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Evert Gummesson on kansainvälisestikin 

tunnustettu ja arvostettu markkinoinnin 

professori, joka on tunnettu uudistavasta ja 

jopa provokatiivisesta otteestaan haastaa 

ja kyseenalaistaa perinteisen 

markkinointiajattelun teorioita ja käytäntöjä.

Professori Gummessonille on hiljattain 

myönnetty sekä Grönroos -palkinto että S-

D Logic palkinto, joista jälkimmäinen on 

suuri kristalli, jonka Gummesson on 

asettanut ihmisten iloksi näytteille 

puutarhaansa!

Gummessonin tuoreimpiin ajatuksiin voi 

tutustua myös Aspectumin

päätoimittamassa Kauppalehden 

Asiakkuuksien Johtamisen 

Käsikirjassa. Tulevan syksyn päivityksenä 

on Gummessonin artikkeli jonka otsikkona 

on ytimekkäästi "B2B ei ole saari!".



2

E. Gummesson, 2011

Service Marketing: High Time to 

Rethink Its Theory & Practice 

ASPECTUM

Helsinki

September 9, 2011 Professor 

Evert Gummesson

Stockholm University 

School of Business



3

E. Gummesson, 2011

GAP

THEORY PRACTICE
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Textbooks 

Courses

Scientific

discoveries and

new theory

New practices

MAINSTREAM 

KNOWLEDGE

NEW 

KNOWLEDGE
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1700s-present  Microeconomics (price theory)

plus

1960s-present  Marketing management of consumer goods

plus

1970s-present  Services marketing and management 

Relational approaches to B2B 

plus

1980s-present  Quality management, excellence, value, satisfaction

plus

1990s-present   Relationship marketing, CRM, one-to-one

adding up in the

2000s- S-D logic, service science, many-to-

many networks and systems theory: the new 

(service) marketing and a science of service 

based on co-creation of value in complex 

service systems

1P

4Ps

RELATIONSHIPS

NETWORKS

INTERACTION

7Ps
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The marketing concept, traditional American 

marketing management & the marketing mix 

focused on consumer goods

Customer

Customer oriented: 

centered on one party,

the customer ï

but on the conditions of 

the supplier who does 

something to customers

1960s - present 4Ps
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McCarthy, 4P:

Product

Price

Promotion

Place

Judd, 5P:

Product

Price

Promotion

Place

People

THE MARKETING MIX

Booms and Bitner, 7P:

Product

Price

Promotion

Place

Participant

Physical environment

Process
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Baumgartner, 15P:

Product

Price

Promotion

Place

People

Politics

Public relations

Probe

Partition

Prioritize

Position

Profit

Plan 

Performance

Positive implementations
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P

...the 4Ps are neither 4 nor Ps any more



10

E. Gummesson, 2011

product: goods/services

price

promotion: 

personal selling, advertising, SP 

place: distribution

experiences

lifestyles

dreams

events

storytelling

information
call centers

telemarketing

TV

email

Internet

mobile phones

text messaging

scientific research

education

public relations, PR

branding

sponsoring

political influence

public opinion

lobbying

CSR, Corporate Social Resonsibility:

ethical behavior

charity

commitment to a cause

ògreenò: enivironment and health

Legal aspects:

contracts

corruption

organized crime

lawyers

courts

http://images.google.se/imgres?imgurl=http://uk.gizmodo.com/Mona.Lisa.smile.by.da.Vinci.jpg&imgrefurl=http://uk.gizmodo.com/2005/12/19/mona_lisa_happy_official.html&h=366&w=320&sz=21&tbnid=PurV1F0NZv_RzM:&tbnh=122&tbnw=107&prev=/images?q=mona+lisa&um=1&start=2&ei=oCTAR5m1IJacxAG7nrGFDQ&sig2=zuq3o9pPzv4Aw3iGfd8j4Q&sa=X&oi=images&ct=image&cd=2
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Service research shortcoming 1:

THE SERVICE SECTOR



12

E. Gummesson, 2011

According to official statistics in the US and Europe

Percentage of labor force and the GDP in the service sector: 

up from 50% in the 1950s to 85% today.

All new jobs come from the service sector.

THESE STATISTICS ARE TOTALLY SUPPLIER-CENTRIC

Percentage of consumption and value-in-use:

NO STATISTICS AT ALL, BUT...

...we never ate so much food!
...we never had so many

manufactured products!

... we donôt have the

service we need...

HEALTH CARE

PURE WATER SUPPLIES

TRANSPORTATION

EDUCATION

HOUSING

FINANCIAL SERVICE

LEGAL SERVICE

...
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Service

Agriculture

Manufacturing
Example:

a restaurant

The òservice sectorò is the only 

sector a restaurant can do 

without and still feed people 

Service
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òThe service sector is a garbage can!ò

(Source: Gummesson, E. (2007), ñExit Services Marketing ïEnter Service Marketingò. 

Journal of Customer Behaviour, Vol. 6, No. 2, pp. 113-141.)

òIn official statistics the service sector classification picks up what 

does not fit in the manufacturing or agricultural sectors; and by 

making internal service units companies and by outsourcing 

services, people are transferred from the manufacturing to the 

service sector but are still doing the same or a similar job.

So the growth of the service sector is largely an illusion.ò

(Source: Gummesson, E., Lusch, R. F. and Vargo, S. L. (2010), ñTransitioning From Service Management to Service-

dominant Logic: Observations and Recommendations,òInternational Journal of Quality and Service Sciences (IJQSS), 

Special Issue of the 2009 Naples Forum on Service, 2, (1), 8-22.)

The category òservice sectorò is ontologically not sound!
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UHHHU!!!!

I AM THE 

SERVICE SECTOR!

Sorry, service textbook authors, economists, 

politicians and the media:

THE SERVICE SECTOR IS A GHOST!
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:HOW SERVICES ARE 

DIFFERENT FROM GOODS

Service research shortcoming 2:
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Textbook source: Jobber and Fahy, 2009

(similar in the other textbooks)
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In two articles in the Journal of Service 

Research (JSR) from 2004, these four 

òunique characteristicsò, the IHIPs, have 

been exposed as CLEARLY IRRELEVANT:

Lovelock, C. H. and  Gummesson, E. (2004), ñWhither Services 

Marketing? In Search of a New Paradigm and Fresh 

Perspectives,ò Journal of Service Research, 7 (1), 20-41.

Vargo, S.L. and Lusch, R.F. (2004), ñThe Four Service Marketing 

Myths,ò Journal of Service Research, 6 (5), 324-335.

Despite the fact that these articles were published 

7 years ago and are two of the most cited articles 

from JSR (no. 6 and 7) they have only entered 

textbooks as a note or not at all.
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PURE GOODS,

PURE SERVICES

Service research shortcoming 3:
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Textbook source: Jobber and Fahy, 2009

(similar in the other textbooks)
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PURE GOODS???

The worlds largest menswear store,

in the very center of Glasgow, 

Scotland, offering the 

largest selection,

best quality,

lowest price, and

best personal service.
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PURE SERVICES???
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DOMINANCE OF QUALITY

MODELS & CUSTOMER 

SATISFACTION SURVEYS

Service research shortcoming 4:
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THERE IS THIS MUCH ABOUT

QUALITY
There is this much about 

productivity

and this much about
economic outcome
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But the reality is that 

quality, productivity & economic outcome

are interrelated.

They are triplets in the same family.

Quality

Productivity

Economic

outcome

Sources: Gummesson, 1992, 1998
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CRUCIAL QUESTIONS FOR RESEARCHERS AND 

PRACTITIONERS:

How can service research become more relevant?

How can education programs more quickly absorb 

new research?

How can textbooks be oriented to the present and 

future instead of to the past?

How can new knowledge be implemented?

And has service become better during the past 40 

years?



27

E. Gummesson, 2011

Supplier
Customer

Relationship oriented:

centered on two parties

1970s - 2000

Services marketing: goods are different from 

services

B2B marketing (IMP Group): B2B is different 

from B2C

followed by relationship marketing and CRM
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C2C
Customer-to-customer

interaction

2000s -
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The Past

AN ERA OF SEPARATION: 

FOCUS ON DIFFERENCES

either-or

The Future

AN ERA OF INTEGRATION: 

FOCUS ON INTERDEPENDENCY

both-and
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The further developments were  

discussed at

The 2011 Naples Forum on Service

Capri, Italy

June 14-17
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Dynamic interaction

in complex networks

of relationships
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The 3 Research Pillars 

of the Naples Forum
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SERVICE-DOMINANT (S-D) LOGIC 

A synthesis of the best 

from the developments in 

service and relationship 

marketing
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The division in goods and services is unfortunate. 

The supplier has a  value proposition

Everything that is produced and sold should create 

value and render service

Value is created in collaboration between all 

stakeholder sin a network of relationships: co-

creation of value

SUMMARY OF PREMISES AND CONCEPTS IN S-D LOGIC
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In traditional marketing and service management 

the supplier is the active (operant resource) who 

delivers something to the passive customer 

(operand resource)

In S-D logic the customer is also an operant 

resource with whom the supplier interacts: ònot do 

to the customer but do with the customerò

Suppliers and customers are resources together 

with many others in complex networks ïother 

customers, middlemen, authorities etc. ïand all 

these become resource integrators
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Service exchange is the basis for our 

economies: òservice-for-serviceò

Value-in-exchange: òYou get money, I get 

something elseò

Value-in-use: the value for the customer is added 

during the usage
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AN EXAMPLE OF VALUE/SERVICE:

HOUSING

HOUSING INCLUDES:

A HOUSE OR APARTMENT, MORTGAGE, 

ELECTRICITY, HEATING, COOLING, 

WATER, WASTE DISPOSAL SYSTEM, 

GRADEN...

EXPERIENCES: WELL-BEING, COMFORT, 

BEAUTY, LOCATION...

OBJECTS AND MACHINERY: FURNITURE, 

TV, KITCHEN EQUIPMENT... 

GOODS OR SERVICES IS NOT THE ISSUE!
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BILLY
THE MOST SOLD BOOK-

SHELF IN THE WORLD



39

E. Gummesson, 2011

The ultimate in co-creation of value and resource integration: 

the new 2011 IKEA Car

Comes with screwdriver in a flat package. 

Unbeatable price.
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SERVICE SCIENCE

IBM is working with 500

universities, business schools,

institutes of technology and 

practicing the results on 

businesses and other 

organizations. IBM employes 

425,000 people.
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Service Science is the study of service systems, 

aiming to create a basis for service innovation and 

improved service systems.

The goal is to apply scientific understanding to 

advance our ability to design, improve, and scale 

service systems.

S-D logic has become the basic theory on which to 

build service science.
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From computer science to service science

CREATE A SMARTER PLANET!
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NETWORKS AND SYSTEMS

IN MARKETING & SERVICE
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Definition:

ñMANY-TO-MANY MARKETING

describes, analyzes and utilizes

the network properties of marketing.ò
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Many-to-Many Marketing in

Swedish (2004), 

Finnish (2005) and 

Norwegian (2006) 
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3rd, revised edition (2008)

Broadens the scope of RM 

from the customer-

supplier dyad toward a 

network and many-to-

many view,  and integrates 

with service-dominant (S-

D) logic.



47

E. Gummesson, 2011

Network theory and 

systems theory consider the 

complexity and context

of marketing and service 

as well as the 

parts and their place in the whole.
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The basic elements of network theory are nodes

(people, organizations, machines and what have you) 

and links between these in a limitless number of 

patterns:

Marketing, service and life as a whole can 

be described and analyzed as

interaction in networks of 

relationships
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A complex network of 

service systems as 

experienced by a citizen 

or consumer

Expended to complex 

networks

Highly contextual

Requires case study 

research, network theory 

and systems theory

Presented through the 

many-to-many concept

Multiple service,

for example: hotel, 

airline, taxi, restaurants

Expanded to a matrix

Partly contextual

Requires in-depth case 

study research

Hardly done at all

(unfortunately!!)

APPROACHES TO THE STUDY OF SERVICE

A single type of service,

for example hotels

Strictly limited to one 

service

Non-contextual

Traditional research, hard 

sold through Serqual and 

simliar survey techniques

The 1980s ïpresent

(unfortunately!)  
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ME AS A CITIZEN 

AND CONSUMER

A SIMPLE EXAMPLE: MY VISIT TO HELSINKI

Hotel Haven service:
Ordered by Aspectum

Check-in

Check-out

Room

Breakfast

Arlanda Airport service:
Parking (signs, space, payment system...)

Security

Boarding

Waiting in lines

Shops

Lounges

To me these are not separate services; they 

are integral parts of òvisiting Helsinkiò. I live 

in a context of intertwined service and 

expected value creation where the success 

or failure of a single element may affect my 

mood and perception and reflect on other 

elements and providers.

Airline service:
Operated by Blue 1

Ordered through SAS

Part of the Star Alliance

Internet check-in

Eurobonus loyalty program
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A conclusion from the IBM Service Science Program to 

improve service systems:

Cities and universities are tightly-coupled holistic service 

systems, or integrated system of systems. To remain viable 

in an increasingly dynamic and interconnected world, they 

must constantly find ways to manage and renew... 

transportation 

water supplies

food procurement 

energy distribution

communications

building and construction 

retailing 

finance 

health care

education

tourism

governance systems

and more

These are not 

created and 

consumed 

separately 

--one by one--

but intertwined 

in the complex 

networks of 

interactions 

present in 

city life 
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Example:

FINANCIAL SERVICE AND

THE GOBAL CRISIS

DO WE UNDERSTAND AND CAN WE 

HANDLE IMPORTANT COMPLEX 

SERVICE SYSTEMS? 
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Too many corrupt  banks, brokers and insurance companies
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Albert-László Barabási, Professor of Physics, in 

Linked: The New Science of Networks (2002) 

underscores network applications to markets:

ñéunderstanding network effects becomes the 

key to survival in a rapidly evolving new economy.ò 
(p. 200)

ñIn reality, a market is nothing but a 

directed network.ò
(p. 208)
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Marketing through a network community:

The case of Reino & Aino slippers

Source: Nªrvªnen, E., Gummesson, E. and Kuusela, H. (2011), òThe Community Networkò (script)
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A Reino & Aino football team dressed as French maids.
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