the customer–provider dyad to consider a network perspective for exploring how CP influences the perceived value outcomes of multiple actors in the network.
From a theoretical standpoint, the customer’s ownership and contribution of specific and specialized resources, as well as the provider’s integration of these resources, are the main determinants of CP and value outcomes. Given the nascent stage of research on the value outcome of CP in B-2-B contexts, this study used a tentative framework to assist the empirical investigation. However, going forward, the application of specific theoretical lenses—for example, resource-based or knowledge-based views of firms—may generate new insights into the integration and interaction of resources, as well as their influence on value creation. 
Moreover, as CP creates a range of value outcomes, further studies are suggested to investigate its enhancements, such as overcoming the barriers that customers encounter in providing resource input and the challenges that providers face in receiving and integrating these resources. The identification and examination of the antecedents of CP and how to influence them will also improve our understanding of CP enhancement. Moreover, although it was suggested earlier that customers’ perceived value outcomes can differ based on the extent of the resources they contribute against the benefits they receive (Lindgreen et al. 2012; Zeithaml 1988), this study did not investigate the effects of the degree of resource contributions on customers’ value perceptions. Further research is called for in this area, as well.
The findings of this study indicate mainly positive value outcomes, barring the possibility of customers’ resource leakage. Further investigations that more deeply examine negative outcomes and measures to prevent them would not only provide academic insight but would also be useful to managers. From a methodological perspective, the expansion of methodological approaches through the utilization of various quantitative methods is warranted. Quantitative empirical investigation would be especially valuable in evaluating the financial impacts of CP. Such quantitatively measured empirical evidence could assist organizations in making more informed decisions regarding the input, acceptance, and integration of customer resources.
Future studies could also apply inter-disciplinary perspectives. For example, the literature on strategic supply-chain management indicates that in provider–customer relationships, organizations that possess VRIN (valuable, rare, inimitable, non-substitutable) resources will capture the larger share of the value outcomes generated (Barney, 2012). Connecting these ideas with the marketing literature will provide a more multi-dimensional understanding of such phenomena.

REFERENCES
Aarikka-Stenroos, L. – Jaakkola, E. (2012) Value co-creation in knowledge intensive business services: A dyadic perspective on the joint problem solving process. Industrial Marketing Management, Vol. 41 (1), 15–26.
Barney, J. B. (2012). Purchasing, supply chain management and sustained competitive advantage: The relevance of resource-based theory. Journal of Supply Chain Management, Vol. 48 (2), 3–6.
Barry, J. – Terry, T. S. (2008) Empirical study of relationship value in industrial services. Journal of Business & Industrial Marketing, Vol. 23 (4), 228–241.
Bendapudi, N. – Leone, R. P. (2003) Psychological implications of customer participation in co-production. Journal of Marketing, Vol. 67 (1), 4–28.
Bettencourt, L. – Ostrom, A. – Brown, S. – Roundtree, R. (2002) Client co-production in knowledge intensive business services. California Management Review, Vol. 44 (4), 100–128.
Breidbach, C. F. – Maglio, P. P. (2016) Technology-enabled value co-creation: An empirical analysis of actors, resources, and practices. Industrial Marketing Management, Vol. 56 (July), 73–85.
Burkert, M. – Ivens, B. S. – Henneberg, S. – Schradi, P. (2016) Organizing for value appropriation: Configurations and performance outcomes of price management. Industrial Marketing Management, Vol. 61, 194–209.
Chaitan, O. (2010) Value creation, competition, and performance in buyer-supplier relationships. Strategic Management Journal, Vol. 32 (1), 76–102. 
Chan, C. W. – Yim, C. K. (B.) – Lam, S. S. K. (2010) Is customer participation in value creation a double-edged sword? Evidence from professional financial services across cultures. Journal of Marketing, Vol. 74 (3), 48–64.
Charmaz, K. (2006) Constructing grounded theory: A practical guide through qualitative analysis. Sage Publications Ltd., London. 
Creswell, J. W. (2013) Research design: Qualitative, quantitative, and mixed methods approaches. Sage Publications, Thousand Oaks, CA.
Dong, B.  – Sivakumar, K. (2017) Customer participation in services: Domain, scope, and boundaries. Journal of the Academy of Marketing Science, DOI: 10.1007/s11747-017-0524-y.
Dong, B. – Evans, K. R. – Zou, S. (2008) The effects of customer participation in co-created service recovery. Journal of the Academy of Marketing Science, Vol. 36 (1), 123–137. 
Edmondson, A. C. – Mcmanus, S. E. (2007) Methodological fit in management field research. Academy of Management Review, Vol. 32 (4), 1246–1264.
Eisenhardt, K. M. – Graebner, M. E. (2007) Theory building from cases: Opportunities and challenges. Academy of Management Journal, Vol. 50 (1), 25–32.
Eisingerich, A. B. – Auh, S. – Merlo, O. (2014) Acta non verba? The role of customer participation and word of mouth in the relationship between service firms’ customer satisfaction and sales performance. Journal of Service Research, Vol. 17 (1), 40–53.
Ekman, P. – Raggio, R. D. – Thompson, S. M. (2016) Service network value co-creation: Defining the roles of the generic actor. Industrial Marketing Management, Vol. 56, 51–62.
Etgar, M. (2008) A descriptive model of the consumer co-production process. Journal of the Academy of Marketing Science, Vol. 36 (1), 97–108.
Ford, D. – Mouzas, S. (2013) Service and value in the interactive business landscape. Industrial Marketing Management, Vol. 42 (1), 9–17.
Gebauer, H. – Fleisch, E. – Friedli, T. (2005) Overcoming the service paradox in manufacturing companies. European Management Journal, Vol. 23 (1), 14–26.
Grbich, C. (2013) Qualitative data analysis: An introduction, (2nd edition). Sage Publications, London.
Grönroos, C. – Voima, P. (2013) Critical service logic: Making sense of value creation and co-creation. Journal of Academy of Marketing Science, Vol. 41 (2), 133–150.
Grönroos, C. (2008) Service logic revisited: Who creates value? And who co-creates? European Business Review, Vol. 20 (4), 298–314.
Grönroos, C. (2011) A service perspective on business relationships: The value creation, interaction and marketing interface. Industrial Marketing Management, Vol. 40 (3), 240–247.
Harrison, J. S. – Hitt, A. M. – Hoskisson, R. E. – Ireland, R. D. (2001) Resource complementarity in business combinations: Extending the logic to organizational alliances. Journal of Management, Vol. 27 (6), 679–690.
Heirati, N. – O’Cass, A. – Schoefer, K. – Siahtiri, V. (2016) Do professional service firms benefit from customer and supplier collaborations in competitive, turbulent environments? Industrial Marketing Management, Vol. 55, 50–58.
King, N. (1994) The qualitative research interview. In: Qualitative methods in organizational research: A practical guide, eds. C. Cassel – G. Symon. Sage Publications, London.
Kowalkowski, C. – Ulaga, W. (2017) Service strategy in action: A practical guide for growing your B2B service and solution business. S2iA Press, Scottsdale, Arizona.
Kowalkowski, C., Gebauer, H. and Oliva, R. (2017) Service growth in product firms: Past, present, and future. Industrial marketing management, Vol. 60, pp. 82-88.
Kumar, V. – Reinartz, W. (2016) Creating enduring customer value. Journal of Marketing, Vol. 80 (6), 36–68.
La, V. – Patterson, P. – Styles, C. J. (2009) Client-perceived performance and value in professional B2B services: An international perspective. Journal of International Business Studies, Vol. 40 (2), 274–300. 
Lindgreen, A. – Hingley, M. K. – David, B. G. –  Morgan, R. E. (2012) Value in business and industrial marketing: Past, present, and future. Industrial Marketing Management, Vol. 41 (1), 207–214.
Løwendahl, B. R. (2005) Strategic management of professional service firms. Copenhagen Business School Press, Copenhagen.
Lusch, R. F. – Vargo, S. L. – O’Brien, M. (2007) Competing through service: Insights from service-dominant logic. Journal of Retailing, Vol. 83 (1), 2–18.
Macdonald, E. K. – Kleinaltenkamp, M. – Wilson, H. N. (2016) How business customers judge solutions: Solution quality and value in use. Journal of Marketing, Vol. 80 (3), 96–120.
Miles, I. (2005) Knowledge intensive business services: Prospects and policies. Foresight, Vol. 7 (6), 39–63.
Muller, E. – Doloreux, D. (2009) What we should know about knowledge-intensive business services. Technology in Society, Vol. 31 (1), 64–72.
Mustak, M. – Jaakkola, E. – Halinen, A. – Kaartemo, V. (2016) Customer participation management: Developing a comprehensive framework and a research agenda. Journal of Service Management, Vol. 27 (3), 250–275.
Ng, S. C. – Plewa, C. – Sweeney, J. C. (2016) Professional service providers’ resource integration styles (pro-ris): Facilitating customer experiences. Journal of Service Research, Vol. 19 (4), 380–395.
Nordenflycht, A. V. (2010) What is a professional service firm? Toward a theory and taxonomy of knowledge-intensive firms. Academy of Management Review, Vol. 35 (1), 155–174. 
Palmatier, R. W. – Dant, R. P. – Grewal, D – Evans, K. R. (2006) Factors influencing the effectiveness of relationship marketing: A meta-analysis. Journal of Marketing, Vol. 70 (4), 136–153.
Piekkari, R. – Plakoyiannaki, E. – Welch, C. (2010) ‘Good’ case research in industrial marketing: Insights from research practice. Industrial Marketing Management, Vol. 39 (1), 109–117. 
Prahalad, C. K. – Ramaswamy, V. (2004) Co-creating unique value with customers. Strategy and Leadership, Vol. 32 (3), 4–9.
Ranjan, K. R. – Read, S. J. (2016) Value co-creation: Concept and measurement. Journal of the Academy of Marketing Science, Vol. 44 (3), 290–315.
Santos, J. B. – Spring, M. (2015) Are knowledge intensive business services really co-produced? Overcoming lack of customer participation in KIBS. Industrial Marketing Management, Vol. 50 (October), 85–96.
Seawright, J. – Gerring, J. (2008) Case selection techniques in case study research: A menu of qualitative and quantitative options. Political Research Quarterly, Vol. 61 (2), 294–308. 
Skjølsvik, T. – Løwendahl, B. R. – Kvalshaugen, R. – Fosstenløkken, S. M. (2007) Choosing to learn and learning to choose: Strategies for client co-production and knowledge development. California Management Review, Vol. 49 (3), 110–128.
Stebbins, R. A. (2001) Exploratory research in the social sciences. Sage Publications, Thousand Oaks, CA.
Strambach, S. (2008) Knowledge-intensive business services (KIBS) as drivers of multilevel knowledge dynamics. International Journal of Services Technology and Management, Vol. 10 (2/3/4), 152–174.
Suri, H. (2011) Purposeful sampling in qualitative research synthesis. Qualitative Research Journal, Vol. 11 (2), 63–75.
Tax, S. S. – Colgate, M. – Bowen, D. E. (2006) How to prevent your customers from failing. MIT Sloan Management Review, Vol. 47 (3), 30–38. 
Trasorras, R. – Weinstein, A. – Abratt, R. (2009) Value, satisfaction, loyalty and retention in professional services. Marketing Intelligence & Planning, Vol. 27 (5), 615–632. 
Tuli, K. – Kohli, A. – Bharadwaj, S. G. (2007) Rethinking customer solutions: From product bundles to relational processes. Journal of Marketing, Vol. 71 (3), 1–17.
Ulaga, W. – Reinartz, W. J. (2011) Hybrid offerings: How manufacturing firms combine goods and services successfully. Journal of Marketing, Vol. 75 (6), 5–23.
Vargo, S. L. – Lusch, R. F. (2004) Evolving to a new dominant logic for marketing. Journal of Marketing, Vol. 68 (1), 1–17.
Vargo, S. L. – Lusch, R. F. (2008) Service-dominant logic: Continuing the evolution. Journal of the Academy of Marketing Science, Vol. 36 (1), 1–10.
Walter, A. – Ritter, T. – Gemünden, H. G. (2001) Value creation in buyer–seller relationships: Theoretical considerations and empirical results from a supplier's perspective. Industrial Marketing Management, Vol. 30 (4), 365–377. 
World Bank (2016) DataBank: Services, etc., value added (% of GDP). <http://data.worldbank.org/indicator/NV.SRV.TETC.ZS>, retrieved on 22.7.2016.
Yin, R. K. (2012) Applications of case study research, (3rd edition). Sage Publications, Thousand Oaks, CA. 
Zeithaml, V. A. (1988) Consumer perceptions of price, quality and value: A means-end model and synthesis of evidence. Journal of Marketing, Vol. 52 (3), 2–22.
