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Purpose: The collective, interactive aspects of service experience are increasingly evident in contemporary research and practice, but no integrative analysis of this phenomenon has been conducted until now. This paper conceptualizes service experience co-creation and examines its implications for research and practice.
Approach: To map the multi-approach research area of service experience co-creation, the study draws on literature in the fields of service management, service dominant logic and service logic, consumer culture theory, and service innovation and design, together with invited commentaries by prominent scholars. 
Findings: A conceptualization is developed for “service experience co-creation”, and multiple dimensions of the concept are identified. It is postulated that service experience co-creation has wider marketing implications, in terms of understanding experiential value creation and foundational sociality in contemporary markets, as well as in the renewal of marketing methods and measures. 
Research implications: We call for cross-field research on service experience, extending current contextual and methodological reach. Researchers are urged to study the implications of increasing social interaction for service experience co-creation, and to assist managers in coping with and leveraging the phenomenon. 
Practical implications: For practitioners, this analysis demonstrates the complexity of service experience co-creation and provides insights on the aspects they should monitor and facilitate. 
Originality/value: As the first integrative analysis and conceptualization of service experience co-creation, this paper advances current understanding on the topic, argues for its wider relevance, and paves the way for its future development.
Type of paper: General review 
Keywords: service experience, co-creation, value, service management, service-dominant logic, service logic, consumer culture theory, service innovation, service design


Introduction
In past few decades, experience has become a central phenomenon of interest for service researchers and managers. Ever since the notion emerged that consumer behavior has an experiential dimension (Holbrook and Hirschman, 1982), academics and practitioners have increasingly recognized the need for a deeper understanding of the role of the customer’s experiences in key marketing phenomena (Edvardsson et al., 2005; Tynan and McKechnie, 2009). The creation of a superior customer experience is considered key to attaining satisfied and loyal customers (Grewal et al., 2009; Klaus and Maklan, 2012), and is thereby the ultimate goal for service offerings and organizations (Verhoef et al., 2009). The importance of experience has been further elevated by service-dominant (S-D) logic, by emphasizing the experiential nature of value (Vargo and Lusch, 2008). In particular, this phenomenological approach to service experience has affected how we think about business in general, shifting the focus from the production of outcomes to how those outcomes are contextually and uniquely interpreted and experienced by the individual.
Recent definitions consider experience a customer’s individual and subjective response to any direct or indirect contact with the provider (Meyer and Schwager, 2007; Verhoef et al., 2009). This perspective has evolved in the literature from a focus on the internal, hedonic, or extraordinary experience of the individual consumer to a greater emphasis on experience as a collective, co-created phenomenon (Arnould and Price, 1993; Helkkula et al., 2012), relevant both to consumers and business actors. The interactive dimension of experience is of particular relevance in the service context, where interaction processes between providers and customers are often lengthy and iterative, requiring reciprocal contributions from all parties (Aarikka-Stenroos and Jaakkola, 2012; Grönroos and Ravald, 2011). In contemporary markets, interaction is increasingly occurring not only in provider-customer dyads but also between networks of actors, as customers share and co-create experiences collectively in communities organized around shared interests (Cova and Dalli, 2009; Schau et al., 2009), and providers collaborate with their network of suppliers and partners, each of whom contributes to customers’ experiences (Hakanen and Jaakkola, 2012; Tax et al., 2013). Various types of network and community function as platforms for seeking information about other actors’ past experiences with certain providers or offerings—communicated, for example, through word-of-mouth, customer references, or in social media forums—that enable sharing and co-creation of service experiences, making experience increasingly a system-level phenomenon (Jaakkola et al., 2014). 
Despite these notions, current research lacks integrative knowledge of the co-creative aspects of service experience. Given the centrality of the service experience concept, it is vital that contemporary research should deepen and extend understanding of the phenomenon of service experience co-creation. This paper brings together diverse research perspectives on service experience and integrates knowledge related to its networked, collective aspects.
The purpose of this paper is to conceptualize service experience co-creation and to examine its implications for research and practice. More specifically, we ask 1) How has service experience co-creation been characterized in the recent literature and how can it be conceptualized based on this extant knowledge? 2) What are the wider implications of this phenomenon for current service research, and for broader research in marketing? 3) What are the important emerging aspects and topics for future research on service experience co-creation? 
To integrate the extant knowledge on service experience co-creation and map the multi-approach research domain, the present study draws on literature from various fields and employs commentaries by established academics. The paper marks the first attempt to conceptualize service experience co-creation and thereby makes a pivotal contribution to the literature. While the co-creation of value has garnered considerable attention in recent years (e.g., Grönroos and Voima, 2013; Vargo et al., 2008), knowledge of service experience co-creation remains limited despite the crucial importance of this emergent phenomenon to both scholars and companies. The present analysis highlights the diversity of theoretical approaches to service experience co-creation and identifies its multiple dimensions. Thereby, the paper provides a more holistic understanding of service experience co-creation than is to be found in the existing research, and argues for the wider relevance of this phenomenon. The insights generated will open up new perspectives and avenues for future research on service experience co-creation, and demonstrate its complexity for managers seeking to monitor and facilitate their customers’ experiences. 
The paper begins by focusing on how the phenomenon of service experience co-creation is portrayed in the literature, and developing a conceptualization of service experience co-creation. Subsequently, the broader marketing implications of service experience co-creation are discussed in terms of its role in understanding experiential value creation and foundational sociality in contemporary markets, as well as in the renewal of marketing measures. This is followed by an outline of a future research agenda, and the final section of the paper presents conclusions and implications for managers. 

Approach 
This paper provides an integrative literature review that is a suitable approach to address new or emerging topics which would benefit from a holistic conceptualization and synthesis of the literature to date (Torraco, 2005). The review is not systematically organized to rely on certain predetermined key words, as the research phenomenon – service experience co-creation – is emergent and lacks conceptualization and a common terminology. Instead, we first identify the literature fields that address service experience, and within those fields review and synthesize any research that might be seen to contribute to understanding its co-creative aspects. Our initial literature review resulted in the identification of relevant fields offering varying perspectives on service experience (cf. Helkkula, 2011): service management, service-dominant logic and service logic, consumer culture theory, and service innovation and design. Next, we analyzed how research in these fields characterizes service experience, and how it has contributed to understanding service experience co-creation, resulting in a framework synthesizing the multiple dimensions of the phenomenon (cf. Torraco, 2005). 
In addition, we invited prominent scholars representing these literature fields to submit short commentaries, elaborating their view of service experience co-creation in their respective field. Each of the selected scholars has a long track record in their research field and can be considered a distinguished expert on the basis of numerous widely cited articles, for example, or by virtue of their influence in the development of key service journals. The invited scholars are: 
· Professor Eric J. Arnould, University of Southern Denmark, Denmark (consumer culture theory)
· Professor Bo Edvardsson, Karlstad University, Sweden (service innovation and design) 
· Professor Christian Grönroos, Hanken School of Economics, Finland (service logic) 
· Professor Jay Kandampully, The Ohio State University, USA; Editor, Journal of Service Management (service management)
· Associate Professor Hope Jensen Schau, University of Arizona, USA (consumer culture theory and service-dominant logic).
· Professor Stephen L. Vargo, University of Hawai’i, USA (service-dominant logic).[footnoteRef:1]  [1:  See Appendix 1 for a short professional biography of each of the scholars. ] 


Each of these scholars was asked to provide a short commentary, focusing around the following questions[footnoteRef:2]:  [2:  The questions were sent by email in 2013 and the commentaries were received in 2013-2014.] 

1. How has the concept of “service experience” affected your own research? 
2. What has been the influence of “service experience co-creation” within your field?
3. Which future developments in relation to service experience co-creation do you perceive as important for research, practice, and/or society?

Commentary resulting from the first two questions provided insights on the relevance of the studied concept for different fields of research, contributing in particular to RQ1 and RQ2. The third question contributed to the identification of prospective avenues for future research (RQ3). All the scholars agreed to submit a commentary, and these were then analyzed, using thematic content analysis (Kolbe and Burnett, 1991) to identify, categorize, and conceptualize any themes and aspects of service experience co-creation the scholars brought forward. The commentaries were used to broaden the study’s perspectives, assist in identifying matters of relevance to service experience co-creation, and identify emergent issues related to the phenomenon. Excerpts from the commentaries are used to enrich the literature review, and are incorporated as separate entities within the paper.

Conceptual background of service experience co-creation 
This section addresses the first research question – how co-created service experience has been characterized in the recent literature – by analyzing and comparing different research perspectives on service experience and its interactive nature. On the basis of this analysis, an integrative conceptualization of service experience co-creation is developed.

Approaches to characterizing service experience 
In order to capture the essence of service experience co-creation, we first examine how the concept of service experience has been defined. In contemporary research, the terms “customer experience” and “service experience” are increasingly employed as synonyms (see e.g., Klaus and Maklan, 2012), and our review draws on research that uses either term. Some differences should however be noted in how these terms are used. For instance, it can be argued that experience formation in a service context is inherently more affected by direct interaction between providers and customers and/or other actors involved in the service encounter (cf. Tax et al., 2013). Furthermore, the actor experiencing a service is not necessarily a customer with a user perspective; the actor may be the representative of a service provider and therefore experiences the service from an employee’s or manager’s perspective (Arnould and Price, 1993; Berry and Carbone, 2007). 
The concept of service experience has been approached from various perspectives. A review by Helkkula (2011) revealed that three characterizations of the concept are common in the literature: service experience as a) a process, b) an outcome, and c) a phenomenon. According to Helkkula’s (2011) analysis, studies characterizing service experience as a process focus on aspects of the architecture of service experience formation, such as its phases and stages (Edvardsson et al., 2005; Toivonen et al., 2009). This approach is especially to be found in research focusing on services innovation and design, where an understanding of the formation of the customer’s service experience throughout their journey within the service system is a requirement for the successful development of service offerings, environments, and systems (cf. Edvardsson et al., 2005; Prahalad and Ramaswamy, 2004; Teixeira et al., 2012). 
Outcome based characterizations consider the role of service experience as an antecedent to or consequence of other constructs (Helkkula, 2011). This view was found in particular in many studies focusing on service marketing and management. These studies seek to understand how firms can design and manage excellent service experiences, making it important to identify the factors that affect service experience (e.g., Grewal et al., 2009; Verhoef et al., 2009), and to establish its role in the formation of key performance variables such as customer loyalty, satisfaction, and positive word-of-mouth (Klaus and Maklan, 2012). 
The third type of characterization of service experience identified by Helkkula (2011) is the phenomenological view, which sees service experience as individual and subjective. Early writings on customer experience focused on the individual, hedonic aspects that make it extraordinary or entertaining (Arnould and Price, 1993; Hollbrook and Hirschman, 1982). The view of experience as subjective and context-specific is currently adopted by service-dominant logic (Vargo and Lusch, 2008), service logic (Grönroos, 2008; Grönroos and Voima, 2013) and consumer culture theory (CCT) (Arnould and Thompson, 2005). As Helkkula (2011) observed, this phenomenological view acknowledges interpersonal interaction as an important trigger, and considers experience as inherently relational and social although specific to the individual. In particular, research drawing on CCT considers experience as collectively created (e.g., Arnould and Thompson, 2005).
The predominant approach to defining service experience is as an actor’s subjective response to (Edvardsson et al., 2005; Meyer and Schwager, 2007; Verhoef et al., 2009), or interpretation of (Frow and Payne, 2007), any direct or indirect contact with the elements of the service, such as the provider, offering, brand, setting, or process. It is noteworthy that this interpretation is not limited to any specific event in the service process, such as a service encounter, or to any specific point in time in the purchase process, but can also be mediated by imagination or memory (Arnould and Price, 1993; Helkkula et al., 2012). To integrate these various approaches, we propose the following general definition of service experience: 
Service experience is an actor’s subjective response to or interpretation of the elements of the service, emerging during the process of purchase and/or use, or through imagination or memory.

Contributions by different research fields to understanding service experience co-creation
The present review focuses in particular on the interactive, co-created aspect of service experience. In the contemporary marketing literature, “co-creation” is often used with reference to the joint creation of offerings (Hoyer et al., 2010) or value (Aarikka-Stenroos and Jaakkola, 2012; Vargo and Lusch, 2008), typically conceptualized as occurring through the exchange and integration of resources (Jaakkola and Alexander, 2014). While nuances of usage vary, the core idea refers to multiple actors creating something in interaction and collaboration with, or influenced by, other actors. Discussion of co-creation began from a focus on the customer-provider relationship (Prahalad and Ramaswamy, 2004; Vargo and Lusch, 2008), and soon extended to include co-creation between customers and customer collectives (Schau et al., 2009; Cova and Dalli, 2009) and networks of actors of various types (Edvardsson et al., 2011; Jaakkola and Alexander, 2014; Lusch et al. 2010). 
Next, we examine and elaborate the insights offered by the research fields—S-D logic, service logic, CCT, service management, and service innovation and design—into the interactive aspects of service experience. Each of the literature fields emphasizes different collective and interactive aspects of the service experience phenomenon, and contains different thematic emphases and background assumptions. 
Service experience and co-creation of service experience have gradually become topics of interest in marketing and service research in the first decade of this century (Prahalad and Ramaswamy, 2004). However, it was the foundational premises of S-D logic (Vargo and Lusch, 2004; 2008) that foregrounded service experience and co-creation of value as core topics in marketing, supported by companies seeking to manage customer experiences. According to S-D logic, co-creation takes place in the interaction between two or more actors who integrate resources (Vargo and Lusch, 2008). By defining value as phenomenological (i.e., experiential) in nature (Vargo and Lusch, 2008), S-D logic has broadened the scope of the experience concept from customer perceptions of the immediate, isolated service or product encounter to encompass past and future as well as lived and imaginary dimensions (Helkkula et al., 2012). Service logic, as represented by the Nordic School of services, emphasizes that co-creation requires value processes of the parties to merge so that each party can influence the other’s processes (Grönroos and Voima, 2013). While the Nordic School and service logic emphasize the role of factual service encounters in service experience co-creation, and focus more on the direct interaction between the actors involved (see commentary by Christian Grönroos), S-D logic further identifies service experience co-creation beyond factual service encounter and considers interaction in value co-creation to be both direct and indirect (Helkkula et al., 2012). 
In terms of conceptualizing co-created service experience, S-D logic and service logic highlight the context-specific, personal nature of experience that is influenced by interaction with others. Recent contributions in the S-D logic domain have increasingly highlighted the system-level formation of experiential value (Edvardsson et al., 2011; Vargo et al., 2008). In his invited commentary, Professor Stephen Vargo reflects on this development:  
I see service-dominant (S-D) logic (e.g., Vargo and Lusch, 2004; 2008) as an attempt at articulating a changing narrative about markets and marketing. It has taken a while for us (Bob Lusch and I) to make full “experience” turn within that narrative. In part, this is because the initial S-D logic concerns were with synthesizing and characterizing what we had identified as an evolving shift in mainstream marketing thought toward a service and value orientation and much of our attention was thus on (1) the shifting focus of exchange activity from output (e.g., goods and “services”) to beneficial processes – that is, service – (2) the shifting conceptualization of value form exchange value to use value and  (3) the understanding that value as something that is co-created, rather than produced and delivered.. With input from Venkatesh, Penaloza and Firat (2006), Arnould et al. (2006), and others, we were aware that experience needed to be made part of this narrative; there just was not yet a conceptual hook with which to coherently connect it. 
Some of that hook came with the identification of the other (than service exchange) central activity of economic and social actors – resource integration – which set up a framework for thinking more holistically about value creation, beyond the firm and the firm-customer dyad to a network orientation, which, in turn, makes value creation and determination contextual issues (Chandler and Vargo, 2011). This set up the first explicit mention of experience in the discussion of FP10 – value is always uniquely and phenomenologically determined by the beneficiary (Vargo and Lusch, 2008). 
Normalizing the parties in networks as “actors” rather than “producers” and “consumers” (Vargo and Lusch, 2011), who were all doing fundamentally the same things—co-creating value with each other through resource integration and mutual service exchange—moved the conceptualization of networks to one of service ecosystems. This, in turn, pointed to what is probably the most essential concept in S-D logic for linking with and exploring experience: institutions—norms, rules, symbols, meanings, etc.—which serve as coordinating mechanisms for value creation, as well as heuristic tools for its evaluation (Lusch and Vargo, 2014). 
So the narrative of S-D logic has become one of resource-integrating,
reciprocal-service-providing actors cocreating value through holistic,
meaning-laden experiences in nested and overlapping service ecosystems,
governed and evaluated through institutional arrangements. Like all
narratives, its further development and elaboration are ongoing. 
							- Stephen L. Vargo

Consumer culture theory addresses the sociocultural, experiential, and symbolic aspects of consumption (Arnould and Thompson, 2005). CCT considers that consumers live in a culture that amalgamates different groups and shared meanings amongst consumers, who are themselves part of an interconnected system of commercially produced products and images, which they use to construct their identity and orient their relationships with others (e.g., Arnould and Thompson, 2005; Firat and Venkatesh, 1995; Schau and Gilly, 2003). This approach sees consumers acting as partners who collectively create experiences (Cova and Dalli, 2009; Schau et al., 2009), making experiences inherently interactive. The perspective contributes especially to an understanding of experience co-creation among customer collectives that eludes the interference and control of providers, and highlights the role of consumers’ belief systems and practices, and of underlying structures, in experience formation (cf. Arnould and Thompson, 2005). 
S-D logic and CCT share many basic assumptions about the nature of both experience and consumption. In her commentary, Professor Hope Schau indicates that the co-creative nature of service and its connection to value co-creation is emphasized in both fields, and also illuminates their role in her own research:
My work is primarily situated within the Consumer Culture Theory, or CCT (Arnould and Thompson, 2005) perspective which explicitly recognizes the collaborative nature of even the most private consumption and the essence of value as embedded in use. From personal webspace where consumers use brands as shorthand to communicate individual and collective identities (Schau and Gilly, 2003), through brand communities that collaboratively create and realize value beyond that imagined by the commercial producer (Muniz and Schau, 2005, Schau et al., 2009), to subcultures of consumption that offer co-created resource integration opportunities (Thomas et al., 2013) and fan communities that facilitate consumer loss accommodation when a favored brand is discontinued (Russell and Schau, 2014), my research focuses on collective, collaborative market-oriented value creation.
CCT and SDL are ready allies in understanding value as experiential and contextual. They recognize the live performativity of value realization. Articles illuminating the phenomenological value of white river rafting (Arnould and Price, 1993), ESPN Zone (Sherry et al., 2004) and American Girl (Diamond et al., 2009) characterize this CCT-SDL alliance whether stated or implied. In short, I was blessed to have grown up in an academic community that acknowledges the collaborative nature of consumption as opposed to focusing on the highly unlikely, singular, rational man, and accepts examining emerging empirical contexts such as brand and fan communities, and crowdsourcing sites. 
· Hope Jensen Schau

The service management literature focuses on managing service elements in customer relationships to create competitive advantage (Grönroos, 1994). Service management has a strong link with strategic management and is based on resources and their optimal management. In terms of service experience, this field of research has predominantly focused on how service experiences are co-created within encounters and relationships between the service firm and its customers. As positive customer experiences are precursors to customer satisfaction, patronage, and positive word-of-mouth (Klaus and Maklan, 2012), the creation of superior experiences is considered a central objective for the service firm (Verhoef et al., 2009). Service contexts typically involve interaction between the provider and the customer, which means that the parties may directly influence each other’s experiences and value processes (Aarikka-Stenroos and Jaakkola, 2012; Grönroos, 2008). Service experience is therefore inherently affected by the relationship between the supplier and the customer (Grönroos, 2008; Ravald and Grönroos, 1996). The service management literature has also foregrounded the influence that fellow customers have on each other’s experiences during service encounters in the service setting (Bitner, 1992). 
In the service management literature, the perspective on co-creation is predominantly dyadic, focusing on the interactions between frontline employees and customers, or on the influence of the service setting on experience formation (Grewal et al., 2009; Zomerdijk and Voss, 2010). The service management research, in particular, has contributed means of measuring, managing, and leveraging customer experiences in service settings (Klaus and Maklan, 2012; Kandampully, 2014). The commentary by Professor Jay Kandampully highlights the importance of creating a shared service experience and an emotional attachment between the service employee and the customers: 
Firms in competitive markets have long realized the importance of customer experience and its subsequent influence on both word-of-mouth and loyalty. In almost all service contexts, customers constitute an inherent part of the service process—be it face-to-face or online. Customers can therefore be perceived as active participants in the co-creation of their experience. Customers’ service experiences, whether positive or negative, manifest as their memories of their relationship with the firm. Moreover, this relationship is frequently initiated and developed via the firm’s employees. Thus, what is co-created, typically over time, through the context of service, is a relationship and associated emotional attachment, either positive or negative, between the customer and the service provider. 
Research has shown that emotions have a sustained effect on customers’ decision making and behavior. More importantly, an increased emotional attachment can effectively lead to retention and may also serve as a better predictor of loyalty than cognition. Thus, a customer experience that has an emotional reference has a long lasting impact on the firm. Given the fact that the service context involves some degree of human interaction, people serve as an important catalyst in nurturing and sustaining relationships, and reinforcing the emotional connection and the memory of the experience. It is the shared experience that renders the relationship unique, emotional and memorable, and ultimately defines its value. 
· Jay Kandampully

Service innovation and design research considers that service experiences are created through customers’ responses to the various designed elements of the service offering (Patricio et al., 2011), as well as through peer-to-peer and complementary supplier encounters (Lemke et al., 2011). Service design orchestrates service elements such as the physical environment, people (customers and employees), and the service delivery process, to facilitate the customer’s experience creation (Teixeira et al., 2012). Various methods have been developed to map and improve the elements that support customer experiences, such as blueprinting (Shostack, 1982; Bitner et al., 2008), customer journey mapping (Zomerdijk and Voss, 2010), and creating experience clues (Berry and Carbone, 2007). In the service innovation and design literature, co-creation is mainly discussed from two different perspectives. The first of these refers to the involvement of customers in jointly designing the new service offering (e.g. Edvardsson et al., 2012), such as co-creating the service elements that serve as company-controlled premises for experience formation. The second approach refers to collaboration among multiple providers to integrate the resources that form the service delivery system for service experience (Patricio et al., 2011; Teixeira et al., 2012). Professor Bo Edvardsson highlights how experience, value, and innovation emerge through resource integration within service systems, where company (or companies) and customer(s) simultaneously bring resources and capabilities to bear on collaborative activity: 
Edvardsson and Tronvoll (2013) argue that understanding value co-creation in service systems is a key to understand customer experiences and service innovation. In Ford et al. (2012), we argue for the importance of integrating resources and capabilities the customer brings to the service experience and that these resources must simultaneously be coordinated with the company’s to successfully co-create today’s experiences. Thus, the customer must be included in the company’s strategy to co-create value and innovations for tomorrow’s experiences. Edvardsson et al. (2005) argue that companies can add value by “involving customers in a pre-purchase experience, one that can be unique, co-constructed, and personalized by extending the nature of the service experience into the pre-purchase (or use) arena” (p. 2). 
Resource integration requires collaboration (Kleinaltenkamp et al., 2012) and this collaborative activity has a major impact on shaping customer experiences. Value co-creation, customer experiences as well as innovations are formed within institutional structures, or institutional logics with specific norms and rules. Institutions influence actors through the formulation of value propositions, integration of resources, and assessment of value in context. 
- Bo Edvardsson


Our review confirms that although many research fields share common assumptions, they also differ in their focus and perspective on service experience co-creation. Table 1 summarizes the contribution of these fields to understanding service experience co-creation. 



Table 1. Central research perspectives on service experience co-creation 
	Research perspective
	Service-dominant logic and service logic
	Consumer Culture Theory
	Service  management
	Service Innovation and Design

	Some key publications addressing service experience
	Vargo and Lusch, 2008; Helkkula et al., 2012; Edvardsson et al., 2011; Grönroos, 2011; Grönroos and Voima, 2013;  

	Arnould and Price, 1993; Firat and Venkatesh, 1995;  Schau and Gilly, 2003; Arnould and Thompson, 2005;  Cova and Dalli, 2009
	Verhoef et al., 2009; Grewal et al., 2009;  Kwortnik and Thompson, 2009; Klaus and Maklan, 2012; Kandampully, 2014

	Edvardsson et al., 2005; Zomerdijk and Voss, 2010; Patricio et al., 2011; Texeira et al., 2012  

	Focus of research on experience; why experience is important
	Experience as subjective, context-specific and phenomenologically defined; 
Value emerges through experiences
	Experiential, sociological and cultural aspects of consumption;  Experience is the main object of consumption
	Superior experience as a precursor of perceived customer value and competitive advantage for the firm
	Developing products/services that create better experiences for users; Experience is a key source of differentiation 

	Perspective on service experience co-creation

	Co-creation takes place in interaction between two or multiple actors who integrate resources

	Even most private consumption is collaborative in nature; Focus on customer-to-customer interaction within customer communities
	Service experience is co-created within the service relationship between the employee and the customer, sometimes also involving other customers  
	Users co-create experiences through interactions with the service provider across multiple touchpoints; Collaboration with customers is needed to understand their experiences 

	Contributions to current understanding of service experience (SE) co-creation 

	SE is nested in ecosystems and institutions; SE is co-created by actors connected to various networks; SE can be lived and imaginary; 
SE is individual and personal but can be influenced by the provider and other parties
	Consumers live in cultures that amalgamate different groups and shared meanings; Consumers co-create experiences with others through interconnected systems of social relationships and communities, meanings, products, and symbols
	In a service setting, experience is created in the interplay of providers, customers, and service infrastructure; 
Firms can seek to manage and facilitate SE;
Physical presence of other customers may affect SE.
	Experience is created throughout the customer journey where multiple actors affect it; the prerequisites for the SE can be developed together with the customer 




Service experience co-creation: Developing an integrative conceptualization 
The review of the research fields shows that co-created service experience is multidimensional, both as a phenomenon and as a concept. The reviewed literature fields focus on different aspects of service experience co-creation, together revealing the scope of the phenomenon. To integrate current research knowledge on service experience co-creation, we propose a holistic framework that captures the key dimensions of co-created service experience (Figure 1). In terms of control dimensions, service experience co-creation may vary from being provider-led to emerging organically among customers. The spatial dimension suggests that experience co-creation may occur in the service setting or beyond the boundaries of the service provider. The temporal dimension of the phenomenon ranges from narrow to broad, indicating that experience co-creation can be approached as taking place at isolated moments in the present, or as also encompassing past memories or imagined future experiences. In terms of the factual dimension, experience co-creation may relate to the actor’s lived or imaginary experiences. The organization dimension indicates that service experience co-creation may actualize in dyadic or more systemic interactions among multiple actors. Finally, the locus dimension indicates that the locus of service experience co-creation may range from individual experience to the experience of a collective. 

[image: ]
 
Figure 1 An integrative framework: the key dimensions of service experience co-creation

Each of the reviewed research fields differs slightly in emphasis. Broadly speaking, it can be argued that research on innovation and design as well as on service management have traditionally focused on the left-hand side of the dimensions in Figure 1, while S-D logic, service logic, and CCT adopt the right-hand side as the premise for service experience. Furthermore, a shift from the left-hand side towards the right-hand side of the dimensions is observable in research on service experience throughout the fields. 
We draw on these various dimensions identified in the relevant literature to develop a definition for service experience co-creation. In his commentary, Professor Christian Grönroos discusses the premises of co-creation and the challenges of defining the phenomenon: 
How about service experience and co-creation? Are customer experiences co-created? Here we must be careful, such that a metaphorical expression ‘experiences are co-created’ is not mixed with an analytical concept ‘experience co-creation’. Research into service experience must not run into a dead end. An experience is a personal matter. It is influenced by input from various external sources, such as a service provider, fellow customers and persons in the focal person’s social ecosystem, and from other exogenous sources. Co-creation of experiences may take place exactly as value co-creation, and is related to how value emerges or is instrumentally created during value co-creational processes. However, this requires a co-experiencing platform, where people are “engaged to create valuable experiences together” (Ramaswamy, 2011, p. 195; italics in original). 
When actors’ processes merge into one reciprocal, collaborative and dialogical process, experiences are co-created and may be valuable for one or several of the actors. However, not all experiencing takes place on a co-experiencing platform. A service provider influences customer experiences by preparing resources and presenting resources to the customer, thus providing an input to his or her service experience. In a metaphorical sense, this can be considered part of experience co-creation, and on a metaphorical level of abstraction be studied as that. However, from an analytical point of view, it is input to the service experience, and not experience co-creation. And the customer may experience service independently without interacting with anyone else, or co-experience in his or her social co-experiencing network.
Christian Grönroos

In his commentary, Professor Grönroos posits that a distinction should be drawn between providing resources that function as inputs to customer experiences and interaction through which companies’ and customers’ experiences merge into a reciprocal, collaborative, and dialogical process (see also Grönroos and Voima, 2013). In a similar vein, we believe that viewing co-creation as a default feature of any experience overlooks the nuances of the collaborative, interactive aspect of service experience. 
Building on knowledge from different research perspectives, we propose the following definition for service experience co-creation: 
Service experience co-creation occurs when interpersonal interaction with other actors in or beyond the service setting influences an actor’s subjective response to or interpretation of the elements of the service. Service experience co-creation may encompass lived or imaginary experiences in the past, present, or future, and may occur in interaction between the customer and service provider(s), other customers, and/ or other actors.
This definition integrates the multiple dimensions of service experience co-creation (Figure 1). 

Wider implications of the service experience co-creation concept 
The second research question addresses the wider implications of service experience co-creation for current service research, and for research in marketing. On the basis of the present conceptual analysis and the expert commentaries, we identified three marketing topics that are affected by the phenomenon of service experience co-creation: circularity of experience and value, the foundational sociality of markets as a foundation for co-creation, and renewal of measures for experience related concepts.   
First, it is argued that understanding service experience co-creation is pivotal to understanding value co-creation because of the inherent circularity of these phenomena. As Figure 1 denotes, service experience co-creation extends beyond static encounters in the present, creating loops from past to future experiences and thereby becoming intertwined with the actors’ value creation processes. It follows that co-creation of service experience and co-creation of value are anchored together in a circular fashion, in that service experience affects co-creation of value (Vargo and Lusch, 2008); and, on the other hand, co-creation of value affects the co-creation of service experience, as value is experientially determined (Helkkula, 2011; Helkkula and Kelleher, 2010). As experiences always take place in a specific imaginary or factual social context (Helkkula, 2011), the essence of experiential value is contextual (Akaka et al., this issue). 
The experiential approach to value adds to the paradigmatic approach and broad generalizations on markets and consumption. Understanding value as being phenomenologically (experientially) measured draws attention away from the object of consumption (i.e., a good or service) towards the experiencing actors whose creation of value and of experience intertwine. This is crystallized by Professor Hope Schau: 
Consumers do not simply deplete producer-infused value, but are at once also producers, actualizing value by unlocking, augmenting and leveraging value through use from inert receptacles such as goods (Vargo et al., 2008). Products, at time of use, involve a procedural component or performance to extract phenomenological value from the static receptacle toward a given desired outcome. Likewise, services require a product (tangible or intangible) for enactment. Furthermore, signs and symbols (intangible elements of both goods and services) are recognized as central to the creation of value in consumption and markets (Levy, 1959; Mick, 1986). All consumers are producers; all producers are consumers. All value is by definition co-created through experience. All goods require a performance.
- Hope Jensen Schau

Second, it is posited that due to the foundational sociality of contemporary markets, the influence of the entire service system on experiences needs to be considered in respect of different marketing activities. The essence of both service experience co-creation and value co-creation is the interaction between different actors, occurring in versatile ways and approaches (McColl-Kennedy et al., 2012), and increasingly involving inputs from actors beyond the provider-customer dyad (Vargo and Lusch, 2011). Different actors are no longer part of a chain but exist in a networked co-economy, where collaboration is enacted and the markets depend and thrive on it. In his commentary, Professor Eric Arnould acknowledges that the origin of interactions between a broadening set of actors is the foundational sociality and mutuality of the market place:
As Caillé (2000) argues, what makes firms function and enlivens markets is not the universal and abstract law of supply and demand; it is the chain of inter-dependencies and relationships of trust/commitment that weave the network together. Alter’s (2009) in a masterful and deeply researched study of the way mutuality—a continuous exchange of favors, honors, information, support, exceptions and so on—not only structures interaction within corporations from shop floor to executive suite, but is the absolute requirement of their continuity, empirically substantiates Caillé’s contention. In services research, Rosenbaum et al. (2007), Price and Arnould (1999), Debenedetti et al. (2014) have shown that elements of this foundational sociality creep into ostensibly utilitarian service exchanges. … And Price and Arnould (1999) introduced the term commercial friendship to show that within the contextual boundaries of the regular service encounters some participants exchanged a host of favors, emotional support, extras, and so on that produced a communal sensibility between them.
· Eric J. Arnould
“Sociality” refers to the notion that “people’s intentions with regard to other people are essentially sociable, and their social goals inherently relational”. It postulates that people are oriented to relationships as such, and generally want to relate to each other, feel committed to relationships, regard themselves as obligated to abide by them, and impose them on other people (Fiske 1992, p. 689). The foundational sociality of modern markets suggests that service experiences are increasingly co-created in interconnected service systems with permeable boundaries and an increasing sense of mutuality. This is manifested in areas such as customer engagement, brand communities, word-of-mouth, and services created by communities. Therefore, service experience co-creation is no longer a consideration only for frontline service management but has implications for a broad range of marketing activities – for example, branding, promotion, innovation, and stakeholder relationships.
The third implication identified here is the urgent need to develop and implement complementary measures and management methods that better tackle the increasingly complex and systemic nature of service experience co-creation. In a networked co-economy characterized by circularity of value and experience co-creation, marketing and service managers need to adjust to circular actions instead of managing causal, linear chains. Figure 1 portrays the scope of the service experience phenomenon and the dimensions that should be addressed to understand, manage, and measure it, creating a need to renew some of the existing service marketing and management methods and measures. 
The recent focus on service experience has boosted researchers and managers in their attempts to manage customer service experiences, proposing management approaches such as Service Experience Management (SEM) (Kwortnik and Thompson, 2009) and Customer Experience Management (CEM) (Grewal et al., 2009) to achieve a superior customer experience. This tendency has, however, been criticized as too service-provider focused (Heinonen et al., 2010), disregarding factors beyond the company’s control such as customers’ influence on others (Verhoef et al., 2009). In other words, many CEM frameworks are too narrow to capture the temporal, spatial, and organizational dimensions of customer experience (Figure 1). Traditional approaches to managing the production process, supported by engineering theories, are also unfit to tackle such issues (Strandvik et al., 2014). 
The change from a product based approach, emphasizing engineered processes and outputs, to an experience economy that emphasizes the facilitation of service experience co-creation, has created methodological challenges and questions dominant assumptions about how value is to be determined and measured. Both researchers and companies have struggled to meet the challenge of measuring service experiences. Cayla and Arnould (2013) note that despite recent developments in data processing, dominant research techniques based on quantitative data processing have not been fully able to analyze the complexity of human behavior and experience. Subsequently, many key concepts in marketing have been extended to meet the revised approach centered on service experience co-creation and mutual interaction. For example, the existing term ‘value chain’ was extended to ‘value network’, and companies started to recruit ‘customer experience managers’ instead of ‘brand managers’. In line with the new terminology, new measurement tools have been introduced to extend formerly popular quality measurement scales such as SERVQUAL (Parasuraman et al., 1985), and value perception scales such as consumer perceived value (PERVAL) (Sweeney and Soutar, 2001). Customers’ service experience (EXQ) was introduced as a multiple-item scale for measuring service experience (Klaus and Maklan, 2012), and value in the experience (VALEX) was developed to interpret subjective value experiences (Helkkula et al., 2012). More work is needed to develop measurement or interpretation scales that capture the systemic nature of experience co-creation and the foundational sociality of markets.  

Future research on service experience co-creation
The present review of current research perspectives relating to service experience co-creation, in conjunction with leading scholars’ insights on the trajectory of this phenomenon, has revealed several shortcomings in current research that can serve as signposts for further knowledge development in this area, and for the development of research questions to inform future studies (see Table 2).
First, our analysis reveals that integrating theoretical approaches across research fields with complementary (and partly conflicting) perceptions and knowledge related to service experience co-creation may be relevant but to date remains absent. As any of the particular research fields tends to focus on one end of each of the identified dimensions (Figure 1), there is a danger of overlooking relevant aspects of the phenomenon and providing only an atomistic view. More integrative approaches and bridge-building between fields will therefore be needed to capture the essence of co-created service experience. In this regard, academics should be encouraged to look beyond their own field and discipline, and to investigate service experience issues in a more holistic and integrative fashion. The cross-field analysis presented here has identified multiple dimensions of service experience co-creation that clearly require deeper and more explicit investigation. We hope these dimensions will be elaborated by service researchers over time, leading to improved understanding of service experience co-creation.
Second, the influence that the growing and transforming social interactions and sociality in the market place has on service experiences is an emerging topic on which very little research has been conducted to date. More conceptual and empirical work is needed in order to capture systemic and customer-led aspects of service experience co-creation (cf. Figure 1). Future research might, for instance, address the dynamics of interaction between customers and communities, new types of service emerging in the “sharing economy” that generate inherently co-created service experiences, and the emotional, cognitive and behavioral aspects of service experience co-creation from the respective viewpoints of customers, service providers, and other actors. In the following commentaries, Professors Eric Arnould and Christian Grönroos share their insights concerning important future research topics stemming from this increasing sociality and interactivity: 
What is this to do with services? We cannot help but take notice of the emergence of a stunning array of peer-to-peer service offerings in the contemporary marketing landscape that includes things like Couchsurfing, AirBnB, Kickstarter, Kiva, a host of car sharing arrangements, and the like. Some of these it is worth noting are mediated by organizations of varying forms. To apprehend these services and others identified as part of the so-called sharing economy, we should notice that each of these phenomena begins with or is founded on an act of cession, of giving of some rights to another, often a stranger. Car sharers give up some of their own time and place utilities to others; couchsurfing hosts give over informational and hedonic benefits to their guests. In Kickstarter donors discount the opportunity cost of their monetary resources, and for their part some artists who solicit donations through the Kickstarter platform promise to give parts, signed prints, or copies of their productions to the donors. Participants in local currency experiments like Bristol pounds give up the universal exchange value of money in order to support local community. Thus, I would suggest that a proper topic for future services research would be to investigate the experiences involved in these quasi-commercial service exchanges as well as the ways in which they variously incorporate the disparate logics of market exchange and gift giving.
· Eric J. Arnould

From a value creation and marketing point of view it is important to study service experiences, how customer experience resources and processes presented by service providers, and how such experiences are transformed to value for customers. In the same way as the value co-creation platform (see Grönroos and Gummerus, 2014), the co-experiencing platform is reciprocal. All actors engaged with each other’s processes on this platform co-experience, and this creates effects not only for one actor such as the customer, but also for the service provider, which may learn about the customers and about how to serve them better in the future. Studying reciprocal co-experiencing on the platform is another interesting and important topic. For example, what insight can firms acquire from acting together with customers? And how can they learn? What can members of a person’s social co-experiencing platform learn from social co-experiencing with the person who had the actual experience? This topic relates to another interesting and timely research avenue, the extended field of word-of-mouth in social media and directly interactive non-face-to-face contexts. Furthermore, such social interactions are also service experiences. 
· Christian Grönroos

Third, extant research on the managerial and organizational impact of service experience co-creation is still scarce and fragmented, and focuses on a narrow set of dimensions of the phenomenon (Figure 1). This research has focused mainly on firm-led, dyadic experience creation within the service setting, leaving firms with little guidance on how to manage or facilitate experiences that are emerging organically among customer communities beyond the service setting. For example, research on word-of-mouth and customer-to-customer interactions contribute to our understanding of service experience co-creation, but the findings relate to isolated instances and are not studied from the viewpoint of the customer experience. More research is needed to help firms identify relevant actors affecting the service experience, to facilitate experience co-creation through technology and other platforms, and to understand the implications for established service management concepts such as service climate. Other promising future topics include learning and innovation that originates from the co-creation of service experiences. 
Finally, the present study highlights the need for extending contextual, spatial, temporal, and methodological approaches to studying service experience co-creation. Current knowledge could be extended by investigating different contexts and industries to provide a more accurate picture of service experience co-creation. Furthermore, current empirical research on service experience seems to be dominated by quantitative methods, and we would encourage the adoption of a more versatile range of methodologies in order to capture different aspects of the phenomenon. For example, longitudinal methods and research designs are needed to explore how service experiences evolve over time, as they are continuously co-created through interactions between various stakeholders and affected by experiences in the past, present, and future. 
Table 2 summarizes the key shortcomings identified in extant research on service experience co-creation and suggests potential research topics for the future.

Table 2. Research gaps and potential future topics for studying service experience (SE) co-creation 

	Shortcomings in current research 
	Potential topics for future research 

	Integrative and holistic cross-field research on SE co-creation abandoning the old dichotomies is absent
	· A holistic viewpoint on SE co-creation, taking account of multiple dimensions 
· Integrative or meta-analytical analyses through “reformist” approaches and theoretical lenses
· Extending focus to previously unexplored dimensions (within each field)
· Shared assumptions and frictions between different approaches

	Implications of social interaction and the foundational sociality of markets on SE co-creation remain insufficiently understood
	· Dynamics of experience-sharing through WOM and service experience formation
· Communities creating and shaping service experiences
· New types of service emerging in the “sharing economy” (such as Couchsurfing, AirBnB, TripAdvisor) with social emphasis and new exchange logics 
· The role of emotions in SE co-creation; addressing the emotions of customers, employees and other actors involved in interaction

	Knowledge of managerial and organizational aspects of SE co-creation is fragmented 
	· Identification of relevant actors involved in SE co-creation 
· Facilitating the engagement of divergent actors in SE co-creation 
· Technology, systems, and mechanisms assisting SE co-creation 
· Nature of learning and learning opportunities related to SE co-creation
· Innovating through SE co-creation 
· The impact of SE co-creation beyond firm boundaries on service culture and climate; the emergence of “extended service climate”

	Contextual, spatial, temporal, and methodological approaches to study of SE co-creation need to be extended
	· Exploring and comparing the nature of SE co-creation in different industry and cultural contexts
· Exploring and comparing the nature of SE co-creation in online/offline and face-to-face vs. remote interactions
· Addressing the less-studied spatial (e.g., at or beyond service setting) and temporal (past-present-future) dimensions of SE co-creation; examining the evolution of service experience over time using longitudinal methods
· Applying a rich range of methods to study SE co-creation 




Conclusions and Implications 
Theoretical contributions
This paper extends knowledge on service experience co-creation by conceptualizing this phenomenon and explicating its implications for research. First, the paper examines the conceptual essence and scope of this phenomenon through a cross-field approach, generating an integrative conceptualization of “service experience co-creation” and developing a framework to capture the multiple dimensions of the concept (see Figure 1). In this way, the paper provides a holistic understanding of service experience co-creation that has been lacking in previous research. On the strength of this analysis, researchers can hope to position their studies more appropriately and to focus and motivate their research efforts with greater conviction in the area of service experience. 
Second, the paper argues for the wider relevance of service experience co-creation and connects it to three broader topics in the marketing domain: value co-creation, foundational sociality in contemporary markets, and methods for measuring and managing service experiences. Third, the paper builds a rich agenda for future research on service experience co-creation, based on both a literature review and on insights from the leading scholars in the field (see Table 2). 
These findings extend the knowledge that has recently been generated by research in the areas of service experience (Helkkula et al., 2012, Klaus and Maklan, 2012), experiences created through interaction between actors (Prahalad and Ramaswamy, 2004; Ramaswamy, 2011), and co-creation of service (Grönroos and Voima, 2013; Vargo and Lusch, 2008). The theoretical significance of this analysis lies in bringing together state-of-the art research on service experience co-creation and analyzing its future potential and directions for research. Taken together, these contributions advance current understanding of service experience co-creation and pave the way for its future development. 
 Managerial implications
The practical importance of this analysis is to provide insights for firms in relation to why and how to facilitate service experience co-creation. The paper demonstrates that service experience may be affected by inputs from multiple actors, during and beyond the service settings, and be shaped by lived and imaginary moments from past and future. Firms should understand this complexity of the phenomenon in order to capture and employ these inputs to facilitate innovation, learning, and strategic planning. Business managers can use the proposed framework of service experience co-creation dimensions (see Figure 1) to examine their service business, analyze and reflect on services and experiences they aim to generate, and be more aware of how to better facilitate co-creation of service experiences. We believe the complexity of service experience co-creation triggers transitions in management practices for many types of business across industries and markets—business-to-consumer, business-to-business, and consumer-to-consumer. 
The circular, social and systemic nature of the phenomenon pushes managers to consider the marketing measures and management methods they use, and to renew them towards practices that better take into account these complex features of the phenomenon. For example, instead of following and measuring only the dyadic service provider-customer relationships, firms should extend their horizons and monitor how their customers share past and foresee future experiences, e.g. through word-of-mouth and eWOM in online and offline community platforms. 
To facilitate co-creation of service experiences, managers need to consider how the interaction between multiple actors involved can be fostered. For example, in the following commentary, Professor Jay Kandampully underlines how important it is for managers to emotionally engage their customers and to build a service climate that resonates with multiple co-creators, for example by effective use of technology:
Firms have actively attempted to create a climate which extends the parameters of the shared experience by seeking innovative strategies that provide an opportunity to emotionally engage its customers, foster customer-to customer interaction, and collectively empower its customers (as customer communities). Traditionally, the concept of a service climate, as defined in the literature, is confined to the service organization and the employees within it. However, in the context of a shared experience and co-creation of value, the climate must encompass the customers’ perspective. An engaging service climate both within and outside the firm is therefore essential if customers and employees are to co-create service innovations far in advance of their competition. For many firms, the effective use of technology has proven a facilitative arena, both for the firm’s employees and its customers. Mechanisms such as the Internet can not only assist firms to nurture an ongoing relationship with their customers and employees but can also provide a vehicle for gaining their commitment to engage at a more strategic level. Managed and monitored effectively, it can be a valuable resource for expanding the reach of a single customer experience, and support idea generation, innovation, and firm branding. However, while technology may assist co-creation, it can be argued that value itself emanates through the feelings engendered, on a human level, from the personal and emotional connections between the customers and service employees. Thus, it is the memory of these shared experiences and the climate created by the firm to foster and reinforce these connections that constitutes the yardstick by which customers continuously judge the value of future service experiences, both with the firm and with the firm’s competitors.  
· Jay Kandampully
	   
Limitations
We acknowledge that our approach to studying service experience co-creation also has some limitations. Although it was not the intended purpose of this paper to provide a systematic or exhaustive literature review, the overview of literature fields might have benefited from a more systematic approach in order to provide a more detailed understanding of the volume and scope of research conducted within each field. Furthermore, our list of invited scholars is not exhaustive, but as the chosen scholars have had a great influence on the development of service experience and service research, we believe their viewpoints are fairly representative of the research community. Choosing other scholars from other fields may have generated other kinds of result and emphasis; in this paper, we have focused on service research, and on those fields that specifically influence service experience co-creation. To that extent, we believe our findings provide a good understanding of the concept of service experience co-creation.
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