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Preface

Welcome to the QUIS18 proceedings book on the theme of "Re-imagining service to enhance

human life and society," which is a fruit of the successful QUIS18 conference held from June 20
to 23 in Hanoi, Vietham in 2023. This book consists of six categories: Service Design and
Innovation, Customer Experience and Journey Mapping, Technology-Enabled Service Delivery,
Service Innovation and Ecosystems, Marketing Strategies for Customer Engagement, and
Service Quality and Operations Optimization. This compilation of papers brings together a
diverse range of research and insights in the field of service management.

In an ever-evolving world of business, organizations today face the challenge of delivering
exceptional service experiences to meet the ever-growing expectations of customers. This book
aims to address this challenge by presenting cutting-edge research and practical applications in
key areas that shape the service landscape.

The first category, Service Design and Innovation, explores the principles and practices of service
design thinking, emphasizing user-centered approaches, service blueprinting, and the integration
of emerging technologies. Through a collection of case studies, readers will gain valuable insights
into successful service design projects across various sectors, highlighting the impact of
innovation on business performance.

Customer Experience and Journey Mapping, the second category, delves into the emotional
dimensions of customer experiences and provides frameworks for mapping customer journeys.
The papers in this section shed light on the challenges and opportunities presented by digital
interactions, personalization, and social media engagement and provide strategies for managing
customer touchpoints to create positive and memorable interactions.

Technology-Enabled Service Delivery, the third category, explores the role of technology, such
as artificial intelligence, mobile applications, and digital transformation, in enhancing service
delivery and customer experiences. The papers in this section delve into chatbots, machine
learning algorithms, and data analytics, emphasizing their implications for organizations,
employees, and customers in this rapidly evolving technological landscape.

Service Innovation and Ecosystems, the fourth category, highlights the importance of business
model and process redesign in driving organizational success. By examining lean thinking,
service automation, and collaboration, this section showcases the transformative potential of
innovation and ecosystem thinking, urging organizations to embrace new models and practices

to stay competitive.



The fifth category, Marketing Strategies for Customer Engagement, provides insights into
effective marketing strategies that foster customer engagement and loyalty. The papers explore
the impact of social media, storytelling, content marketing, and customer relationship
management systems while addressing ethical considerations associated with customer data
usage.

Finally, the sixth category, Service Quality and Operations Optimization, focuses on service
quality dimensions, measurement scales, and strategies for improving service operations. The
papers in this section delve into service recovery, continuous improvement methodologies,
service guarantees, and pricing strategies while also highlighting the impact of technology-driven
service innovation on operational efficiency.

The papers presented in this conference proceedings book showcase the latest advancements
and emerging trends in service management. They offer valuable insights for academics,
researchers, and practitioners seeking to deepen their understanding of service design, customer
experience, technology-enabled service delivery, service innovation, marketing strategies, and
service quality optimization.

We extend our heartfelt gratitude to the authors who have contributed their research and
expertise to this publication. We hope that the papers collected in this book inspire further
exploration, spark new ideas, and stimulate meaningful conversations and collaborations among
scholars and professionals in the field of service management.

We would also like to express our appreciation to the conference organizers, reviewers, and
editorial team who have worked diligently to ensure the quality and relevance of the selected
papers. Their dedication has been instrumental in bringing together this valuable resource.

We hope that this conference proceedings book serves as a catalyst for advancements in service
management and contributes to the development of innovative practices that create exceptional
service experiences. May the knowledge and insights shared within these pages guide
organizations toward the path of success in a rapidly changing business landscape.

Editorial Team



Paper Categorization

1. Service Design and Innovation (20 papers):

This category delves into the principles and practices of service design thinking, methods, and
their impact on business performance. The papers showcase a range of case studies that
highlight successful innovative service design projects across various sectors, including
healthcare, finance, and hospitality. They discuss the importance of adopting a user-centered
approach to service design, emphasizing empathy, co-creation, and iterative prototyping. The
role of service blueprinting in mapping and optimizing service processes is explored, along with
strategies for fostering a culture of service innovation within organizations. Furthermore, the
papers shed light on the significance of integrating emerging technologies such as Internet of
Things (loT), augmented reality, and virtual reality in creating immersive service experiences.

2. Customer Experience and Journey Mapping (21 papers):

This category focuses on customer experience management and journey mapping as powerful
tools for understanding and improving customer interactions. The papers delve into the emotional
dimensions of customer experiences, examining the role of affective factors in shaping customer
perceptions and behaviors. They explore various methods and frameworks for mapping customer
journeys, including both qualitative and quantitative approaches. Additionally, the papers
highlight the challenges and opportunities presented by digital interactions, personalization, and
social media engagement in enhancing customer experiences. Strategies for managing customer
touchpoints across multiple channels are discussed, along with the role of design thinking in
driving customer-centric innovation. Overall, the papers in this category contribute to a deeper
understanding of the factors that influence customer experiences and provide valuable insights
for organizations seeking to create positive and memorable customer interactions.

3. Technology-Enabled Service Delivery (17 papers):

This category explores the ways in which technology, particularly artificial intelligence, mobile
applications, and digital transformation, enables service delivery and enhances customer
experiences. The papers examine the role of chatbots and virtual assistants in providing
personalized and efficient customer support. They also delve into the use of machine learning
algorithms for personalized recommendations, enhancing customer engagement, and improving
decision-making processes. Mobile applications are highlighted as a means of creating seamless
and convenient service experiences, enabling customers to access services anytime and
anywhere. Furthermore, the papers discuss the critical role of data analytics in understanding

customer behavior, anticipating their needs, and making data-driven service decisions. The



implications of technology-enabled service delivery for organizations, employees, and customers
are explored, shedding light on both the opportunities and challenges presented by this rapidly
evolving landscape.

4. Service Innovation and Ecosystems (18 papers):

This category focuses on service innovation and the importance of business model and process
redesign in driving organizational success. The papers highlight the significance of lean thinking
and service automation in improving efficiency and reducing waste in service operations. They
also emphasize the role of service ecosystems and collaboration in fostering innovation,
exploring the dynamics of value co-creation among multiple stakeholders. The concept of open
innovation is discussed, along with strategies for managing innovation networks and leveraging
external knowledge sources. Moreover, the papers shed light on the application of service design
principles in the context of smart cities, where innovative services and technologies are integrated
to enhance urban living. Overall, this category provides insights into the transformative potential
of service innovation and ecosystem thinking, urging organizations to embrace new models and
practices to stay competitive in a rapidly changing business landscape.

5. Marketing Strategies for Customer Engagement (10 papers):

This category examines marketing strategies aimed at understanding customer needs,
preferences, and segmentation to drive customer engagement and loyalty. The papers explore
the impact of social media on branding, reputation management, and customer relationships.
They highlight the importance of building authentic and meaningful connections with customers
through storytelling, content marketing, and influencer marketing. The role of customer
relationship management (CRM) systems in delivering personalized experiences and enhancing
customer retention is discussed, along with strategies for leveraging customer data to drive
targeted marketing campaigns. The papers also delve into the ethical considerations associated
with customer data collection and usage, emphasizing the need for transparency and trust in
customer relationships. Overall, this category provides valuable insights into effective marketing
strategies that foster customer engagement and loyalty in an increasingly digital and
interconnected world.

6. Service Quality and Operations Optimization (11 papers):

This category focuses on service quality dimensions, measurement scales, and strategies for
improving service operations. The papers examine the various dimensions of service quality,
including reliability, responsiveness, assurance, empathy, and tangibles, and explore different
measurement scales and frameworks for assessing and monitoring service quality. They delve

into strategies for service recovery, handling customer complaints, and turning negative



experiences into positive ones. Continuous improvement methodologies, such as Lean Six
Sigma and Total Quality Management, are discussed in the context of service operations
optimization. The papers also shed light on the role of service guarantees and pricing strategies
in managing customer expectations and enhancing perceived value. Additionally, the impact of
technology-driven service innovation on service operations is explored, highlighting the potential
of automation, robotics, and artificial intelligence in streamlining processes and improving
operational efficiency. Overall, this category offers valuable insights into the key determinants of
service quality and strategies for optimizing service operations to deliver exceptional customer
experiences.

1. "2903 - Volunteer Service Participation in the Covid-19 situation actor distance and
procrastination behavior view" - Service Innovation and Ecosystems

2. "7532 - Consumer Acceptance of Online Grocery Shopping During Covid-19 Pandemic” -
Customer Experience and Journey Mapping

3. "4067 - The Impact of the Government Support System related to COVID-19 on Innovation
Efficiency in the Service Industry” - Service Innovation and Ecosystems

4.  "3591 - Understanding the Impact of COVID-19 on Well-being in the Tourism Sector: A
Bibliometric Analysis" - Customer Experience and Journey Mapping

5. "1649 - Post-covid-19 service management strategies: The need for access to B2B2C
customer experience" - Service Design and Innovation

6. "4826 - Spillover Effects of Virtual Tours on Tourism in China during the Pandemic Age" -
Technology-Enabled Service Delivery

7. "4989 - The Effect of Designers' Participation on Industrial Design Performance in Product
Development Stage" - Service Design and Innovation

8. "4353 - From Access to Ownership: A Study of E-Scooter Service Customers"” - Customer
Experience and Journey Mapping

9. "7876 - What is the most important among quantity, quality, and timeliness" - Service
Quality and Operations Optimization

10. "3118 - Drivers of firm's co-creation with users" - Service Innovation and Ecosystems
11. "8352 - Impact of the relational motive to co-create value on service quality" - Service
Quality and Operations Optimization

12. "5292 - Enabling value cocreation in caregivers through Transformative Service Initiatives"
- Service Design and Innovation

13. "3987 - Sequential Perspective to Service Scripting" - Service Design and Innovation



14. "1525 - An Approach for Well-Being-Oriented Self-Career Management Skills" - Service
Innovation and Ecosystems

15. "1969 - The Effects of Perceived Organizational Safety and Health Cultures on Frontline
Service Employees’ Work Engagement and Turnover Intention" - Service Quality and
Operations Optimization

16. "4659 - Digital Service Transformation in Healthcare" - Technology-Enabled Service
Delivery

17. "4590 - Orchestrating Meso Level Actor Engagement"” - Service Innovation and
Ecosystems

18. "4292 - A TSR framework for investigating vulnerability contexts" - Service Innovation and
Ecosystems

19. "4275 - Transformative value and actors co-creation” - Service Innovation and
Ecosystems

20. "4167 - Richard Metters - Determinants of Operations Management Faculty Salary" -
Service Quality and Operations Optimization

21. "7834 - H6 Ngoc Loi - Using Standardized Patients to Assess Communication Skills of
Medical Students Year 2" - Service Quality and Operations Optimization

22. "8455 - Stefan Mang and Christina Haderer - The increased importance of digital
servitization for manufacturers — a central European comparison” - Technology-Enabled
Service Delivery

23. "7995 - Phuong Dao - Adaptations to service design due to customer behavioral changes
during the Covid pandemic" - Service Design and Innovation

24. "7612 - Hung Dao, Aristeidis Theotokis and Josko Brakus - Like a Robot The Effect of
Political Ideology on Consumer Response to Employee Agency Control” - Customer Experience
and Journey Mapping

25. "7505 - Benjamin Biesinger, Kerstin Sayer and Karsten Hadwich - The role of employees’
identification with their own company" - Service Quality and Operations Optimization

26. "7218 - Samuel Kondert and Christian Brock - Old wine in new bottles An empirical
investigation of sport consumer engagement in non-profit sport clubs" - Marketing Strategies
for Customer Engagement

27. "9145 - Circularity and Circular Economy" - Service Innovation and Ecosystems

28. "7802 - Balancing Spotlight Between For-Profit and Non-Profit Market Orientation for the

Service Sector" - Service Innovation and Ecosystems



29. "1285 - Silver Economy: A Research Agenda for Service Management" - Service Design
and Innovation

30. "8586 - Designing and Orchestrating Large-Scale, Complex, and Challenging Service
Ecosystems for Transformative Impact on Society" - Service Innovation and Ecosystems

31. "7800 - The Dark Side of Technology: Financial Literacy and Consumer Well-being in the
Fintech Era" - Technology-Enabled Service Delivery

32. "4790 - All Welcome in Socially Sustainable Service: Social Inclusion of Senior Audiences
in Performing Arts" - Service Design and Innovation

33. "4409 - Optimizing Donation Amount Options in Crowdfunding Platforms" - Marketing
Strategies for Customer Engagement

34. "3778 - Sustainable Value Co-Creation in Welfare Service Ecosystems” - Service
Innovation and Ecosystems

35. "3237 - Understanding Sustainable Service Ecosystems” - Service Innovation and
Ecosystems

36. "5848 - Improving Hotel Operational Efficiency through ESG Investment” - Service Quality
and Operations Optimization

37. "4384 - Transforming Service Ethics through Service Responsibility” - Service Innovation
and Ecosystems

38. "4268 - Human Rights in Service Ecosystems” - Service Innovation and Ecosystems

39. "8034 - Transformative impacts on the transformers botanic garden volunteers in community
groups" - Service Innovation and Ecosystems

40. "6581 - The relationship between corporate social responsibility and customer trust_The
effects of customer commitment and corporate image” - Marketing Strategies for Customer
Engagement

41. "9925 - Hospitality service interaction” - Service Quality and Operations Optimization
42. "9793 - Sustainable service ecosystem for a transformative change" - Service Innovation
and Ecosystems

43. "9706 - Elucidation of an effective customer journey design” - Customer Experience and
Journey Mapping

44. "6928 - Sustainable Communities The Role of Collaboration in Tackling the Energy" -
Service Innovation and Ecosystems

45. "6475 - Do perceived switching costs influence customer dysfunctional behavior” -

Customer Experience and Journey Mapping



46. "8107 - Efficiency in the cath lab Pursuing value-based improvements following a
sociotechnical approach” - Service Quality and Operations Optimization

47. "3482 - Supporting climate-friendly consumer decisions A utility-based decision support
approach” - Service Innovation and Ecosystems

48. "3070 - Well-being in service research review and foundational premises” - Service Design
and Innovation

49. "3898 - Factors that shape customer satisfaction in medical tourism" - Customer
Experience and Journey Mapping

50. "3890 - Determinants of fast fashion purchase intention" - Marketing Strategies for
Customer Engagement

51. "3617-Customer experience centric transformation in business to business (B2B) firms" -
Service Design and Innovation

52. "2724-Factors Influencing Green Hotel Consumption Behavior in Vietnam_The Roles of
Environmental Concern and Knowledge, Green Perceived Value, and Green Trust" - Marketing
Strategies for Customer Engagement

53. "1415-Corporate Sociopolitical Activism Strategies and their Effects on Consumer Attitudes"
- Marketing Strategies for Customer Engagement

54. "482-Transformative customer experience journey among higher education exchange
students” - Customer Experience and Journey Mapping

55. "260-Customer mindfulness and energy for co-creating well-being through transformative
services" - Service Design and Innovation

56. "9555-Managing customer experience measurement - dimensions and effects" - Customer
Experience and Journey Mapping

57. "9913-Exploring Customer Dignity in Service Encounters” - Service Quality and
Operations Optimization

58. "8968-Livestream vs. Pre-recorded — Exploring Customer Behavior towards Digital Social"
- Technology-Enabled Service Delivery

59. "6707-Determinants of student satisfaction in teacher competencies in the International
Studies Bachelor Programme" - Service Quality and Operations Optimization

60. "6106-Staff Experience in the Frontline" - Service Quality and Operations Optimization
61. "6055-Get up, stand up A conceptualization of unacceptable services as counter-hegemonic
practices" - Service Design and Innovation

62. "8895 - Can robotic agents serve customers like a human? A meta-analysis on customer

responses to robotic vs. human agents" - Technology-Enabled Service Delivery



63. "7479 - Service Innovation Research: A bibliometric analysis using VOSviewer" - Service
Innovation and Ecosystems

64. "4923 - Toward a Framework for Smart Customer Experience Based on Experience-
Evaluate-Engage Iterations Using Customer Experience Data" - Customer Experience and
Journey Mapping

65. "4203 - A Method Engineering Approach for Designing Context-aware Services" - Service
Design and Innovation

66. "4227 - Seeking synergy in gastronomy innovation between industry and academia — an
illustration within Culinary Arts Event Management" - Service Innovation and Ecosystems

67. "3862 - Machine-as-a-Service in Manufacturing Industries” - Technology-Enabled Service
Delivery

68. "2229 - Examining the Antecedents and Consequences of Game Engagement in Esports”
- Customer Experience and Journey Mapping

69. "2838 - Smart retail technologies and their impact on firms’ performance" - Technology-
Enabled Service Delivery

70. "2494 - Virtual Brand Experience and Metaphor of Brand Personalities across Reality-
Fantasy Continuum" - Customer Experience and Journey Mapping

71. "2037 - Comply or resist: The use of service robots in biosecurity” - Technology-Enabled
Service Delivery

72. "697 - Towards an Approach of Value-based Development of Al-based Business Models —
Considering Al Ethics in the Innovation Process" - Service Innovation and Ecosystems

73. "231 - Service-Profit Chain in the Digital Age Digital Mindset as a Key Moderator" - Service
Design and Innovation

74. "209 - Exploring the Use of Immersive Technology in Nursing Practice case study in
Thailand" - Technology-Enabled Service Delivery

75. "192 - Understanding FLE—Robot—Customer Value Co-creation Orientations" - Service
Design and Innovation

76. "5448 - Hustle behavior and employee well-being" - Service Quality and Operations
Optimization

77. "5335 - Service robot acceptance and customer satisfaction" - Customer Experience and
Journey Mapping

78. "5135 - The Paradox between the perceived Intended and Unintended Consequences of

Using Digital Health Technologies" - Technology-Enabled Service Delivery



79. "5038 - Enhanced service experience design through NFT technology” - Technology-
Enabled Service Delivery

80. "4917 - Designing data-driven service with data blueprinting” - Service Design and
Innovation

81. "4479 - Towards Autonomous Stores: How varying degrees of in-store automation impact
retail patronage” - Technology-Enabled Service Delivery

82. "2359 - Effects of Hotel Choice References on Revisit Intention” - Customer Experience
and Journey Mapping

83. “Do Managerial Communications Improve Customer Satisfaction and eWOM? The
Moderating Effect of Response Authenticity” - Marketing Strategies for Customer
Engagement

84. “3304 - Exploring Trends in Self-service Innovation to Boost Social Engagement among the
Elderly from 2000 to 2022” - Service Innovation and Ecosystems

85. “4790 - All welcome in socially sustainable service: Social inclusion of senior audiences in
performing arts” - Service Innovation and Ecosystems

86. “1649 - Post-covid-19 service management strategies: The need for access to B2B2C
customer experience - Customer Experience and Journey Mapping

87. “4227 - Seeking synergy in gastronomy innovation between industry and academia — an
illustration within Culinary Arts Event Management” - Service Quality and Operations
Optimization

88. “3778 - Sustainable Value Co-Creation in Welfare Service Ecosystems - Transforming
Temporary Collaboration Projects into Permanent Resource Integration” - Service Innovation
and Ecosystems

89. “103 - An examination of online consumer roles in co-creating value: an insight into online
gaming communities” - Customer Experience and Journey Mapping

90. “6171 - Supercharging the service innovation process with data-driven analytics: A case
study with YouTube content creators” - Service Design and Innovation

91. “8347 - Customer-centric approach of innovation measurement in B2B: a framework
development” - Service Design and Innovation

92. “482 - Transformative customer experience journey among higher education exchange
students” — Customer Experience and Journey Mapping

93. “301 - Strategic Marketing in times of the Service Revolution” - Service Design and

Innovation



94. ‘9930 - From Survival to Sustainability, A Post-Covid Analysis on Service Supply Chain
Adaptability in Emerging Economies” - Marketing Strategies for Customer Engagement

95. “8433 - The Role of Corporate Digital Responsibility in Al-enabled Service Design” -
Technology-Enabled Service Delivery

96. “9479 - Engaging Citizens in Sustainable Energy Transition - A Design Science Research
approach” - Service Design and Innovation

97. 9931 - Interplay between servitization and platforms: a longitudinal case study” - Service
Innovation and Ecosystems

98. “9932 - A service ecosystem perspective of supply chain management” - Service

Innovation and Ecosystems



Paper Summary

1. 2903 - Volunteer Service Participation in the Covid-19 situation actor distance and
procrastination behavior view - This paper highlights the importance of resource
recovery/creation alongside conservation for well-being during a pandemic, emphasizing the
potential of community volunteer activities, and provides insights into shortening social distance
and recreating past realities, contributing to Transformative Service Research.

2. 7532 - Consumer Acceptance of Online Grocery Shopping During Covid-19 Pandemic - This
study explores the acceptance of online grocery shopping during the Covid-19 pandemic,
considering factors such as usability, ease of use, social influence, facilitating conditions,
hedonistic values, price values, and habits.

3. 4067 - The Impact of the Government Support System related to COVID-19 on Innovation
Efficiency in the Service Industry - Analyzing the relationship between government support
systems and innovation efficiency, this study investigates the impact of adopting such systems
in response to COVID-19 on the service industry.

4. 3591 - Understanding the Impact of COVID-19 on Well-being in the Tourism Sector: A
Bibliometric Analysis - Through a bibliometric analysis, this study identifies key themes regarding
the impact of COVID-19 on tourism, aiming to provide insights into travel behavior and perceived
well-being during times of travel restrictions and uncertainties.

5. 1649 - Post-covid-19 service management strategies: The need for access to B2B2C
customer experience - This paper explores service management strategies in the post-COVID-
19 era, emphasizing the importance of B2B2C aspects and resilience-building for service
companies in uncertain times.

6. 4826 - Spillover Effects of Virtual Tours on Tourism in China during the Pandemic Age - By
analyzing virtual tours on social media and their impact on tourist decisions, this study formulates
a mathematical model to understand the spillover effects of online tourism videos on actual travel,
highlighting the positive correlation between the number of tourism videos published and the
number of tourists.

7. 4989 - The Effect of Designers' Participation on Industrial Design Performance in Product
Development Stage - Designer participation in the product development stage has a moderating
effect on industrial design performance, measured through hierarchical regression analysis.

8. 4353 - From Access to Ownership: A Study of E-Scooter Service Customers - Customers of

access-based services may switch to product ownership for low-cost products due to perceived



benefits of ownership that exceed those of access, as shown through a study of e-scooter rental
customers in Sweden.

9. 7876 - What is the most important among quantity, quality, and timeliness - This study
evaluates the performance of start-ups using data envelopment analysis and Tobit regression
analysis to determine the impact of public data and government policies on the development and
commercialization of products and services.

10.3118 - Drivers of firm's co-creation with users - The study identifies that innovative companies
with an orientation towards customization, standardization, and engagement in innovation
cooperation activities are more likely to co-create with users, emphasizing the importance of
innovation strategy and customer-centric approaches for co-creation.

11.8352 - Impact of the relational motive to co-create value on service quality - Examining the
positive and negative effects of the relational motive to co-create value, the research focuses on
improving communication and business knowledge while addressing adverse consequences
such as biased judgments, acceptance of bad performance, and blurring of roles between service
providers and clients in IT projects.

12.5292 - Enabling value cocreation in caregivers through Transformative Service Initiatives:
Transformative service initiatives can improve informal caregivers' knowledge and understanding
but should incorporate additional design features to address latent needs.

13.3987 - Sequential Perspective to Service Scripting: Investigating the use of verbal scripting in
sequential face-to-face encounters and exploring how scripting strategies influence customer
perceptions of performance.

14.1525 - An Approach for Well-Being-Oriented Self-Career Management Skills: A co-creative
dialogue approach in a career coaching service promotes well-being-oriented self-career
management skills among university students.

15.1969 - The Effects of Perceived Organizational Safety and Health Cultures on Frontline
Service Employees' Work Engagement and Turnover Intention: Organizational health and safety
cultures can enhance work engagement and reduce turnover intention among frontline service
employees during the pandemic.

16.4659 - Digital Service Transformation in Healthcare: Examining the role of new digital team
capabilities and organizational digital readiness on team efficacy and hospital performance in the
English National Healthcare System.

17.4590 - Orchestrating Meso Level Actor Engagement: Exploring the orchestration of meso-

level engagement among interdependent actors in complex service systems.



18.4292 - A TSR framework for investigating vulnerability contexts: Investigating appropriate
methods and protocols for studying vulnerable participants and their contexts in Transformative
Service Research.

19.4275 - Transformative value and actors co-creation: Examining the drivers behind individuals'
motivation to participate in volunteering activities and the positive impact on individuals,
communities, and the environment.

20.4167 - Determinants of Operations Management Faculty Salary: Published work in top-tier
journals and loyalty through job moves contribute to higher salaries for operations management
faculty, while teaching and service awards have no significant impact; female full professors are
paid less than male colleagues, even accounting for publications.

21.7834 - Using Standardized Patients to Assess Communication Skills of Medical Students Year
2: This study examines the competence of standardized patients in assessing communication
skills of second-year medical students.

22.8455 - The increased importance of digital servitization for manufacturers — a central
European comparison: This research investigates the growing significance of digital servitization
for manufacturers in Central European countries across different industry sectors.

23.7995 - Adaptations to service design due to customer behavioral changes during the Covid
pandemic: This study explores the adaptations to service design in response to customer
behavioral changes during the Covid pandemic, focusing on software companies offering digital
technologies.

24.7612 - Like a Robot The Effect of Political Ideology on Consumer Response to Employee
Agency Control: This research examines the influence of political ideology on consumer
responses to strict employee agency control practices, highlighting differences based on political
beliefs.

25.7505 - The role of employees’ identification with their own company: This study investigates
how customer-oriented organizational culture affects employees' cooperative behavior,
considering the role of employee identification with their own company and customers.

26.7218 - Samuel Kondert and Christian Brock - Old wine in new bottles An empirical
investigation of sport consumer engagement in non-profit sport clubs: This study explores the
relationships between team reflexivity, team identification, eudaimonic well-being, and sport
consumer engagement in non-profit sport clubs, highlighting the impact on behavioral loyalty and

voluntary engagement.



27.9145 - Circularity and Circular Economy - This paper develops a conceptual framework for
the transition from a goods-centric perspective to a circular society, encompassing sustainable
business practices and societal perspectives.

28.7802 - Balancing Spotlight Between For-Profit and Non-Profit Market Orientation for the
Service Sector - This study provides an integrated framework for market orientation in for-profit
and non-profit service organizations, highlighting the role of service innovation in bridging the gap
between the two sectors.

29.1285 - Silver Economy: A Research Agenda for Service Management - With an aging
population, this paper explores the implications of the silver economy, focusing on developing
products and services for older people to promote healthy and productive lives.

30.8586 - Designing and Orchestrating Large-Scale, Complex, and Challenging Service
Ecosystems for Transformative Impact on Society - This study discusses how digital platforms
can enable the orchestration of service ecosystems that promote social innovation and well-
being, bridging resource integration and transformative social change.

31.7800 - The Dark Side of Technology: Financial Literacy and Consumer Well-being in the
Fintech Era - Examining the negative consequences of Fintech, this study investigates the impact
of financial literacy and contextual factors on consumer well-being, aiming to design resilient
Fintech services.

32.4790 - All Welcome in Socially Sustainable Service: Social Inclusion of Senior Audiences in
Performing Arts - Through a social inclusion perspective, this study addresses the challenges of
senior audiences' participation in performing arts, emphasizing the importance of creating
inclusive and cohesive environments.

33.4409 - Optimizing Donation Amount Options in Crowdfunding Platforms - This study explores
effective pricing strategies for nonprofit fundraising campaigns on crowdfunding platforms,
identifying critical factors and ideal price levels for fundraising success.

34.3778 - Sustainable Value Co-Creation in Welfare Service Ecosystems - Discussing the role
of user-orientation and shared responsibility in promoting sustainable value co-creation in welfare
service ecosystems, this paper emphasizes the need for a user-oriented approach.

35.3237 - Understanding Sustainable Service Ecosystems - This paper aims to understand how
organizational activity at the meso level can nurture sustainable service ecosystems that
contribute to well-being outcomes, offering a novel framework based on case study data.
36.5848 - Improving Hotel Operational Efficiency through ESG Investment - Examining the

impact of Environmental, Social, and Governance (ESG) standards on hotel operational



efficiency, this study suggests that ESG investment can enhance efficiency and serve as a crisis
management strategy.

37.4384 - Transforming Service Ethics through Service Responsibility - This study develops a
conceptual framework for transforming service ethics through service responsibility, focusing on
well-becoming and the development of norms for resilient and regenerative service systems.
38.4268 - Human Rights in Service Ecosystems - This study integrates the perspectives of
human rights and service ecosystems to examine systemic issues and stakeholder
responsibilities, proposing the Serving Human Rights Framework (SHRF) for achieving
sustainable development goals.

39.8034 - Transformative impacts on the transformers botanic garden volunteers in community
groups - This research explores value co-creation practices and transformative learning
experienced by volunteers in UK Botanic Gardens, expanding the understanding of volunteer
well-being outcomes and the transformative charity experience framework.

40.6581 - The relationship between corporate social responsibility and customer trust_The
effects of customer commitment and corporate image - This study investigates the effects of
customer commitment and corporate image on the relationship between corporate social
responsibility (CSR) and customer trust, highlighting the mediating role of customer commitment
and corporate image.

41.9925 - Hospitality service interaction - The interaction between employees with disabilities
(EWDs) and customers during service delivery assists EWDs in building confidence and
emphasizes the ethical significance of supporting socially responsible businesses.

42.9793 - Sustainable service ecosystem for a transformative change - This paper proposes a
conceptual framework, the Albergo Diffuso (AD) model, to explore sustainable service
ecosystems through transformative collaboration and sustainable value co-creation, contributing
to responsible resource integration and service ecosystem design.

43.9706 - Elucidation of an effective customer journey design - This research develops a
theoretical model on effective customer journey design (CJD) in omni-channel services,
highlighting its impact on omni-channel service journey quality and customer experience quality,
particularly for consumers with high touchpoint frequency.

44.6928 - Sustainable Communities The Role of Collaboration in Tackling the Energy - This
research focuses on sustainable communities (SCs) in Germany, Greece, Italy, and Sweden,
exploring how they respond to the energy crisis and emphasizing the role of collaboration in SC

development.



45.6475 - Do perceived switching costs influence customer dysfunctional behavior - This
research examines the relationship between perceived switching costs and dysfunctional
customer behavior, finding that different switching costs impact customer repurchase intentions
and self-determination, leading to increased likelihood of dysfunctional behavior and negative
word of mouth.

46.8107 - Efficiency in the cath lab Pursuing value-based improvements following a
sociotechnical approach - This study develops methods to support healthcare managers in
analyzing the value-based improvements in cardiac catheterization laboratories, improving
efficiency, reducing costs, and enhancing patient care.

47.3482 - Supporting climate-friendly consumer decisions A utility-based decision support
approach - This research explores the effectiveness of a utility-based decision support approach
in encouraging climate-friendly consumer behavior by considering subjective utilities of climate-
friendly actions, resulting in positive effects on goal commitment and perceived decision
improvement.

48.3070 - Well-being in service research review and foundational premises - This paper provides
a comprehensive overview of well-being research in the service industry, offers foundational
premises on well-being, and maps a research agenda.

49.3898 - Factors that shape customer satisfaction in medical tourism - This study identifies
important factors, such as service quality, price, and staff behavior, that contribute to the success
of medical tourism industry in Thailand and provides suggestions for improving professional
behavior of medical staff.

50.3890 - Determinants of fast fashion purchase intention - This study assesses the determinants
of fast fashion purchase intention in affiliate marketing, highlighting the influence of online
reviews, affiliate channels' fame, perceived risk level, and consumer trust as a mediator in the
relationship between purchase intention and channels' reputation.

51.3617-Customer experience centric transformation in business to business (B2B) firms-This
study explores the shift from a transactional and product-centric approach to a customer
experience (CX) centric approach in B2B firms, providing a conceptual framework, dimensions
for CX change, and guidelines for practitioners.

52.2724-Factors Influencing Green Hotel Consumption Behavior in Vietnam_The Roles of
Environmental Concern and Knowledge, Green Perceived Value, and Green Trust-This research
investigates the impact of environmental concern, knowledge, green perceived value, and green
trust on green purchase behavior in the Eco-friendly hotel industry in Vietnam, highlighting the

mediating role of purchase intention and the moderating role of price sensitivity.



53.1415-Corporate Sociopolitical Activism Strategies and their Effects on Consumer Attitudes-
This study addresses the challenge companies face when engaging in corporate sociopolitical
activism (CSA), proposing alternative options for companies to fulfill consumer expectations of
involvement in sociopolitical issues without risking customer loss.

54.482-Transformative customer experience journey among higher education exchange
students-Examining the transformative experiences of exchange students in higher education,
this research reveals the impact of living abroad and experiencing a novel cultural context on
students' perceptions and meanings of reality.

55.260-Customer mindfulness and energy for co-creating well-being through transformative
services-This research investigates the interplay between customer resources (mindfulness,
service co-creation energy, and co-creation experience) and their impact on customers' quality
of life, highlighting the mediating effect of co-creation energy.

56.9555-Managing customer experience measurement - dimensions and effects-Exploring
customer experience management, this study focuses on customer experience measurement
and its dimensions, highlighting its positive influence on implementation success, customer
relationship performance, and financial performance.

57.9913-Exploring Customer Dignity in Service Encounters-This study proposes a concrete
conceptualization of customer dignity and identifies seven dimensions of customer dignity,
shedding light on the importance of maintaining customer dignity in service interactions.
58.8968-Livestream vs. Pre-recorded — Exploring Customer Behavior towards Digital Social-
Examining digital social viewing strategies, this research highlights the impact of livestream and
pre-recorded videos on customers' purchase intention and subscribe intention in the sports
industry.

59.6707-Determinants of student satisfaction in teacher competencies in the International
Studies Bachelor Programme-This study analyzes the determinants of student satisfaction in
teaching competencies in the International Studies Bachelor Programme, providing insights to
enhance education quality and address specific issues.

60.6106-Staff Experience in the Frontline-This study explores the nature of interactions between
customers and service frontline personnel in nonstandard situations, aiming to understand
employee experience from a reciprocal approach and bridging the gap between marketing and
human resource management.

61.6055-Get up, stand up A conceptualization of unacceptable services as counter-hegemonic

practices-Examining socially unacceptable services, this research investigates why certain



services are stigmatized, explores the coexistence of different ways of being in society, and
presents a new approach to understanding service exclusion.

62.8895 - Can robotic agents serve customers like a human? A meta-analysis on customer
responses to robotic vs. human agents. (Advancements in technology have led to the rise of
robotic agents, but can they effectively serve customers like human employees?)

63.7479 - Service Innovation Research: A bibliometric analysis using VOSviewer. (This paper
critically reviews the existing literature on service innovation and aims to identify future research
gaps and propose a research agenda.)

64.4923 - Toward a Framework for Smart Customer Experience Based on Experience-Evaluate-
Engage lterations Using Customer Experience Data. (This paper explores the design of smart
customer experiences through iterative processes of experience-evaluate-engage and highlights
the importance of integrating customer experiences into product-service systems.)

65.4203 - A Method Engineering Approach for Designing Context-aware Services. (Context-
aware services require specific techniques and frameworks, and this ongoing research presents
a method engineering approach for designing such services.)

66.4227 - Seeking synergy in gastronomy innovation between industry and academia — an
illustration within Culinary Arts Event Management. (This paper provides a historical review of
food tourism and analyzes the relationship between academia and the tourist industry in the
context of South African food offerings.)

67.3862 - Machine-as-a-Service in Manufacturing Industries. (This paper discusses the concept
of Machine-as-a-Service (MaaS) in manufacturing industries and presents future directions for
its implementation.)

68.2229 - Examining the Antecedents and Consequences of Game Engagement in Esports.
(This study proposes a conceptual model that explores the factors influencing game engagement
in esports and examines its outcomes.)

69.2838 - Smart retail technologies and their impact on firms’ performance. (This research
focuses on smart retail technologies and their influence on the performance of firms in the
physical retail space.)

70.2494 - Virtual Brand Experience and Metaphor of Brand Personalities across Reality-Fantasy
Continuum. (This paper explores customers' virtual brand experiences in the Metaverse and
examines how they metaphorically perceive brand personalities.)

71.2037 - Comply or resist: The use of service robots in biosecurity. (This exploratory study

investigates the design characteristics, communication strategies, and deployment approaches



of service robots used for enforcing COVID-related control activities and their impact on customer
compliance.)

72.697 - Towards an Approach of Value-based Development of Al-based Business Models —
Considering Al Ethics in the Innovation Process. (This study aims to develop a value-based
design approach for Al business models by considering economic value, customer value, and
ethical value, providing insights and method requirements for business managers.)

73.231 - Service-Profit Chain in the Digital Age Digital Mindset as a Key Moderator: This paper
explores how employees' digital mindset affects variables within the service profit chain in the
context of digital transformation.

74.209 - Exploring the Use of Immersive Technology in Nursing Practice case study in Thailand:
This study investigates the implementation and effectiveness of immersive technology in nursing
education, highlighting the need to address challenges and optimize learning outcomes.

75.192 - Understanding FLE—Robot—Customer Value Co-creation Orientations: This research
develops a co-creation orientation framework for service robots-FLE (Front-Line Employee) and
customers, contributing to human-robotic integration in service theory and practice.

76.5448 - Hustle behavior and employee well-being: This study examines the impact of hustle
behavior on employee well-being, considering digital distraction and work-life boundaries across
different economies.

77.5335 - Service robot acceptance and customer satisfaction: This study explores how
customers evaluate service experiences with service robots and examines the role of customers'
emotional state in their service experience evaluation.

78.5135 - The Paradox between the perceived Intended and Unintended Consequences of Using
Digital Health Technologies: This research identifies and classifies the unintended negative
outcomes of using digital healthcare technologies and provides guidance to mitigate their impact
on healthcare providers.

79.5038 - Enhanced service experience design through NFT technology: This study investigates
the use of Non-Fungible Tokens (NFTs) in service design, considering their potential as
multidimensional resources for customer experience enhancement.

80.4917 - Designing data-driven service with data blueprinting: This paper introduces data
blueprinting as an extension of service blueprinting to support the design of data-driven services,
promoting transparency and responsible design practices.

81.4479 - Towards Autonomous Stores: How varying degrees of in-store automation impact retail

patronage: This research examines the impact of in-store automation on retail patronage,



focusing on autonomous or unstaffed stores and the shift towards self-service in the retail
industry.

82.2359 - Effects of Hotel Choice References on Reuvisit Intention: This study aims to examine
the relationship between different hotel choice references and revisit intention.

83.Do Managerial Communications Improve Customer Satisfaction and eWOM? The Moderating
Effect of Response Authenticity: As hotel managers are actively responding to customer reviews
that are critical for hotel choices, many researchers are investigating the effects of managerial
responses.

84.3304 - Exploring Trends in Self-service Innovation to Boost Social Engagement among the
Elderly from 2000 to 2022” - This study examines elderly self-service technology from 2000 to
2022 to discover prospects for enhancing social engagement.

85.4790 - All welcome in socially sustainable service: Social inclusion of senior audiences in
performing arts” - The aim of this study is to understand and offer solutions for physical and social
challenges within the leisure sphere — specifically attendance in performing arts by senior
audiences — from a social inclusion perspective.

86.1649 - Post-covid-19 service management strategies: The need for access to B2B2C
customer experience - This paper is the first to identify important keywords in service
management in the era of beyond COVID-19 and introduce B2B2C aspects of the strategy. In
addition, this paper contributes to the literature by expanding research in the fields of service
management, customer experience, and new service development.

87. 4227 - Seeking synergy in gastronomy innovation between industry and academia — an
illustration within Culinary Arts Event Management - The research addresses the relevance of
food offerings in a contemporary South African context and analyses the bridges — or lack thereof
— between academia and the tourist industry.

88. 3778 - Sustainable Value Co-Creation in Welfare Service Ecosystems - Transforming
Temporary Collaboration Projects into Permanent Resource Integration - The aim of this paper
is to discuss the unexploited forces of user-orientation and shared responsibility to promote
sustainable value co-creation during service innovation projects in welfare service ecosystems.
89.103 - An examination of online consumer roles in co-creating value: an insight into online
gaming communities - This research looks at how gamification uses social media platforms as a
vehicle to facilitate this sharing phenomenon. It aims to answer gaps in the literature to better
understand how consumer roles within the online gaming community manifests itself, and how
this might lead to building a theoretical framework of value co-creation to positively shape brand

communities.



90. 6171 - Supercharging the service innovation process with data-driven analytics: A case study
with YouTube content creators - Service innovation relies on service providers establishing new
ways for customers to create value, and new technology has created new methods, such as data-
driven innovation, for advancing service propositions. However, the value of data needs to be
explored. This study explores how “YouTubers” use data-driven innovation to create content and
track their progress in the platform to create content.

91.8347 - Customer-centric approach of innovation measurement in B2B: a framework
development - This study tries to answer these research questions: What types of efforts do B2B
companies put into innovation and perceived by their customer? which innovation dimension can
be measured using a model that starts out from the perception of customers? How Swedish
business customers judge the feature of innovation through incremental level of service
innovation?

92.482 - Transformative customer experience journey among higher education exchange
students — The purpose of the current study is to increase the understanding of the transformative
customer experience journey (TCXJ) by capturing customer’s lifeworld, transformative and
sense-making of customer experience journey (CXJ) using interpretative phenomenological
analysis (IPA) as a method for a relative longer period across the different stages (pre, during,
and post) of customer journey (CJ).

93.301 - Strategic Marketing in times of the Service Revolution - This article examines the
implications of the service revolution and its intelligent automation (IA) of service for firms and
their strategies.

94.9930 - From Survival to Sustainability, A Post-Covid Analysis on Service Supply Chain
Adaptability in Emerging Economies - This paper explores the impact of the pandemic on
business and lifestyle norms, with a focus on the service supply chain in emerging economies.
The study investigates emerging consumer trends such as social distancing, hygiene, and
remote consumption, and their implications for new service operation models.

95.8433 - The Role of Corporate Digital Responsibility in Al-enabled Service Design - This
research identifies four key considerations that are shown to impact the Corporate Digital
Responsibility (CDR) practices of service firms when designing Al-enabled service offerings,
namely: transparency, the degree of consumer choice and autonomy, ethical and fair treatment
of consumers and the degree of human control. The paper explores each of these Al-design
considerations in full and in doing so, identifies that not all service environments share the same

types of CDR concerns.



96.9479 - Engaging Citizens in Sustainable Energy Transition - A Design Science Research
approach - The main goal of the study is to enable cities with different engagement backgrounds
within their community to develop a plan suited and adapted to its reality, priorities, and
necessities.

97.9931 - Interplay between servitization and platforms: a longitudinal case study - The objective
of this study is to empirically investigate the roles of platforms in a manufacturer’s servitization
journey, aiming to answer two research questions. First, how does servitization evolve? Second,
how do platforms affect the transition between the stages of servitization?

98.9932 - A service ecosystem perspective of supply chain management - This study explores
how to transition to SC service ecosystems from traditional SCs by adopting a longitudinal case
study approach. We identify two stages of the SC service ecosystem (i.e., a modular SC service

ecosystem and a regenerative SC service ecosystem).
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Volunteer Service Participation during the COVID-19 pandemic: Actor distance and
procrastination behaviour view

Kunio Shirahada?
aJAIST, Japan, kunios@jaist.ac.jp
ABSTRACT

The formation of well-being during an infectious disease pandemic was examined in two
guantitative studies (n=728, n=1048). Resource conservation to avoid infection was intended
to maintain well-being; however, it eventually tended to reduce it. Therefore, during a
pandemic, in addition to conservation, an attitude of resource recovery/creation is required to
form well-being. Community volunteer activities have the potential to grasp this attitude. There
is a low tendency to procrastinate regarding aspects of shortening social distance and bringing
reality closer to what was possible in the past (regaining the past). These findings provide

additional perspectives for Transformative Service Research.

INTRODUCTION

The COVID-19 pandemic, which began in December 2019, provided an opportunity to
reconsider the central concepts of service research: resource integration (Lusch and Vargo,
2014) and actor engagement (Brodie et al., 2011; Hollebeek et al., 2020). In the early stages,
many cities were under lockdown, which forced a halt in the integration of resources for the
formation of life values that had previously taken place (Holden, 2020). While evaluations
regarding the forced lockdown policy have still not reached a consensus, it can be assumed
that for many citizens, it was necessary to maintain the human viability of tomorrow owing to
the fear of a small, invisible virus. Invisible fear created a sense of conservation of resources

among people, and they avoided sharing resources with others than what was necessary.

However, when people perceived that the prolonged fight against COVID-19 would persist
into mid-2020, the 'resource conservation behaviours' originally undertaken to enhance one's
own well-being, that is, not suffering from COVID-19 (Hobfoll, 1989), were contradicted by an
attitude that was extremely damaging to social relationships. Therefore, some citizens actively

found social engagement, despite the fear of infection, and started volunteer activities as
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community service providers (Kanemura et al., 2022). This was a way to revive community
activities stalled by the pandemic and develop the potential of integrating local resources for
the future.

Vaccinations progressed in many countries by 2022 and COVID-19 was found to have
relatively mild effects after repeated mutations. Hence, a growing movement to regain
relationships with local communities, weakened by resource conservation, emerged. Local
communities were value constellations of people's lives (Gallan et al., 2019; Patricio et al.,
2011), and people understood that the weakening of their foundations undermined their basic
well-being. Attachment to a local area (Morgan, 2010) and a sense of contribution to the local
community (Harp et al.,, 2016) are pro-social behaviours (Politi et al., 2021). These are
important attitudes that lead to the recovery and creation of resources that enable citizens to

engage in value co-creation to enhance future livelihood value.

Thus, during the pandemic, people faced resource conservation and resource restoration
motivations. These were relevant to the resource conservation (Hobfoll, 1989, 2002) and
prosocial behaviour theories (Penner, 2002; Yue and Yang, 2021), which included two
concepts of resource restoration and creation. This study focused on human multi-dimensional
distance awareness and attitudes toward activities as cognitions that bridged these two
opposing concepts. The former was the actor-distancing theory (Finsterwalder, 2021) and the
latter was the procrastination behaviour theory (Azimi et al., 2020; Steel, 2010). Study 1
demonstrated how resource conservation behaviour affected citizens’ well-being during the
COVID-19 pandemic. Study 2 focused on volunteering as a resource recovery/creation
behaviour and aimed to empirically explain why people chose this social service regarding the

actor-distance theory and procrastination behaviour.

THEORETICAL BACKGROUND

Resource conservation and pro-sociality as resource restoration/creation

COVID-19 has caused a great deal of stress among people. When people contracted an
infectious disease, their own physical resources were damaged, and they also felt anxious

that they might transmit the virus to others, which could have damaged their emotional

resources and positive emotions (Kakavand et al., 2020). To avoid damage to the positive
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emotional resources in their lives, people adopted resource-preserving attitudes and

behaviours.

Hobfoll (1989) stated that humans strived to minimise the loss of their resources in stressful
situations. Resources are considered objects, personalities, situations, energy, and the means
of acquiring them itself. Smith (2013) applied this theory to value co-destruction research in
services and reported that when a service failure on the part of the so-called provider had
negative effects, such as the loss of various resources on the customer, they may invest
further resources to minimise them and create secondary resource losses. The study focused
on certain coping behaviours and the effects that actors experienced when they actually lost

resources.

In contrast, Losada-Otalora (2021) reported that in the context of knowledge management, in
workplaces with high levels of interpersonal conflict, employees tended to conceal knowledge
that should be shared among members by being defensive to cope with stress. This was since
they were motivated to maintain positive emotional resources, which were inherently
necessary for work. The fact that useful knowledge was not shared negatively affected value
formation (Echeverri and Skalén, 2011; PIé and Chumpitaz Céaceres, 2010). This implied that

it was highly compatible with the service research perspective.

Returning to the context of people’s lives during the COVID-19 pandemic, actual exposure to
COVID-19 would be a greater health problem. Therefore, it was important to avoid contracting
the disease, an issue of anticipated resource loss rather than actual resource loss. In Japan,
the government proposed a code of conduct known as the ‘3C’, in which citizens were asked
to encourage behaviours that avoided ‘closed spaces’, ‘crowded places’ and ‘close-contact
settings’ situations to avoid contracting COVID-19 (Ministry of Health, Labour and Welfare,
2020).

Their pro-sociality towards the community in which they live was related to their attachment to
that community. Solidarity was estranged by the physical restrictions on interaction caused by
the COVID-19 pandemic (Choi et al., 2021) and was expected to enhance one's own well-
being by restoring it (Shirahada and Wilson, 2022). Pro-sociality was linked to altruistic
motivations to care for others, which increased community resilience and contributed to one's

own well-being (Politi et al., 2021) .

Actor distance theory
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Actor distance is the temporal, hypothetical, physical, and social distance of an object from a
point centred on the self in the here and now. Actors can change their resource integration
according to the gap between their perceived and desired distance (Finsterwalder, 2021). Till
date, resource integration has been based on the inter-definability of actors at the micro level
(Kjellberg et al., 2019). Furthermore, various aspects of practice (Echeverri and Skalén, 2011)
and institutional norms (Baron et al., 2018; Goto et al., 2022; Vargo and Lusch, 2017) at the
meso- and macro-levels have been considered influential to resource integration. However,
research analysing the nature of resource integration based on the concept of distance and
its diversity is lacking. In the context of a society-wide decline in active volunteering due to the
COVID-19 pandemic, this study quantitatively investigated the actors who became involved in

volunteering based on the actor distancing theory.
Procrastination theory

Procrastination behaviour is the voluntary delay of an intended action, despite the expectation
that the delay will have worse consequences (Steel, 2007). This behavioural tendency is
generated in the relationship between the demands of self-management and self-regulation
(Nenkov et al., 2008) and the clashing temptations (Steel, 2007). The stagnation of social
activities due to the COVID-19 pandemic reduced the opportunity to shape one's own well-
being. Maintaining the same life pattern may have negative consequences for both the mind
and body in the medium and long term. In contrast, the fact that there were no imposed
instructions and that people were aware of the convenience of online life may have been
factors that promoted procrastination behaviour. However, this was different from
procrastination as an act of laziness without self-regulation (Klingsieck, 2013), which was
found in student surveys. Rather, this study integrated the idea of procrastination behaviour
into behavioural practices for prosocial activities, based on a sense of contribution to the local
community. It investigated the extent to which actors who initiated volunteer activities
possessed this awareness of procrastination behaviour. Subsequently, the relationship
between the actor-distance characteristics of volunteering and procrastination behaviour was

analysed.

STUDY 1

Data collection
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The sample consisted of residents who lived in a specific district of City A in Japan, which had
a population of approximately 0.1 million people. Data acquisition was conducted jointly by the
local council and the Japan Advanced Institute of Science and Technology (JAIST) in March
2021. The survey was conducted both via mail and online. Local councils were established in
2019 as a forum where nearly 20 groups, including neighbourhood associations and
community centres, worked together to think regarding local issues and the future. They aimed
to improve the local community with their own hands. Discussions were held to formulate a
regional vision regarding ‘'pandemic prevention', ‘health’, ‘history and culture', 'the
environment’, and 'education and information'. The survey was conducted as part of a regional
visioning project; the council compiled and managed the survey data and the JAIST was
responsible for the analysis. Approval was obtained from the Life Science Committee of JAIST
(Approval No.: Person 02-022) as the data were collected from human participants. The

results have been partially reported to the public.
Measurement

Table 1 lists the questionnaire items used. Resource restoration orientation was defined
regarding attachment and awareness of contribution to a specific area and participation in a
specific area, based on the fact that sociability was linked to an altruistic motivation to care for
others, which increased community resilience and, in turn, contributed to one's own well-being
(Politi et al., 2021).

TABLE 1: Questionnaire items of study 1

Variables Questionnaire items

Resource - Avoiding close proximity and vocalisation with others.
conservation - I try not to go to places where a lot of people are gathered.
orientation - I try not to go to places with poor ventilation.

(a=.69, AVE=.31, - Avoiding unnecessary trips out of the house.

CR=.69) - Acting with an awareness of social distance.

[Multiple selections]

Resource recovery - What would you like to contribute to the community in the
orientation future?

(a=.79, AVE=.58, - Would you like to take part in a local project in the future?
CR=.80) - Do you feel proud of or attached to the local community?

[4-point Likert scale pre-coded single response format]
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Frequency of contact - How have opportunities to see family and friends changed as a

with family and friends result of the COVID-19 pandemic?

Frequency of - How have your hobbies and recreational opportunities changed

participation in as a result of the COVID-19 pandemic?

hobbies and pastimes [The number of respondents who answered ‘zero’ or ‘decreased
to 20% of the previous level’ or ‘decreased to 40% of the
previous level’ or ‘decreased to 60% of the previous level’ or
‘decreased to 80% of the previous level’ or ‘unchanged from the
previous level’ or ‘increased from the previous level’ was

indicated in a 7-point pre-coded single response format.]

Use of remote - Do you use video calling (LINE, ZOOM, etc.)?

communication tools [4-point scale pre-coded single response format]

- Comparing before and after the COVID-19 pandemic, what is

your current physical health status?.

Well-being . ) .
- Comparing before and after the COVID-19 pandemic, what is
(a=.69, AVE=.53,
CR=.75) your current state of mental health?.
' - Please tell us how satisfied you are with the way you live now.
[5-point Likert scale pre-coded single response format]
Analysis

Stata version 17 was used for analysis. The overall analytical framework was a structural
equation modelling analysis to determine the value of the path coefficient. For reasons of

paper width, specific mediation analysis, such as the Sobel test, was not conducted.

Results

Figure 1 shows the results of the structural equation model analysis. Resource conservation
orientation had a significant negative impact on the frequency of participation in hobbies,
which indirectly had a negative impact on well-being. Since the frequency of participation in
hobbies had a significant positive impact on the frequency of contact with family and friends,
it could be inferred that opportunities for participation in hobbies played an important role in
maintaining and improving people’s quality of life through interaction with others. This was

supported by the significant positive impact of the same factor on well-being.
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However, resource recovery/creation orientation had a significant positive impact on well-
being. Interestingly, of the two response behaviours to COVID-19 pandemic stress, resource
conservation had an indirect negative impact on citizens' well-being, while resource
recovery/creation orientation had a positive impact on well-being as a complementary factor
to its negative impact.

" Frequency of contact
=097 yith family and friends 06 02 '
Resource " 3 Physical health |
conservation A7
Frequency of .
04 —-18" participation in hobbies Well-being Mental health |
" | Usage of remote QoL |
A5 | communication tools

Resource
restoration/creation
orientation

647+

Attachment to motivation to join in Motivation to contribute
community community activities to the community

n=728, Chi*2(20)=23.11, p=.283, CFI=.998, TLI=.996, RMSEA=.015, SRMR=.021  (p***<.001, p**<.01, p*<.05)

FIGURE 1: Result of the structural equation modelling analysis

Use of telecommunication tools was considered a specific behaviour based on resource
conservation orientation; however, the path coefficient was not significant. Rather, the
orientation to actively recover resources significantly influenced the use of
telecommunications. As resource recovery/creation orientation was based on the possession
of pro-sociality, it could be considered that a positive attitude towards others resulted in the

use of telecommunication tools.

STUDY 2

Data collection

Data were collected via a survey panel of Macromill, a major Japanese Internet research

company. Online surveys provided a more demographically diverse sample than other
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methods, with comparable data reliability (Buhrmester et al., 2011). However, there were
concerns regarding double responses (Wright, 2017). Macromill's system did not allow double
responses, and did not register responses with significantly short response times to prevent
spurious responses. In addition, as a manipulation check to prevent inappropriate answers,
guestions were created in which the same content was presented in different ways.

The survey was conducted between 15 and 18 February 2022. The study wanted to survey
those who had engaged in altruistic activities during the COVID-19 pandemic. Hence, an
inclusion criteria was set: those who had done at least one community volunteer activity (e.g.
activities useful to the community) in the past year. Based on this criteria, a questionnaire
survey was conducted, and 1104 responses were obtained. After manipulation checks, 1048
responses were considered valid. Approval was obtained from the Life Science Committee of

JAIST (Approval No.: Person 03-032) as the data were collected from human participants.
Measurement

Table 2 lists the questionnaire items. Actor distances were designed according to
Finsterwalder’s study (Finsterwalder, 2021), and the questionnaire was designed based on
four perspectives. For procrastination behaviour, the questionnaire was designed based on
Pro-10. Actor distance is a new concept and there are no well-established questions.
Therefore, a reliability analysis was conducted, and only items above 0.60 were retained.

Subsequently, an exploratory factor analysis was conducted.

TABLE 2: Questionnaire items and results of the factor analysis

Actor distancing (alpha .64 | alpha (F1) .72 | alpha (F2) .56 ) A-F1 A-F2

Through the activity, | feel psychologically close to the people who live .88

in this city.

| have a good time with similar-minded people through the activity. .63

The activity (to varying degrees) is to restore daily life in this city .67
before the COVID-19 pandemic.

The activity is designed to maintain the quality of life in the city, even if .52
the COVID-19 pandemic (to varying degrees) becomes more severe.

The target of the volunteer service sometimes contact me without 42
unawareness of the physical distance.

The activity can also be conducted online.
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During the activity, | try to avoid the 3Cs. (R)
The activity does not require much time for preparation or -

implementation.

Inter-factorial correlation

A-F1 A7

Procrastination (alpha .71 | alpha(F1) .76 | alpha (F2) .54) P-F1 P-F2

Even after | make a decision to do the activity | delayed acting upon it. .73

Regarding the activity, | am continually saying ‘I will do it tomorrow’ .69

When | should be doing the activity, | did another. .64

| put off making decisions. .59

I will think about continuing that activity when the opportunity arises. .50

At the end of the day, | know | could have spent the time better. 45

| am not very good at meeting deadlines. 42

| do routine maintenance (e.g., changing the car oil) on things | own as o4

often as | should. (R)

| usually make decisions as soon as possible. (R) 51

| generally return phone calls promptly. (R) 41

Inter-factorial correlation
P-F1 .28

(R): Reverse item

Analysis

Exploratory factor analysis (Promax rotation with Kaiser's normalisation) was performed on
the variables related to actor distancing and procrastination behaviour using SPSS version 17
and Stata version 17, respectively. Subsequently, a cluster analysis (Ward's method) was
conducted on the basis of the factor scores to characterise the volunteer activities regarding
actor distancing. The characteristics of the clusters were used to define the characteristics of
volunteering and analyse the extent to which the participants had a tendency to procrastinate
in participating in that volunteering activity. After normality was assessed, an analysis of
variance was performed. The results suggested that the characteristics of volunteer activities
that motivated citizens to volunteer as a resource investment behaviour during the COVID-19

pandemic may prevent them from experiencing procrastination.

Results
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As a result of the exploratory factor analysis, two factors were extracted regarding volunteer
services during the COVID-19 pandemic from the perspective of actor distance theory. These
were F1 (activities that contributed to reducing social distance from others) and F2 (activities
that contributed to regaining life before the COVID-19 pandemic). Based on these results,
cluster analysis was conducted, and five clusters were defined based on the dendrogram. The
characteristics are shown in Table 3. From the top, the table shows the clusters with the
strongest tendency to engage in activities to reduce social distance. Cluster 3 had the highest
average value within the F1 cluster, and F2 was also relatively high. This could be interpreted
as ‘an activity to regain the pre-COVID-19 routine and strongly reduce social distance with
others’. In contrast, Cluster 4 had the lowest mean value for F1. This could be interpreted as
‘an activity that has nothing to do with regaining the pre-COVID-19 routine, but was conducted

while maintaining a large social distance from others’. Thus, each cluster was characterised.

TABLE 3: Characteristics of each cluster

Mean of Mean of

Cluster #. o
_ A-F1 A-F2  Characteristics of the cluster
(sample size, % of total)
(SD) (SD)

An activity that brings back the pre-
Cluster 3 1.21 .76 )

COVID-19 routine and strongly reduces
(n=167, 16%) (.18) (.69)

social distance with others.

An activity that attempts to regain the
Cluster 5 21 72 ) _

pre-COVID-19 routine and mildly
(n=234, 22%) (.45) (.34) S

reduces social distance.

An activity that has little to do with pre-
Cluster 2 .35 -.33

COVID-19 routine and aims to reduce
(n=266, 25%) (.24) (.46) o

social distance.

An activity that has nothing to do with
Cluster 1 -.46 -.19 regaining the pre-COVID-19 routine, but
(n=202, 19%) (.20) (.27) is conducted while maintaining social

distance from others.

An activity that has nothing to do with
Cluster 4 -1.40 -.94 regaining the pre-COVID-19 routine, but
(n=179, 17%) (.62) (.56) is conducted while maintaining a large

social distance from others.
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The exploratory factor analysis revealed that procrastination behaviour had a two-factor
structure. P-F1 was defined as the simple average of P-F1 as procrastination behaviour when
participating in volunteer activities, while P-F2 indicated the person's state procrastination
tendency. Once the composite scored P-F1 was normally distributed, as confirmed by Stata
17 (sk-test), an analysis of variance was conducted.

A one-way analysis of variance (ANOVA) with procrastination tendency as the dependent
variable and clusters with volunteer characteristics as factors showed significant differences
(F(4, 965)=6.04, p<.001, eta squared=.02). Multiple comparisons with Dunnett's C test
showed significant differences between clusters 1 and 2, 1 and 3, 1 and 4, and 2 and 5 (p<.05).
Cluster 1 had higher procrastination behaviour than the other clusters. Cluster 1 was a
volunteering activity characterised (by the participants) by conducting an activity that was
different from the pre-COVID-19 routine context, without reducing social distance. In contrast,
the clusters with lower procrastination behaviour were activities to shorten social distance and
regain the pre-COVID-19 routine context, which were activities to increase the possibility of
the participants' own future value co-creation. Interestingly, these differences were clearly

evident.

DISCUSSION AND CONCLUSION

Study 1 showed that the insecurity of the COVID-19 pandemic motivated citizens to conserve
resources for their basic livelihoods, which was partly an action to maintain their own well-
being. However, it had a negative impact on well-being due to the restriction of their social
activities. In contrast, the attitude of developing one's own life resources for the future, such
as attachment to the local area and a sense of contribution to local activities, activated
communication that could be done even during the COVID-19 pandemic, such as remote

communication, and had a positive impact on well-being.

Based on these results, Study 2 conducted a nationwide survey in Japan among those who
had participated in volunteer activities that contributed to community activities during the
COVID-19 pandemic. This study analysed their perceptions of the content of the activities and
their procrastination tendencies when engaged in them. It was found that, as a way of
volunteering in which citizens could participate with relatively little procrastination, it was
important for activities to have characteristics that included either elements that

restored/created their previous daily routines or enhanced social relationships.
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This study’s contribution to service research is threefold. First, it demonstrated that while
resource conservation behaviour functioned as a psychological defence response to stress
from the external environment, it also undermined social resource integration opportunities
and functioned negatively for well-being formation. In particular, in the case of Japan, the 3C
motto permeated citizens, which may have led to the avoidance of resource integration as a
norm for people, rather than a forced cessation of resource integration as in the lockdown,
and a sustained awareness of resource conservation. Hence, it is necessary to motivate
resource restoration and creation, separate from resource conservation, as a way of providing

services during infectious disease outbreaks that cause difficulties in social contact.

Second, the concepts that created the actor distancing theory were operationalised, and
guantitative research was conducted along with the characteristics of volunteer activities.
Although the questionnaire needs to be refined in the future, actor distancing will be an
indicator to consider which activities with distance characteristics were likely to motivate
people to engage in an infectious disease outbreak. Of the four constructs in this study,
aspects related to physical and social distance were highly reliable. It could be inferred that
the relationship between resource integration and concept of distance became clearer when

applied to other service activities.

Third, community volunteering as a resource recovery/creation activity showed the
characteristics that motivated participants to participate quickly. In this study, procrastination,
a behaviour that traditionally appeared as a failure of individual self-regulation, was used in
the context of the motivation for prosocial behaviour (a volunteering activity). During the
COVID-19 pandemic, we were exposed to services that provided various benefits, even when
physical contact was avoided. The limited minimum needs were met as consumers adapted
to them. However, a wider range of livelihood needs, previously met by the local community,
were gradually unmet, as long as nothing was done. Therefore, the COVID-19 pandemic
showed us the need to consider situations where people ‘voluntarily delayed their intended
action, even though they expected that delay (the action) would have worse consequences’.
The results of the quantitative analysis showed lower procrastination behaviour awareness in
volunteers who were perceived as having either 'the aim of getting back to their previous

routine' or reducing social distance'.
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These points highlight an important perspective on well-being formation through resource
integration in situations of infectious disease outbreaks. This provides an additional

perspective for transformative services research.
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Purpose of the study

The study intends to find out the customers’ acceptance of online grocery shopping during the Covid-19
pandemic by using UTAUT 2 theory. UTAUT 2 theory originated from technology acceptance model (TAM)
— which was first introduced by Davies (1989). He proposed two determining factors for acceptance of new
technology, namely usability and ease of use. TAM focuses on the nature of the new technology. With the
development of TAM into a unified theory of acceptance and use of technology (UTAUT), this theory began
to absorb other factors outside of innovation itself. In addition to usability and ease of use, UTAUT adds
social influence and facilitating conditions (Venkatesh et al., 2003). Venkatesh et al. (2012) then developed
the theory further into UTAUTZ2, which added three additional factors to the previous model. They are
hedonistic values, price values, and habits. Online grocery shopping has its own unique characteristics,
which may hinder its acceptance. Grocery shopping is bulky and requires swift delivery to maintain the
items’ freshness. Thus, online grocery shopping tends to result in higher delivery costs. The Covid-19
pandemic has also brought a unique circumstance in customers’ shopping behavior. They are scared to
shop for products directly at retail outlets due to the risk of being infected by the new coronavirus. This
study explores the acceptance of online grocery shopping which became more popular during the Covid-

19 pandemic.
Methodology

We conducted an online survey to collect the data. The measure consists of 26 items adapted from previous
studies. The variable of performance expectancy (PE) consists of 3 items adapted from Celik (2016), e.g.
‘Shopping apps is a tool that is useful for online grocery shopping’. The variable of effort expectancy (EE)
consists of 4 items adapted from Celik (2016), e.g. ‘I find it easy to understand the use of shopping apps’.
The variable of social influence (SI) consists of 3 items adapted from Shaw and Sergueeva (2019), e.qg.
‘People who are important to me think that | should use shopping apps to buy my grocery’. The variable of
facilitating conditions (FC) consists of 4 items adapted from Shaw and Sergueeva (2019), e.g. ‘If | were to
use a smartphone to purchase for grocery online: I'm sure my smartphone/ gadget will work well.” The

variable of price value (PV) consists of 3 items adapted from Tak and Panwar (2017), e.g. ‘Grocery products
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on shopping apps are reasonably priced.” The variable of hedonic motivation (HM) consists of 3 items
adapted from Tak and Panwar (2017), e.g. ‘Using grocery shopping apps is enjoyable.” The variable of
habit (H) consists of 3 items adapted from Duarte and Pinho (2019), e.g. ‘The use of online shopping apps
has become a habit for me.” The variable of intention to use (ITU) consists of 3 items adapted from Celik
(2016), Shaw and Sergueeva (2019), and Yang and Forney (2013), e.g. ‘I intend to make grocery
purchase(s) through online shopping apps in the next one month.” The scale is a 5-points Likert scale. The
survey utilizes purposive sampling. The respondents targeted are those who are at least 15 years old,
purchasers of groceries, and resided in the Greater Jakarta Areas (consisting of the cities of Jakarta, Bogor,
Depok, Tangerang, and Bekasi). The survey collected 335 usable responses from the population. The

hypotheses were tested using variance-based structural equation modeling.
Findings

The test on the measurement model indicates that it fulfills the criteria of internal reliability, convergent
validity, and discriminant validity. Further, the results show that perceived effectiveness, social influence,
hedonic motivation, and habit influence the intention to use online grocery shopping. Other variables in the

UTAUT 2 model do not influence the intention to use.

Table 1. Result of Structural Model

Path B SD t value Results
EE -> ITU 0,104 0,079 1,323 | Not Supported
FC ->ITU 0,104 0,061 1,696 | Not Supported
H->ITU 0,207 0,062 3,345 | Supported
HM -> ITU 0,174 0,063 2,756 | Supported
PE -> ITU 0,195 0,078 2,515 | Supported
PV ->ITU 0,092 0,069 1,322 | Not Supported
S| -> ITU 0,111 0,051 2,191 | Supported

Research limitations/ Implications

The influence of perceived effectiveness on intention to use indicate that consumers see online grocery
shopping as a solution to fulfilling their needs during the Covid-19 pandemic. The influence of social
influence, hedonic motivation, and habit show that they can become critical angles for grocery businesses
to induce consumers’ online shopping. On the contrary, effort expectancy, facilitating conditions, and
perceived value do not influence the intention to use online grocery shopping. They may indicate that the
process to conduct online grocery shopping is still too impractical. This should become a big concern for
the online grocery businesses. Effort expectancy is the variable coming from the earlier theory of technology

acceptance (TAM), and therefore considered as an important variable for the success of the acceptance of
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a new innovation. Further, the existing facilitating conditions appear to be inadequate to affect the intention
to use. Online grocery shopping needs more facilitating conditions as it is still in the early phase of consumer
acceptance. Lastly, the favorability of price value in online grocery shopping are hindered by the higher cost
of product delivery. The limitation of the study lies in the inability to utilize random sampling.

Originality/ value

The study brings fresh insight into applying UTAUT 2 theory in the context of online grocery shopping
characterized by bulky goods and the need for swift delivery. The Covid-19 pandemic also create a special
context in which the consumers are forced to accept the new technology as way of survival. Future studies
may attempt to test the same model in context of post-pandemic era.

Keywords
Online grocery shopping, UTAUT 2, Covid-19 pandemic, intention to use
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ABSTRACT

How does adopting the government support system in response to COVID-19 affect
innovation in the service industry? Using the concept of innovation efficiency measured by
ratio of innovation output to input, this study analyzes the relationship between the use of the
government support system and innovation efficiency. After calculating innovation efficiency
using data envelopment analysis (DEA), Mann-Whitney U test is performed to verify the

difference in the efficiency depending on the use of the government support system.

INTRODUCTION

One of the main characteristics of the service industry, which is distinguished from the
manufacturing industry, is inseparability or simultaneity, and consumers participate in the
production and consumption of the service (Orava & Tuominen, 2002). In addition to
government regulations such as prohibition and quarantine due to the spread of COVID-19,
people's face-to-face avoidance has had a significant impact on the downturn in the service
industry (Lea, 2020). The government has implemented various support policies to overcome
such a slump in the service industry (Messabia et al., 2022), but its effectiveness has not been
sufficiently verified yet. This study verifies the effect of companies' use of government support

systems in response to COVID-19 on the innovation efficiency of the service industry.

MODEL

This study utilizes the concept of ‘innovation efficiency’, which represents the ratio of input to
output for innovation, to verify the difference in innovation efficiency by the use of government

support systems in the service industry (Hollanders & Celikel-Esser, 2007). Input-oriented
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data envelopment analysis (DEA) is adopted to calculate the innovation efficiency of each
firms, with adopting two input factors (innovation cost and the number of R&D employees) and
one output factor (sales of innovative products) (Shin et al., 2022). Mann-Whitney U test is
performed to test the difference in innovation efficiency depending on the use of government
support systems. Though types of government support system are diverse, not many
companies have used, and thereby only the government support system used by at least 10
companies are analyzed. In this study, therefore, five government support systems are utilized:
tax support (tax reduction, extension of payment deadline, tariff refund, customs clearance
support, etc), direct funding support (no obligation to repay; employment security subsidies,
paid time off expense support, direct support for COVID-19 affected industries, etc), financial
support (with obligation to repay; investment and financing, emergency management
stabilization funds, special guarantees, trade receivables insurance, etc), infrastructure
support (non-face-to-face infrastructure such as telecommuting working from home, video
conferencing, etc), and human resource support (recruitment, education, and training of R&D

personnel, etc). The research model is shown as figure 1. Additionally, the difference in
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innovation efficiency by implementation of telecommuting is performed to further examine the
results of the difference in the efficiency by infrastructure support. This study also calculates
innovation efficiency using R&D expenditure instead of innovation cost as an input factor, and
verify the differences in innovation efficiency by the use of government support system to
check the robustness. Firms with input or output value equals to O are excluded, and total 367
samples are utilized in the main analysis and 364 samples are utilized to confirm the

robustness.

Government Support System

Tax support

Direct funding
support

Financial
support

Human
resource
support

Infrastructure
support

Innovation cost (x1)

R&D employee (x2)

Innovation

Innovative product sales(y)

Efficiency

Efficiency Measurement Model

Figure 1: Research Model

RESULTS

While the difference in innovation efficiency depending on the use of tax support and direct
funding support has not been verified, the difference in innovation efficiency by the use of
financial support, infrastructure support, and human resource support is significantly verified.
First, in the case of financial and infrastructure support, it is verified that companies that
received support are significantly less efficient than companies that did not. On the other hand,
in the case of human resource support, it is confirmed that the companies that utilized human
resource support achieve significantly higher efficiency than the companies that did not.
Therefore, it is verified that the impact of the government support system on the innovation
efficiency may vary depending on the type of support. The results are shown in table 1, and
figure 2, 3, and 4 shows the box-and-whisker plot of the difference in innovation efficiency.

Table 1: Results of Mann-Whitney U test by the use of government support system

Government Mann-
Group N Mean rank | Rank sum . p-value
support system Whitney U
Tax support 1 (No) 349 184.35 64,339.5 3,017.5 778
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Figure 2: Difference in innovation efficiency by financial support
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Figure 3: Difference in innovation efficiency by infrastructure support
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Figure 4: Difference in innovation efficiency by human resource support

In order to further verify the impact of non-face-to-face infrastructure support on innovation
efficiency, additional analysis on the difference in the efficiency by implementation of
telecommuting as a response to COVID-19 is performed. It is verified that firms implementing
work from home are significantly less efficient than those did not. The results could be
explained by the nature of service; service requires some degree of interaction with customers
and thus, face-to-face is required. Therefore, it suggests that implementation of telecommuting
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as aresponse to COVID-19 could have a negative impact on innovation in the service industry.
The results are shown as table 2 and figure 5.

Table 2: Results of Mann-Whitney U test by implementation of telecommuting

Firm response to G N M « | Rank Mann- |
rou ean ran ank sum -value
COVID-19 P Whitney U P
Tel i 1 (No) 193 202.03 38,991 13.312 001
elecommutin , )
g 2 (Yes) 174 164.01 28,537
1.000000 * *
800000
E, * w*
-g 500000
g
E 400000
A * x
200000 g
#
8 8

1 (o) 2 (Yes)

Telecommuting

Figure 5: Results of Mann-Whitney U test by implementation of telecommuting

After calculating innovation efficiency using R&D expenditure instead of innovation cost as an
input factor, Mann-Whitney U test is performed to verify the difference in innovation efficiency
by government support system. The analysis shows the same results as the previous analysis,
and the robustness is confirmed.
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ABSTRACT

The COVID-19 pandemic has reached its third anniversary. While most people have resumed
their normal lives, the virus remains an ongoing global health risk. One of the most affected
service sectors during the pandemic has been tourism. While tourism performance indicators
indicate a sense of optimism, many questions remain unanswered how the pandemic has
altered people’s travel behavior and perceived well-being in times of continuous uncertainties
of travel restrictions. Based on a bibliometric literature review, the purpose of this study is to
identify key themes regarding the impact of COVID-19 on tourism. The study also aims to
provide a comprehensive future research agenda.

INTRODUCTION

The infectious coronavirus disease known as COVID-19 was first reported in Wuhan, China,
in 2019 and subsequently spread globally to become the fifth documented pandemic since the
1918 flu pandemic (Moore, 2021). While COVID-19 has caused massive disruption across
industries (Kabadayi et al., 2020), tourism has been one of the worst affected sectors due to
border closures and/or travel restrictions imposed by governments worldwide (UNWTO,
2020). As the vaccination rollout has increased globally over the last two years, countries have
gradually begun to lift travel restrictions, and tourism has slowly restarted in many parts of the
world. While past research demonstrates that travelling can induce multiple well-being
benefits, the pandemic has forced travelers to change their travel behavior for a number of
reasons. First, government measures such as social distancing, lockdowns, and wearing
masks restricted people’s mobility and social interactions. Second, tourists have become more
reluctant to book travel services far in advance of their travel dates due to a high-risk
perception (Bulchand-Gidumal and Melian-Gonzalez, 2021). Third, the pandemic has caused
a sudden impact on people’s mental health and well-being. Some people developed fear,
anxiety, depression, and negative emotions. As research on the impact of COVID-19 on
tourism is increasing, many questions remain unanswered how the pandemic has altered
people’s holiday decision-making and perceived well-being in times of continuous
uncertainties regarding travel restrictions. As media reports indicate, the virus still kills 9000
to 1,000 people a day worldwide (Johnson, 2023). As such, it is critical to understand the
short- and long-term factors affecting the willingness to travel and its impacts on well-being.
Accordingly, this study pursues the goal of understanding the transformation of tourist
behaviour during the pandemic and the effect on individuals’ well-being. Based on a
bibliometric literature review, we identify six themes affecting the willingness to travel and its
impacts on well-being. The results provide important directions for future research.

LITERATURE REVIEW

Well-being and COVID-19
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The topic of well-being has received much attention over the last decades. Recognized as a
key priority of Transformative Service Research (Anderson et al., 2013), well-being is
associated with a number of health-, social-, job-, education-, family-, and economically-
related benefits (Maccagnan et al., 2019). While there is no consensus in the literature about
its definition or conceptualization, scholars point out that well-being is a broader concept that
includes both individual and collective dimensions, which are inherently interconnected
(Tuzovic et al., 2021). The pandemic has not only affected consumers’ subjective well-being
perceptions. As public health measures such as lockdowns and social distancing helped to
slow the spread of the virus, paradoxically, the level of perceived crowding can impact
consumers’ well-being. Studies indicate that well-being during the pandemic is a collective
concept comprised of multiple domains (macro-, meso-, and micro) of a service system
(Tuzovic et al., 2021).

Tourism and COVID-19

Generally speaking, research has shown that tourism has positive outcomes on individuals'
well-being, such as increased life satisfaction, improved health status, reduced stress by
escaping the day-to-day routine, and enhanced subjective well-being (Brandao et al., 2021;
Hook et al., 2021; lo & Peralta, 2022). Such findings align with the recognition of well-being
as an increasingly relevant dimension in the tourism and service industry. In particular, the
well-being of consumers and employees becomes core for tourism development and
management. The COVID-19 pandemic significantly impacted management within the tourism
industry and the general well-being of travelers. The pandemic threatened the psychological
and physical well-being of individuals. Such unknown context influenced holiday decision-
making and perceived well-being in times of uncertainty of travel restrictions. The tourism
industry ought to address these (and other) challenges by delineating and implementing
strategies that take the safety and well-being of travelers at the core, while ensuring the
sustainability of the industry.

METHODOLOGY

A bibliometric literature review approach is applied to explore the emerging literature on
COVID-19 in tourism and hospitality with a focus on well-being impacts. Bibliometric analysis
is a statistical analysis of publications and citations to evaluate their impact and learn about
the past, present, and future directions of an area of research (Khare and Jain, 2022)

Data were collected from the Web of Science and the Scopus databases on June 1, 2022.
The keywords used were "COVID* OR corona* OR pandemic* AND Touris* OR Travel* OR
hospitality AND Well-being OR wellbeing OR “quality of life”. The keywords were found in the
TITLE-ABS-KEY fields. A total of 738 articles were retrieved after applying the inclusion
criteria of English language, peer reviewed, and published between January 1, 2020, and
June 1, 2022. Further, each article was manually checked for its relevance and a total of 126
articles was used for the bibliometric analysis. Next, we used VOSviewer to identify the
interlinkages between the keywords and uncover the intellectual structure of the papers by
producing a keyword co-occurrence network (van Eck and Waltman, 2010).

FINDINGS

The keyword co-occurrence network is shown in Figure 1. There is a total of six clusters, which
are presented in different colours. The words with the highest frequency are covid-19; well-
being; sustainable tourism; post-covid; mental health; quality of life; local communities;
experience; impact; satisfaction; psychological well-being; and sustainability. Table 1 shows
the six major themes that emerged from the analysis and selected keywords that can
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represent these clusters. Importantly, these clusters are connected and their boundaries are

fuzzy.

Table 1: Cluster themes

Cluster name

Most important keywords

The impact of COVID-19 on the relationship
between tourism employees and organizations
and the effect on employees’ mental health and
well-being

The impact of COVID-19 on tourist decision-
making, motivations, intentions, behavior, and
tourists quality of life and well-being

Managing change in tourism: sustainable
tourism, climate change, crises management,
resilience, local communities, and residents’
well-being

Nature and health tourism in Covid times:
impact on tourists well-being and happiness

Future of tourism post-COVID: resilience,
economic impact, challenges, and tourism
recovery

The impact of COVID-19 on tourists'
perceptions, attitudes, behaviors, and effects
on residents’ quality of life.

COVID-19, mental health, psychological
well-being, subjective well-being, job

insecurity, anxiety, employees' well-
being

Behaviour, impact, experience, quality
of life, motivations, leisure, travel

restrictions, tourist resilience
Sustainable tourism, local communities,
sustainability, lockdown, overtourism,
resilience, economic impact, residents'
well-being

Well-being, sustainable development,
crisis, nature tourism, visitors restoration
happiness, health tourism

Post-covid, tourism resilience,
intentions,  challenges, complexity,
tourism recovery

Attitudes, satisfaction, perceptions,
residents' quality of life, place

attachment, image, pro-environmental
behaviour

Figure 1: Network visualization of keywords
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Findings from the bibliometric search showed the many impacts of COVID-19 on the well-
being of tourists, residents, and tourism workers. Still, there is a need to further analyse the
changes COVID-19 has imposed to tourism and how the industry should respond and change.
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The COVID-19 pandemic has caused massive social upheaval around the world. Large-scale
lockdowns at the national level have been implemented in most countries, and people were
forced to stay at home and reduce social contact. Due to lockdown, social distancing, and
telecommuting, digitalization progressed rapidly in various fields, and changed service
customer experiences, consumer purchasing decisions and the market participants' behavior.
The unprecedented pandemic has changed the world, changing people's minds, and
emerging new business models and new competitors and new competition. Besides the chaos
caused by COVID-19, regional conflicts, economic volatility, and supply chain disruptions have
made the world 'the age of hyper uncertainty'. In the midst of uncertainty, the market does not
grow, and the gap between the rich and the poor gets bigger, leading to the growth of a small
number of well-off companies, and a large number of difficult companies. Companies that
capture changes in the world quickly and accurately get the opportunity to realize higher sales

than before, otherwise face big crisis in the market and can no longer survive.

Throughout the pandemic, service industry experienced the collapse of the existing strategies
and new countermeasures are needed to cope with changes. So, it is essential to understand
the nature of the changes caused by COVID-19 and to predict and prepare for a new normal
era. Unless scholars and managers change perspectives, the theory will no longer be valid
and companies will not be able to survive. However, many of these points have not yet been
applied to paradigm shifts. Academia should not put new things on top of old cakes, but store,
eat, and bake new cakes at the same time. Theories can have continuous validity based on
reality only when new knowledge is summoned, and these theories can help the world in
understanding new things. should navigate without anchoring at the port and challenge
existing theories by allowing the latest phenomenon to be applied to the paradigm shift.
Meanwhile, companies need to adapt and recover from change and grow economically,

psychologically, and socially. Managers should analyze the latest market and consumer
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behavior to create an ecosystem where services can be sold and make sure to form it

sustainable and resilient.

In order to derive service management strategies for the beyond COVID-19 era, we selected
following keywords: Mental well-being, social distancing, digitalization, personalization, new
normal resilience, glocalization, and social value. We analyzed the core features of the
COVID-19 pandemic as fundamental psychological changes in consumer behavior,
accelerated digitalization and hyper-connected society, hyper-personalization through
sophisticated customer experience analysis, changes in the consumption value chain and the
competitiveness of the end market, building secure resilience to reduce uncertainty,

globalization due to supply chain changes, and the importance of social value.

Above all, the dynamics between sellers and buyers in the market have changed, the
hegemony of power has shifted from sellers to buyers, and issues about buyers have become
more important in service management. In the era of beyond COVID-19, the key is whether it
is possible to understand from the perspective of customers and consumers and provide
services suitable for buyers. Consumers are extremely sensitive. There is no eternal
consumer. They continue to evolve, pursue individual interests, flock to rapidly changing
businesses, and turn to services that do not grow and develop. It is essential to think about
‘how to win customers and keep them for life’. According to the competition principle, service
companies that satisfy customers survive, and if the service is bad and the customer is not
satisfied, the company cannot survive. Service companies that have adapted quickly, focusing
on fundamental changes in consumer behavior in markets where uncertainty is mounting,
realize higher sales than before, while those that do not are in a major crisis in the market.
Service management strategies must be found from the market place to create a differentiated

competitive advantage in services. It is better to try the first mover than to be a late pursuer.

It should also be noted that during the pandemic, the world has become a Hyper-connected
society. In a hyper-connected society, people and people, people and machines are
connected. Furthermore, with the development of digital technology and Al, machines are
connected to each other, and new communication strategies have emerged. It is necessary to
change the perspective of how to view the market according to technological innovation. Due
to rapid digitalization, it has become important for all service companies, including B2C and
B2B, to directly communicate with end consumers as well as participants in the value chain.

In particular, B2B services will evolve into a model of platform, not a network. In order for B2B
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services to initiate new changes in the market, it is difficult to find an answer in the existing
market. In order to respond to the rapidly changing market, a customer-centered strategy
called B2B2C is needed. Therefore, this paper seeks a strategy that enables service
companies to strengthen customer relationships through real-time and interactive strengths
and effectively interact with potential customers to strengthen corporate competitiveness away
from short-sighted management. Accordingly, the seven keywords of beyond COVID-19 era
were examined from the perspective of B2B, B2C, and B2B2C (Business to Business to
Customer). After all, the competitiveness of the service can be found in the end market.
Looking into customers' customers is the way to find new ideas for service management

strategies that suit customers' wishes and needs.

This paper is the first to identify important keywords in service management in the era of
beyond COVID-19 and introduce B2B2C aspects of the strategy. It analyzes changes in the
service industry due to the COVID-19 pandemic and seeks strategies to increase
competitiveness and build resilience. In addition, this paper contributes to the literature by
expanding research in the fields of service management, customer experience, and new
service development. From a management perspective, it presents insights for service
companies to explore ways to lead the market and sustain growth by building resilience

beyond the uncertainty of the beyond COVID-19 era.
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ABSTRACT

Due to the travel restrictions during the pandemic era in China, there has been a boom in
virtual tours on social media such as Bilibili, which lead us to think about the spillover effects
of it on tourism. In this study, we formulate a mathematical model that encompasses key
factors that online tourism videos can influence tourists’ decisions of traveling and conduct

data analysis to verify the validity of the model.

Inspired by Pei and Mayzlin (2021), we redefine a model to simulate tourists’ decision-making
results based on the Bayes theorem under the impact of tourism videos. Taking factors
including the utility level of traveling to specific destinations and the affiliated level of video
uploaders into account, we develop a mathematical model to segment people into different
clusters and quantify their travel desire. After numerical analysis, we figure out the dominant
variable which implies the positive impact of watching tourism videos. We also conduct a
regression analysis to check the validity of our model. By integrating a unique dataset
containing 6 cities, 5 years quarterly span of Bilibili's tourism videos and the corresponding
tourist number from the official website, we run a linear regression model using R and find that
there is a generally positive correlation between the number of tourism videos published and

the number of tourists.

METHODS
2.1 Hypothesis
People who have seen travel videos are more likely to make the decision to travel than those

who have not.
2.2 Mathematical modelling

Using Bayes Theorem, we would like to discuss the key factors that will impact tourists' travel

decisions in the post-pandemic era. Notations required are clarified here:
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A: The probability that an individual hasn’t seen the travel video before

p: The probability that the individual wants to travel to the destination based on

his/her prior belief. p&[0,1]

T: The event that the individual wants to travel to the destination. On prior belief:
P(T)=p

F: The event that the individual doesn’t want to travel to the destination. On prior
belief: P(F)=1-p

a: The amount of positive distortion to the signal due to influencer’s affiliation level.
ae[0,1]

y: The initial level of precision of the influencer’s prior belief on the destination.
Assume that an independent influencer should have a similar prior belief with the

individual, i.e. y > 0.5

P(g | T,a) =y+a(1-y), P(g | F.a) = ay+(1-y)

g: The event that the influencer justifies the destination worth a visit.

b: The event that the influencer doesn’t justify the destination worth a visit.

G: The event that the video conveys a positive signal to the audience

B: The event that the video conveys a negative signal to the audience

Assume that P(G | g) = P(B | b) = 1, which means the audience will precisely receive
the signal that the influencer wants to convey

p: The price of going to the destination

v: The utility of going to the destination justified by the individual

k: The ratio of p/v

2.3 Regression analysis

We build a regression model to analyze the correlation between the number of tourists and

the number of videos uploaded as well as the number of plays quarterly.

NumTourist = $; NumPlays+ 3, NumUploads + o; +y: + nAfterCOVID + ¢
For a; and y;, we use dummy variable as fixed effects.
a; = I(Beijing) + I(Hangzhou) + ... +I(Sanya)

e = I1(2018Q1) + I(2018Q2) + ... + I1(2022Q4)

RESULTS
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3.1 Results of the math modelling

Derivation process:

If the individual hasn't seen the travel video, he/she will travel to the destination iff p > p/v, i.e.

p>k

If the individual has seen the travel video, the probability of wanting to travel to the destination
becomes: P(T | G) and P(T | B)

P(G | TYP(T) [y+a(1-y)lp
P(T|G) = =
PG TYP(T)+ P(G | FyP(F) [v+a(1-y) o + [1-y)+ay](1-p)
P(B| Ty*P(T 1-
PT| B) = (B] TyP(T) _ (1-v)p
PB|TYP(T)+ PB| F)P(F) (1) p +y(1-p)

If the video conveys a positive signal, the individual will travel to the destination iff P(T | G) >k,

i.e. p>p(a), where

k(1-y(1-a))
(1-k)y+a(1-y)) + k(1-y(1-a))

p(a) =

If the video conveys a negative signal, the individual will travel to the destination iff P(T | B) >

k, i.e.p>p(b), where

ky
(1-k)(1-y) + ky

p(b) =

p(b) dominates p(a):

Theoretical proof:
If the video conveys positive signals, people will be more likely to travel to the destination in
common sense. Here we assume that if the influencer is affiliated, the videos he or she posted

must convey positive signals. To be more specific, under the same affiliation level, the same
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level of precision, and the same ratio of p/v, people will be more likely to visit the destination
if they watched a video with positive signals instead of negative ones. In other words, if we fix

a, Y, and k, p(a) will always be less than p(b).

Numerical roof:

Table 1: Fix a = 0.5, y = 0.8, observe the change in k, k&[0,1]

1.00
0.75
0.50

0.25

0.00
0.00 0.25 0.50 0.75 1.00

Table 2: Fix a = 0.6, k = 0.5, observe the change iny, ye ( 0.5/1]

= p(a) p(b)

0.5 0.6 0.7 0.8 0.9 1.0
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Table 3: Fix k = 0.5, y = 0.8, observe the change in a, a€[0,1]

0.6 |
0.4

0.2

0.0
0.00 0.25 0.50 0.75 1.00

3.2. Results of regression analysis

For nearly all quarters, the «;, y;, and n are derived with a slightly positive number. However, for
Biand B,, numbers fluctuated at about 0, which indicates the relationship between the number of
tourists and the number is not so clear.

We first put the corresponding data into R and get «a;, y;, and n. Then, we put «; and y, into the
equation and do the regression analysis. Based on this, we collected the number of travel videos
and the number of views by quarters from 2018 to 2022 in 6 representative cities from Bilibili, and
collected the corresponding number of tourists in government by quarter.

DISCUSSION
4.1 Discussion of the math modelling

Based on the probability of traveling we have computed above, we find that the viewers’
decision-making results didn’t only depend on their prior beliefs, but were also affected by (1)
a: the affiliated level of the uploader, (2) k: the ratio of p/v, where p refers to the price of going

to the destination, and v refers to the utility of going to the destination justified by the viewer.
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(3) v: The initial level of precision of the uploader’s prior belief on the destination. It can be

deduced from the data sampling that tourism videos conveying positive signals will outweigh
the opposite ones considering affiliation. Therefore, in most cases, short videos will lead to a

higher level of willingness to travel.

Table 4: Tree Diagram of the math modeling

Randomly choose an individual’s
prior belief p on the destination

A

The individual hasn’t
watched the travel video

p>k p<k

The individual
doesn’t want
to travel

The individual
wants to travel

1-,

The individual has watched
the travel video

wants to travel

The video conveys The video conveys
a positive signal a negative signal
p>p(a) p<p(a) p>p(b) p<p(b)
The individual || 1he individual The individual The individen

doesn’t want doesn’t want
wants to travel
to travel to travel

Table 5: Number axis of the math modelling

Assume that p is uniformly distributed, then:

Don’t go if didn’t watch the
video or watched the video

: Kk p(b) Always goes

with negative signal

Never go p(a)

Don’t go only if watched the
video with negative signal

Go only if watched the video Go if didn’t watch the video

with positive signal

or watched the video with
positive signal

4.2 Discussion of regression analysis
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In this model, we used dummy variable to get the fixed effect of city, time, and after covid or
not. However, there are several aspects that need to improve.

4.2.1 Other events need to be considered

The outcome of the model is not so significant. This may result from the fact that the number
of tourists is closely associated with some more factors, including political reasons, big events,
and others that may greatly attract or excludes tourists. However, we are not able to
guantitively count the influence factor of every possible reason but only focus on several

biggest ones.

4.2.2 Other online video platforms need to be considered
Travel video is only one method of media that tourists would receive. Online live videos, short
videos, and online promotional sales are all good ways to attract tourists. Travel videos in

Bilibili are a good example but can’t represent all.

CONCLUSION

Theoretically, the ideal result of our hypothesis can be deduced from the mathematical model.
With the impact of short videos conveying different sentiment signals, people will be
segmented into different clusters with different willingness to travel, and most people will tend
to have a higher travel desire in view of affiliation. However, the regression result doesn’'t have
a clear result, which probably attributes to some other factors that can influence real-world

tourism numbers, like Olympic Winter Games and others.

REFERENCE

Pei, L, & Mayzlin, D. (2019). Influencing the influencers. SSRNElectronic Journal.
https://doi.org/102139/ssrn.3376904

2023, VinUniversity 45



f‘_\ The 18" International Research Symposium on Service Excellence in Management
fauIs18 QUIs1®
= June 20 — 23, 2023, Hanoi, Vietnam

The effectt of designers’ participation on industrial design performance in the product
development stage

Jiyoon Son?, Changhee Kim®

aSeoul National University, South Korea, imangela@snu.ac.kr
PIncheon National University, South Korea, ckim@inu.ac.kr

ABSTRACT

The study deals with the moderating effect of the designer's participation in the product
development stage. We simplified the product development stage into three phases: 'Pre-
Design,' 'Design,’ and 'post-Design." And the primary research method is Hierarchical
regression analysis. The data selected quantitatively measured data from the "Industrial
Design Statistical Survey". We conducted repeated analysis by varying the data set of
major/medium, medium-sized, and small enterprises to see their differences. This study is an
early-stage study that quantitatively measures the 'Design' process. Precedent studies on
'Industrial Design' are rarely quantitative due to difficulties in measuring the Qualitative
character of industrial design.

INTRODUCTION

In 1984, Philip Kotler, a chair professor at the Kellogg School of Business, spoke about the
value of industrial design. "The Value of industrial design as a 'potent/ variable is heralded in
leading managerial textbooks and viewed widely as helping to provide a sustainable
competitive advantage." Industrial design was recognized as a management factor that could
create added value. However, nearly 25 years later, the area of 'design' is still abstract, and
difficult to conduct quantitative research. In particular few studies quantitatively deal with
industrial design and designers due to difficulties in data collection. Nevertheless, the
participation of industrial designers in product development is essential and requires analysis.
Therefore, this study presents the following questions.

¢ Is the effect of design investment on management performance affected by the level
and scope of designer participation?

¢ Will the effect of design sourcing type on management performance be affected by the
level and extent of designer participation?

This study examines the moderating effect of industrial designer participation in product
development. We conducted a hierarchical regression analysis on 1,233 samples of
manufacturing companies using design in the "Industrial Design Statistical Survey" through
various industrial design-related variables.

LITERATURE
Product development process and design capabilities

The product development process is defined differently depending on the researcher.

Vink et al.(2008)classified the process into nine stages in the study of stakeholder contribution
in the product development process, and Brockhoff (2003) classified it into seven stages in
the study of customer participation. (Ahmadi and Wang, 1999) mentioned the industrial design
process as an independent activity in the rocket development process and divided it into eight
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stages. The industrial design process belongs to the product development process and is
generally integrated with the engineering design stage, but it is a necessary process that
requires separate knowledge and training. Eppinger and Ulrich (2015) emphasized that
industrial design is a crucial task separate from engineering design, including concept
development, product sketching, and prototype development.

In previous studies, design investment is a variable actively used concerning a company's
design activities (Swink and Calantone, 2004; Hertenstein, Platt and Veryzer, 2005; Chiva and
Alegre, 2009). R&D investment costs are disclosed on the financial statements and are
frequently used, but design investment costs are not frequently used due to difficulties in
collecting information. For this reason, existing studies collect respondents' judgments and
opinions during surveys to estimate approximate design investment. We use design
investment cost data. The design investment consists of financial figures for designer wages,
purchase of design software and hardware, training costs for designers, and establishment of
design facilities and laboratories. "Who does the design" is a significant decision-making issue
in product development. In determining the design source of the product, whether to operate
an Inhouse professional design department within the organization or entrust design to an
external company can be an indicator of how a company establishes a strategy to utilize
design (Maciver and O’Driscoll, 2010; Taha, Alli and Rashid, 2011; Czarnitzki and Thorwarth,
2012). The design source of a company can be classified into the outsourced or in-house
design. Based on data reflecting the reality of Korean industrial design, we classified
outsourcing targets into design-specialized firms and freelance designers (individuals).
Moreover, product design outsourcing can be requested to design companies and freelancers
simultaneously, depending on the project.

Figure 1: Research model

Design
Investment

frann g

Design Source

N Firm
A Performance

Out-
sourcing

Feadeeng B

Level of Designer Participation

Range of

Post- Designer Participation

Design
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Operating profit excludes operating costs from sales and is suitable as a dependent variable
for this study due to its low correlation with independent variables such as designer
employment and design investment. Therefore we select operating profit as a dependent
variable (Chiva and Alegre, 2009; Fernandez- Mesa et al., 2013). Moreover, based on
previous studies, 'R&D investment' and 'labor cost' are adopted as control variables (Swink
and Calantone, 2004; Hertenstein, Platt and Veryzer, 2013).

Designer participation in product development

Supplier and consumer involvement in product development positively impact product
performance (Ahire and Dreyfus, 2000; Mullens et al., 2005; Vink, Imada and Zink, 2008).
Moreover, studies show that the operation of design departments and the employment of
designers positively affect corporate performance (Ahmadi and Wang, 1999; Krishnan and
Ulrich, 2001; Page and Herr, 2002; Hertenstein, Platt and Veryzer, 2013). Based on these
studies, industrial designers, as stakeholders, can have a similar impact on the product
development process as suppliers or consumers.

Table 1: Product Development Process and Reclassification

3 phase process 7 phases of Product Development Process Weight*

Establishing Business Strategy .18
Pre-design phase Market Research 27
(Level 1)

Design Requirement and Ground rules 45
Design phase Design / Development Iterations .61
(Level 2) Production Engineering .39
Post-design phase Distribution / QC .30
(Level 3) Marketing Support 24

This study defines the product development process in seven stages based on references,
reclassifies it based on industrial design activities, and divides it into three levels: pre-design,
design, and post-design. Using these levels, we analyse the 'designer participation level.'
The 'designer patrticipation range' is a variable of how many stages designers participate in
product development. Vink et al. (2008) defined the main responsible tasks for each product
development stage and assigned job managers to derive the weight of their contribution level.
According to research results, industrial designers are mainly involved in product concept
development and prototype production among product development, but designers are also
involved in the product development stage, production, and quality development stage.
Referring to the Vink et al. (2008) study, we analysed the moderating effect of designer
participation in the production process—the measurement indicators and units described in
Table 2.

Table 2: Variable description

Variables Measure / Unit
Dependent : . ' . .
Variables Firm performance Operating Profit Log Operating profit
Design . .
Independent Investment (DI) Design Investment Rate Design Investment / Sales
Variables
Design Source In-house Design (InD) In-house design rate / % (0~100)
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Outsourcing to design firm Outsourcing to design firm rate / %

(OFMD) (0~100)
Outsourcing to freelancer Outsourcing to freelancer rate / %
(OFLD) (0~100)
Moderating Designer Participations Level (Level) 0 or 1 (binary)
Variables Designer Participation Range (PR) Y Weights * Level
Control Employees Log / Labor cost
Variable R&D Cost Log / R&D cost

METHODS

Regression analysis is a method of determining how the value of the dependent variable
changes according to the independent variable based on the magnitude of the effect of the
independent variable (predicted variable) on the dependent variable (Cook and Weisberg,
1999). Regression analysis can be subdivided into simple and multiple regression analysis
according to the number of independent variables and linear or non-linear regression analysis
according to the relationship between independent and dependent variables.

Hierarchical regression, a type of multiple regression analysis, is mainly performed when the
amount of additional variance in which a particular independent variable explains the
dependent variable is the focus of the study (de Jong, 1999). Through this process, the degree
of the explanatory power of the model considering the control effect is compared based on the
model that does not consider the control effect, and the effect of the variable representing the
control effect on the dependent variable is verified.

In addition, this study uses logistic regression analysis to verify industrial design activities that
are difficult to explain quantitatively (Demirtas, Anagun and Koksal, 2009). Logistic regression
is used to model relations between a categorical (binary, ordinal, nominal) dependent variable
and some independent variables (continuous or categorical). According to this method, the
effects of independent variables on the probability that the dependent variable belongs to a
category are measured. In addition, data were classified and repeatedly analyzed to examine
differences according to the company's size in verifying the moderating effect of designer
participation. The data used 1233 manufacturing samples from the 2018 Industrial Design
Statistics Survey.

RESULT

In the product development stage, the moderating effect of designers' participation level and
the range of participation was verified. Repeated analysis was conducted with total samples
(n=1233), small businesses (n=726), medium-sized companies (h=376), and large companies
(n=131), and the differences were compared. Model V results from the moderating effect of
the range of designer patrticipation. It results from analyzing how many phases designers
participate in the product development process. The initial results are vast, so a summary
table is presented.

Design investment and the moderating effect of design participation

As a result of the analysis of Model II~IV, which reviewed the level of designer participation in
all samples, it was found that designer participation in the Pre-design (Model Il) and Post-
design (Model IV) stages had no significant moderating effect. However, it was found that
there was a significant moderating effect when the range of designer participation was
extensive. These results differ from Maciver and O’Driscoll (2010) study that designers will
lead the production process stage, and designers will be able to help with every step with
multiplayer. For a more detailed analysis, samples are divided into small, medium, and large
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companies (including medium-sized companies) to examine what differences are shown by
company size.

All the moderating effects related to designer participation were insignificant in the small
business sample (n=726) and the medium-sized business sample (n=376). These results are
believed to have been challenging to extract results related to designer participation because
the number of workers in SMEs was small, and many samples of companies still needed to
hire separate designers. In other words, it was not statistically significant because designers
had little participation in product development. The sample of large companies (n=131) has a
positive moderating effect on the pre-design (ll) and design (Ill) phases. In contrast, the post-
design (IV) step is insignificant. Finally, when designers participated in various ranges of
product development (V), it was found that there was a significant amount of influence. These
results can be interpreted as large companies having their design capabilities and internal
design personnel having more opportunities to participate in product development.

Table 3: Moderating effect of designer participation on the effect of design investment

Dependent variable I Il 1 v \%
\ ) Firm performance
Independent variable Coefficient Coefficient Coefficient Coefficient Coefficient

Total DI 0.015 0.005 -0.012 0.025 -0.034
n=1233 pj *Levell 0.013

DI *Level2 0.048**

DI *Level3 -0.012

DI *PR 0.058*
Small DI -0.089** -0.052 -0.117** -0.062 -0.115*
N=726  p + evel1 -0.050

DI *Level2 0.043

DI *Level3 -0.036

DI *PR 0.031
Mid DI -0.115** -0.313* -0.115** -0.259 -0.148
n=376 pj *Levell 0.210

DI *Level2 -0.018

DI *Level3 0.151

DI *PR 0.230
Large DI 0.015 -0.566** -0.276 -0.042 -0.297
n=131 pj*Levell 0.615*

DI *Level2 0.321*

DI *Level3 0.330

DI *PR 0.334*

Design Source and the Moderating Effect of Design Participation

Table 4 summarizes the results of the moderating effect of in-house design and designer
participation. As a result of the total sample (n=1233), it was found that the participation of the
designer's Pre-Design(ll) had a negative effect. In in-house design, participating in the product
planning and specification determination stage corresponding to the product development
planning stage can negatively impact performance. On the other hand, participation in the
design (Ill) stage has a positive effect. Finally, participation in Post-Design (Ill) was
insignificant. Finally, the moderating effect of the designer's range of participation (IV) is
negative, indicating that designers' participation in various stages has a negative moderating
effect. This effect differs from previous studies in that designers' active participation in product
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development has a positive effect. This result happened because the sample concentrated on
small and medium-sized enterprises that do not have an in-house design.

Similar results were found for small businesses (n=726) and medium businesses (n=376).
First, it was discovered that designers' participation in Pre-Design (Il) had a negative
moderating effect and that design (lll) and post-Design (IV) participation had a significant
positive effect. It means that it is more effective for designers of small and medium-sized
companies to participate in product development and product design support than to
participate in the planning stage. Finally, it was found that the range of designer participation
(V) was insignificant. Interestingly, small, and medium-sized companies show similar
tendencies. On the other hand, as a result of analysing the sample of large companies (n=131),
it was found that the participation of pre-Design (IlI) and Design (lll) had a significant positive
effect, and Model V, in which designers patrticipate in various stages, had a powerful
moderating effect.

Table 4: Moderating effect of designer participation on the effect of In-house design

Dependent variable
\ I Il I v \Y
Independent variable

Firm performance
Coefficient Coefficient Coefficient Coefficient Coefficient

Total InD 0.019 0.038* 0.016 0.038* 0.021
n=1233 InD*Levell -0.076*

InD*Level2 0.011*

InD*Level3 -0.045

IND*PR -0.006*
Small InD -0.039* -0.018* -0.044* 0.011 -0.025
n=726 InD*Levell -0.099*

InD*Level2 0.019*

InD*Level3 0.130**

IND*PR -0.040
Medium InD -0.046* 0.023 -0.062* 0.021 -0.011
n=376 InD*Levell -0.205*

InD*Level2 0.062**

InD*Level3 0.122*

IND*PR -0.080
Large InD -0.062 -0.082 -0.127* -0.030 -0.323**
n=131 InD*Levell 0.049*

InD*Level2 0.255*

InD*Level3 -0.041

InD*PR 0.074***

In the case of outsourcing design, only Table 5 and the Pre-Design (Il) stage were significant
when outsourcing the total sample (n=1233) design company, and the remaining results were
insignificant. The small business sample (n=726) shows that the participation of 'freelancer
designers' in Post-Design (IV) had a positive effect. Given that the Post-Design phase includes
production, manufacturing, and design phases, support for designable design personnel who
can be involved in the production and manufacturing phases can help with management
performance. In the sample of medium-sized companies (n=376) refers, the participation of
design companies (OFMD) had a positive effect in the Pre-Design (Il) stage, and freelance
designers (OFLD) had a positive effect on Design (lll) and Post-Design (IV). Finally, the
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sample of large companies (n=131) indicated to have a negative effect when design-
specialized companies participated in the Design (Ill) phase. In addition, the participation of
design companies in various stages of product development (V) also had a negative effect,
and no significant results reveal concerning freelance designer outsourcing. In summary, large
companies show more positive results in management performance than when developing
products with in-house design, and medium and small companies can achieve more positive
results when designing products through outsourcing design.

Table 5: Moderating effect of Designer Patrticipation on the Effect of Outsourcing Design

Dependent variable I I i v \Y
\

Independent variable Coefficient ~ Coefficient  Coefficient  Coefficient ~ Coefficient

Total OFMD -0.023 -0.046 -0.022 -0.036 -0.030
n=1233 OFLD 0.043* 0.035 0.045 0.025 0.036*

OFMD *Levell 0.044*

OFMD *Level2 -0.001

OFMD *Level3 0.015

OFMD *PR 0.010

OFLD *Levell 0.018

OFLD *Level2 -0.004

OFLD *Level3 0.021

OFLD *PR 0.009
Small OFMD 0.029 0.007 0.033 0.008 0.001
n=726 OFLD 0.065** 0.056* 0.075** 0.005 0.053*

OFMD *Levell 0.042

OFMD *Level2 -0.017

OFMD *Level3 0.024

OFMD *PR 0.007

OFLD *Levell 0.019

OFLD *Level2 -0.005

OFLD *Level3 0.073*

OFLD *PR 0.015
Medium OFMD 0.042 -0.030 0.059 -0.015 0.010
n=376 OFLD 0.046* 0.033 0.067* -0.189 0.071

OFMD *Levell 0.131**

OFMD *Level2 -0.019

OFMD *Level3 0.062

OFMD *PR -0.042

OFLD *Levell 0.011

OFLD *Level2 0.078*

OFLD *Level3 0.238*

OFLD *PR -0.045
Large OFMD 0.054 0.119 0.170** 0.140* 0.279*
n=131  OFLD 0.094 0.288 0.103* 0.246 0.060

OFMD *Levell -0.147

OFMD *Level2 -0.274**

OFMD *Level3 -0.113

OFMD *PR -0.375**

OFLD *Levell 0.054
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OFLD *Level2 0.061
OFLD *Level3 -0.152
OFLD *PR -0.068

DISCUSSION

This study examined the moderating effect of designer participation in the product
development process on the performance of corporate design activities. Hierarchical
regression analysis was performed on 1233 effective samples using industrial design statistics
survey data.

As a result of the analysis reveals that if designers patrticipate in the appropriate stage of the
product development process, the impact of design investment on corporate performance
increases. We verified that having professionals who can understand and develop products in
the design stage (concept design, prototyping) appears the same at all corporate sizes.
However, the level of designer participation in the pre-design stage of the production process
was found to be affected by the size of the company or the design entity (outsourcing, in-
house). In the case of large companies, the pre-design stage leads to positive results
regardless of all control effects, and in particular, in the case of in-house design, it has a more
substantial moderating effect. In the case of small businesses, it exhibits that putting designers
in early stages could have a negative impact. In the case of outsourcing design through a
design company, the participation of designers in all stages of design has a substantial positive
control effect, and in the case of outsourcing, the analysis of the total sample has been verified
to have a positive control effect. However, when it comes to in-house design, it was found that
the participation of designers in all stages of design has a negative effect on both small and
medium-sized companies.

When small and medium-sized enterprises implement an in-house design, it is significant to
put designers in the design and post-design stages. It depicts that putting designers in all
design stages had a negative effect. On the other hand, large companies have a positive
moderating effect by putting designers into the design stage during in-house design. In other
words, the practical stages designers participate in differ depending on the company's size. In
addition, for medium-sized companies, designer participation in all phases employing
outsourcing design-specialized firms was found to have a solid positive control effect.
Furthermore, it confirmed that the samples of small and large companies were insignificant,
and there was a difference according to the company size.

In the case of multiple stages of in-house design by large companies, it shows that the
participation of designers in multiple stages had a powerful positive moderating effect (P<0.01).
On the other hand, in the case of SMEs and small businesses, it was found that both in-house
design and outsourcing design were insignificant or had a negative effect.

IMPLICATIONS

This study has several implications. First, the study is an early-stage study that quantitatively
measures the 'Design' process. Precedent studies on 'Industrial Design' are rarely quantitative
due to difficulties in measuring the Qualitative character of industrial design. Unlike previous
studies, it has theoretical value because it attempted to measure the guantitative effect of
industrial design on corporate performance. Second, the study provides reference materials
related to the use of industrial design for small and medium-sized enterprises. Small and
medium-sized enterprises are easier to imitate large companies' products than to develop
original designs and have low awareness of design value (Korea Institute of Design
Promotion, 2013). The low need for the design of small and medium-sized companies
naturally consists of the low employment of designers (Choi, 2017), and the employment
insecurity of designers leads to a vicious circle that leads to low-level design or design copy.
Compared to the United Kingdom, the United States, and Europe, Korea does not consider
design as industrial property yet. Designers are a vital, irreplaceable resource in the
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manufacturing industry (van Aken, 2005), and SMEs do not seem to realize this fact. When
designers participate in the product development stage, they can improve development
efficiency and consequently positively impact corporate performance (Eppinger and Ulrich,
2015). Studies that analysed several large companies argue that the value of design positively
affects a company's financial performance (Hertenstein, Platt and Veryzer, 2005; Chiva and
Alegre, 2009). This study discussed "when designers should be deployed in the product
development stage" and at what scale companies should consider hiring designers to
emphasize the need for designer employment. Based on the results, suggestions that can be
referenced for designer participation or design resource input at the product development
process stage according to the company's size are summarized as follows.

Table 6: Suggestions for Designer Participation

Participation Level (Phase) Participation Range

Pre-Design (Design Requirement)

Large company Design (Concept Design, Prototype)

Expand

Pre-Design (Outsourcing Design Firm)
Design (Concept Design, Prototype) -
Post-Design (engineering, Production, QM)

Mid-size
company

Design (Concept Design, Prototype) i
Small company Post-Design (engineering, Production, QM)

This study discussed "when designers should be put in the product development stage" and
"when companies should consider hiring designers" to emphasize the need for designer
employment. Based on the results, Table 6 summarizes the suggestions regarding the
designer input strategy according to the size of the company.
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ABSTRACT

Literature suggests a shift from acquisition to non-ownership. However, empirical studies have
shown that many consumers still value ownership. Some research has suggested that
customers who initially try access-based services end up purchasing the products. To
understand this phenomenon, this study surveyed e-scooter rental customers in Sweden, with
an aim to investigate when and why customers of access-based services may switch to
product ownership. The results indicate that, for low-cost products, customers may choose
product ownership over continued access, even when satisfied with the rental service. This is

often due to perceived benefits of ownership that exceed those of access.

KEY WORDS: Access-based services, e-scooter renting, shared mobility.

INTRODUCTION

Access-based services refer to “market-mediated transactions that provide customers with
temporary limited access to goods in return for an access fee, while the legal ownership
remains with the service provider” (Schaefers et al. 2016, p. 571). Many access-based
services leverage technological innovations to capitalize on evolving consumption patterns
and changing attitudes towards ownership (Belk, 2014), providing customers with convenient
and cost-effective product access (Hazée et al., 2017). Despite initial interest in access-based
services, however, research has indicated that many consumers still highly value product
ownership (Bardhi & Eckhardt, 2012; Fritze et al., 2020; Moeller & Wittkowski, 2010).
Furthermore, numerous commercial failures have been observed recently, particularly in the
automotive industry, where car ownership remains the norm for most customer segments

(e.g., Nansubuga & Kowalkowski, 2021).
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Not surprisingly, empirical research predominantly concerns the shift from ownership to
access, such as the study of drivers or barriers (e.g., Hazée et al., 2019; Lawson et al., 2021;
Oyedele and Simpson, 2018). What these studies have in common is that they investigate

markets created and dominated by product ownership, and in which access-based services
typically substitute for ownership (e.g., the automotive market or the clothing industry).

What remains unexplored is the situation in markets where ownership is not the norm. In such
markets, what would encourage consumers to purchase a product instead of paying for access
to it? Furthermore, what can access-based service providers do to retain their customers?
Understanding such contexts and situations is critical for comprehending the understanding

of access-based services and the dynamics between ownership and access.

To the best of our knowledge, this is the first empirical study that investigates the shift from
mobility services to ownership (cf., Kopplin et al., 2021; Mitra and Hess, 2021). Our research
sheds light on the overlooked issue of how and under what conditions customers in access-
based services transition to product ownership. With this study, we aim to present counter-
intuitive insights on access-based services—several that differ from previous research—such

as intention to use products or their environmental impact.
METHODOLOGY

We hypothesized that customers satisfied with their access-based service experience will
nonetheless be more likely to buy the products they have rented, despite loyalty intentions,
due to high perceptions of ownership advantages. As antecedents, we consider three positive
factors to customer satisfaction: convenience; performance; and compatibility. We also predict

two negative factors: responsibility; and image.

Main hypotheses

e Hai: Perception of high service convenience from shared e-scooters positively
influences customer satisfaction.

e H2: Perception of good performance from shared e-scooters positively influences
customer satisfaction.

e Has: Perception of high responsibility by users because of shared e-scooters

negatively influences customer satisfaction.
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e Ha: Perception of high compatibility using e-scooter sharing services positively
influences customer satisfaction.

e Hs: Perception of negative image in e-scooter sharing services negatively
influences customer satisfaction.

e He: High satisfaction with e-scooter sharing services positively influences loyalty
to e-scooter sharing.

e Hz7: High levels of loyalty towards e-scooter sharing services negatively influences
E-scooter purchase intention.

e Hs: Perception of high ownership advantages positively influences e-scooter

purchase intention.

To test the hypotheses, we conducted a survey of e-scooter service customers—a context
considered highly relevant for service research (Skiera et al., 2022). The survey was hosted
online in October 2022, preceded by face-to-face interaction. In total, 449 students at two
Swedish universities participated in October 2022. A short introduction explained the scope of
the survey (i.e., “aimed at those who have ever rented an electric scooter”), the research
purpose (i.e., “research on transport and mobility”), the incentive (i.e., lottery with 20 cinema
tickets), and instructions (e.g., anonymous data collection, voluntary participation, mandatory
responses, 5 min. estimated response time, and data protection policy). The survey
questionnaire contained 20 questions, beginning with questions to establish respondents’
usage patterns, followed by more specific questions for each construct. Questions to obtain

respondents demographic specifications were asked towards the end.

The sample was reduced to 430 as 18 of the respondents had already acquired an e-scooter
(making measures of perceived ownership advantages and purchase intentions irrelevant).
One duplicate participation was found; hence, a total of 19 responses were excluded from the

dataset.
RESULTS

The survey results were analysed using partial-least square structural equation modelling
(PLS-SEM). Before assessing the model's structural relationship, we established the
measures and constructs’ reliability (using composite coefficients 11C and 1A, as well as the

traditional Cronbach’s Alpha; see Table 1), convergent validity (using the Average Variance
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Extracted), and discrimination validity (heterotrait-monotrait ratios all below 0.9). Furthermore,
we found no issues of multicollinearity to report (VIF values below 3).

Table 1: Measurement Model.

Construct Indicators Mean SD CA il LA AVE
Service Convenience 2 5.628 0.428 0.508 0.800 0.524 0.668
Service Performance 3 4583 0.198 0.912 0.945 0913 0.851
Service Responsibility 2 4,115 1406 0.669 0.823 1.447 0.707
Service Compatibility 3 3.768 0.176 0.886 0930 0.890 0.815
Service Image 3 4303 0.303 0.883 0.928 0.883 0.810
Customer Satisfaction 4 5.027 0.083 0.883 0919 0.885 0.739
Service Loyalty 2 3.814 1.122 0.743 0.884 0.797 0.792

Ownership Advantages 4 4,097 0394 0.768 0.852 0.774 0.590

Purchase Intention 3 2.429 0.505 0.904 0.939 0.933 0.838

The PLS algorithm was used to estimate the path coefficients (1) and their effect sizes (f2

values) of the structural model—statistical significance was estimated with the bootstrapping
procedure (with 10,000 samples). Among positive factors on Customer Satisfaction, Service
Convenience and Service Performance have a medium and small effect, respectively—but
Service Compatibility did not have a statistically significant effect (see Table 2). On the other

hand, negative Service Image has a small negative effect on Customer Satisfaction—and

Service Responsibility has no significant effect. Therefore, we find support for H1, H2, and Hs,
while H3 and Ha are not supported. Results further suggest that the positive effect of Customer

Satisfaction on Purchase Intention is mediated by Service Loyalty, supporting Hes, and H7.
Finally, Ownership Advantages has a medium positive effect on Purchase Intention, providing

support for Hs.

Table 2: Structural Model.
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Direct Effects 0 f2 t P
Serv. Convenience — Cust. Satisfaction 0.421 0280 10.268 0.000
Serv. Performance — Cust. Satisfaction” 0.380 0.094 50922 0.000
Serv. Responsibility — Cust. Satisfaction .0.015 0.000 0.363 0.716
Serv. Compatibility — Cust. Satisfaction -0.003 0.000 0.056 0.955
Serv. Image — Cust. Satisfaction”™ -0.102 0.020 2.759 0.006
Cust. Satisfaction — Service Loyalty*** 0.626 0.649 20279 0.000
Cust. Satisfaction — Purchase Intention .0.083 0006 1.603 0.109
Service Loyalty — Purchase Intention” 0301 0074 5.176 0.000
Ownership Advantages — Purchase Intention” 0458 0289 12332 0.000

RESEARCH IMPLICATIONS

Our study highlights that, for low-cost products like e-scooters (cf. Lehr et al., 2020), access-

based services can have a significant impact on promoting product purchase and ownership,

even when customers are satisfied with the rental service and intend to remain loyal. Notably,

our findings suggest that satisfied service users may choose to purchase products when they

perceive the benefits of ownership as high, rather than continuing to use access-based

services.

Our study underscores the importance of understanding the factors that influence satisfaction

and loyalty among customers of access-based services. This knowledge can help service

providers improve the design and value proposition of their services, ultimately enhancing

customer retention.

LIMITATIONS
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It is worth noting that our study focused on the shared mobility sector in Sweden. Future
research on this topic could yield additional insights by exploring other contexts and markets
for access-based services.

REFERENCES

Bardhi, F., & Eckhardt, G. M. (2012). Access-based consumption: The case of car
sharing. Journal of consumer research, 39(4), 881-898.

Belk, R. (2014). You are what you can access: Sharing and collaborative consumption
online. Journal of business research, 67(8), 1595-1600.

Fritze, M. P., Marchand, A., Eisingerich, A. B., & Benkenstein, M. (2020). Access-based
services as substitutes for material possessions: the role of psychological
ownership. Journal of Service Research, 23(3), 368-385.

Hazée, S., Delcourt, C., & Van Vaerenbergh, Y. (2017). Burdens of access:
Understanding customer barriers and barrier-attenuating practices in access-based
services. Journal of Service Research, 20(4), 441-456.

Hazée, S., Van Vaerenbergh, Y., Delcourt, C., & Warlop, L. (2019). Sharing goods? Yuck,
no! An investigation of consumers’ contamination concerns about access-based
services. Journal of Service Research, 22(3), 256-271.

Kopplin, C. S., Brand, B. M., & Reichenberger, Y. (2021). Consumer acceptance of shared
e-scooters for urban and short-distance mobility. Transportation research part D:
transport and environment, 91, 102680.

Lawson, S. J., Gleim, M. R., & Hartline, M. D. (2021). Decisions, decisions: Variations in
decision-making for access-based consumption. Journal of Marketing Theory and
Practice, 29(3), 358-374.

Lehr, A., Buettgen, M., Benoit, S., & Merfeld, K. (2020). Spillover effects from unintended
trials on attitude and behavior: Promoting new products through access- based
services. Psychology & Marketing, 37(5), 705-723.

Mitra, R., & Hess, P. M. (2021). Who are the potential users of shared e-scooters? An
examination of socio-demographic, attitudinal and environmental factors. Travel
behaviour and society, 23, 100-107.

Moeller, S., & Wittkowski, K. (2010). The burdens of ownership: reasons for preferring
renting. Managing Service Quality: An International Journal.

Nansubuga, B., & Kowalkowski, C. (2021). Carsharing: a systematic literature review and

research agenda. Journal of Service Management, 32(6), 55-91.

2023, VinUniversity 61



He
[\ U IS ]8 The 18" International Research Symposium on Service Excellence in Management
et

(QUIS18)
June 20 — 23, 2023, Hanoi, Vietham

Oyedele, A., & Simpson, P. (2017). Emerging adulthood, sharing utilities and intention to
use sharing services. Journal of Services Marketing.

Schaefers, T., Lawson, S. J., & Kukar-Kinney, M. (2016a). How the burdens of ownership
promote consumer usage of access-based services. Marketing Letters, 27(3), 569-
577.

Skiera, B., Yan, S., Daxenberger, J., Dombois, M., & Gurevych, |. (2022). Using
Information-Seeking Argument Mining to Improve Service.Journal of Service
Research, 25(4), 537-548.

2023, VinUniversity 62



f‘ﬂ‘\
[\ U I S .IB The 18" International Research Symposium on Service Excellence in Management
et

(QUIS18)
June 20 — 23, 2023, Hanoi, Vietham

What is the most important among quantity, quality, and timeliness? Evidence from
usage of Korean public database

Yeongjun Kim Incheon National University, Korea, brent.kim@inu.ac.kr
Seongtae Hong Incheon National University, Korea, seongtae1998@inu.ac.kr
Changhee Kim Incheon National University, Korea, ckim@inu.ac.kr
Dohun Kim Incheon National University, Korea, 22ehgns22@naver.com
Kyunghwa Chung VinUniversity, Vietnam, kyunghwa.c@vinuni.edu.vn

ABSTRACT

How can the government make and manage public data in a way that helps start-ups succeed?
And what should start-ups consider when they use public data? This study evaluates the
performance of start-ups by using data envelopment analysis. It considers both the
development and commercialization of products and services that use public data with a
network model. It also uses Tobit regression analysis to examine how different aspects of

public data and government policies affect each performance measure.

INTRODUCTION

Public data is a source of innovation for companies, especially in the era of digital
transformation (Beverungen et al., 2022; Fernandez-Rovira et al.,2021). More and more
companies are using public data to improve their products, develop new ones, or launch
startups(Kitsios and Kamariotou, 2017). Therefore, the government’s role in creating and
managing public data is crucial. A new business model and market based on public data can
enhance the national competitiveness in the future. Many countries are supporting start-ups
that use public data(Kitsios and Kamariotou, 2017). Previous studies have explored the
characteristics of public data, the types of start-up applications, and the government policies
for start-up support(Choi et al., 2021; Duruflé et al., 2017; Hansen et al., 2009; Pena, 2002;
Wagner and Stemberg, 2004). However, there is a lack of studies that measure how these
factors affect the performance of start-ups quantitatively. In particular, no study has analyzed
and evaluated the efficiency of start-ups and how it is influenced by public data and

government support, even though efficiency is a key feature of start-ups.

MODEL
The model of this study is shown in Figure 1. This study analyzes a two-stage efficiency model.
In the first stage, the R&D efficiency using public data is analyzed. The input factors are the

number of experts and the start-up costs, and the output factor is the number of intellectual
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property rights. In the second stage, the commercialization efficiency is measured with the
number of intellectual property rights (the output factor of the first stage) and the total number
of workers excluding experts as input factors, and total sales as output factor. After analyzing
the two efficiencies, Tobit regression is used to understand how environmental variables affect
each efficiency. The environmental variables are divided into two main categories: satisfaction
factors and necessity factors. Satisfaction factors are related to public data and include
Accuracy, Reliability, Timeliness, Quantity, and Convenience. Necessity factors are related to
external conditions and include Trend (News), Manpower, Funds, Technology, Education,

Consulting, and Policy.

'L Satisfaction Factor : —|'L Necessity Factor E—
* Accuracy * Trend(News)
* Reliability * Manpower
* Timeliness I H2-2 * Funds
*  Quantity | p1-2 - * Technology
* Convenience - -l ! *  Education
1 I : * Consulting
[ * Policy
HI-1 | .‘IL‘:““' J
| I |
i H21 V| ¢
Mg~~~ ~---= ey
ped | y V)
Start-up Cost (x1) Vbbb bed Tl
; Number of Intellectual | Commercialization Total Sales (y1)
R&D Efficiency 5
Property Rights (z1) Efficiency
Number of Experts (x2)
Number of Employees

Excluding Experts (z2)

Figure 1: Research Model

RESULTS

Tables 1 to 4 below show the results of hypotheses H1-1, 1-2, 2-1, and 2-2. Firstly, when
examining the impact of public data satisfaction on R&D efficiency (H1-1), it was found that
only the "timeliness" index of public data had a positive effect on R&D efficiency. Secondly,
when considering the effect of public data satisfaction on commercialization efficiency (H1-2),
it was found that the "accuracy" and "quantity" of public data had a positive effect, whereas
the "reliability" of public data had a negative effect. In terms of the impact of public data
necessity on R&D efficiency (H2-1), it was found that utilizing public data for consulting and
guality management purposes had a positive effect, while funding-related support such as
early start-ups and infrastructure investments had a negative effect. Finally, when examining
the effect of public data necessity on commercialization efficiency (H2-2), only consulting and
guality management support utilizing public data had a positive effect. Based on these
findings, it is clear that timely provision of public data is crucial, and the data should be both

accurate and sufficient in quantity. In addition, utilizing consulting and quality control services

2023, VinUniversity 64



40uisis

The 18" International Research Symposium on Service Excellence in Management

(QUIS18)

June 20 — 23, 2023, Hanoi, Vietham

can improve efficiency. However, it should be noted that prioritizing data reliability may result

in decreased timeliness and limited data availability. As a result, it appears that data reliability

may have a negative impact on R&D efficiency, and further research is necessary to explore

this aspect in more detail.

Table 1: Test results of H1-1

Coefficient Std. Error z Value Sig.
(Intercept) -1.2611 0.7681 -1.6417 0.1006
Accuracy -0.0569 0.4058 -0.1402 0.8885
Reliability -0.2789 0.4074 -0.6847 0.4935
Timeliness 0.5998 0.3130 1.9164 0.0553*
Quantity 0.0877 0.3039 0.2885 0.7730
Convenience -0.1979 0.2066 -0.9579 0.3381
Log(scale) -0.0481 0.1359 -0.3536 0.7236
Table 2: Test results of H1-2
Coefficient Std. Error z Value Sig.
(Intercept) -2.4790 0.6511 -3.8075 0.0001
Accuracy 1.2656 0.3111 4.0685 0.0000***
Reliability -1.0740 0.3609 -2.9760 0.0029***
Timeliness -0.1819 0.2482 -0.7329 0.4636
Quantity 0.8425 0.3066 2.7478 0.0060***
Convenience -0.2987 0.2033 -1.4691 0.1418
Log(scale) -0.3365 0.1388 -2.4241 0.0153
Table 3: Test results of H2-1
Coefficient Std. Error z Value Sig.
(Intercept) 0.5899 0.3857 1.5294 0.1262
Trend(News) -0.1058 0.1327 -0.7968 0.4256
Manpower -0.1531 0.2044 -0.7489 0.4539
Funds -0.3544 0.1587 -2.2330 0.0256**
Technology 0.3870 0.2427 1.5941 0.1109
Education -0.1599 0.1423 -1.1237 0.2611
Consulting 0.2842 0.1653 1.7200 0.0854*
Policy 0.0774 0.1343 0.5763 0.5644
Log(scale) -1.4638 0.1541 -9.4965 0.0000
Table 4: Test results of H2-2
Coefficient Std. Error z Value Sig.
(Intercept) 0.1477 0.2714 0.5441 0.586
Trend(News) 0.1435 0.1272 1.1281 0.2593
Manpower 0.0526 0.2121 0.2478 0.8043
Funds -0.0788 0.1140 -0.6911 0.4895
Technology -0.0612 0.2066 -0.2963 0.7670
Education -0.1659 0.1409 -1.1776 0.2390
Consulting 0.3153 0.1618 1.9492 0.0513*
Policy -0.1297 0.1267 -1.0238 0.3059
Log(scale) -1.5419 0.1491 -10.3435 0.0000
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ABSTRACT

The continuous changes generated by the globalization, the new technologies, shorter product
lifecycles or changes in consumer needs and tastes, requires companies to update their
resources and capabilities to improve their response. The lack of specific knowledge and
technology pushes companies to collaborate with their stakeholders. In some cases, this
collaboration is directly with users and focused to jointly create value from goods or services,
co-creation with users. Previous studies related to co-creation with users have been focused
mainly on the characteristics and motivations of the co-creative users. However very little has
been done attending to what characterizes the companies that turn to co-create. In this study,
we aim at identifying the relevant features that drive or hinder co-creation using machine
learning technigues. The results indicate that what most pushes companies to co-create is
related to the innovative attitude and strategy towards their environment. Companies that are
oriented to customization, standardization and that are engaged in innovation cooperation
activities with stakeholders are more likely to co-create. Innovative companies are also more
likely to co-create. The study suggests that firm’s innovation strategy and orientation towards
a better understanding of customer needs is driving co-creation. Our study also reveals that
typical innovation drivers such as in-house R&D, public funding or the company size does not
drive co-creation. Taking into account that most of Spanish companies are SMEs and that
they lack on innovation capabilities to develop innovations in-house, the results highlight a
path for non-R&D innovators to maximize their innovation success by focusing on customer
specific solutions. The results are of great interest to highlight managers and policy-makers
how to develop strategies and policies to encourage innovation through co-created goods or

services.
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INTRODUCTION

The continuous change in firm’s environment, such as those changes because the
globalization, the new technologies, shorter product lifecycles or changes in consumer needs
and tastes, requires companies to update their resources and capabilities to improve their
response (Chen, Reilly and Lynn 2012). However, the scarcity and the lack of specific
knowledge and technology, specially in SME’s, pushes companies to seek for these resources
through collaboration with other external stakeholders. Eventually, this collaboration goes
further and extends toward co-creation.

Many definitions have been reported for Co-creation (Alves, Fernandes, and Raposo, 2016;
Galvagno and Dalli, 2014; Ranjan and Read, 2014; Ramaswamy and Ozcan, 2018). Despite
the numerous approaches to the concept, we understand co-creation as the process by which
a firm and a stakeholder jointly create value from their goods or services (Prahalad and
Ramaswamy, 2004a, 2004b). Particularly, for this study we will consider the stakeholder being
the user of the good or service (co-creation with users). A user can be an end customer or an
enterprise which uses a product as an intermediate product. This requires the active
participation and interaction (engagement) between the parts, the user and the firm.
Additionally, we consider the extension of the co-creation to the design and development of
the product or service with the user.

Thus, co-creation differs from customization, which is considered when the firm designed and
developed the product alone. In customization the user is limited to adapt and select product
features during the final stages of product development. It also differs from open innovation
(Chesbrough, 2003a, 2003b) because open innovation involves a cooperation and interaction
between different stakeholders while co-creation focusses more on the collaboration between
the firm and a specific stakeholder, in our case, the user. Additionally, co-creation is not limited
to innovation (co-innovation) but extends to other processes, such as design (co-design) or
production (co-production) (Chebbi, Yahiaoui, Thrassou, and Vrontis, 2013; Payne et al.,
2008).

The literature has focused on the characteristics and motivations of co-creative users. Among
their characteristics, studies have focused on their technological skills, cooperative skKills,
market knowledge or attitudes among others (Etgar 2008, Cova and Dalli 2009, Prahalad and
Ramaswamy 2004a), while motivations are related to empowerment, recognition, enjoyment
or information seeking and control, among others (Fuller 2010, Etgar 2008, Filler et al. 2004,
Xie et al, 2008)

METHODOLOGY
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The aim of the study is to identify the characteristics of co-creative companies and how and
to which extent these features affect. Traditional multivariate methods based on regression,
such as logistic regression or discriminant analysis, would allow to classify companies in
predefined groups, such as for example differentiating companies that co-create from those
that do not co-create. These linear models are simpler and easy to interpret when the number
of variables are relatively low. However, in real world applications they are very limited and
they are not able to capture complex interrelations between variables as their number grow.
Thus, we used a machine learning (ML) algorithm to overcome these issues. Although the
models created outperform traditional multivariate linear models, they are not free of
complications. ML models are like a black-box to human interpretation. Therefore, ML need of
additional tools to interpret the models that are generated. In this section we will justify the

selection of a ML model that it is both accurate and interpretable.

Data preparation

We used data from the Community Innovation Survey (CIS) 2018 for Spain. The CIS is
designed to provide information on the innovativeness, on innovation drivers or barriers and
on the innovation outcomes. In addition to the mandatory variables, each wave includes
voluntary variables to pulse on trending topics. CIS 2018 included questions related to strategy
and knowledge flows with information about firms offering of goods or services co-created with
users, goods or services designed and developed specifically to meet the needs of particular
users (customization), and standardized goods or services offered to different users in the
same way, including mass customization.

The database contains data from 31105 Spanish companies and 240 variables. The database
required some preparation in order to apply ML algorithms. Particularly, we eliminated
variables that give no information to the study (i.e. country, id) and we converted categorical

variables, such as, the industry to dummies.

Accuracy metric

The selection of the metric allows the models to be evaluated to determine their performance.
The model intends to predict if a company is a co-creator or not (our target variable).
Cocreators represent only 12.13% of the population in the sample. This highly imbalanced
distribution of cases suggests that traditional accuracy (correct predictions/total predictions) is
not a proper measure to evaluate the performance of the models (Galar et al., 2011). In these

cases, the most commonly used metric is the roc auc score. We will use roc auc score to
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compare the model performance in the selecting the algorithm, handling the imbalance sample
and tunning the model.

Algorithm selection

To select the machine learning algorithm, we evaluated a set of different types of algorithms
(linear, non-linear, and ensemble algorithms) with the default options of the total sample to
determine the optimal algorithm for our study. We used stratified k-fold cross-validation with
five splits and three repeats to ensure that each fold had the same class distribution as the
original dataset and to capture a sample of the algorithm performance on the dataset
effectively. Among the different algorithms we selected the extreme gradient boosting
algorithm (XGBoost) which outperformed the other machine learning algorithms.

Imbalanced sample

In our study, distribution of samples across the classes of the target variable are significantly
imbalanced. Machine Learning classification algorithms try to minimize the error rate instead
of focusing on the minority class and, therefore, do not work well in imbalanced datasets (Kuhn
and Johnson, 2013) To avoid this issue there we tested different techniques available (Kuhn
and Johnson, 2013) such as, oversampling (SMOTE, BorderlineSMOTE and ADASYN) and
cost-sensitive techniques. We decided to sticked to Class Weighted XGBoost or Cost-
Sensitive XGBoost with the scale_pos_weight parameter because we obtained the best roc

auc score off all.

Feature reduction

In a classification problem with many predictive variables not all the predictors have an impact
on the target variable and they add noise to the model and, in many cases, reduce their
performance. Machine learning algorithms have built-in feature importance methods to
determine which features select (Kohavi and John, 1997; Kuhn and Johnson, 2013) but they
are algorithm dependent and require researcher to determine a threshold level (Kursa and
Rudnicki, 2010, Guyon and Elisseeff, 2003, Nilsson et al., 2007). We used Boruta algorithm
(Keany, 2020) that removes the features that are proved by a statistical test to be not relevant
in an iterative process (Stoppiglia et al., 2003). Therefore, Boruta leads to an unbiased
selection of features. We selected the 19 attributes determined by Boruta to be important to

proceed in the next steps of the analysis.

Model tunning
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Machine learning algorithms tend to overfit, limiting their performance. Hyperparameters allow
to control for the model development and, therefore, to avoid overfitting. To find the optimal
set of hyperparameters, we performed a step procedure with a grid search. In each step we
tested one or more hyperparameters and kept the best performer fixed for the rest of the steps.
After this process the optimal performance (roc auc score= 86.08%) was obtained for the
following XGBoost parameters: learning_rate= 0.1, min_child= 1, max_max_depth= 4,
subsample= 0.6, colsample= 0.8, reg_alpha= 0 and gamma= 0. Table 1 summarizes the

performance results for the optimized model.

Table 1: Confusion matrix and model performance measures

Predicted label Does Co-
True label not co- create
create S
Does not co-create 4697 787
Co-creates 106 649

precisio recall fl-score suppor

n t
Will not dedicate 0.98 .86 91 5466
time
Will dedicate time 46 0.86 .60 755
accuracy .86 6221
Macro avg 72 .86 .76 6221
Weighted avg .92 .86 .88 6221

Model interpretation

Machine learning algorithms perform well but they are difficult to interpret. Among the different
interpretation algorithms for machine learning models we used SHapley Additive exPlanations
(Lundberg and Lee, 2017; Lundberg et al., 2020). Shap values enables us to evaluate feature
importance (size of the impact) and the direction of the impact. Figure 1 presents, on the left,
the feature importance (average of the marginal contributions of each feature) and, on the
right, the distribution of shap values, which indicates the direction, distribution and symmetry

of the impact.
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RESULTS AND CONCLUSIONS

Results on figure 1 indicate that the most important characteristic in determining if a company
cocreates is if it has launched customized products. Particularly, we can see that
customization has kind of a symmetrical impact on the determining co-creation and shap
values distribute at the two sides of the 0 axis. That is, if the company offers customized
products they get high positive shap values, increasing the chances to be classified in as a
co-creator and if not they get high negative shap values which increases the chances to be
classified as a co-creator. Companies that offer standardized products act similarly but its
impact, although important over the rest of the variables, is much inferior to customization. In
figure one we can see that other variables relevant relate to cooperation or innovation. Then,
companies that cooperate for innovation with all sorts of stakeholders or that have introduced
innovations lately are more likely to co-create with users.

Overall results indicate that what most pushes companies to co-create is related to the
innovative attitude and strategy towards their environment. Companies that design and
develop goods or services specifically to meet the needs of particular users (customization),
to different groups of users through standardization (mass customization) and those that are
engaged in cooperation activities with stakeholders are more likely to co-create. Moreover,
companies that innovate introducing product and process innovations are more likely to co-
create. Thus, the results suggest that co-creation is a step forward in firm’s innovation strategy
and orientation towards a better understanding of customer needs is driving co-creation. Our

study also reveals that typical innovation drivers such as in-house R&D, public funding or the

company size does not drive co-creation.
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Taking into account that most of Spanish companies are SMEs and that they lack on
innovation capabilities to develop innovations in-house, the results highlight a path for non-
R&D innovators to maximize their innovation success by focusing on customer specific
solutions. The results are of great interest to highlight managers and policy-makers how to
develop strategies and policies to encourage innovation through co-created goods or services.
The research limitations are related to the cross-sectional nature of the data and the
geographic scope of study.
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PROBLEM AND MEYHODOLOGY

IT services involve intense participation of the client, which is critical for service success
(Yeniaras, Di Benedetto and Dayan, 2021) and service quality (Jaakkola and Alexander,
2014). While the overwhelming majority of research focuses on the positive effects of these
relationships (Ellram and Murfield, 2019), a growing interest in their negative effects has been
observed over the last two decades (Pillai et al., 2017). Still, Little research has attempted to
combine both positive and negative effects of relationships on service quality. Following
Noordhoff et al.’s (2011), we combine both literature streams capturing the positive and
negative effects through the relational motive to co-create value (hereinafter, RMCCV) and
explore the relationships between RMCCV and the erosion of service quality. The RMCCV,
defined as “enhancing the social and emotional connection” between teams from the service
provider and the client (Neghina et al., 2017, p. 160).

Our research focuses on two positive effects of the RMCCV applied to an IT project: (1)
improves the communication between the team members (Rood et al., 2018) and (2) improves
business knowledge (Noordhoff et al., 2011) which will improve productivity (Aisyah, Sukoco
and Anshori, 2019). We focus on two adverse consequences identified in the literature. First,
biased judgments and evaluations (Villena, Revilla and Choi, 2011; Rood et al.,, 2018).
Second, the acceptance of bad performance (Villena, Revilla and Choi, 2011) and blurring
lines between the roles of the service provider and the client (Rood et al., 2018), contributing
to lower expectations and poor goal definition (Villena, Choi and Revilla, 2020). These impacts
can be more corrosive in the long run because these effects may go unnoticed for long
periods, giving cover to opportunistic behaviors (Villena, Choi and Revilla, 2020).

We developed a system dynamics simulation model to capture the positive and negative
effects over time from the RMCCV capturing five feedback loops. First, the RMCCV is
responsible for increasing dialogue capability. Second, the stronger the emotional connections
get, the less willing the client will be to change team members limiting training and producing
staff alienation. Fourth, the increase of the relational motive will decrease schedule pressure
and consequently service quality. Fifth, closer social connections between the team members
will make it easier to accept quality cuts.

The integration of these feedback loops results in the model depicted in Figure 1.:
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Figure 1. Feedback structure
RESULTS

The results show that the RMCCV has a significant impact on service capacity, expectations,
and goals, and generates an unintended process of service quality erosion that reinforces
itself over time. The results also show a significant impact of service quality on the RMCCV.
If unmanaged, the RMCCYV creates significant pressure to underachieve and underinvest over
the long term through four negative effects on service capacity and expectations that are only
observed at later stages of the service delivery, generating an erosion of service quality.
Results also show that management decisions to stabilize the RMCCV and to set quality goals
have a positive effect on service quality. From the tested policies, although the policy of
preventing the development of close relationships helps to stabilize service quality, the most
efficient one in fighting the erosion of service quality was increasing service quality goals
moderately. Setting unrealistic service quality goals does not help any further. Results present
a clear call to adopt the aggregated approach to manage the relationships between service
providers and clients, combining both positive and negative effects of the RMCCV.

The present research highlights four main theoretical implications. First, it backs the growing
research on the dark side of relationships, by showing how and when increases in the RMCCV
cause service erosion. Second, we explain how the different effects evolve and interact with
each other over time. Third, we introduce a new context in which to observe the RMCCV and
are the first to focus on analysis over time. Finally, we introduce a complementary method to
support service scholars that accommodate the dynamic nature of motives to co-create value
with feedback and nonlinear relationships.
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The present research also provides practical managerial implications. First, companies should
consider setting quality goals anchored by benchmarking values. Second, this study helps to
find new co-creation strategies relationship strategies to avoid the negative effects. The
promotion of knowledge creation and its formalization, and knowledge exchange are important
measures to maximize the value of the relationship but also to increase the efficiency of
knowledge transfer and integration of new staff. Third, the results call for investments in
systems to monitor and plan activities. Fourth, companies must invest in systems to support
the correct management of expectations both for the team and for the client. Fifth, the
identification of five feedback loops aids in the development of simple guidelines that can be
translated and integrated into existing service management processes.
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ABSTRACT

This study investigated the impact of transformative service initiative (TSI) on informal
caregivers. Survey data from a non-governmental organization's caregiver training program
showed improved self-reported knowledge and understanding after training, though the gains
were not sustained two months later. Applying community-of-practice theory to open-ended
responses, we found that caregivers expressed a desire to understand their role and feel a
sense of belonging to a community. This suggests a need for additional design features in TSI
to address caregivers' latent needs.

INTRODUCTION

The well-being of informal caregivers is strongly linked to that of their care recipients or
dependents (Berry et al., 2012, Elliott and Pezent, 2008, Roth et al., 2015). In this study, we
examined the transformative service design of mental health literacy and self-care skills for
caregivers of persons with mental health issues and investigated its effects on caregiver well-
being. For the purposes of our study, informal caregivers are defined as persons who
voluntarily provide unpaid and ongoing assistance to, whether related or not by familial ties,
persons with mental health issues. Such mental health issues span across a wide range of
conditions including depression, anxiety disorders, eating disorders, addiction and substance
abuse, schizophrenia.

Caregiver well-being is defined as a state of psychological, emotional and physical
contentment while providing care. Caregivers face relentless demands from functional daily
living activities to socio-emotional needs of their care recipients; they are at-risk of stress,
which can impact the well-being of their care recipients. Despite growing awareness of mental
health issues, there remains significant opportunities for transformative service initiatives to
improve caregiver well-being. Enhancing self-efficacy (Bandura, 1977), including knowledge,
understanding and skills, may improve caregiver well-being.

BACKGROUND LITERATURE

The provision of training to improve caregivers’ knowledge and equip them with skills in self-
care can be seen as a transformative service initiative (TSI). Such caregiver training can
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create “positive and uplifting changes to improve the wellbeing of individuals or collectives”
(Ostrom et al.,, 2015). Caregivers could receive training on communication, conflict
management or self-management to improve confidence and self-efficacy in the caregiving
process and interactions with the care recipient. However, in the area of transformative
service, extant literature has been focused on the measurement and optimization of services
(Ostrom et al., 2015) and the access or availability of services (Boenigk et al., 2021, Bone et
al., 2014). More research is needed in the area of service design for transformative service
(Anderson et al., 2018). Design plays a crucial role in shaping the experience and impact of a
service (Bitner et al., 2008). The design of TSI requires an ecosystem of business components,
actors, and government agencies to collaborate and implement.

To contribute to the design, development and delivery of effective TSIs for caregivers, our
study examined what kind of transformative service design would create a lasting effect on
knowledge and behavioral outcomes that will improve the caregivers’ well-being (Boenigk et
al., 2021).

RESEARCH CONTEXT

We investigated a non-governmental organization (NGO) registered as a charity, that offered
transformative service by training caregivers of persons with mental health issues. The NGO
trained these caregivers over a 12-week duration, imparting them with knowledge, caregiving
skills and self-care, to improve their well-being.

Caregivers as course attendees, learned about the biological and physiological state of
different mental health conditions, various types of medical regimen, communication and
problem-solving techniques required for providing care. The training aimed to improve
knowledge and caregiving skills that would in turn increase caregivers’ self-efficacy and
consequently enhance their sense of well-being.

The NGO invited course attendees to complete the questionnaire at multiple points in time
before the start of training, immediately after and two months post training. The questionnaire
evaluated respondents’ knowledge of their care recipients’ mental health conditions, coping
and problem solving skills, caregiving experiences, and self-care.

FINDINGS FROM QUANTITATIVE ANALYSIS

In all, there were 787 course attendees from 53 class held in 2020 and 2021. Course
attendees were invited to complete the survey questionnaires that consisted of similar items
for ratings at three points in time. Besides rating similar survey items at different times, course
attendees provided qualitative feedback in the questionnaire immediately after training.

Not all attendees completed the survey questionnaires. Of all course attendees, 99 per cent
(777) completed the pre-training survey, 85 per cent of all attendees completed the survey
immediately after training and 74 per cent returned the completed survey questionnaire two
months post training.

We hypothesized that course attendees’ ratings across survey items would increase
compared to their self-reported ratings pre-training. Results from ANOVA analyses indicated
a significant improvement in self-reported knowledge and skills acquired before and after
training. This being a TSI, we also hypothesized that the effects of training would be similar
immediately after training and two months post-training. However, the training outcomes did
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not sustain post-training compared to ratings immediately after training (n=787, p<0.05). The
ratings for the same item declined two months post-training compared to immediately after
training.

FINDINGS FROM QUALITATIVE ANALYSIS

We adopted interpretative approach to analyze the qualitative feedback. The NGO sought
two questions for qualitative comments from the course attendees: 1) how can the course be
improved and 2) how can the organization serve you better as a caregiver.

Between the two questions, a total of 695 counts of response (one response as one count),
which means 254 respondents answered both questions at least once. We organized the
comments into three categories, 1) about the course content, 2) about complementary
services provided by the NGO, and 3) about the teaching pedagogy of the course.

Comments about the course content included learning specific mental health conditions,
different stages of mental health diseases, and specific techniques to connect with the care
recipient; approximately 102 counts of the course content. The organization also asked what
other services it could provide to support the respondents as caregivers to solicit ideas of
possible services provided in the future. Comments that contained words like “consultation,”
“counsellors,” and “community” are considered comments about complementary service;
approximately 84 count in this category. Comments that contained words such as “discussion,”
“role play,” “bringing their care recipients along,” and “sharing of experiences in class” are
considered as comments about teaching pedagogy; approximately 59 counts in this category.

To understand what other design features were needed with the course, we probed into the
learning needs of the course attendees through the lens of community-of-practice theory. As
a social learning theory, community of practice (Lave and Wenger, 1991) emphasized on the
social interactions among individuals with common interests and shared experiences to
construct knowledge. While the caregivers attended the course to receive training, they were
also constructing knowledge among each other and in so doing, formed a community of
practice around their caregiving experiences.

In addition to the training, they longed for a community among caregivers. For instance, when
asked about other services, respondents said that they would like to maintain social
connections with other attendees. Some caregivers would like to talk to other caregivers who
care for recipients with similar disease conditions like their recipients. Young caregivers
anticipated opportunities with caregivers of similar age group. Caregivers providing care to
patients with schizophrenia may have a very different experience from caregiving experience
for patients with anxiety, depression or dementia. Respondents would also like to have
consultation with counsellors, or work with a coach to develop a care plan for themselves and
their care recipients. Course attendees also suggested that they would like their care
recipients to attend the course. Caregivers were looking for opportunities to co-construct
knowledge about care with their recipients and that the care recipient may also empathize and
find assurance by learning about their caregivers’ experiences.

IMPLICATION AND CONCLUSION

Our study contained implications for the design of transformative service. The 12-week course
imparting knowledge and skills to caregivers was necessary, but more is needed for long-
lasting effect of enhanced well-being. Although training outcomes were attained immediately
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after the course, they do not sustain two months later. This suggested that training on its own
is insufficient to assure the acquisition of knowledge and skills that would handle varying
caregiving tasks and challenging situations.

Qualitative feedback showed that attendees would find it even more helpful if there was an
ongoing sharing of experiences, stories, and community participation.  Design of
transformative service could incorporate deliberate orchestration of interaction among the
course attendees to foster community participation. This would help to identify themselves as
caregivers and build their sense of belonging so that they feel supported in their caregiving
journey.

This study evaluated TSI design and delivered in a training format. The design of this TSI was
dominated by the in-service or training, in particular the experiences of course attendees.
Knowledge transfer and skills acquired from training formed the practical and tangible
outcome of this TSI design, evident from the survey questionnaire. The provision of a 12-week
caregiver training introduced caregivers to a body of knowledge but the introduction to
knowledge was insufficient to transform individual attitudes, confidence, perceived control and
action thereby improving wellbeing (Ajzen, 1991, Fishbein and Cappella, 2006). While the
body of knowledge acquired contributed to caregivers knowledge and skills, the design of TSI
will need to account for the lived experiences (van Manen, 2007) of individual caregivers
beyond training for achieving transformative outcomes such as being more confident in their
caregiving tasks, having more autonomy in decision-making, less likely to feel guilty while
away from care recipients, and having a more positive outlook in life beyond caregiving. In
other words, the design of TSI should account for tangible as well as intangible features.

By intangible features in the TSI design, we refer to opportunities, social mechanisms, or
environments that uplift individual attitudes, confidence, sense of agency, and perceived
control, leading to transformative behavioral outcomes. This builds on the seminary works by
Ajzen and Fishbein on the Theory of Planned Behavior and Theory of Reasoned Action. More
research is required to unpack the transformative behaviour resulted from the interworking of
tangible and intangible features of TSI design.

The absence of comparative analysis against caregivers without training is a limitation of this
study. We had used survey ratings by course attendees pre-training as the baseline for
comparison immediately after training and two months post-training. There is inherent
sampling bias since the individuals who registered for the training were likely those who had
recognised their inadequacies in caregiving knowledge and skills. A likely explanation for the
observed difference between the results pre-training and post training. Future research may
incorporate propensity score matching to analyse the effects of TSI design.

Future research can explore and examine the interworking of tangible and intangible features
and their effects in TSI design for informal caregivers. Community of informal caregivers can
also cocreate value for themselves, their care recipients, their loved-ones and likely their
networks. Their prosocial motivations could be extended to benefit the collective good. For
example, explicate the value co-created and transformative outcomes beyond the individual
caregiver to caregiver and the wider community. As many countries cope with the rising costs
of care associated with ageing societies, more research will be needed to investigate into the
transformative potential of informal caregivers to transform both the quality of life of care
recipients and community well-being.
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EXTENDED ABSTRACT

This service design study investigates the use of scripting across two sequential face-to-face
encounters. Service organizations use scripting to guide employee behavior. Scripts are
typically taught to employees in training, and may include task (e.g., process steps to
complete) and verbal (e.g., greet customers using particular words or phrases) specifications
(Tansik and Smith, 1991; Victorino et al., 2013). In this research, we focus on investigating

the use of verbal scripting as defined by the service organization.

Service management research about scripting is growing, and includes work that evaluates
the implications script use has on important service outcomes such as customer citizenship
behavior (Nguyen et al.,, 2014), customer perceived discrimination (Walsh and Hammes,
2017), and customer perceived service quality (Victorino et al., 2013). For example, Victorino
et al. (2013) found that for standardized encounters, perceived service quality did not
significantly differ when a relaxed, moderate, or predominantly scripted approach was used,

but did differ for customized encounters.

We hypothesize that a sequential perspective to scripting will differ from considering an
encounter in isolation. We also aim to explore how scripting strategies of consistency (i.e.,
repeating the same script level across encounters) and contrasting (i.e., varied script levels
used across encounters) influence customer perceptions of performance. We conducted two
studies using a video experiment of two hotel service encounters (check-in and concierge),
with one employee and a customer. The employee in each encounter was either
predominantly scripted or followed a relaxed approach to scripting. In both the relaxed and
predominant scripting conditions, the same service outcome was reached (i.e., the customer
is checked in for the check-in encounter and the customer is given restaurant
recommendations in the concierge encounter). Other potential confounds such as physical
evidence, encounter content (e.g., upgrade promotion at check-in and same restaurants
recommended by the concierge), process steps, and the customer’s response were kept
consistent. The same two check-in and two concierge videos were used in both Study 1 and

Study 2. 2 Study 1: A Qualtrics survey invited participants to watch a single randomly assigned
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video and then provide their perceptions of the employee’s performance. Amazon Mechanical
Turk was used to recruit a sample of 106 participants. Participants were able to detect the two
differing script approaches, with the means in the correct direction (i.e., the relaxed approach
was perceived as less scripted compared to the predominant condition). When comparing the
two script levels used in the two encounters, no significant difference was found for check-in
encounters. In contrast, a significant difference (p<0.05) was observed for the concierge
encounter with a predominantly scripted concierge resulting in the lowest perceptions. Study
2: A second Qualtrics survey included a written narrative that described an overnight hotel
stay. Within that narrative, one check-in and one concierge video were embedded, and filler
tasks were added to simulate the elapsing of time. At the end of the survey, participants were
asked to assess customer perceptions of the employee’s performance. Amazon Mechanical

Turk was used to recruit a sample of 377 participants.

Compared to participants who viewed only the relaxed check-in condition in Study 1, those
assigned to the relaxed approach to scripting for check-in in Study 2, who then experienced
either concierge experience, had a higher perception of overall performance (p<0.10).
Similarly, those in the predominantly scripted condition for concierge in Study 2 had a higher
perception of overall performance (p<0.05) compared to those in Study 1. With support for the
belief that sequence matters, we then analyzed the impact of a consistent and contrasting
approach to scripting. We found that a relaxed approach had a higher overall performance
perception compared to a predominant approach to scripting at check-in (p<0.10) and for the
concierge encounter (p<0.001). Moreover, there was an interaction effect between the
scripting approach and encounter type. In support of a contrasting approach, the
predominantly scripted check-in encounter followed by a relaxed approach to scripting for the
concierge encounter resulted in a higher perception of the overall performance (p<0.001) than

when the concierge employee was predominantly scripted.

On the other hand, those in the relaxed-approach-toscripting condition at check-in had a
higher perception of overall performance (p<0.10) when followed by a relaxed script at
concierge, supporting a consistent approach to scripting. 3 When assessing the difference
between those in the predominantly scripted concierge condition, we find that contrasting is
preferred (p<0.05). The perception of overall performance of those in the relaxed script at
concierge conditions, however, were not significantly different when comparing a relaxed to a
predominantly scripted check-in. Both averages were comparatively higher values, supporting
the conclusion that a relaxed use of scripting at concierge was preferred, regardless of script

level at check in.
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In summary, we found that customers perceive employee performance differently when
considering encounters sequentially rather than independently. When evaluating a consistent
versus contrasting design strategy for scripting, results were mixed as neither was dependably
perceived more positively by customers. Instead, it appears that the script level used for the
concierge encounter, whose process type is typically customized, dominates customer
perceptions of overall performance. Our results suggested that a relaxed check-in can act to

improve the overall perception of sequences with more highly scripted elements.

Our work suggests to practicing service managers to take a sequential view when deciding
their approach to scripting multiple face-to-face encounters that comprise the same service

experience.
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ABSTRACT

This paper developed and applied a co-creative dialogue approach to get students to think
about well-being in a career coaching service for university students. This co-creative dialogue
approach is to promote well-being thinking in career planning by taking a cafe-style approach
where people can talk openly and network freely. It was conducted with 90 students in their
first and second years at university. Feedback data submitted after the classes were analyzed
using a grounded theory approach. The results shows that the co-creative dialogue approach
accelerates value co-creation and promotes resource integration among actors, thereby
developing well-being-oriented self-career management skills of students.

INTRODUCTION

Career coaching is a service in which value co-creation occurs between coach and participant
or among participants. In the field of transformative services research (TSR), it has been noted
that value co-creation leads to an uplifting change in the actor (Anderson et al., 2013).
Therefore, value co-creation is an integral part of career coaching services. Traditional college
education has focused on developing career management skills with an emphasis on job
search(Jackson and Wilton, 2016). Proactivity in career management enhances self-
actualization skills (Raelin et al., 2011). To survive in an era of rapid change, it is necessary
to develop career management skills not only in a narrow sense of career but also in a broader
sense that considers the entirety of one's long and continuing life.

Recently, attention has focused on the development of well-being-forming capacities through
education. OECD (2019) has pointed out the need to form the power for children to be aware
of their well-being and to acquire the ability to transform society proactively. Methodologies for
creating a well-being orientation that goes beyond academics and focuses on developing the
ability to form well-being for a more prosperous life have yet to be fully established. For
example, well-being coaching has been proposed, but individuals manage their own lives.
Therefore, one should acquire well-being-oriented self-career management skills to achieve
the long-term well-being that one desires anytime, anywhere.

The Covid-19 epidemic has changed students’ university life, especially regarding students'
psychological well-being (Cao et al., 2020). With the development of positive psychology,
educational programs, including career coaching, have been developed to improve students'
psychological well-being. However, practically, the education does not always make success.
For example, in school education services, value co-destruction in which the service system
is forced to change unexpectedly, resulting in a reduced quality of the interaction process
between students and educators (Loic and Ruben, 2010).

Value co-creation improved psychological well-being (Ryff and Singer, 1996). It is also
necessary to consider educational services from the perspective of fostering the ability to
formulate well-being so that students can maintain or enhance it in unpredictable situations.
during a limited education period at Covid-19.Therefore, in future university education,
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developing well-being-oriented self-career management skills is necessary to help students
overcome unforeseen problems and realize sustainable well-being.

This study explores the effects of co-creative dialogue approaches in educational services to
develop well-being-oriented self-career management skills, aiming to improve psychological
well-being through value co-creation during the limited period of Covid-19.

CONCEPTUAL BACKGROUND
Value Co-Creation

In service-dominant logic (S-D logic), value co-creation occurs through the interaction of actors
(Lusch and Vargo, 2014). Value co-creation is applied to a wide range of objects. Value co-
creation has been used for many things, and actors who create resources by combining
resources are called resource integrators and co-create value. Resource integration aims “to
co-create value for the actors integrating resources and developing new potential resources”
(Lusch and Vargo, 2014 p.155). On the other hand, the goods-dominant logic (G-D logic)
perspective is based on the view of unidirectional value exchange between actors, i.e.,
supplier and consumer. Still, the resource integration process in educational settings is
complex. It can be better understood by exploring contextual value through S-D logic and
using an actor-to-actor perspective, which is Value co-creation, a process that can be applied
to a wide range of subjects.

Well-being

Research on happiness has been conducted extensively in psychology, economics, sociology,
social work, and medicine. Diener developed his research on subjective well-being by studying
what makes people happy (Diener, 2000). Well-being research in psychology has been
conducted on a wide variety of topics. For example, strengths (Seligman, 2002), curiosity
(Kashdan, 2009), courage (Biswas-Diener, 2012), purpose in life (Ryff, 2013) and (Biswas-
Diener, 2012), and Motivation for Living (Ryff, 2013), among others. In service research,
research in the area of Transformative Service Research, which focuses on human well-being,
is making well-being (Anderson et al., 2013) The study also focussed on the human well- being
of the people being the service.

Co-creative dialogue approach

Dialogue theory is gaining attention in the context of social innovation. Dialogue is an act of
co-creation that aims not simply to exchange opinions but to explore and generate new
understandings and attitudes that support thinking and action (Isaacs, 1999). The World Café
is based on the idea that emergence occurs in a café-like space where people can talk openly
and network freely (Brown and Isaacs, 1999; Brown and Isaacs, 2005). Well-being is based
on an individual perspective and is realized through questioning one's well. The well-being
dialogue approach (Well-Being Café®) is a café-style approach that places well-being at the
core of the dialogue. It is believed to promote a relaxed, friendly atmosphere and
dialogue(Fouché and Light, 2010).

METHODOLOGY

The study was conducted with 90 students in grades 1 and 2 (66 students excluding missing)
enrolled at a university who agreed with the purpose of the study. In two online career
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development classes, a co-creative dialogue approach was developed and adapted to
wellbeing-oriented career development education to enhance well-being-oriented self-career
management skills. Questionnaire survey consists of open questions about asking the
behavioral and mental changes to improve their psychological well-being was administered
before and after the class. Approval was obtained from the Life Science Committee of JAIST
(Approval No.: Person 04-062) as the data were collected from human participants.

Analysis

The reports submitted after the class were analyzed using the Saiki version of the Grounded
Theory Approach: GTA (Saiki, 2016). GTA is a qualitative research method for exploring
phenomena and constructing theories and is an analysis method suitable for extracting
concepts from qualitative data. Saiki's version of GTA reduces the risk of analyst bias by
labelling and categorizing images based on properties that indicate the researcher's
perspective and dimensions that show the range of concepts from the perspective of the
properties, raising the level of abstraction and leading to more significant concepts. In
addition, storylines, which represent the relationships among concepts in sentences, clarify
the relationships among ideas and the overall picture. In this study, we analyzed data based
on the GTA procedure.

RESULTS

As part of the open coding process, we intercepted the content necessary for well-being-
oriented career development for one person at a time. Label names were assigned to briefly
describe the contents of the intercepts, and properties and dimensions were extracted. Similar
labels were grouped and categorized by checking the label name and the content of the
intercept.

Next, each category was classified by phenomenon using the paradigm of [situation],
[action/interaction], and [consequence]. The relationship between paradigms and types is
shown in the table 1 below.

TABLE 1: Relationship between paradigms and categories used in GTA
Paradigm Category

Situation Psychological Well-Being of College Students Due to the Spread of
Covid-19
Action/interaction The lecture content, students' thought processes, and insights
Result *  Simple actions to improve one's well-being (after the first
lecture)

*  Formation of a wellbeing-oriented career perspective (after the
second lecture)

In the analysis, we first analyze the behavioral changes based on what the students learned
through the first lecture. Specifically, the mark Covid-19 is a stressful situation in which the
students are The process of engaging in simple actions to enhance their well-being is shown
in Figure 1. After a one-week interval, a second lecture is given, and the behavioral changes
based on what was learned through the lecture are analyzed. Specifically, the process by
which the students formed a well-being-oriented view of their careers is shown in Figure 2.
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Situation [Increased psychological stress among college students due to the spread of Covid-19 infection].
... my lifestyle has become very disorganized because | cannot go outside because of the coronavirus (x011).
1 don't get much sleep and 1 am tired. (x012)
...lifestyle has been very unhealthy since the class format went online (AU004)
...now that corona is so prevalent, | have fewer opportunities to interact with people, and when I am alone, | find myself feeling more and more like a bad person (ax007).
I have always lacked self-confidence and have lived my life worrying only about what others think of me (ax006).
| am often pointed out by people around me that | lack self-confidence and have too low self-esteem (W008).

Action/interaction <Career development from the perspective of wellbeing>.
I noticed that by visualizing wellbeing in the work of overlooking life (an007,bh002 )

Employees with high levels of happiness have higher creativity, productivity, and sales (f002, i002, x003, ab003, ah002, am001,
bb003, bd002, bg002).

* Happy employees have low turnover and low payroll (f003, i002, n0003,ab004).

l

Action/interaction <Life experiences of faculty>.
...life experiences and the impact that WB has on my life has made me want to go through life with positive thoughts (bhoo5)

By working diligently on each experience and interest, the dots can be connected and careers can be formed (q001, k002, bj002).
The stories leading up to the career development were helpful {ai001, az002,)

Actions and Interactions <Reflecting on the Current Situation>.

“ The time spent in contact with electronic devices is increasing (a008, d005,h007,bf005 ).
- Life rhythm is disrupted (a004, h009, ac005, ai005, be006)

Action/interaction [Significance of incorporating WB perspective in career development].

It is important for career development to incorporate a wellbeing perspective for mental stability (B001).

The perspective of wellbeing will be important in career development (c006).

Through the lecture, I realized that a wellbeing perspective is necessary for career development (ak001)

..incorporating a wellbeing perspective may lead to a fulfilling life (ag002).

I think it is important to incorporate a wellbeing perspective in our work, which leads to motivation and satisfaction in our work (ab010).

The possibility of sustainable well-being can be expected to be increased by incorporating a wellbeing perspective into one's career (q003, z001).

Consequences <Simple initiatives to enhance Consequences <efforts with positive emotions>.
wellbeing> ...Remember three fulfilling things before you go to bed (e006)
Stretching after \;vakir\g and sleeping (¢006) Appreciate the day's events before going to bed (n007, r005, av007, ar008)

Strength training and light exercise (bg005, av008, bd004,)
Ensure adequate sleep (as008, r008, r008).
+ Review of dietary habits (a008, h010,n005, k004)
Reduce time spent on electronic devices (2009, d006, h006, s007)
Start studying for certification (i006,0004, al004, ap005)

[lis the central category, and <> is the category.

FIGURE 1: Category association diagram of challenges and wellbeing-enhancing behaviors
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Situation [Age of VUCA and spread of Covid-19 infection].

Thisb

| was worried about job hunting and what would happen to me in the future due to the corona epidemic (z002).

The future was unpredictable due to the rapid ch
It iz difficult to survive in the age of VUCA (0002}

| can't help but think negatively {(u002)

| am aware that my tendency to think negatively has destroyed many possibi

mare p

ies and has blocked my future (bc001).
my life,” to use an oversimplified expression (al001).

| with the spread of coronavirus infection (j001)

lhad a Idering desire to "ch

l

Action/interactive action <co-creative dialogue with peers>.
{' ..shaging with a small group of people allowed me to gain diverse perspectives
ba003

« | learned more from the different ways of thinking and values of my generation
(a002).

* | was inspired by the fact that pecple of my generation can talk about their
dreams so much (f008).

- Listening to various people's stories gave me a chance to think (1007).
« | have gained awareness from sharing the happiness of others, and | feel happy

Actions/Interactions <Sharing Faculty Careers>.
Past experience showed how “"the dots are connected"” (e005).
Iwant to do my best to be flexible and tackle what's in front
of me like my teacher (d012)

| felt the great power of human connections (g001).

more often (bg007).

Action/finteraction <expansion of vision>.

+Hearing about differences in values and ways of thinking
broadened my perspective (a001)

+| learned about different opinions and people's happiness
(ad00T)

Actionsfinteractions <positive words and actions of
teachers>.

+ lwas impressed by his words, “Words make people, and people make
organizations" (ac004) (au006)

+ | wanted to cherish the positive spirit of "Let's give it a try for now.
(au006)

I

Action/interaction <think of it as your own>,

*Through the lecture, | reviewed my way of being (af001)
*| want to think about happiness for myself (az002)
«I realized that | need to figure out when | get a sense of well-being (d001).

+After the lecture, | thought again about what | like and what makes me happy (n004)

|

l

Action/interaction [acquisition of WB orientation].

*1 learned the importance of having a wellbeing perspective {ao001)

+| felt that by incorporating WB's point of view, we could find a way to
make a difference (0003}

*| began to feel the small happiness that is around me every day (x006).

Action/finteraction <positive action to increase WB>.
*Challenge yourself to make choices that make you happy (ag007).
*Start with what is good for your wellbeing that you can do every
day (at004)

*Challenge your interests (mo11)

Action/interaction <appreciation>.

«Make it a habit to be thankful every night {0005)
| want to continue with gratitude, courtesy, and curiosity (2004}
It was felt that simply being grateful would lead to a brighter future (aw003)

r

Actionfinteraction <Acquiring positive orientation>,
...to ch what had p ly been vi d negatively into a positi

1 want to think positively about things and master what | like to do (bg001).
I tried to have a positive attitude (bc004).

on the basis of whether it is useful or not (bf005).

perspective (bd004).

I thought | would try to approach every experience with a positive attitude and not judge it

¥

Consequences <WB-oriented view of career
Incorporating WB's perspective will help them make better choices in career
development (ab003)
| want to develop a career that makes me happy (b020)
I(n the age of VUCA, incorporating WB's perspective will help us find a way forward
0003}
I thought my career and WB were not compatible, but | want to think about my
vigion so that | can work in my own way (r008)
| realized the importance of thinking about how to live and work properly in order to
lead a happy life (m002).
| thought about incorporating the perspective of wellbeing into my career and using
it to live a more personal life (k001).

le—| and get more sleep, your heart will be in the right place.

Consequences <Improvement of psychological
wellbeing>.
If you reduce the amount of time you spend on your smartphone

Calm (ad001)
Just one week of practicing the behaviors that make you WB, and
you will be more satisfied with your life.

I felt like | had improved (ai003).

i d physical dition after trying routines to increase

WB (as008)

[lis the central category, and <> is the category.

FIGURE 2: Corona Disaster College Student Issues and WB-oriented Career Perspectives

and Category Association Chart

Storyline

The spread of Covid-19 infection caused a negative psychological situation for the students
by putting them in a position that no one could predict, restricting their behavior, and keeping
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them at home. It can be inferred that this [situation] [increased psychological stress among
university students due to the spread of Covid-19 infection] is the situation of the students
before the lecture. It can be inferred that this is the situation of the students before the lecture.

In the lecture, a co-creative dialogue between the teacher and their peers and an individual
reflection on the results. The students could reflect on the results of the dialogue and their
reflections. In this way, students who did not have a well-being perspective did <think about
career development from a well-being perspective>. Moreover, through dialogue among the
students, students who did not have a well-being perspective had an opportunity to think about
career development from a well-being perspective.

In addition, learning about the life experiences of the faculty members through their interactive
lectures made it apparent that the students found the significance of incorporating the well-
being perspective into their career development as an "act or mutual action.” As a result, the
data confirmed that the respondents were making "simple efforts to enhance their well-being"
and "efforts accompanied by positive emotions.” The data confirmed that the survey results
led to "simple efforts to improve one's well-being” and "efforts accompanied by positive
emotions.”

Then, after a one-week interval, students were increasingly concerned about COVID-19,
which was still spreading. This can be seen from the category of "Situation” in the lecture “The
age of VUCA and the spread of Covid-19 infection”. In the second lecture, the students
interacted with each other through a co-creative dialogue approach with students of the same
generation and an interactive lecture by the faculty.

Specifically, it can be inferred that the students themselves became resource integrators, and
through "broadening their perspectives" and "thinking about things as if they were their own,”
they were able to "acquire a well-being orientation.” They practice "positive actions that
enhance well-being" and "gratitude" as substantial efforts, leading to "acquisition of positive
thinking" as "action and mutual action. As a result, it can be seen that this has led to the
development of "formation of a wellbeing-oriented career perspective" and "improvement of
psychological wellbeing.”

DISCUSSION

The results showed that the co-creation dialogue approach is effective in forming a well-being-
oriented view of a career. The way of perceiving well-being is different for each person.
Therefore, acquiring a well-being-oriented idea of careers in a one-way lecture-style career
class is difficult. It is thought that this approach can enhance the ability of teachers and
students to acquire new behavioral orientations and career perspectives that they would not
be able to recognize on their own in a limited time.

In addition, the positive words and actions of the faculty member are likely to be used in a co-
creative dialogue with the students to value the potential resources of the students (the so-
called resource density)(Normann, 2001; Normann and Ramirez, 1993) The students'
potential to value their resources (so-called resource density (Normann, 2001; Normann and
Ramirez, 1993)) is thought to be enhanced in a co-creative dialogue. They promote value co-
creation through dialogue between students of the same generation or between students and
teachers. To encourage value co-creation through dialogue among students of the same age
or between students and faculty members, This approach is a transformative experience
(Blocker and Barrios, 2015). It has made everyone aware of resource integration as a generic
actor.
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A person's decision to change his or her behavior requires him or her to make a choice, to
consider why he or she is changing and what the benefits of the behavior change are.(Deci
and Flaste, 1995). Therefore, introspection into one's condition while broadening one's
perspective and viewing it as one's affair is essential. The co-creative dialogue approach
supports this process of deepening reflection by having students, and teachers become
resource integrators. This will ultimately lead to acquiring a well-being orientation and behavior
based on a well-being orientation. In addition, students will be able to feel the significance of
adopting a well-being perspective in their careers and life in general in a broad sense. As a
result, they will be more likely to practice positive actions and appreciation that enhance their
well-being to enrich their lives.

Through these processes, the acquisition of a positive orientation can be found. Adding a
positive direction will not only enable students to approach school life with a positive attitude.
Still, it will strengthen the cycle of continuing behaviors that enhance psychological well-being.
This will help to form a well-being-oriented view of careers. Career management skills
positively influence employee well-being, resilience, and engagement in the long term
(Akkermans et al., 2018). In addition, the students are encouraged to develop their career
management skills through this process. Through this series of operations, students are
expected to independently create sustainable well-being-oriented self-career management
competencies.

These facts allow us to consider sustainable, well-being-oriented educational services that
adapt to rapidly changing times by capturing educational benefits from the perspective of S-D
Logic.

CONCLUSION

This study explored the value co-creation process for improving psychological well-being and
forming well-being-oriented self-career management competencies in a period of Covid-19.
The concepts were organized and theorized through GTA-based analysis. As a result, it was
inferred that the co-creative dialogue approach accelerated value co-creation in forming well-
being-oriented self-career management competencies and produced effects toward improving
issues that students faced in unpredictable and complex situations.

Current social conditions and structural changes have increased interest in human well-being.
For example, people no longer follow role models to develop their careers, as in the past
(Gratton and Scott, 2020). In addition, many young people are concerned about their well-
being in an era with a more comprehensive range of living options.

This study will serve as a steppingstone for developing sustainable well-being-oriented self-
career management competence formation for university students and all people living in the
modern age as actors. Unfortunately, there is little accumulation of research in service
research aimed at developing well-being-oriented self-career management competencies. In
the future, there is a need to develop career education service models for sustainable well-
being by forming a well-being-oriented career perspective through further research.
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EXTENDED ABSTRACT

The current study aims to investigate whether organizational health and safety cultures
improve frontline service employees’ (FLEs) attitudes toward their jobs, such as work
engagement and turnover intention during the pandemic. The COVID-19 pandemic has
drastically altered frontline service employees’ (FLE) perception of working environments,
leading them to be more alert to organizational measures for protecting their health and safety
during direct interactions with customers. Threat to FLEs’ health during close interactions with
customers has become a reason to leave their services. Drawing on the JD-R and social
exchange theory, we suggest that organizational cultures prone to FLEs' health and safety

can motivate FLES to engage and commit more to their jobs.

These theoretical underpinnings suggest that perceived organizational safety (POSC) and
health cultures (POHC) increase their work engagement, leading to reduced turnover
intention. In this process, we also propose that POSC boosts the positive effect of POHC on

work engagement and the negative effect on turnover intention via work engagement.

Organizational climate is described as employees’ shared perceptions of what they observe
with organizational practices (Schneider et al., 2013). Organizational climate usually aims to
target tangible beneficial organizational goals (Schneider et al., 2013). POSC aims to prevent
employees from possible physical harm and significantly reduces injury-related accidents at
work (Neal and Griffin, 2004). POHC aims to enhance employees’ physical as well as mental
health and has been supported for the relationship with employees’ overall health and

increases their daily well-being (Kaluza et al., 2020; Zweber et al., 2016).

JD-R model offers that job resources can diminish job demand aspects of employees’ jobs
(Bakker & Demerouti, 2007). Therefore, POHC and POSC may be regarded to decrease

possible threatening factors to their safety and health during their service interactions. As a
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result, these organizational climates (POHC and POSC) can play roles as job demands during
the pandemic, leading to lessening their fear to get transmitted Covid-19 and raising work
motivation (Shin and Hur 2021). This enhanced work motivation can be transformed into
enhanced work engagement (Schaufeli et al., 2006).

Work engagement increases affective commitment to work and reduces voluntary turnover
(Memon et al., 2020). Affective commitment to a job level usually causes not only emotional
attachment to the job but also increases meaning for the job performance (Bakker et al., 2003).
Therefore, FLEs with high work engagement strongly intend to stay at their job and perform
better (Schaufeli and Bakker, 2004). Therefore, we suggest the following hypotheses.

Work engagement mediates the relationship between POHC and turnover intention

and the relationship between POSC and turnover, respectively, during a pandemic.

As POHC and POSC are distinctively separated conceptually and practically, there has been
a growing interest in how these two organizational climates can be combined. Traditionally,
POSC has been mainly applied to working contexts where physical harm is usually our main
concern. However, during the pandemic, physical harm and safety have become issues for
service organizations. Also, the National Institute for Occupational Safety and Health (NIOSH)
urged every organization to execute Total Worker Health (TWH) to improve the overall level
of employees' health (Sawhney et al., 2018). Namely, a more balanced and integrated
approach to employee health has been pursued recently. These integrated measures of FLEs
health and safety have been supported to show increases in employees' satisfaction with their

jobs and organizations, leading to their motivation to stay with their jobs.
POSC enhances the positive relationship between POHC and work engagement.

We collected survey-based data from employees working for diverse service organizations in
South Korea (e.g., departments, restaurants, airlines/hotels, and banks/financial service
firms). To ensure the temporal precedence of the independent variables and mediator over
the dependent variable and reduce common method bias (CMV), we collected data at two
points, six weeks apart (i.e., March 2020 (T1) and April 2020 (T2)). The T1 survey consisted
of items assessing POHC, POSC, work engagement, and control variables. The T2 survey
was designed to measure turnover intention. 301 participants responded to both surveys
(retention rate = 56.1%). 62.8 percent of the respondents were female. The average age of
the sample was 36.49 (SD = 8.52) years, respectively. The participants were employed in

various organizations: retail stores (e.g., departments and supermarkets; 57.6%), restaurants
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(18.6%), airlines/hotels (16.6%), and banks/financial service firms (6.6%). On average, the
participants held their current job for 4.85 (SD = 4.54) years.

We controlled demographics such as age, gender, and job tenure to avoid confounding effects
on work engagement (Shin et al., 2020a), and turnover intention (Shin et al., 2020b). Also,
positive and negative affectivity were controlled, which possibly can affect the level of work
engagement (Thompson, 2007).

Results show that POHC affects turnover intention negatively through increased work
engagement. However, POSC does not indirectly affect turnover intention via work
engagement; instead, it moderates the effect of POHC on work engagement such that POSC
boosts the positive effect of POHC on work engagement. Additionally, we found that POSC
increased the negative indirect effect of POHC on turnover intention via boosted work
engagement. With post-hoc analyses, we identified that POSC lessened the mediated

relationship between POHC-work engagement-turnover.

Our research sheds light on service workers’ health research by revealing that organizational
safety culture can boost the effect of organizational health culture even when health-related
issues matter most. Further, given that the pandemic is still occurring and the possibility of
another pandemic, our study uncovers that organizational health and safety cultures are one
of the most important antecedents of FLESs' work performance and commitment. Nevertheless,
our study has some limitations. Although we collected two-wave data to reduce CMV,
independent variables and a mediator were collected simultaneously, excluding the causal

speculation between these two variables.

Our study has originality in terms of the implication that our study is one of few that found the
different roles of organizational safety and health cultures on FLES’ work attitudes during the
pandemic, while previous literature has mostly treated safety and health as a single concept

and focused on one of them.

KEYWORDS - Perceived Organizational Health Culture, Perceived Organizational Safety

Culture, Pandemic, Work Engagement, Turnover Intention.
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ABSTRACT

The study sheds light on the role of new digital team capabilities and organizational digital
readiness for digital service transformation, analyzing their combined effects on team efficacy
and hospital performance. The study draws on a large-scale sample from multiple sources of
the English National Healthcare System (NHS) analyzing data from 96 hospital trusts and over
50,000 clinical staff members. The findings show that there is a strong relationship between
new digital team capabilities, organizational digital readiness, and team efficacy, which jointly
drive hospital performance by reducing mortality rates. Important implications for service

digitalization strategies can be drawn.
INTRODUCTION

The worldwide pandemic outbreak in 2020 has reminded us of the critical role of the healthcare
sector for society and the economy at large. Hospitals reached full capacity suffering from
resource shortages in medical supplies facilities and human resources. Despite the rapidly
increasing costs in the healthcare sector, medical staff also operated at their physical limits
(Gavin et al., 2020), working overtime and accommodating for capability scarcity (Zhou et al.
2020). With increasing pressure on healthcare organizations to improve the quality and
efficacy of services, the call for digitalization got louder and investments in information
technology (IT) are set to increase within the healthcare sector (Visconti and Morea, 2020).
While technological advancements take place at an accelerating pace, we are still in early
stages of digital maturity—referred to as the level of IT used in hospitals to support high quality
and efficacy in care processes (Martin et al., 2019). A recent review shows contradictions in
the effect of digital maturity on outcomes such as team or organizational benefits and
performance (Gomes and Roméao, 2018). Given the urge to improve healthcare quality and

efficacy, and the amount of investment spent on digital transformation, it is not surprising that
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most studies take an organizational perspective on the effectiveness of digitalization (Waring,
2015).

However, especially the healthcare sector provides an ideal example, where service quality
and efficacy are largely determined by the functioning of teams and daily work of employees.
Hence solely focusing on organizational performance, provides an incomplete picture, lacking
insights on the actual drivers of performance (Davidson and Chrismar, 2007). Furthermore,
most existing research focuses on the assessment of digital maturity considering a specific
technology or tool. Martin et al. (2019) point out that we lack an understanding of how
resources, capabilities, and infrastructure change across multiple, interwoven service
processes, reflecting employees’ complex activities involved (Spil et al., 2009). For example,
staff handovers across the patient journey along the treatment process deserve dedicated
scholarly attention (Calabro et al., 2018). A review on digital transformation in healthcare by
Ritu et al. (2010) shows that the main barriers of digital service transformation are linked to
four factors: functionality, users, finance, and the environment. The first two factors are
determined by the evaluation of employees directly, whereas the latter two pertain more to the
organizational level, such as financial restrictions or governmental regulations. To better
understand the influence of digital service innovation on performance, it is therefore important
to consider the influence on both, employees (i.e., clinical staff) and the organizational (i.e.,
hospital) performance at large. By employing a large-scale study that investigates 96 hospital
trusts operating in the English National Healthcare System (NHS), drawing on multiple data
sources collected over a one-year period (2017-2018), the current paper seeks to contribute
to this knowledge gap in three meaningful ways. First, contributing to recent advancement of
the organizational learning theory, the study shows how leveraging relevant digital team
capabilities can reduce commonly identified communication and interaction barriers and
facilitate performance increases. Second, employing a nationwide study on the effects of
different levels of digital capabilities and organizational digital readiness, the study provides a
robust statistical analysis that quantifies effects on team efficacy and hospital risk-adjusted
mortality rates. Third, this study makes a first step towards more comprehensive analyses of
the digital service transformation process and its effects on team functioning in a healthcare

context.
THEORETICAL BACKGROUND AND HYPOTHESES DEVELOPMENT

Digital transformation in healthcare has recently received substantial research attention

(Visconti and Morea 2020). While most of the research focuses on specific technological
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innovations, the present study seeks to understand how digital team capabilities and
organizational digital readiness jointly influence team efficacy and ultimately hospital
performance. The causal relationships investigated in this empirical research are illustrated in
Figure 1. In the following sections, the theoretical and conceptual grounds are established,
and hypotheses are derived.

Figure 1: Conceptual model
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While the process of digital transformation has received substantial attention in IS literature,
(Carvalho et al. 2016), it is still relatively unexplored from a service perspective (Setzke et al.,
2021). In IS literature, the development of multistage digital maturity models has become a
hot topic in recent years (Waring 2015). These models serve to assess the development and
influence of organizational capabilities on meaningful outcomes at an organizational and
health systems level (Martin et al. 2019), enabling a stepwise integration of IS and IT
capabilities (Gomes and Romao 2018). While these models are the fundamental base for
digital transformation in the healthcare sector, there are yet limited studies that assess the
impact of digital capabilities on healthcare processes drawing on an appropriately large and
representative samples. Martin et al. (2019) point out that much of the existing research takes
a rather narrow perspective on specific and isolated processes within one institution, which
impedes a holistic understanding of the role of digital capabilities for interrelated and complex
processes that clinical staff engage in daily team activities in. In the context of digital
transformation, organizational learning plays a fundamental role that leads to organizational
change (Dorner and Rundel 2021). Organizational learning theory has evolved as a meta-

theory dealing with the socio-organizational context of learning and processing of newly
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derived knowledge into subsequent processes (Berta et al. 2015). Under the
phenomenological perspective, organizational learning is generated by interaction and
construction of meaning between actors and manifesting resulting learnings in organizational
communication, culture, and behavioral norms (Brown and Duguid 1991). Extant literature in
management science establishes the link between organizational learning theory and team
capabilities, suggesting that leveraging effective team capabilities can boost organizational
performance (Haas 2006). Following this line of reasoning, the present study investigates
three important team capabilities that occur at the intersection and are relevant for the service
transition of key patient care and treatment processes: transfer of care, records of care

assessment, and decision support.

First, transfer of care refers to the use of digital technology with the aim to facilitate a smooth
and effective transfer of patients across treatment processes. This capability includes
leveraging digital tools that support the process and reduce the risk of hospital discharge and
avoidable retrospective follow-up treatments (James et al. 2021). The exchange of information
prevails as a difficult task for clinical staff during the transition phase. Szary et al. (2010) found
that shift changes between clinical staff teams is a denominator of delays in the delivery of
(laboratory) test results. The complexity arising from multi-tasking activities, which require
shifting in attention towards other tasks and actors (i.e., clinical staff or patients), can cause
information loss (Szary et al. 2010). Second, related to the transition processes patients and
caregivers go through, recently records of care assessment based on IS to support clinical
notetaking, vital parameter monitoring, and care scheduling, are disposed to facilitate storing,
managing, and displaying of all essential information, independent of location. Especially, the
role of the electronic health record (EHR) has caused controversial discussions regarding the
benefits for clinical staff (Lafky and Horan, 2011). A study by Boonstra et al. (2008) found that
diverse healthcare stakeholders hold mixed attitudes. While most stakeholders perceived the
EHR as beneficial for the patient, some stakeholders also resisted the implementation fearing
a conflict in their interests. Third, the urgency to decide and act quickly led to the development
of digital tools for decision support, that should guide more effective and efficient decision
making of clinical staff. These tools are, e.g., automated prompts that highlight the caregivers’
actions, or alerts and notifications informing on patients’ changing vital parameters
necessitating further actions. The digital decision support is used at the intersection matching
information from the EHR with clinical knowledge. The use of these computerized clinical
support systems has also caused legal and ethical concerns regarding the accountability for

wrong decisions and their consequences (Sutton et al. 2020). As these digital capabilities are
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all designed to improve and simplify team collaboration and coordination, we expect that the
digital capabilities enhance team efficacy and derive the following hypothesis:

H1: Digital team capabilities have a positive effect on team efficacy.

Facilitated by increasingly developed IT infrastructures, the amount of data that is captured
and retained in hospitals increases sharply. Data is viewed as a strategic resource that can
be transformed into information, which in turn supports informed decision making (Tallon et
al., 2013). This process is in the literature referred to as information governance, which
requires organizational capabilities to collect, assess, validate, store, and retrieve information
over a period of time (Khatri and Brown, 2010). The theory of IT and information governance
proposes that the adoption of an information governance capability can leverage value
creation processes and improve firm performance (Tallon et al., 2013). An important
determinant of information governance constitutes the strategic orientation of the organization
(Raghupathi, 2007). Strategic alignment, referred to as the extent to which the hospital
incorporates digital transformation as a strategic priority (Street et al., 2018), digital leadership,
which refers to the organizational ambition to drive digitalization forward (Ziadlou, 2020), are
additional indications of the organizations’ digital readiness. As such the hospitals’ ability to
develop goals and strategies for digital service transformation, to collect, store, and manage
digital information, and to monitor and support this digital agenda in daily routines, constitutes
a predictor of the organizational digital readiness, measured by the three capabilities: digital
governance, strategic alignment, and digital leadership. As numerous studies highlight the
resistance of clinical staff to adopt IT and IS tools in their daily operations (Granja et al., 2018;
Henoch et al., 2020), we expect a strong need for a supporting organizational environment
that guides the digital transformation and facilitates an adoption of digital tools of clinical staff.
We therefore expect the effect of digital team capabilities on team efficacy to be stronger when

organizational digital readiness is high and derive the following hypothesis.

H2: Organizational digital readiness moderates the effect of digital team capabilities on team
efficacy, in the way that the effect of digital team capabilities on team efficacy is stronger when

organizational digital readiness is high.

Information exchange is the basis for adequate patient treatment. The outcome of patient care
is largely determined by the effectiveness of capturing, managing, and processing patient
information (Mamlin and Tierney, 2016). In the fertile working environment that requires high

quality, fast and efficient handling and communication, and safe and secure care, team
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efficacy and communication between clinical staff members are expected to have a profound
impact on hospital performance. Literature has established the link between effective
teamwork and team communication on patient safety (Gillespie et al., 2010), showing that
effective communication is a prerequisite of team effectiveness (Bleakley et al., 2006).
Especially in more critical, life-threatening situations where patients deteriorate rapidly,
communication between clinical staff is essential and necessitates a safe and secure work
environment that empowers all clinical staff in open communication (Ridley et al., 2021).
Teunissen et al. (2020) demonstrate that confusion in tasks and responsibilities,
misconceptions and misunderstanding among the team and existing hierarchies rank among
the most important obstacles that prevent teams from interacting effectively. A recent review
by Buljac-Samardzic (2020) on interventions to improve team effectiveness in healthcare,
finds that organizational training, tools to structure processes, and strategic organizational
redesigns constitute the main capabilities that contribute to enhanced efficacy. On the
collective, organizational level, a better collaboration and cooperation among staff should

enhance hospital performance. We therefore derive the following hypothesis:
H3: Team efficacy has a positive effect on hospital performance.
METHOD

We conducted our study in the setting of the NHS in England. The NHS is the largest publicly
funded health service in the world and is accountable for around 90% of national health
expenditures (Piening et al., 2013). To analyze the relationships among our key concepts, we
integrated data from different sources. We extracted, merged, and aggregated the data. First,
data was derived from a national survey collected by the NHS to measure digital maturity
through a self-assessment tool completed by a large number of clinical staff. The survey
assesses the use of technology in hospitals and helps to evaluate its digital maturity level.
Second, we draw on the annual NHS staff survey. This survey is conducted by the Department
of Health and is administered among all employees of each hospital trust. Third, we extracted
archival performance data for each trust and draw on several hospital estates and facility
statistics as well as hospital episode statistics to get a more profound understanding of the
hospital working environment. We combined and integrated the data from these different
sources for the financial year 2017-2018. The final data set includes 96 hospital trusts. Each

acute trust manages a mean of around 2.35 hospitals.

Measures
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Digital team capabilities: Digital capabilities were captured from the NHS digital maturity self-
assessment. Digital team capabilities include six items regarding transfer of care (e.g.,
“Discharge summaries are created in a consistent format across the organization”), 12 items
regarding records of care assessment (e.g., "when using digital records, health and care
professionals can find what they need quickly and easily”), and four items regarding decision
support (e.g., “Digital systems provide automatic prompts for the next action required by multi-
step care plans, pathways protocols”). We then assessed scale reliability for digital team
capabilities, constituting of 22 items, and report a Cronbach’s alpha of .89, which can be
considered high. Organizational digital readiness: Organizational digital readiness was also
captured from the digital maturity assessment and includes six items on digital governance
(i.e., “Digital projects are underpinned by valid business cases and fully-engaged business
owners.”), five items on strategic alignment (i.e., “Digital technology is used to support
improved collaboration and coordination across different parts of your organization”), as well
as seven items on digital leadership (i.e., “You have recognized and engaged digital
leadership throughout all levels of the organization”). The scale reliability for organizational
digital readiness including a total of 18 items can be considered high with Cronabach’s alpha
=.92. Team efficacy: We measured team efficacy with five items from the annual staff survey
of the national health system. Sample items are “The team | work in often meets to discuss
the team's effectiveness” and “I am able to make suggestions to improve the work of my team
/ department”. Assessment of the scale reliability reports a Cronbach’s alpha = .90 and can
be considered high. Performance: To measure hospital performance, we used the
standardized hospital mortality index (SHMI). This score draws on risk models and reports a
ratio between the number of expected deaths per trust, compared with the number of actual
deaths at the trust. This calculated risk level depicts how each trust performs compared to the
NHS average. Control variables: We included a substantial set of control variables that might
confound our analyses in all our analyses. We controlled for hospital size, occupancy, trust
type, patient bed days, hospital total episodes, patients’ mean age as well as patients’ mean
length of stay that might affect the standardized mortality rate of a hospital. In addition, we
included the availability of adequate work materials and the perception of being adequately
staffed to do the daily work in our analyses, as these factors could influence employees'

perceived team efficacy.

DATA ANALYSIS AND RESULTS

107
2023, VinUniversity



f‘_\ The 18" International Research Symposium on Service Excellence in Management
(\\@U IS18 (QUIS18)
= June 20 — 23, 2023, Hanoi, Vietnam

We employed hierarchical regression analyses to test our hypothesized model. All continuous
variables were standardized prior to the analyses. We extracted our independent, mediating,
and dependent variables from three separate data sources to avoid common method bias.
Table 1 shows the descriptive statistics and correlations of our variables. Results reveal a
significant negative correlation between team efficacy and the SHMI score and a significant
positive correlation between team efficacy and digital readiness. Results of our analyses are
depicted in Table 2. Model 1 shows that our control variables: adequate materials for the daily
work, perception of being adequately staffed, and hospital size all have a significant effect on

team efficacy.
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Table 1: Descriptive statistics and study variable correlations

Mean SD 1 2 3 4 5 6 7 8 9 10 11
1. SHMI 1 .10
2. Team Efficacy 3.72 .08 -0.28 *
3. Digital Team Capabilities 61.08 21.3 -0.02 0.19 +
4. Organizational Digital Readiness 83.34 13.82 -0.06 0.24 * 0.66 ***
5. Adequate Materials 3.99 0.08 0.16 0.61 *** 0.25 * 0.19 +
6. Enought Staff 3.81 0.08 -0.07 0.79 ** 0.22 * 0.19 + 0.91 **
7. Hospital Size 711.25 368.23 -0.02 -0.07 0.15 0.15 -0.20 + -0.12
8. Hospital Occupancy 0.87 0.07 0.18 -0.17 -0.07 -0.07 -0.11 -0.14 0.07
9. Patint Bed Days 245269.93 138431.42 -0.08 -0.08 0.18 0.17 -0.21 + -0.11 0.98 *** 0.15
10. Total Episodes 122934.30 67583.85 -0.11 -0.08 0.20 + 0.20 + -0.21 + -0.12 0.94 ***  0.05 0.94 ***
11. Patient Mean Age 52.85 9.23 0.35 ** -0.13 -0.11 -0.11 0.23 * -0.00 -0.26 * 0.05 -0.29 * -0.22 *
12. Patient Mean Lenth of Stay 4.20 1.06 0.05 -0.16 -0.06 -0.07 -0.06 -0.13 0.30 ** 0.26 * 0.34 ** 0.14 0.24 *

+<0.01; * <0.05; ** <0.01; *** <0.001

Table 2: Results of hierarchical regression analysis

Model 1 Model 2 Model 3 Model 4
Team Efficacy Team Efficacy Team Efficacy SHMI Score
Controls
Constant -0.343 1.440 *** 1.549 *** 0.437
(0.514) (0.311) (0.300) (0.612)
Adequate Materials 1.293 *** -0.829 *** -0.795 *** 0.906 *
(0.349) (0.183) (0.175) (0.404)
Enough Staff -1.138 *** 1.438 *** 1.378 *** -0.475
(0.314) (0.159) 0.154) (0.434)
Hospital Size 0.000 ** 0.000 * 0.000 + 0.000 **
(0.000) (0.000) (0.000) (0.000)
Hospital Occupancy 0.449 * 0.038 0.001 0.431 *
(0.190) 0.091) (0.088) (0.189)
Trust Type 0.000 0.002 0.004 0.000
() (0.024) (0.023) ()
Patient Bed Days -0.000 -0.000 * -0.000 + -0.000
(0.000) (0.000) (0.000) (0.000)
Total Episodes -0.000 + 0.000 0.000 -0.000 +
(0.000) (0.000) (0.000) (0.000)
Mean Patient Age 0.004 0.000 0.001 0.005
(0.003) (0.001) (0.001) (0.003)
Mean Length of Stay -0.038 0.017 ** 0.016 ** -0.037
(0.024) (0.005) (0.005) (0.024)
Main Effects
Digital Team Capabilities 0.012 * 0.006 0.005
(0.005) (0.006) 0.011)
Organizational Digital Readiness 0.006 -0.004
(0.006) 0.012)
Digital Team Capabilities X
Organizational Digital
Readiness -0.011 * -0.010
(0.004) (0.009)
Team Efficacy -0.474 *
(0.197)
R-Squared 0.435 0.727 0.728 0.476
N 96 96 96 96

Notes. OLS model, standard errors are reported in parantheses.

+<0.01; * <0.05; ** <0.01; ***< 0 .001

The results of our hypotheses 1 are shown in Model 2. In support of H1, the results reveal a
significantly positive effect of digital team capabilities on team efficacy, b=.012, p<.05. To
investigate hypothesis 2, we included organizational digital readiness in the analysis and
investigate the interaction effect of digital team capabilities and organizational digital

readiness. Model 3 reports the results, which shows a significant negative interaction effect,
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b=-.011, p<.05. To assess the moderation in more detail, Figure 2 plots the simple slopes from
which we can derive that team efficacy is higher when organizational digital readiness is high
as opposed to low. Moreover, if organizational digital readiness is low, digital team capabilities
have a stronger effect on team efficacy, implying that team digital capabilities are especially
important when organizational digital readiness captured by digital leadership, digital
governance, and strategic alignment is low.

Figure 2: Predictive margins
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These results hence do not support H2 that digital team capabilities have a more positive
influence on team efficacy when the digital organizational digital readiness is high. In
hypothesis 3, we predicted a positive effect of team efficacy on hospital performance. The
results of H3 are shown in Table 2, Model 4. We find support for H3 with a significantly negative
effect of team efficacy on the hospital SHMI score, b=-.01, p<.05. This implies that comparing

to the baseline, when mortality is decreasing, hospital performance is increasing.

DISCUSSION

The goal of the study was to identify how digital team capabilities and organizational digital
readiness can influence services to achieve higher team efficacy and hospital performance.
For this purpose, the responses of over 50.000 clinical staff members from 96 healthcare
trusts of the English NHS have been aggregated, to investigate how digital service
transformation affects daily clinical activities, interactions and ultimately performance. The
findings of the study show that there is a strong relationship between digital team capabilities,
organizational digital readiness, and team efficacy, which jointly drive hospital performance.
More specifically, the results highlight that digital team capabilities have a positive influence
on team efficacy. This means that increasing the use of digital systems in services such as
records of care, transfer of care and decision support, can help teams become more effective

with positive implications for patient care and mortality. Using digitized services involves
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activities such as digital notetaking, monitoring, and automated reporting of vital parameters,
which can ease the transfer of care process and avoid misconception or misunderstanding in
shifts of caregivers (Szary et al., 2010). Especially, the latter two are repeatedly shown to have
profound impact on error rates and patient care (Teunissen et al., 2020). Furthermore, Sutton
et al. (2020) show that digital systems that support clinical management and diagnostics can
save a significant amount of time, so that caregivers and physicians can spend more time on
cognitively complex tasks, which require their full attention. Second, the results illustrate that
digital team capabilities and organizational digital readiness jointly affect team efficacy. When
organizational digital readiness is low, digital team capabilities have a stronger effect on team
efficacy, suggesting that team capabilities that support routine services are even more
important when organizational digital readiness towards strategic alignment, digital leadership
and digital governance is limited. Although the direction of this interplay is different than
expected, we find strong support for a joint effect, showing that supporting digital
organizational environments guides digital service transformation and facilitates an informed
adoption for clinical staff. These team capabilities can ease the daily interaction and enhance
team efficacy. Third, and most important from organizational point of view, the higher the team
efficacy the higher the organizational performance. This means, that patient mortality reduces
with greater team efficacy. This not only shows that investment in digital team capabilities is
worthwhile, but also highlights the importance to evaluate team performance and develop a
work environment and culture that supports learning from errors, open communication, and
feedback loops (e.g., Teunnissen et al., 2020).

Theoretical implications

Digital maturity in healthcare has attracted substantial attention in research and practice in the
past years. Yet, we are still at an infancy state, where most studies aim to develop assessment
criteria, enabling hospitals to stepwise engage in digital service transformation (Johnston,
2017). While the benefits for organizations are highlighted in several studies, there is still a
controversy regarding the effectiveness of digital capabilities for clinical staff members
(Henoch et al., 2020), especially on how digital team capabilities influence team efficacy and
how this ultimately drives hospital performance. The present study contributes to this
knowledge gap in several ways. First, we show how digital team capabilities and
organizational digital readiness jointly influence the team efficacy and hospital performance.
This finding contributes to recent developments of organizational learning theory, suggesting
that leveraging relevant digital team capabilities reduces communication and interaction
barriers and enhances performance. Second, the study provides a robust statistical analysis,

in aggregating the responses of more than 50,000 clinical staff members, enabling a
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comparison between 96 hospital trusts. Overall, the study provides evidence that team digital
capabilities and team efficacy can both help contain patient mortality in hospitals. Third, this
study contributes to the call for research that takes a more comprehensive perspective on the
effectiveness of multifunctional technological developments, spanning across diverse service

processes in the hospital (Martin et al., 2019).
Practical implications

From a managerial point of view, several important implications are noteworthy. First, this
study sheds light on the controversy of whether digital service transformation can benefit
clinical staff in their daily care delivery. In particular, the prominent critical moments, where
information exchange, informed decision-making, and handover are repeatedly reported as
sources for errors (Szary et al., 2010; Teunissen et al., 2020) and staff frustration (Gardner et
al., 2019), can be supported by digitized service processes. The findings show that the more
digital team capabilities are in place, the higher the team efficacy and the better the hospital
performance. Second, hospitals’ digital readiness in form of strategic alignment, leadership,
and information governance influences to what extent digital team capabilities are critical for
team efficacy. This means that for hospitals that score relatively low on digital readiness, digital
transfer of care, records of care, and decision support play an even more important role for
team efficacy. Third, the findings of this study can help hospital managers to communicate the
importance and effectiveness of increasingly digitalized infrastructures to more resistant and
sceptical clinical staff members. Finally, the results provide scientific support on the benefits
of the process of digital service transformation, achieving higher team efficacy and better

performance, for hospitals that developed more digital team capabilities than other hospitals.
CONCLUSION

This study reveals the influence of digital service transformation, in form of digital team
capabilities and hospitals’ digital readiness on the perception of clinical staff, focusing on
communication, shared objectives and perceived interaction as well as hospital performance
in general. Data from 96 hospital trusts and over 50,000 clinical staff members have been
aggregated to shed light on the effectiveness of digital capability development for hospitals’
daily activities. Acknowledging limitations of this research endeavour, several areas for future
can be derived. While the study provides a robust and large sample to show the effect of digital
service transformation on hospital performance, the availability of data has limited the analysis

to responses collected within one year. Future studies can build on the insights of this research

112
2023, VinUniversity



f‘_\ The 18" International Research Symposium on Service Excellence in Management
fauIs18 QUIs1®
= June 20 — 23, 2023, Hanoi, Vietnam

and extent the approach to a longitudinal study. This approach would allow to estimate within-
hospital changes, investigate lagged relationships between digital maturity increases and
effects on employees. Moreover, the interplay of digital team capabilities and organizational
digital readiness could be examined in more detail. Especially, their effect on team
performance, potentially including concepts such as learning or organizational culture would

provide fruitful avenues for service research on digital maturity and transformation.
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ABSTRACT

Complex service systems show how interdependent actors can dynamically engage within the
ecosystem. The interaction among actors happens at the meso-level, but prior studies
overlook the orchestration of meso-level engagement. This study fills research gaps by
interviewing drivers of a ride-sharing ecosystem. Our preliminary finding discovers three layers
as a medium to orchestrate the interaction of engaging actors: institutional arrangements,
connectivity, and communality. We also found two approaches in forming meso-level actor
engagement using bottom-up and top-down. Lastly, as a meso-level focal actor, the moderator
tries to balance centrifugal and centripetal forces bounded by those three engagement

instruments.

Keywords: service ecosystem, orchestration, actor engagement, meso-level, ride-

sharing platform
INTRODUCTION
Complex service systems have highlighted the interdependency actor interaction within the

ecosystem through value co-creation interactions (Gummesson, 2008). A service ecosystem

is a "relatively self-contained, self-adjusting system of resource—integrating actors connected
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by shared institutional logics and mutual value creation through service exchanges" (Vargo
and Akaka, 2012). An ecosystem point of view is essential to understand dynamic interaction
processes that are able to capture the complex world, moving further from a firm-centered
perspective (Gummesson, 2008). With such dynamic and complex interactions among actors
with some shared interdependency, it can be beneficial for theoretical and practical to
understand the process behind the ecosystem.

Service ecosystems, such as ride-sharing digital platforms, are recently emerging contexts to
understand complex service systems. An ecosystem connects a supply and a demand side
using one platform by taking benefits from network externalities in which the growth of actors
can be a positive indicator for the development of the ecosystem (Birkinshaw et al., 2017;
Gawer, 2014). For instance, introducing the ride-sharing ecosystem can increase the positive
value of meeting people who want alternative transportation (demand-side: customers) and

who offer a state of transportation (supply-side: driver or partner side).

Multiple actors are engaged in the ride-sharing ecosystem. These various actors are involved
in the resource exchange that can enable the industry in this ecosystem to grow and emerge
(Vargo et al., 2017). The interaction of multiple actors in the ecosystem is one of the emerging
topics in the ecosystem literature to comprehend the significance of how actors integrate their
resources and engage in the different levels that can, in turn, generate distinctive social
circumstances and enable value co-creation (Chandler and Vargo, 2011; Vargo and Akaka,
2012; Storbacka et al., 2016; Alexander et al., 2018). Ecosystem actors are engaged in the
ecosystem that can be broadened beyond the dyadic relationship but in the multiple
interactions (Vargo et al., 2017). The act of engaging in an interactive process of resource
integration within the service ecosystem is referred to as "actor engagement" in the ecosystem
(Brodie et al., 2019; Storbacka et al., 2016).

With interdependency created in the ecosystem, the nature of actors' interaction to co-create
value happens in different aggregation levels: micro, meso, macro, and meta (Chandler and
Vargo, 2011; Alexander et al., 2018). Alexander et al. (2018) postulated this aggregation level
hierarchically in which different multiple engagement contexts should be able to balance
multiple roles. At the micro level, actor engagement highlights the dyadic relationship between
actors and the engagement objects. For instance, ride-sharing creates interaction between a
customer or a driver with mobile applications. Meanwhile, at the meso level, interactions

among customers or drivers happen and regulate with institutional arrangements as guidance

2023, VinUniversity 117



f‘_\ The 18" International Research Symposium on Service Excellence in Management
fauIs18 QUIs1®
= June 20 — 23, 2023, Hanoi, Vietnam

to reinforce engagement behaviors. A brand community is one example of meso-level actor

engagement on the demand side (Brodie et al., 2013).

Moreover, at the macro level, an ecosystem should be able to capture and relate with other
industrial contexts, such as inviting relevant industries to join and involve within the ecosystem
(Alexander et al., 2018). With such a highlight, this kind of interaction happens where each
engagement context is embedded in the ecosystem. For instance, an e-commerce platform
invites a specific brand to join and open the official brand store on the platform. Lastly, meta-
level engagement learns about the interaction between ecosystems—for instance, the
relationship between the ride-sharing and payment ecosystems. Macro and meta-level of
actor engagement require a higher level of observation since observation in these levels

consumes a high abstraction.

Prior studies adopted consumer behavior approaches to understanding the micro level of actor
engagement manifested in behaviors that happen in the interactions with the engaging focal
objects (Alexander et al., 2018; Jaakkola and Alexander, 2014). However, prior studies on the
governance of actor engagement at the meso level are missing (Alexander et al., 2018;
Storbacka et al.,, 2016). In addition, prior studies did not explain how disposition actor
engagement (Storbacka et al., 2016). To fill these research gaps, we investigate how to
orchestrate meso — level actor engagement. This study aims to understand the orchestration
mechanisms by answering the following questions: (1) How to orchestrate meso-level actor
engagement in the service ecosystem? (2) What forces does the meso-level focal actor

use to create sustainable engagement?

The orchestration process has been covered in some contexts, including management
(Lingens et al., 2021), information systems (Mann et al., 2022), service science (Breidbach et
al., 2016), technology management (Linde et al., 2021; Wareham et al., 2014). Orchestration
refers to a dedicated action of the focal actor(s) to trigger value-creating interactions between
actors by leveraging the resource integration and capabilities beyond a traditional dyadic
relationship between customers and firms (Breidbach et al., 2016; Mann et al., 2022). With
this definition, we believe that the orchestration of meso-level actor engagement is one step
forward to tightening and strengthening at the higher level (macro and meta). To understand
the orchestration of meso — level actor engagement in the service ecosystem, we conducted

this study by understanding the supply side of the ride-sharing ecosystem.
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With the importance of the meso — level in the hierarchy arrangement of actor engagement,
capturing the dynamic governance process and interaction at this level is an essential issue.
In particular, the interdependent relationships among actors in the service ecosystem render
some relevance that can influence the institutions at a higher level (Li et al., 2017). This study
provides a governance mechanism to orchestrate meso — level actor interactions that
emphasize beyond the dyadic relationship between customers and companies or brands in
the service systems. Then this study is also expected to enhance the mechanism of actor
engagement by understanding how to disposition actors to engage and enable value co-
creation in the ecosystem. Storbacka et al. (2016) capture the engagement by focusing on the
micro level that lacks the disposition mechanism approaches. In addition, by using driver
communities in a ride-sharing platform, this study moves forward to extend the previous
studies on meso — level engagement that mainly covers using a brand community. For
instance, Brodie et al. (2013) explain how customer participation in the virtual brand
community can affect customer engagement. However, the current study enriches the meso
level by understanding the orchestration process in the service ecosystem by uncovering it

from a supply-side perspective.

This study is expected to provide managerial implications by explaining the engagement
mechanism at the meso — level. Platform owners as focal actors in the ecosystem should
consider the importance the actor engagement at this level that can seek to encourage or rely
on engaging actors from both supply and demand sides in the platform ecosystem (Brodie et
al., 2019; Brodie et al., 2013; Li et al., 2017). Extant studies offer a preliminary understanding
of engagement practices (Storbacka et al., 2016) and provide a zooming-out mechanism in
different hierarchy levels (Alexander et al., 2018). When applying this idea to actor
engagement practices, actors adopt specific routines, habits, and/or self-regulated behaviors
when carrying out their appropriate engagement behaviors or practices. They also work with
and/or around other actors to meet their needs within larger service ecosystems. Additionally,
covering the governance process, focal actor(s) can extend complementarities that can benefit

actors in the service ecosystem and strengthen the relationship at the meta-level.

The rest of the paper is organized as follows. The literature review provides a theoretical basis
to help us understand how far the actor engagement research has been done. We also adopt
IT-enabled public good views as a theoretical framework for this research. Then, we elaborate
on the research methodology, mainly based on interviews with drivers of a ride-sharing
ecosystem in Indonesia. This interview involves members and moderators (or group leaders)

to understand the orchestration mechanisms of this level. We provide preliminary findings of
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this study in the following chapter by discussing two meso — level actor engagement
approaches. Then, we also discover the layers used to govern the meso — level actor
engagement with two forces: centripetal and centrifugal, to gain complementarities at the
meso — level, providing further benefits and facilities to enable value creation on this level.

LITERATURE REVIEW
Actor Engagement in three levels of aggregation

Engagement typically in customer behavior research discusses any customer activities that
influence a firm's activities, such as customer acquisition or new product development. Extant
research (Jaakkola and Alexander, 2014) understands different types of actor engagement
that can be differentiated into four types: (i) Augmenting behavior in which customers
contribute resources to add a company's offering; (i) Co-developing behavior in which
customers contribute resources to enable the development of a company's offering; (iii)
influencing behavior in which contribute resources to influence other customers' perception;
(iv) mobilizing behavior in which customers contribute resources to help the company to
mobilize other stakeholders action toward the focal firm. According to this concept, actors are
engaged not only with the focal objects, such as digital platforms, but also engage and interact
with other actors, resulting in value creation in the ecosystem. This kind of interaction can

facilitate the development of meso-level actor engagement.

In the Service-Dominant Logic (SD-Logic), Vargo and Lusch (2016) explain some
mechanisms that can help to create and reproduce the social system through some repeated
actions and enable meaning creation in that social system (Akaka et al., 2015). According to
this conceptual approach, extant researchers acknowledge that there is existing
interdependency between structure and agency, in which structure can help to govern actor
behavior, and individual actions of ecosystem actors can facilitate some changes in the

ecosystem structure (Vargo and Lusch, 2016).

With the concern of actor engagement behavior and the interdependency of structure and
agency, prior studies posited that actor engagement behavior could help to form institutional
work that can also relate to SD-Logic perspectives (Vargo and Lusch, 2016). Institutional work
refers to a purposive action of individuals and collective actors to create, maintain, and disrupt
organizations (Lawrence et al.,, 2011). Employing the SD-Logic perspective in the service

ecosystem research, it is appropriate to understand the embeddedness and interdependency
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to enable dynamic processes in the institutional work, capturing underlying structures to
emerge. Such importance postulates that actors' engagement is a multi-level interaction in

nature, understandable from the micro-level, meso-level, macro-level, and meta-level.

Micro-level interactions can facilitate the development of meso-level, which triggers a broader
structure in the macro-level and meta-level of actor engagement aligned with the ecosystem
structure. In previous studies, micro-level actor engagement uncovered engagement behavior
between actors and focal objects (for instance, a brand) which has been a research topic for
decades (Brodie et al., 2013; Li et al., 2017). It is found that engagement toward a brand is
characterized by interactions between actors that are able to initiate similar activities. The
interaction between customer and brand facilitates the development of the brand community
where customers with similar interests can gather and share within the communities. The way
individual actors contribute resources can trigger four kinds of actor engagement (Jaakkola

and Alexander, 2014), as mentioned earlier in this section.

In the management and social science literature, group membership is recognized as a critical
determinant of behavior where individuals can reflect on a particular group and enhance a
favorable attitude toward members of a specific group. For example, consumer perception of
a brand community can influence customers' purchase decisions and loyalty in the long run
(Bearden and Etzel, 1982). The crucial factor of group membership to affect higher levels
creates greater attention on the meso-level of actor engagement. Prior studies overlook how
to disposition and facilitate the creation of this meso-level actor engagement. In addition, with
the development of the digital platform and rapid adoption rate in society, it is also essential
to capture the dynamic process of how ecosystem actors interact at this intermediate level, as

interdependency and uncoordinated actors interact.
IT—enabled public goods framework

A digital platform such as a ride-sharing platform can connect two interdependent actors in a
single ecosystem: supply-side and demand-side actors. The role of emerging information
technology (IT) can facilitate collective actions seen from public goods perspective (Wiertz
and de Ruyter, 2007). Public goods theories can help to analyze how to encourage the
collective action of interdependent actors with similar interests (Samuelson, 1954). To
understand in the online forum context Markus (1987) highlights the need for IT to enhance
communication among group members to consider creating collective actions. Connolly and

Thorn (1990) highlight the crucial role of IT in enabling information sharing. Hence, Fulk et al.

2023, VinUniversity 121



f‘_\ The 18" International Research Symposium on Service Excellence in Management
fauIs18 QUIs1®
= June 20 — 23, 2023, Hanoi, Vietnam

(1996) capture the understanding of two related factors in shaping the collective actions of

group members: enhancement of communication and creation of information sharing.

To enable communication and information sharing in a collective group, individual members
should be able to share their resources. At the same time, they will receive resources from
other members (Fulk et al., 1996; Phang et al., 2015). In this kind of interaction, each group
member will create a productive exchange that can build a generalized exchange (Fulk et al.,
1996). These group members' collective actions can be triggered by implementing IT tools.
For instance, IT tools, like a bulletin board, can improve communication and foster a sense of
information sharing in an online forum in a number of ways. An online bulletin board that
focuses on improving communication keeps track of posts in an organized style and tags them
with contributors' identities, such as their nicknames. As a result, people may find it simple to
connect with people who share their interests by clicking on the "respond" or "message"
buttons, for example. Online discussion forums serve as a storehouse for information and

discussion materials that participants and decision-makers have contributed.

Recently, in the context of meso-level actor engagement in a service ecosystem, it is vital for
each driver as a collective group member to communicate with each other and gain relevant
information access in deliberating and providing feedback. Further, the institutional
arrangement that can be considered boundary resources in the ecosystem should help
different members deliberate and provide feedback on a focal issue. Although extant literature
(Phang et al., 2015; Kumar and Vragov, 2009) have examined the use of IT for public
deliberation and participation, there is a lack of conceptualization and understanding of how
meso-level actor engagement in the service ecosystem has been dispositioning. A prior study
by Kumar and Vragov (2009) explains how IT can potentially trigger democracy and civic
discourse through active citizen participation. Phang et al. (2015) examined what motivates
contributors and lurkers on an online feedback forum that can influence collective and
persuasion benefits. Hence, in this study, we would like to extend the IT-enabled public goods
theoretical background to help us discuss how dynamic interactions at the meso-level are
created and how focal actors in this intermediate level can enable participation and resource-

sharing to improve actor engagement.
METHODOLOGY

This research is research in progress, and we would like to share our preliminary findings to

gain feedback from the conference participants. Recently, we have done interviewed 16
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drivers of a ride—sharing ecosystem platform in Indonesia. We employed snowball sampling.
To ensure that we get the correct participants, we have inclusion criteria as our consideration
for respondents to be included for further analysis. Our inclusion criteria are that respondents
should be members of the community of drivers and active partners in a ride-sharing platform
ecosystem. We include both part-time and full-time drivers for our analysis. We excluded 3
participants who did not meet the criteria, resulting in 13 ride-sharing drivers as our sample.
The list of respondents can be found in Table 1 below.

Table 1: List of Respondents

Respondent Category Role in the Duration of
S (Part-time or Full- community Interview
time)

R1 Full-Time Member 1 hour 17 min
R2 Part-Time Member 45 min
R3 Full-Time Moderator 1 hour 9 min
R4 Full-Time Member 49 min
R5 Full-Time Member 58 min
R6 Full-Time Moderator 1 hour 23 min
R7 Full-Time Member 53 min
R8 Full-Time Member 49 min
R9 Part-Time Member 52 min
R10 Full-Time Member 40 min
R11 Full-Time Moderator 1 hour 42 min
R12 Full-Time Moderator 1 hour 51 min
R13 Full-Time Moderator 1 hour 5 min

The research team conducted semi-structured Indonesian interviews from November 2022 to
February 2023. All interviews with members and moderators of the community of drivers were
recorded after receiving consent from the respondents. Researchers developed two interview
guestions for two types of respondents: members and moderators. For members, we focus
on their involvement and participation in the community. For moderators, we focus on their
management and governance process in the community and how they connect with the
platform owner. The interview lasted an average of 65 minutes, with a longer duration for a
moderator (see table 1). Each participant received IDR 100,000 (equal to 6.5 USD) as an

incentive for participating in this study.
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After the interview, two Indonesian research team members re-watched the recording and
started to transcript the interview. Two well-trained research assistants were employed to help
researchers transcript the interview. Then, the manuscripts were translated into English and
used for analysis purposes. Following the translation into English, the manuscript was
distributed to research teams and started to read. We used an open coding scheme to analyze
the transcription and used authors' triangulation to gain reliable analysis findings.

FINDINGS AND DISCUSSIONS

Focal actor(s) usually manage an ecosystem that can lead to orchestration activities (Mann et
al.,, 2022; Lingens et al., 2021). Orchestration is at the center of the ecosystem literature,
mainly capturing some activities to capture a joint value proposition (Lingens et al., 2021).
Using a structure point of view, how the orchestration process in the meso-level actor
engagement can be orchestrated? In our cases, we found that meso-level actor engagement
of ecosystem actors (from a supply-side perspective) happens mainly in the community of
drivers. In this community, we capture different ways and forms of interacting with the platform,

which can be created according to two approaches: top-down and bottom-up.

We found two types of focal actors in this case. First, we found a platform owner as the leading
focal actor in the ecosystem that can orchestrate the ecosystem with some governance
mechanisms and implement institutional arrangements as a boundary resource. Second, at
the meso-level, moderators are the focal actor to lead the engagement, orchestrate this level
with some governance, enhance community information sharing, and form stronger
connections among actors. This paper focuses on the second focal actor, focusing on the

intermediate level of actor engagement in the ecosystem.

We define a meso-level actor engagement approach as forming and maintaining institutional
work at the intermediate collective actions. The critical difference between these two
approaches is how this intermediate level of actor engagement is created concerning the
structural view of the ecosystem. In the top-down approach, meso-level actor engagement is
emerged through a specific purpose designed by platform owners and co-created through
reflexivity and reformation to enhance value creation. Meanwhile, in the bottom-up approach,
meso-level actor engagement emerges from drivers' collective actions to engage and gather
according to the similarity of specific characteristics. We illustrate these two types of meso-

level actor engagement in Figure 1 as follows.
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Figure 1: Top-Down and Bottom-Up Approach of Meso-Level Actor Engagement

Layers of Meso-Level Actor Engagement

Before discussing the approaches, we highlight our findings on three layers that help
orchestrate ecosystem actor engagement at the meso-level, as shown in Figure 1. We found
three layers that help to shape meso-level actor engagement: institutional arrangement,
connectivity, and communality. The first layer is the institutional arrangement that refers to
rules, norms, meanings, and symbols to guide actors in the interaction process. Institutional
logics or arrangements are essential to creating a shared environment for different actors in
the ecosystem. In addition, these institutional norms are created to serve as a constraint and
boundary resource among other groups at the intermediate level, facilitating strengthening
relationships with higher contexts, including macro and meta levels. Institutional arrangements
also help to tighten the relationship among group members and trigger the activation of two
other layers: connectivity and communality. The moderator and other group members behave
at this level according to these institutional arrangements co-created through reflexivity and

reformative actions.

The second layer is connectivity. Connectivity refers to the enhancement of communication

among members in the same group. Connectivity can help actors to be more engaged in the
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ecosystem due to the same feeling and enable the creation of solidarity identity value in the
meso-level actor engagement. Identity as the ride-sharing partner that collects and gathers at
the meso-level can help to form solidarity among community members. Hollinger (2006)
explains that when individuals share an identity with others, it can facilitate the development
of solidarity among members. For instance, when an individual driver has an accident during
on-bid, other nearest members will help them. This kind of interaction has been described in
the institutional arrangements as a norm to behave in the group as a form of actor

engagement.

Lastly, communality is the third layer that refers to the ease of actors accessing a shared
pool of information to enable productive exchange, intensify the micro level, and ease reaching
a macro level. Platform owners and managers distribute a shared pool of information through
this intermediate level. With this shared pool of information, engaging actors can access it to
enhance their skills and knowledge. For instance, platform managers share some promotional
events through moderators. In addition, moderators help to explain to other members and
unlock some features to help members to gain this feature. With this productive exchange,
members can intensify the micro-level engagement and help to reach a higher level to engage
with platform owners and managers. Consequently, communality through the productive

exchange can increase customer well-being.
Approaches to Meso-Level Engagement: Top—Down and Bottom-Up

Figure 1 illustrates two different approaches to disposition actor engagement at the meso-
level. Preliminarily, we found a top-down approach as a mechanism for platform owners to
form this institutional work at the medium level. Platform owner designs and actively creates
and maintains the engagement of drivers at the meso level. To help the platform owner
maintain the creation of this intermediate level, a group moderator is recruited to manage
collective actions. Furthermore, a group moderator is authorized to handle some productive
exchanges. Platform owners with moderators co-create institutional arrangements as
boundary resources to govern the meso-level actor engagement. Hence, moderators have

stronger ties to the macro and meta levels through this approach.

Meanwhile, the bottom-up approach emerges from micro-level engagement. A collective of
actors, not limited to the same platform, creates meso-level engagement based on the
similarity of specific characteristics. For instance, we found some communities that gather

based on a specific location, such as nearby airports, train stations, or shopping malls. These

2023, VinUniversity 126



f‘_\ The 18" International Research Symposium on Service Excellence in Management
fauIs18 QUIs1®
= June 20 — 23, 2023, Hanoi, Vietnam

locations used to be gathering points for members while waiting for incoming orders. As a
governance medium, the institutional arrangement is designed through collaborative actions
without platform owners' involvement. Consequently, we found less connection with macro

and meta levels through this mechanism.
Meso — Level Engagement Forces and Complementarities

In the following section, we will explain the effort of the moderator as the focal actor to create
sustainable meso-level engagement through balancing centripetal and centrifugal forces,
shown in Figure 2. Centripetal forces happen when the focal actor pushes other actors
toward integration, bounded by three layers. Actors must integrate cognitive, affective, and
behavioral resources to enhance connectivity and communality without ignoring institutional
arrangements. To support the centripetal forces, each member should be able to pull
themselves by actively sharing their resources, supporting institutional arrangements,
tightening connectivity to enhance solidarity identity value, and accessing communality to
create this meso-level engagement. Through this effort, complementarities in the ecosystem
can be formed. More substantial complementarities require more intense coordination and

greater centripetal forces.

The second effort can be made through centrifugal forces. Centrifugal forces are necessary
to pull other complementors outside the ecosystem to join. Centrifugal forces can invite more
dispersed knowledge to strengthen actors' attachment on the meso level. Complementors
refer to independent third parties outside the ecosystem that can help extend ecosystem
functionalities (Engert et al., 2022), for example, fast response units, insurance, financial
services, or auto shop that have not participated in the ecosystem. As the focal actor, the
moderator should be able to find appropriate complementors and attract them to join the
ecosystem at the intermediate level. As a result, centrifugal forces can provide extended

benefits for engaging actors in the intermediate levels.

Centrifugal
Forces

Centripetal
Forces

Balancing Engagement Layers:

» Institutional Arrangements
» Connectivity
» Communality
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Figure 2: Centrifugal and Centripetal Forces
CONCLUSION

Engagement research has been studied for decades to understand customer behavior toward
brands and products. This lens enables capturing a dyadic relationship between customers
and companies. However, with the emerging concept of ecosystem, engagement research
has been applied to understand the interaction among interdependent actors, ranging from
micro to meta-level. This paper discusses preliminary findings on orchestrating meso-level
actor engagement, extending current engagement research of a brand community. Using a
digital platform ecosystem as a case study, we highlight two approaches to disposition actor
engagement at the meso level: bottom-up and top-down, that should be able to balance three
layers as instruments to orchestrate this engagement: institutional arrangements, connectivity,
and communality. As the focal actor in this medium level, the moderator conducts two forces:

centripetal and centrifugal, to balance three engagement instruments.

This study is a part of meso-level actor engagement research in the service ecosystem. To
provide a more comprehensive way, we would like to extend this study by interviewing platform
owners on the importance of meso-level to build a more decisive engagement at the higher
level. Furthermore, we would like to understand how this meso-level engagement can help

form sustainable use of digital platforms and enlarge network externalities effect.
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ABSTRACT

Purpose of the study

Understanding vulnerable consumers when conducting Transformative Service Research
(TSR) is essential but these consumers and their contexts are often complex and difficult to
research. Despite a movement towards TSR methodologies suitable for studying vulnerable
participants and their contexts, a comprehensive framework that can guide service
researchers is lacking. The purpose of this paper is to investigate appropriate methods,
procedures, and protocols that permit researching a wide range of vulnerable groups and

exposures to vulnerable situations in TSR.

Methodology

This is undertaken via a review of the literature and the authors’ reflections of their experience
researching vulnerability in various configurations (e.g., disasters, refugees, healthcare,
disability, and older people). Through an iterative process of personal case reflections and
group discussions blended with extant literature, patterns and insights regarding appropriate

research protocols, techniques, processes, and sampling are identified.

Findings

The insights contribute to the development of a comprehensive TSR framework in five
research method areas including 1) consideration of the context, researcher, support persons
and participants, 2) recruitment considerations relating to sampling, 3) recruitment
considerations in terms of ethics and set-up, 4) data collection considerations relating to
research protocol and set-up, and 5) data collection considerations. The framework can guide
both academics and practitioners to enhance research outcomes for both participants and

researchers.
Research limitations/ Implications

This research adopts an interpretive approach utilising a case study approach combined with

individual reflections of the authors with experience researching vulnerability in service
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research. However, there is a need for more reflexivity in service and consumer research to

enable deeper insights into research methods and protocols with vulnerable people.

Originality/ value

The wide range of contexts incorporated in this work enables the development of a
comprehensive and unifying TSR methodologies framework for researching vulnerable
consumers. The framework extends existing work and can be used by researchers focused

on service issues related to a broad spectrum of vulnerable groups.
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ABSTRACT

The present paper examines the enablers that determine the person's intention to participate
in volunteering activities enticing value co-creation for individual and community well-being.
Despite volunteers' crucial work, the motivations behind the intention to participate in the
activities are still under-investigated. An empirical analysis was developed using a mixed-
method methodology combining qualitative (37 in-depth interviews with volunteers,
volunteering associations and managers) and quantitative (113 questionnaires with
volunteers) approaches. The analysis reveals the drivers impacting individuals' motivation to
volunteer, triggering a positive impact on citizens, communities, volunteers, and the

environment.

INTRODUCTION

The research aims to investigate the value co-creation phenomenon during community
volunteer activities and identifies the drivers resulting in transformative outcomes generated
by volunteering engagement. The focus is on the role of volunteering in promoting individual
and collective well-being, defined as a service research priority (Field et al., 2021).
Volunteering is a dynamic phenomenon that occurs worldwide and plays a significant role in
value co-creation in transformative services (Isboli et al., 2020). The volunteer actor is a
service provider and a consumer (Mulder et al., 2015). The contribution of volunteers' co-
creation of value occurs through direct and indirect interactions with a wide range of actors,
including other volunteers, staff, and organizational stakeholders (Benson & Wise, 2017). The
volunteers support the transformation activities carried out by different service providers while

transforming themselves, service ecosystems and society (Snyder & Omoto, 2007; Wilson,
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2000). Although volunteers do such an important job, the motivations that push individuals to
participate in these activities still need to be investigated (Matos & Fernandes, 2021). Against
the above backdrops, the present study attempts to answer the following question: RQ1: what
are the key drivers which impact the intention to participate in volunteering activities enticing

value co-creation for individual and community well-being?
METHODOLOGY

An empirical study is carried out by applying a mixed-method approach. As indicated by
several authors (i.e. Creswell, 2017; Bryman, 2007), mixed methods allow a broader analysis
of a specific phenomenon, providing consistent answers to complex research questions
(Hesse-Biber & Johnson, 2013). The methodological approach uses a sequential method
(Venkatesh et al., 2013) in which the results of the qualitative phase are used to inform the
guantitative analysis. The integration of the two methods allows for overcoming some limits
and maximizing each phase's strengths (Hussein, 2009). In the qualitative phase, multiple in-
depth interviews were performed: with 20 volunteers, ten voluntary associations and seven
managers working in companies that organize volunteers program for employees. The data
was analyzed by adopting a thematic analysis (King, 2004; Renzi et al., 2022) using MAXQDA
software. The findings of the qualitative phase were used to design of quantitative phase.
Indeed, the insights arising from the qualitative analysis and the existing literature were
combined to develop a questionnaire to investigate enablers, obstacles and outcomes of
volunteering work. Specifically, a questionnaire was administered to a non-probabilistic

sample of 113 volunteers. Data were analyzed using SPSS software.
FINDINGS

From the qualitative analysis, multiple insights were detected. First, analyzing the managers'
interviews, it emerged a significant resistance of employees to participate in volunteering
activities. From the investigation of volunteers and associations were identified three main
drivers which determine the intention to engage in volunteerism: volunteer characteristics,
individual attitudes and emotions, positive contribution to society, and development of
relationships.

In particular, it emerged that what leads a volunteer to start volunteerism is first an interest in
the proposed activity topic and a strong inclination towards altruism. Volunteers deploy
intangible and material resources (i.e., time, skills, passion, empathy, and rarely money and

equipment) to participate. Respondents stated that positive emotions are more frequent than

2023, VinUniversity 133



f‘_\ The 18" International Research Symposium on Service Excellence in Management
fauIs18 QUIs1®
= June 20 — 23, 2023, Hanoi, Vietnam

negative ones during and after activities. Moreover, participation in voluntary activities brings
many benefits to volunteers, such as the opportunity to grow, improve and feel useful to the
community. At the same time, some difficulties can negatively impact participation, like logistic
and organizational issues and the lack of strong recognition from other actors of the value
embodied in the work carried out. From the qualitative interviews, it was possible to identify
the development of actor-to-actor relationships that can generate transformative value through
resource integration. Indeed, volunteers create relations with multiple actors, including the
beneficiaries, other associations and their volunteers, the parents of the beneficiaries, schools
and companies.

Regarding the quantitative surveys, four key factors of volunteering activities were identified
from the factor analysis: f1) positive impacts and benefits; f2) negative feelings during
activities; f3) positive perceptions of social contribution; f4) negative feelings after the
activities. Finally, following a regression analysis procedure, it was possible to identify that f1
and f3 impacted the respondents' intention to continue to participate in volunteering activities;

and that f1 and f3 positively affected the respondents’ satisfaction while f2 and f4 negatively.
CONCLUSION

The study reveals the beneficial effects of volunteering on individuals, communities,
volunteers, and the environment. This is mainly fueled by actors' resource integration and
collaborative practices. The orchestrated resources are tangible (i.e., buildings, structure, and
equipment) and intangible (i.e., time, people's traits like empathy, involvement, and personal
skills). Collaboration founded on shared values contributes to the creation of value through
the transformation of institutional arrangements.

The quantitative findings show the enablers that motivate individuals to participate in
volunteering activities, triggering a positive impact on citizens, communities, volunteers, and
the environment. Specifically, individuals are more satisfied and willing to continue
volunteering when they perceive that their work is appreciated by society and feel they have
contributed positively to the well-being of others.

The study contributes to transformative service research by understanding factors impacting
volunteers' intention to engage in value co-creation practices for improving societal welfare.
Nevertheless, even if the sample size and the empirical contextualization in a single country
align with the research's explorative nature, the two elements could represent a study
limitation.

Keyword: value cocreation; volunteers; individual well-being; collective well-being;

volunteering drivers; resource integration
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Determinants of Operations Management Faculty Salary

Richard Metters rmetters@mays.tamu.edu - Texas A&M University

ABSTRACT

Purpose of the study

The job of a college professor is teaching, research, and service. This study seeks to
determine which of these is rewarded and in what amount in educational services at the
university level.

Methodology

A group of 21 US public schools were chosen based on the similarity of official journal quality
lists. A census of Operations Management faculty at those schools was undertaken. Data was
gathered on salary and roughly 100 potential causal factors. Regression was used to
determine contribution to salary.

Findings

Published work was a main driver of salary, but only publications in journals considered "A"
journals by the employer. Number of authors on publications did not improve model fit.
Disloyoalty is rewarded: the number of moves made, if the move resulted in a rank of Associate
or Full Professor, are associated with higher salaries. The beta coefficients for teaching and
service awards were not distinguishable from zero. Full Professors who are female are paid
$23,000 less than male colleagues, accounting for publications.

Research Limitations
We only considered public schools, due to salary availability, and only a select group of
schools that had similar journal lists. The results will not strictly apply outside those bounds.

Originality/value

We believe the resulting models will be of personal interest to Operations Management faculty
in negotiating salaries and determining their market value.
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Using standardized patients to assess the communication skills off medical students in
year 2 in the Stimulation Center at Ho Chi Minh City

Ngoc Loi Ho. MD, ATCS Center, UMP HCMC *
Thi My Hanh Nguyen. MD, ATCS Center, UMP HCMC *
Kim Ngan Tran. CV, ATCS Center, UMP HCMC *

1. Background

The standardized patients (SPs) development program is established at the Center for Advanced
Training in Clinical Simulation (ATCS), School of Medicine, University of Medicine and Pharmacy
at Ho Chi Minh City, Vietnam in 2017 and has more than 50 SPs. SPs support the process of
teaching and evaluating the clinical skill practice of medical students. When SPs’ situational
presentation capacity is well done (Chart 1), it is subsequent work to improve SPs’ capacity in
assessing communication skills (CS) to support feedback in Formative OSCE (F.OSCE). From
there, the future development direction can completely replace the lecturer in assessing the CS
of 2nd-year Medical students in Summative OSCE (S.OSCE).

Chart 1: Student assessment of the SPs in S.OSCE

100%
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

Good cooperation Have good Appropriate Like a real patient
attitude communication expression of
skills emotions

m Strong agree mAgree = Disagree & Strong disagree

This study was posed to answer the question: Are standardized patients qualified to
assess the CS of 2nd-year medical students? The research objective is to determine the
standardized patient's competency when assessing the communication skills of 2nd-year
medical students.

2. Method:
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The research crossover to the description and takes place from July 26-29, 2022. The
sample population is randomly selected from all students participating in Summative
OSCE to be evaluated jointly by both SPs and lecturers.

Before participating in the assessment, SPs were trained in four steps. Step 1st: Training
on scenario presentation. Step 2nd: Training on communication skills through video
lectures, and live explanations. Step 3rd: Training on assessment of questionnaires and
instructions on using a Tablet (Tab) for assessment. SPs watched 2 sample videos to
practice the assessment. Step 4th: conduct self-communication with students in the
OSCE room, and evaluate checklists on Tab for 1 minute.

Lecturers and SPs jointly evaluated each student in turn according to the 10 criteria of CS
(1. Greet the patient and introduce yourself; 2. Explain the reason; 3. Ask for patient
administrative information; 4. Concerned about patient's opinions, worries, and desires;
5. Encourage the patient to practice the right habit; 6. Praise the patient for doing the right
thing; 7. Listen attentively; 8. Show empathy; 9. Respect the patient; 10. Professional
demeanor). Criteria 1-2-3 are related to the opening of the communication session,
criteria 4-5-6-7-8 are used to assess the CS used in the course of questioning, and criteria
9-10 are an assessment of professionalism.

OSCE station duration is 6 minutes. On average, there will be 20-25 students who will
conduct communication with standard patients in a 4-hour exam. SPs conduct direct
communication with students for 6 minutes and then use a tablet with a checklist for 1
minute after each OSCE station to evaluate the students' scores. The lecturer observes
and evaluates students communicating through the camera system, then using a tablet
with an assessment checklist in 1 minute.

The mean scores of SPs and lecturers are compared. Cohen's Kappa coefficient was
used to assess the correlation between each criterion and the population.

3. Finding:
First, there are 94 comparative opinions, the characteristics of research subjects in Table 1
below.
Table 1: The characteristics of research subjects
Characteristics Standardized patient Lecturer

Number 14 4

Number of reviews 94 94

The average age 59,5 40
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Years of service 2,9

Junior - High School: 10
Academic level Postgraduate education: 4
Post-secondary education: 4

Male:Female Ratio 10:4 3:1

The ratio of men and women was almost equal between the two groups, the average age
of the SPs was higher than that of the lecturers and the education level of the lecturers
was higher than that of the SPs.

Second, the mean scored by SPs (8.55+1.01) is lower than those by lecturers (9.19+1.09)
with statistical significance with p<0.001

The third, the correlation between the scores of standard patients and lecturers according
to the criteria is shown in Table 2

CORRELATE
No. CRITERIA INDEX
1 Greeting patient and self-introduce 1
2 Explain the reason <0.2
3 Ask for the patient's administrative information <0.2
Concerned about the patient's opinions,
4 . <0.2
concerns, and wishes
Encourage the patient to practice the good
5 . 0.28
habits
6 Appreciate the patient for doing the right thing 0.37
7 Listen attentively <0.2
8 Showing empathy 0.38
9 Respect the patient 1
10 Professional manners 1
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11 Correlation of the scores between SPs and 047
Lecturers in general criteria '

Criteria (1),(9), and (10) show that the correlation between the two groups of SPs and
lecturers is almost absolute. The criteria (5) encouragement; (6) praise and (8) empathy
correlate respectively 0.28, 0.37, and 0.38 show that the correlation between the two
groups of SPs and the lecturer is at a low level. The remaining criteria (2), (3), (4), and
(7) all correlate < 0.2, showing that there is no correlation between the 2 groups of SPs
and lecturers.

Finally, the mean Kappa correlation coefficient of the 2 groups is 0.47

4. Concluding:

The mean score of SPs (8.55) in our study is lower than lecturers (9.19), in contrast to
the assessment of McLaughlin (90.4 & 82.2) (1). The difference may be due to SPs’ ability
to identify CS and the seriousness of the assessment. Because SPs are informed that
the grading in the study does not affect the student's final score, it is completely
comfortable and most serious to evaluate students, minimizing the case of injuries to the
students. Students who give high scores often encounter reality. However, it is still
possible that the standard patient did not recognize the student's skill section, so not
giving it a score leads to a lower overall score.

The correlation coefficient in our study is much lower than that of M. Shirazi (0.88) (2) but
like Kevin McLaughlin (0.4) (1) and Paul Whelan (0.41-0.6) (3) may be due to a large
number of students (20 students/SP), the short assessment time (1 minute) and the high
age of SPs (60 years old). Although there is no clear evidence on how much time it takes
for the patient to prepare for the assessment, there is currently a difference in the time
when the instructor can watch and play at the same time and add 1 minute to the final
review. , and standard patients only have 1 minute to perform. A large number of students
makes it difficult for the standard patient to lose a lot of energy, concentration, and age.
Therefore, the above 3 things will need to improve shortly to get the best results because
of the benefits of using SPs.

Indeed, some authors have suggested that the communication aspect is best assessed
by the patient (4). Although the correlation is not high, the role of SPs in evaluating
students' CS will be increasingly important, especially for accurate feedback.

More research is needed to evaluate the role of SPs in medical education.
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The increased importance of digital servitization for manufacturers — A central
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ABSTRACT

Due to decreasing profit margins and competitive pressure in global markets, manufacturers
are forced to implement servitization approaches (Wise and Baumgartner 1999; Vandermerwe
and Rada 1998). Digitalization is another phenomenon affecting manufacturers forcing them
to boost their servitization offerings by digital solutions (Coreynen, Matthyssens and van
Bockhaven; Gago and Rubalcaba 2007). The research focus on service offerings and
digitalization of companies from different Central European countries from three different
industry sectors: manufacture of computer, electronic and optical product (NACE 26),
manufacture of electrical equipment (NACE 27) and manufacture of machinery and equipment
(NACE 28).

INTRODUCTION

As global markets are highly competitive and profit margins are decreasing, traditional
manufacturers are forced to seek new growth options by implementing servitization
approaches and combining product offerings with services as a strategic alternative (Wise and
Baumgartner 1999; Vandermerwe and Rada 1998). Offering services enables companies to
differentiate themselves and to create a more sustainable competitive advantage that leads
to stable revenue streams, improved profitability and increased customer satisfaction and
loyalty (Guo, Li, Zuo and Chen 2015).

Besides the general trend of servitization the implementation of new and digital technologies
also plays a critical role for manufacturing companies (Coreynen, Matthyssens and van
Bockhaven 2017; Gago and Rubalcaba 2007). The transformation within manufacturers’
servitization approaches from a product focused business model towards more customer-
centric service offerings (Oliva and Kallenberg 2003) can also be facilitated by new and more
advanced technologies (Verma, Rohit, Subhama and Deboijjt 2020) and new digitalization
approaches are inevitable as companies are nowadays literally forced to boost their
servitization offerings by implementing digital strategies and technologies (Coreynen,
Matthyssens and van Bockhaven 2017; Gago and Rubalcaba 2007).

Digital servitization improves and enables new ways of value creation, enables more efficient
order processing, and supports the development of new business opportunities (Kohtamaki,
Parida, Oghazi, Gebauer and Baines 2019). Furthermore, services and especially the
digitalization of services also force the resilience of companies which showed the COVID-19
pandemic.

The successful provision of digital services in international markets requires a certain level of
digital infrastructure and skills among employees and managers of manufacturing companies.
But not only the company itself has to transform to offer digital services successfully, other
actors such as customers have to change and adjust for example IT-systems and
organizational structures as well to be able to make use of digital service offers (Tronvoll,
Sklyar, Sorhammar and Kowalkowski 2020; Kohtamaki, Parida, Oghazi, Gebauer and Baines
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2019). In addition to the company’s own digital service skills, knowledge about the degree of
digitization and the service readiness of customers in export markets therefore also plays an
important role.

Current research focuses on digital servitization in general, isolated technologies and use
cases of single countries but there are no comparing studies of different countries concerning
the status of servitization as well as the influence of digitalization so far. Catching up those
trends within servitization and digitalization as well as the existing gap in transnational
research, this study identifies the level of digital servitization of manufacturers in central
Europe and its barriers to overcome. Different countries and industries are considered as
comparing results are relevant for developing service-oriented business models that enable
competitiveness in international and globalized markets. Further, the results are important for
future research as well as application oriented supporting activities of policies and business
supporting organizations (e.g. cluster, chambers).

The empirical study is based on a transnational quantitative survey among manufacturing
companies and answers the following research questions: Which services are already offered
by manufacturing companies in central Europe? What significance do digital solutions have in
this context? What are barriers for integrating digital solutions into the service business of
manufacturing companies? What are country-specific differences regarding digitalization of
services?

METHODOLOGY

In order to be able to answer those questions we designed a quantitative research involving
manufacturing companies (SMEs as well as large companies) from nine European countries.
In this paper we focus on companies from three different industry sectors: manufacture of
computer, electronic and optical product (NACE 26), manufacture of electrical equipment
(NACE 27) and manufacture of machinery and equipment (NACE 28).

To examine the self-assessment of the importance of services and digitalization we addressed
general managers and service managers from Central European manufacturing companies in
an online survey. Only manufacturing companies, that are offering industrial services and
managers with a good knowledge of the companies’ service business were included in the
final analysis.

This approach enabled a total of 1.724 company responses to be analysed (Austria n=190,
Croatia n=98, Czech Republic n=191, Germany n=383, Hungary n=192, Italy n=192, Poland
n=183, Slovakia n=200, Slovenia h=95).

To specify offered services and their general importance as well as the importance of
integrating digital technologies in specific services we developed the relevant service
categories which we based on taxonomies used in literature (Baines et al 2013; Gebauer et
al 2010; Homburg, Fassnacht and Giinther 2003; Mathieu 2001; Partanen et al 2017). Thus,
we assigned 21 relevant service categories to six main service categories that have been
evaluated in the survey: pre-sales services, product support services, product life-cycle
services, R&D services and operational services (Table 1).
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Table 1: Service Categories

Pre-sales services
product demonstrations
customer seminars

Product support services
warranty
technical user training
customer consulting and support by phone
testing, test rigs, quality assurance

Product lifecycle service
installation services
repair service
spare parts
maintenance
retrofit, modernization, upgrades

R&D services
research service
prototype design and development
feasibility studies

Operational services
project management
service for operating the product for the customer
service for operating customer’s processes

Financial services
pay-per-use
instalment payment
leasing
rental system

FINDINGS

Our quantitative survey shows, that for the majority of manufacturing companies in our sample
services are very important (mean=3,98 on a 6-point Likert-scale) and are even getting more
important in comparison to pure product-businesses in future. The main focus of companies
from Central Europe is on product support services like e.g. warranty or technical user training
(mean=3,65), product lifecycle services like repair or maintenance (mean=3,59) as well as
operational services like project management (mean=3,54 on a 5-Point Likert-scale).
Especially Italy has a strong focus on R&D services (mean=3,89). These mentioned service
categories are also the ones in which digital solutions mainly have been used so far.

Concerning the general importance of digitalization 65,8 per cent of manufacturing companies
in Central Europe mention that digitalization is currently leading to a significant change in the
business model in all areas. Further, it is recognized, that digitalization is a decisive factor in
the further development of products and services as well as their innovation (mean=3,92 on a
5-Point Likert-scale).
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Barriers for expanding digitalization in companies are high costs as well as the lack of skilled
employees and the lack of technical possibilities. Especially Hungarian companies (31,3 per
cent) further mention a bad digital infrastructure of the region as disruptive factor for
digitalization).

As mentioned before, the lack of skilled employees is recognized as one of the biggest barriers
for expanding digitalization. The global challenge of a shortage of skilled workers is reaffirmed
by further items in our company survey. In Slovakia, for example, 23,0 per cent of companies
mention, that many of the employees responsible for digitalization and IT have no professional
training in these fields (e.g. IT training, IT studies), while in Hungary this figure is only 4,7 per
cent. Therefore, a lot of companies invest themselves and actively prepare employees for
digitalization through training measures (mean=3,70 on a 5-Point Likert-scale). Slovakia, the
country with the greatest problems in filling IT positions with skilled workers, is also the country
with the lowest average value for its own training measures.

The survey also shows, that customers’ demand is changing a lot over time and especially
from the Hungarian, Italian, German, Polish and Croatian companies’ point of view, this is
further reinforced by increasing digitalization (total mean=5.09 on a 7-Point Likert-scale). The
fact that companies, particularly from Poland (mean=4.80), Italy (mean=4.83) and Hungary
(mean=4.95 on a 7-Point Likert-scale), are already noticing an increased demand for digital
service solutions that they are currently not offering yet, shows that there is a certain level of
acceptance and demand on external markets what emphasizes that an adaption of business
models is crucial.

IMPLICATIONS AND FURTHER POSSIBILITES FOR RESEARCH

The gathered data confirm the general importance of industrial services of manufacturing
companies in Central Europe, mainly focusing on basic services as product support services,
lifecycle services and operational services. This suggests that companies need to pay close
attention to the development and delivery of their services, as they play an essential role in
customer satisfaction and loyality. A large number of companies attributes a significant role to
digitalization and are already integrating digital technologies and solutions into their existing
service offerings. However, the study also shows that the manufacturers’ offerings cannot
always keep up with market demands and that business models need to be further developed
to take digital servitization into account.

The study and the results are an important basis for future research and underline the general
importance of digital servitization of manufacturing companies in Central Europe. Even fif
servitization is generally attributed a high level of importance, differences can be found in the
individual countries of Central Europe with regard to service offerings (basic services vs more
advanced services) as well as the importance and the current status of digitalization.
Therefore, another focus of our research will be on the significance and consequences of
country-specific differences for internationally operating companies when entering new
markets. One aspect not considered within this study is the perspective of customers. Further
research should therefore focus on changes in business relationships and the customer
acceptance in the context of the development of new business models of digital servitization.

Furthermore, the results are important for application oriented supporting activities of policy
and business supporting organizations (e.g. cluster, chambers) for example in supporting
companies to overcome the existing barriers of digitalization. The digital servitization path
requires specific competencies of servitization and digitalization which are often still missing,
especially in small and medium sized companies. By considering the regional level of
digitalization and servitization as well as the status quo in export markets policy and business
supporting organizations as well as institutions of higher education and research can support
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regional companies in developing new business models and strengthening value creation in
Central Europe.

LIMITATIONS

By using an online questionnaire, the results depend on the subjective self-assessment of
the managing authorities in manufacturing companies.

REFERENCES

Baines, T. et al. (2013) 'Servitization of manufacture’, Journal of Manufacturing Technology
Management, 24(4), pp. 637-646. doi: https://doi.org/10.1108/17410381311327431

Coreynen, W., Matthyssens, P., and van Bockhaven, W. (2017) 'Boosting servitization
through digitization. Pathways and dynamic resource configurations for
manufacturers', Industrial Marketing Management, 60, pp. 42-53. doi:
https://doi.org/10.1016/j.indmarman.2016.04.012

Gago, D., and Rubalcaba, L. (2007) 'Innovation and ICT in service firms. Towards a
Multidimensional approach for impact assessment’, Journal of Evolutionary
Economics, 17, pp. 25-44. doi: https://doi.org/10.1007/s00191-006-0030-8

Gebauer, H. et al. (2010) 'Match or Mismatch: Strategy-Structure Configurations in the
Service Business of Manufacturing Companies', Journal of Service Research, 13(2),
pp. 198-215. doi: https://doi.org/10.1177/1094670509353933

Guo, A, Li, Y., Zuo, Z., and Chen, G. (2015) 'Influence of organizational elements on
manufacturing firms' service-enhancement. An empirical study based on Chinese
ICT industry', Technology in Society, 43, pp. 183-190. doi:
https://doi.org/10.1016/j.techsoc.2015.07.003

Homburg, C., Fassnacht, M., and Guenther, C. (2003) 'The Role of Soft Factors in
Implementing a Service-Oriented Strategy in Industrial Marketing Companies',
Journal of Business-to-Business Marketing, 10(2), pp. 23-51. doi:
https://doi.org/10.1300/J033v10n02_03

Kohtamaki, M., Parida, V., Oghazi, P., Gebauer, H., Baines, T. (2019) ‘Digital servitization
business models in ecosystems: A theory of the firm’, Journal of Business Research,
104, pp. 380-392. doi: https://doi.org/10.1016/j.jbusres.2019.06.027

Mathieu, V. (2001) 'Service strategies within the manufacturing sector: benefits, costs and
partnership’, International Journal of Service Industry Management, 12(5), pp. 451-
75, doi: ttps://doi.org/10.1108/EUMO0000000006093

Oliva, R., and Kallenberg, R. (2003) 'Managing the transition from products to services',
International Journal of Service Industry Management, 14(2), pp. 160-172. doi:
https://doi.org/10.1108/09564230310474138

Partanen, J. et al. (2017) 'Developing and validating a multi-dimensional scale for
operationalizing industrial service offering', Journal of Business & Industrial
Marketing, 32(2), pp. 295-309. doi: https://doi.org/10.1108/JBIM-08-2016-0178

Tronvoll, B., Sklyar, A., Sérhammar, D., Kowalkowski, C. (2020), ‘Transformational shifts
through digital servitization’, Industrial Marketing Management, 89, pp. 293-305. doi:
https://doi.org/10.1016/j.indmarman.2020.02.005

Vandermerwe, S., and Rada, J. (1988) 'Servitization of business: Adding value by adding
services', European Management Journal, 6(4), pp. 314-324. doi: https://doi.org/10.1
6/0263-2373(88)90033-3

Verma, S., Rohit, S., Subhama, D., and Deboijit, M. (2021) 'Artificial intelligence in marketing:
Systematic review and future research direction’, International Journal of Information
Management Data Insights, 1(1). doi: https://doi.org/10.1016/}.jjimei.2020.100002

Wise, R., and Baumgartner P. (1999) 'Go downstream: the new profit imperative in
manufacturing’, Harvard business review, 77, pp. 133-141.

2023, VinUniversity 147



f‘_\ The 18" International Research Symposium on Service Excellence in Management
fauIs18 QUIs1®
= June 20 — 23, 2023, Hanoi, Vietnam

Defining the service design concept through identifying its focuses and process

Phuong Dao
Hanken School of Economics, Finland, phuong.dao@hanken.fi
ABSTRACT

Service design plays an important role in fostering service innovation; however, the lack of a
comprehensive understanding of its concept may hinder this potential. The purpose of the
study is to share an understanding of service design concept a field study. The study employs
gualitative exploratory research with a multi-case approach. The sample entails software
companies offering digital technologies. The research builds a concept of service design,
highlights its focuses and processes.

INTRODUCTION

Several service design researchers agree that service design is a multidisciplinary topic
(Kimbell, 2011) which includes contributions from different disciplines such as service
marketing and information technology through the design-based methods (Patricio and Fisk,
2013). Due to its multidisciplinary nature, there has not been a common definition of service
design (Kimbell, 2011), but it is widely agreed that service design is a human-centered,
holistic, and an iterative approach used in service development (Holmlid and Evenson, 2008;
Blomkvist et al., 2010; Stickdorn et al., 2018). There is not a shared understanding of what
service design is between the service design researchers. The research goal is to explore the
service design concept from studying how companies use service design. In this way, it
establishes a shared understanding of service design concept between the researchers,
designers and managers. Consequently, it will contribute in different ways, to academia as a
formulation for service design concept and for practitioners to recognize the usefulness and
impact of service design as well for decision makers to promote service design in businesses.

RESEARCH DESIGN

A qualitative exploratory research with multi-case logic methodology was adopted (Eisenhardt,
1989; Yin, 2009). Case study research was used in this research because it allows domain
phenomena to be investigated in real-life contexts. The research instrument is a semi-
structured interviewing method in which the author analyses the characteristics of a variety of
companies. The data sample was software companies (in various sizes, age, and service
sectors) which are offering digital technology solutions. In total, 29 semi-structured interviews
were conducted with 29 different informants from 25 companies. The interviewees are those
who involved in service design activities of the companies such as service designer,
product/service manager, CEO and CTO. The interview duration ranges from 20 to 60 minutes
via face-to-face. The interview questions were prepared and posed to interviewees. The semi-
structured approach creates a balance between structured and unstructured interviews, which
allows the interviewees to provide in-depth information where necessary and to offer
opportunities for further questions to clarify responses

FINDINGS

Service design’s focuses
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There are three focuses of service design found in the empirical study: customer, process and
system. Each of the focuses can be explained as the following. Being customer-focused refers
to the prioritization of the companies on customer. As the purpose of service design is to
design for real people to use, it is important to recognize people’s real problems beyond verbal
dialogue. Those can be done with an empathetic approach. System relates to the eco-system
and support system in the companies. Service design for system is aligned with service design for
customers in order to deliver value for both of the customers and the organizations. Process is the
intermediate between the companies’ system and the customer. Service design as process
relates to designing the path of service so that customers can achieve what they want.

Service design process

The first step in the service design process is exploration. In this stage, both qualitative and
guantitative research technique is employed in order to explore why, what and how about the
customers both on the micro and macro levels. After the customer insights were collected, the
creation stage continues to define and prioritize the following development. The testing phase
follows in order to prove if there is a potential in what is created before the company decide to
invest more time and money into it. The main activities in this phase are mock-up and
prototype testing. The last phase of delivery defines processes and deliverables for the entire
service design process. Across the service design process, the service design tools can be
used in some particular stage, for example interviews can be used in exploration or testing
phase and wireframing can be used in creation phase.

THEORETICAL CONTRIBUTIONS

The research builds a common understanding of service design concept in two aspects: a
formulation of what service design is with its core focuses and a systematic service design
process with its emerging digital advance. By creating a shared ground of understanding in
service design concept, it is possible to identify the following research areas and
complementarities. The research identifies the focus of service design concept and the shift
of focus of service design. This new way of explaining the service design focus explains the
relatively important emphases of customers, system and process in defining service design
and opens new perspectives for academia in exploring new knowledge of aligning companies’
service design’s system with processes and customers. Furthermore, this research explores
that the way which the service cases use service design in their service development;
however, there are differences according to the level of adoption, experience and background
of service design of each case, which has not been discussed before. Last but not least, the
research emphasizes that the service design process has gone digital, which means the co-
creating platform for the service designers to work is now online and the designers can work
from everywhere at any time.

IMPLICATIONS FOR MANAGERS

The research stresses on two main implications for managers: the common understanding of
service design within the companies will help to realize the potentials in service innovation,
and the importance of digitalization in the service design process. Furthermore, as service
design has gone digital across different collaborative platforms and channels, it is important
for managers to make use of the emerging digital service design tools in service development
to engage different teams, customers and other stakeholders into this co-creative process.
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ABSTRACT

Strict employee agency control—referring to the extensive use of formalized control
structures—is getting media attention and raising polarizing consumer discussions on social
media. We propose that strict agency control practices are seen as dehumanizing but these
practices also signalize a prototypical capitalist firm (i.e., capitalism associations). Therefore,
political ideology shapes the consumer responses to agency control such that liberals react
more negatively to strict agency control because they oppose dehumanization and enjoy the
heuristic benefits of capitalism associations less. Five studies including a large-scale text
mining study and four controlled studies support these predictions. The findings also show
that the effect of agency control on consumers is more prominent for firms that are less
associated with capitalism and that service standardization cannot account for these proposed

effects.

INTRODUCTION

To improve employee performance and service experience, many firms (e.g., Amazon, and
Starbucks) apply various agency control practices such as strict service scripts and constant
monitoring to transform employees into human robots (Schepers et al. 2012). However, the
dehumanizing nature of agency control is receiving increasing media attention and sparking
polarizing public responses (e.g., Constine 2019; Guendelsberger 2019; Leetaru 2019; Mason
2016; Yusuf 2019). In this article, we examine the consequences of these service practices
on consumers’ decision-making. Particularly, we examine how liberal (vs. conservative)
consumers react to strict (vs. loose) employee agency control.

We expect that liberals perceive employee agency control as dehumanizing and in turn,
respond more negatively toward a firm than conservatives (e.g., Carney et al. 2008). In
contrast, strict agency control can signify a prototypical capitalist enterprise, which as a result,

can lead to positive overall consumer judgments. However, because conservative consumers
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(vs. liberals) are stronger supporters of capitalism and more motivated to justify the system
(Jost et al. 2003), we expect that they will have more positive evaluations of a prototypical
capitalist enterprise than liberals in general.

STUDY 1: LARGE-SCALE TEXT MINING

This study examines how liberals and conservatives react to strict agency control in a real-life
setting. Specifically, we collected 2,336 comments under an article about Amazon’s strict
agency control practices on Yahoo! News website titled “I Worked at an Amazon Fulfillment
Center; They Treat Workers Like Robots” (Guendelsberger 2019). To generate a dataset on
readers’ response to strict agency control, two coders (Krippendorff’s alpha = 89.2%) manually
categorized all comments into three groups regarding the online response to strict agency
control (oppose, support, and irrelevant). To generate a political ideology dataset, we collected
comments in the comment history of oppose and support readers on the Yahoo! News
website. This dataset contained 10,336,854 comments from 1,215 readers. We then applied
a supervised deep-learning algorithm to classify the comments into three categories: left-
leaning, right-leaning, or irrelevant. Using the model output, we created a dummy variable
about readers’ political ideology. We found an effect of political ideology on response to strict
agency control (x> = 104.62, p < .001) such that among readers who supported strict agency
control, there were significantly more conservatives than liberals (Nconservatives = 720 VS. Niiperais
=277, x° = 196.840, p < .001). whereas, among readers who opposed strict agency control,
there were significantly more liberals than conservatives (Nconsenatives = 45 VS. Niiperais = 105, X2
= 24.00, p <.001).

STUDY 2: CHOICE BETWEEN STRICT VERSUS LOOSE EMPLOYEE AGENCY CONTROL
MTurk participants (N = 202) read the introductions and saw the pictures of two coffee shops
sequentially. One showed that employees were trained to follow a robot-like approach while
the other shows that employees were trained to follow a personal approach. Participants then
indicated which coffee shop they would visit. We found that liberals were more likely to select
loose (vs. strict) agency control option than conservatives (8 = .257, Wald = 8.97, p = .003).

STUDY 3: MEDIATION EFFECTS

Study 3 investigates the mediating role of perceived dehumanization and capitalism

associations in driving consumer responses to agency control. We used a 2 (agency control:
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strict vs. loose) between-subjects design and measured political ideology. MTurk participants
(N = 404) read the introduction and saw the picture of one of the two coffee shops shown in
Study 2. Next, they responded to a two-item measure of willingness to use service, a two-item
measure of capitalism associations, and a three-item measure of perceived dehumanization.
The findings show that the interaction of agency control and political ideology was significant
(b =.21, p = .001). Particularly, agency control reduced willingness to use service among
liberals (Mioose = 5.71 VS. Msyrict = 4.71, p < .001) but not among conservatives (Mioose = 5.77 VS.
Mstict = 5.61, p = .39). The moderated mediation analysis (PROCESS model 14) revealed that
political ideology moderated the indirect effect of agency control on willingness to use service
through perceived dehumanization (Index = .10, 95% CI = [.0368, .1736]) and capitalism
associations (Index = .03, 95% CI = [.0037, .0701]).

STUDY 4: THE MODERATING ROLE OF FIRM TYPES

Study 4 examines the moderating effect of firm types (an independent family-run firm vs. a
global chain). We used a 2 (agency control: strict vs. loose) x 2 (firm types: global chain vs.
independent firm) between-subjects design. MTurk participants (N= 398) read one of two
versions of a hotel introduction. To manipulate agency control, we utilized the Code of Conduct
with Customers showing how hotel employees should behave, interact and appear to
customers. A two-way ANOVA revealed a marginally significant interaction between agency
control and firm types (F(1, 394) = 2.91, p =.089). In the independent firm condition, agency
control decreased willingness to stay (Micose = 5.37 VS. Mstict = 4.96, p = .037), while in the
global chain condition, willingness to stay was similar across agency control conditions (Mieose
=5.16 vs. Msyict = 5.22, p = .75).

STUDY 5: THE MODERATING ROLE OF FIRM TYPES

Study 5 examines the distinction between strict (vs. loose) agency control and service
standardization (vs. personalization). MTurk participants (N= 396) completed a 2 (agency
control: high vs. low) x 2 (service style: standardization vs. personalization) between-
subjects study. The manipulation of agency control was similar to Study 4. To manipulate
service style, we added an additional rule about delivering standardized (vs. personalized)
service. Our results showed no evidence supporting that standardization led to the same
effects as agency control. Particularly, service standardization did not effect capitalism
associations (p > .9), and perceived dehumanization (p = .83). The two-way interaction

between standardization and political ideology was non-significant (p = .60). In contrast,
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agency control had a significant effect on capitalism associations and perceived
dehumanization (ps < .001). The interaction between agency control and political ideology
was also significant, as expected (p < .001).

DISCUSSION AND THEORETICAL CONTRIBUTIONS

Our work makes several contributions to theory, methodology, and practices. In shedding light
on the effect of agency control on consumer intention and behavior we contribute to the
research on agency control, which previously focuses on its effects on employee performance
(e.g., Schepers et al. 2012). Additionally, since consumers nowadays have become highly
educated about firms beyond their basic service and product offerings, recent studies start
documenting consumer responses to various visible management practices such as CEO-to-
Worker Pay Ratios (e.g., Bamberger, Homburg, and Wielgos 2021). We contribute to this
stream by demonstrating consumer responses to another important management practice
(i.e., agency control). The text mining study also contributes to the method of measuring
consumers’ political ideology by showing how to capture this concept using a deep-learning

model.
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ABSTRACT

The study investigates how customer-orientation in organizational culture affects employees’
collaborative behavior by examining the conditional role of the employees’ identification with
their own company as well as with customers. Structural equation modeling was applied to
analyze survey data from 222 respondents from customer-facing employees particularly from
the IT, software, and telecommunications industries. Building on social identity theory, the
results indicate the dual role of employee identification. Employee identification with their own
company and with customers can decrease respectively reinforce the positive effects of
customer-orientation in organizational culture on employees’ cooperative behavior towards
customers.

PURPOSE

Since competitive advantages of B2B service providers are increasingly realized through long-
term and intimate customer relationships, organizations need to put the customer at the very
core of their activities. Although collaborating with customers is not a fundamentally new
aspect to research and practice, megatrends like digitalization and servitization urge
fundamental changes in partnering with the customer (Ulaga et al., 2020). Resulting concepts
of co-creation and customization ideally entail a transformation of customer relationships from
“arm’s length” to close interaction (Huang et al., 2016). This includes viewing the customer as
part of the organization’s ecosystem. However, higher-level goals like co-created services are
strongly driven by collaborative behavior at the employee level. This is particularly important
in key account and customer success management, spanning both the ecosystems of service
providers and their customers. B2B service companies therefore face the challenge of
encouraging their employees to internalize collaborative behaviors into interorganizational
relationships with customers. Drawing on social identity theory, a fruitful approach for
understanding how and why employees span organizational boundaries and hence establish
collaborative customer relationships appears to explore on how customers are valued in the
employee’s organization, how employees incorporate respective organizational values, and
how such an intraorganizational alignment influences the employee’s collaborative behavior
towards customers (Korschun, 2015).

THEORETICAL FRAMEWORK

Cooperative behavior is crucial in B2B service contexts, involving coordinated and
complimentary actions between business partners to achieve mutual goals. As such, it is a
critical aspect of interfirm relationships, with positive impacts on trust, commitment, and
relationship quality, benefiting both firms and customers (Palmatier et al., 2006; Lussier and
Hall, 2018). As B2B service provider become more modularized, with distinct functions like
customer success management and sales focusing on customer relationships and selling
respectively, customer touchpoints are redefined (Hochstein et al., 2021). The construct of
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cooperative behavior figures centrally in customer success management, where boundary
spanners act as internal processors of external information while actively representing their
firm in the external context (Hochstein et al., 2021; Aldrich and Herker, 1977). Customer
success managers work closely with internal stakeholders such as sales/cross-sales or R&D
and act as additional advisors in customer teams to achieve mutual goals (Hochstein et al.,
2021; Ulaga et al., 2020). Closer B2B relationships have positive impacts on relational
governance, exchange performance, and customers’ value co-creation behavior (Ferguson et
al., 2005; Delpechitre et al., 2018). Accordingly, effective cooperation in customer success
management is crucial in achieving mutual goals like value-in-use (Prohl-Schwenke and
Kleinaltenkamp, 2021; Ulaga et al., 2020). Therefore, as the modularization tends to continue
to grow, the cooperative behavior of the individual customer success manager is a prerequisite
of service firms to initiate cooperative customer relationships and thus to implement customer
success strategies (Ulaga et al., 2020).

A central factor influencing employee behavior in prior B2B research is organizational culture
(e.g., Najeemdeen et al., 2018; Schwepker, 2003). The behavioral effectiveness of
organizational culture, which refers to the shared values, norms, and expectations within an
organization, is well documented in extant research (Ostroff et al.,, 2012). Customer-
orientation in organizational culture emphasizes customer relationship, knowledge, and value
(Denison and Neale 1996; Deshpande et al., 1993). As such, it promotes sensing and seizing
of customer requirements and deriving actions towards improving customer relationship as
well the own company’s competitiveness. Against this backdrop, we propose the following
hypothesis:

H1: The customer-oriented organizational culture of B2B service providers has a positive
impact on the employees’ cooperative behavior towards customers.

This research posits, that cooperative behavior towards customers requires a form of
attachment to the customer. Social identity theory (Tajfel and Turner, 1986) suggests that
individuals are more likely to share resources and cooperate with each other when they
perceive themselves as part of the same group. This aligns with the findings of Dukerich et al.
(2002), who demonstrate that identification fosters intra-group cooperation, and with the
explanation by Bergami and Bagozzi (2000) that identification encourages benevolent and fair
behavior among group members, leading to cooperative behavior. Therefore, employees may
be more willing to collaborate closely with customers if they perceive them as part of their
reference group (Korschun et al. 2014). Since the customer is an integral part of the culture in
customer-oriented companies, this might promote the identification processes of employees
with the customer. Hence, we propose the following hypotheses:

H2: Employees’ perceived identification with customers mediates the positive impact of the
customer-oriented culture on their cooperative behavior toward customers.

H2a: The customer-oriented organizational culture of B2B service providers has a positive
impact on the employees’ perceived identification with customers.

H2b: Employees’ perceived identification with customers has a positive impact on their
cooperative behavior towards customers.

On the flip side, Korschun (2015) points to the paradoxical effect of employees’ identification
with their own company. Social identity theory, unlike other theories, asserts that having a
strong sense of belonging to a group can induce opposition to external stakeholders. Drawing
on long-standing accounts of social identity theory (e.g., Abrams and Hogg, 1988; Gaertner
et al., 2000), Korschun (2015) proposes that high organizational identification decreases
cooperative behaviors towards external stakeholders. In settings with low organizational
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identification, behaviors are shaped primarily by role expectations as found in organizational
culture. As organizational identification increases, employee behaviors partly reflect their
affiliation with the company, enhancing internal cooperation but making the psychological
boundary between employees and customers more salient and promoting cognitive distancing
from customers. This may run contrary to the organizational expectations promoted by the
customer-oriented organizational culture. Therefore, we propose the following hypothesis:

H3: Employees’ identification with their own company decreases the positive impact of the
customer-oriented organizational culture on their cooperative behavior towards customers.

Based on the above arguments and hypotheses, we propose the causal model for this study,
which is depicted in Figure 1.

Figure 1: Conceptual Model
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METHODOLOGY

The data set used for the study was collected through an online survey among respondents
from account, customer success, and sales management, particularly from the IT, software,
and telecommunications industries in the German market. The questionnaire was filled out
correctly and completely by 222 respondents (n=222). The job titles recorded fell into four
categories: account manager (36.9%, n=82), customer success manager (30.2%, n=67),
sales manager (19.4%, n=43), and other (13.5%, n=30).

To operationalize the constructs, scales established in extant literature were used employing
a 7-point Likert scale. Bidirectional translation into German was conducted in the
guestionnaire development to ensure comprehensibility and validity. This involved two Ph.D.
candidates in B2B services, a native English speaker, and a co-researcher. A factor analysis
was performed to examine their psychometric properties. All scales meet the requirements
that confirm their reliability and internal consistency: customer-orientation, originally referred
to as customer-focus (Denison and Neale, 1996; o= 0.823 ), employee-customer
identification (Korschun et al., 2014; a« = 0.794), organizational identification (Korschun et al.,
2014; « = 0.878), and collaborative behavior towards customers, originally referred to as
relationship performance with customers (Rodriguez and Boyer, 2020; « = 0.785). In
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addition, a confirmatory factor analysis was performed, which confirmed convergent and
discriminant validity.

To test the causal model, structural equation modeling was performed using the R package
lavaan (Rosseel, 2012). The regressions were estimated based on the standardized means
of the constructs using the restricted likelihood method.

RESULTS

A hierarchical approach was chosen to test the hypotheses as this allows comparison of the
mediation model with and without the moderation term. This is critical for the correct
interpretation of the mediation term, given the non-linearity of the model when including the
product term of customer-oriented organizational culture and organizational identification. The
procedure was carried out for three subsamples: First, the total sample including all
respondents (n=222). Second, subsample 1, consisting of customer success and account
managers who maintain long-term business relationships (n=149). Job titles that are not
clearly focused on long-term customer relationships are excluded, assuming weaker
identification effects with customers. Third, subsample 2 includes only customer success and
account managers from software-driven businesses, such as SaaS, ERP and CAD solutions,
where a high proportion of roles involve building long-term customer relationships. Ulaga et
al. (2020) report that 91% of customer success managers work in this sector. The procedure
and results are presented in Table 1.

Table 1: Hierarchical regression results

Total sample Subsample 1 Subsample 2

Direct effect and mediation effect

Culture > Coll. behavior (H1) 0.202** 0.174* 0.215*
Culture - E-C identification (H2a) 0.255%*+* 0.330*** 0.424***
(E|_—|§bl)dentlf|catlon - Coll. Behavior 0,328+ 0,373+ 0. 2504
Culture - E-C identification > 0.089** 0.123** 0.107*

Coll. behavior (H2)
Moderation effect

Culture x O. identification (H3) -0.134* -0.292*** -0.360***
Note: *p < 0.05, **p < 0.01, ***p < 0.001

H1 is to test the direct effect of organizational culture on employees’ collaborative behavior
towards customers. The results in row 1 of Table 1 (all of p < 0.05) reveal significant and
positive relationships, indicating that H1 is supported for all tested subsamples. H2 posits that
employee-customer identification mediates the effect of customer-oriented organizational
culture on employees’ collaborative behavior towards customers. The results in row 2 and 3
of Table 1 (all of p < 0.01) demonstrate significant positive effects of customer-oriented
organizational culture on employee-customer identification as well as employee-customer
identification on collaborative behavior, indicating that H2a and H2b are supported for all
tested subsamples. Accordingly, the mediation analysis presented in row 4 of Table 1 shows
significant indirect effects (all of p < 0.05), indicating that H2 is supported for all subsamples.
Therefore, the total effect of the customer-oriented organizational culture on collaborative
behavior towards customers is 0.291 for the total sample, 0.297 for subsample 1, and 0.322
for subsample 2. For H3, the results of the subsequent moderation analysis presented in the
last row of Table 1 (all of p < 0.05) support the hypothesis that increased organizational
identification decreases the positive direct effect of customer-oriented organizational culture
on employees’ collaborative behavior towards customers for all subsamples.
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Although not formally hypothesized, the results in rows 2, 3, and 4 of Table 1 indicate that
customer identification effects are stronger for subsamples 1 and 2, where a high proportion
of roles are assumed to involve building long-term customer relationships. This is also true for
the moderating effect of organizational identification.

CONCLUSIONS

This study investigates the influence of the customer-oriented organizational culture of B2B
service providers on the cooperative behavior of customer-facing employees toward
customers. We developed and tested a model that explains this relationship based on two
salient entities with which employees can identify: the own company and the customers. The
findings provide both theoretical and managerial implications and open new avenues of
research.

From a theoretical perspective, the model expands the understanding of customer-facing
employees by demonstrating that employee identification is a complex phenomenon.
Dependent on the reference object of identification, employee identification is shown to be
both mediator and moderator of the behavioral effectiveness of customer-oriented
organizational culture. The mediation effect of employee-customer identification suggests that
customer-facing employees use how customers are valued in the organization to define
themselves as part of the customer’s in-group, which can be viewed as a means of translating
the customer-oriented organizational culture into collaborative behavior. Regarding the
moderation effect of organizational identification, one might assume that employees who
identify with their highly customer-oriented company may be more likely to behave in
collaborative ways. Building on Korschun (2015), we provide evidence that high organizational
identification plays a paradoxical role in the context of customer-facing units when the cultural
imperatives are directed towards stakeholders outside the organization. One possible
explanation lies in the results of the reliability analysis. Both employee-customer identification
as well organizational identification includes an item regarding value overlaps with customers
and with the company respectively. While the factor analysis showed that employee-customer
identification is a unidimensional construct, it yielded a two-factorial solution for organizational
identification, suggesting an exclusion of value overlaps. A possible explanation might be that
some of the variance in employee-customer identification explained by customer-oriented
culture may actually stem from employees’ identification with those organizational values. In
turn, organizational identification predominantly reflects the sense of membership rather than
the incorporation of the customer-oriented values, emphasizing the negative effects of in- and
out-group thinking on translating the customer-oriented culture into collaborative behavior
towards customers. Finally, the behavioral effect of customer-oriented organizational culture
as well as the identity related effects are particularly evident for account and customer success
managers in software-driven businesses. This is a contribution to the literature on customer
success management, which lacks theoretically sound evidence on managing the new
function.

From a managerial perspective, this research contributes to the literature by differentiating the
performance related causal power of organizational identification. Organizational identification
can be a source of employee performance, since it is associated with constructs, such as
adoption of suggested behaviors (Edwards and Cable, 2009) and workplace motivation
(Drumwright, 1996). Nevertheless, such a high affiliation towards the own company has been
demonstrated to decrease cooperative behaviors towards customers, which is essential in
B2B service business. Therefore, B2B service provider should leverage organizational
identification among customer-facing employees in a nuanced way and focus on building a
high customer-oriented culture and employee-customer-identification to promote collaborative
behaviors towards customers and mitigate the negative effects of organizational identification.
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This empirical study sheds light on a topic that has not been extensively studied. However,
given the early stage of research on the constructs’ relationships and customer success
management in particular, this research provides opportunities for future research. Although
organizational identification poses a challenge in boundary-spanning roles, organizations are
still interested in committing employees to their goals. Thus, the question of finding the right
balance between organizational identification and employee-customer identification arises.
Switching perspectives, this begs the questions of the extent to which high levels of employee-
customer identification might undermine beneficial organization-related constructs such as
commitment to the own company. In addition, questions arise about whether there are internal
or external conditions under which the negative effects of high organizational identification can
be mitigated or reversed. From an internal perspective, a fruitful approach might be the
extension of the model by further organizational cultural orientations. In this respect, Korschun
(2015) points towards the influence of individualistic versus collectivistic cultural orientations.
Thereby collectivistic organizational cultures emphasize interconnectedness and mutual gain
in relationships, which might decrease negative effects of high organizational identification.
Broadening this view, the regional context of this study might limit the generalizability of
findings to other areas. The study was conducted in Germany, which like most Western
countries tends to have an individualistic culture. Future researchers could collect data from
more collectivistic countries to improve the generalizability of our findings.

Concluding, the findings reveal potential for B2B service providers to leverage organizational
culture and employee identification to promote collaborative behavior towards customers
among their key account and customer success managers and thus build long-term and
intimate customer relationships. The study opens several avenues for theorizing and
empirically investigating the role of organizational culture and employee identity dynamics in
B2B service research. Social identity opens novel avenues for B2B service research to
develop an understanding of how emerging roles such as customer success managers build
effective customer relationships.
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ABSTRACT

Customer engagement is known to increase consumer loyalty and may help sport clubs to
protect against member loss. We outline how team reflexivity, team identification, and
eudaimonic well-being influence sport consumer engagement and how sport consumer
engagement is related to behavioral loyalty and voluntary engagement. Furthermore, we
consider the moderating role of motivational intention on team identification. The results
indicate that team identification and eudaimonic well-being mediates the relationship between
team reflexivity and sport consumer engagement and skill-oriented motivation acts as a
significant moderator. Moreover, sport consumer engagement is a key antecedent of
behavioral loyalty and voluntary engagement.

INTRODUCTION

Commercial sport clubs have been gaining increasing numbers of members in recent
decades, whereas nonprofit sport clubs and sport associations in Europe have experienced
notable problems in recruiting or retaining members (Breuer et al., 2017; IHRSA Global
Report, 2022). The reasons behind these trends include demographic changes and
competition from commercial sport providers (Lang, Strébel and Nagel, 2019). Additionally,
the COVID-19 pandemic resulted in the need for a strategic reorientation to avoid continued
member loss, and increased the complexity of managing sport organizations (Robertson et
al., 2022). One promising approach might be found in the concept of customer engagement
(Hollebeek, Glynn and Brodie, 2014), which is linked to desirable outcomes including
customer loyalty and firm performance (Barari et al., 2021; Blut et al., 2023). Hence, we
investigated this concept and outlined the influence of team reflexivity, team identification and
eudaimonic wellbeing on sport consumer engagement, which is associated with behavioral
loyalty and voluntary engagement. Additionally, we tested the moderation effect of
motivational intention and membership length on the relationship between team reflexivity and
team identification.

METHODOLOGY

This study utilized a mixed-method approach and combined a qualitative pre-study (n=20)
followed by a quantitative main study (n=298) with participants from non-profit sport clubs.
Content analysis and partial least squares structural equation modelling (PLS-SEM) were
applied to test the research model. PLS-SEM is designed to confirm the predictive power of
models and seems particularly appropriate for increasing our understanding of complex
theoretical models in the sports management discipline (Cepeda-Carrién et al., 2022).

FINDINGS
The structural model accounted for 67% of the variance in sport consumer engagement, 48%

in team identification and 37% in eudaimonic well-being. The results indicate that sport
consumer engagement is positively associated with behavioral loyalty (B = .41, p<.001) and
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voluntary engagement (f = .21, p<.001). Team reflexivity (8 = .12, p<.001), team identification
(B = .55, p<.001) and eudaimonic well-being (B = .30, p<.001) positively influences sport
consumer engagement. Furthermore, the findings show that team identification and
eudaimonic wellbeing mediates the relationship between team reflexivity and sport consumer
engagement significantly (p<.001). Skill-oriented motivation strengthens the relationship
between team reflexivity and team identification (B = .12, p<.01), whereas social-oriented
motivation has no significant effect (p = 0.078). Of interest here is the fact that membership
length (not hypothesized) weakens the relationship between team reflexivity and team
identification in such a way that when individuals have long membership, the effect of team
reflexivity on team identification is lower (B = -.09, p<.05) than when members have short
membership.

IMPLICATIONS

First, we support the notion that consumer engagement plays a critical role in nonprofit sport
clubs, which is important to stimulate favorable outcomes such as commitment or loyalty.
Hence, managers of nonprofit sport clubs are advised to implement strategic programs where
professional and interactive team reflections on every level are conducted on a regular basis.
This is especially true for team members with a shorter membership length. Studies have
shown that team characteristics such as a shared vision and trust influence the level of team
reflexivity (Widmer, Schippers and West, 2009). Hence, managers are advised to work on
improving or adapting these characteristics and communicating them to their sport club
members. Furthermore, nonprofit sport club managers should use additional tools to
strengthen team identification. Suggestions include arranging team and group activities
outside of normal training or volunteer work, internal team competitions and get-togethers.
These suggestions were also made be several interviewees in this study. Managers should
focus on conducting group activities for social purposes, which are perceived positively by
sport club members and improve engagement levels (Behnam et al., 2021).

LIMITATIONS

As with every study, this study suffers from some limitations. First, sport club structures in
Europe differ from other countries outside Europe, where antecedents might well also differ
and could be elaborated in other cultural and geographical locations. Second, we did not
investigate the professional levels of athletes, which could be considered in future studies.
Lastly, we used behavioral loyalty and voluntary engagement as single-items since these
reflected actual behavior. Thus, further research could elaborate effect sizes in this context
with multi-dimensional scales measuring preferences or intentions to further validate these
results. Further research might also investigate how team reflexivity, team identification and
sport consumer engagement change over time. Moreover, research could elaborate the role
of team reflexivity quantity and quality, which might indicate a different influence on
engagement levels. Lastly, research might investigate how variables such as team reputation,
perceived image of the organization, or narcissism influence team identification (Larkin, Fink
and Delia, 2021; Takamatsu, 2021) in sport club members.

ORIGINALITY / VALUE

This study contributes on a twofold basis. First, we provide some fundamental insights in
applying a proven concept to the sport context. This is of interest because sport consumers
have unique characteristics such as a regular and recurring service utilization (e.g. coaching,
facilities and medical services). Second, we advance the research on transformative sport
services (Inoue, Sato and Filo, 2020) through an examination of the relationship between team
reflexivity, eudaimonic well-being, and sport consumer engagement.
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PURPOSE - There is a need for sustainable business and societal practices fostered by a
transformation agenda to meet interrelated global challenges, such as climate change, the
imbalance between humanity and nature and social tensions (Sebhatu et al. 2021; Rockstrém
and Klum 2016; Raworth 2018; Vargo and Lusch 2017). These challenges need to be
understood and tackled through transformation by considering both the details of the sub-
systems and the service ecosystem as a whole. This transformation is understood as
systemic, emergent in nature and driven by multiple, collaborating actors and their interactions
in ecosystems (Vargo and Lusch 2016; Vargo et al. 2022; Sebhatu & Enquist, 2022) to arrive
at a circular economy (CE). The CE is considering to be an approach for sustainable value
co-creation (SBV), contributing to a sustainable, ecological, and resilient future (Webster
2017) with a focus on resource circularity from a goods-centric perspective. However, the CE
approach does not include the counter effects of efficiency on consumption, and thus does
not meet the criteria for sustainable value co-creation. The foundation SVC is embedded on
the sustainable business practices of the transformation from a goods and firm-centric
perspective to adopt a holistic ecosystem view to embrace new societal practices (Laczniak
& Murphy, 2012) here referred to as circular society (CS). A CS includes an inclusive actor
orientation moving from a firm-centric to a societal perspective grounded in ethical, macro-
oriented, and eco-systemic views (ibid.), but so far no conceptual framework has been
developed to explain the transition to CS.

The conceptual framework developed in this paper responds to this knowledge gap and is
grounded in the Agenda 2030 Sustainable Developmental goals (SDGSs), service ecosystem
research, emphasizing the role of actors norms, more specifically hypernorms (Laczniak and
Murphy, 2014). Hypernorms are norms which are shaping in different social and cultural
contexts and become manifested in the society (De George, 2006), which are reflected in the
religious, philosophical and cultural beliefs (Donaldson, Dunfee,1994). We use the concept
hypernorm to zoom in on the transformation processes of business ecosystems from a firm-
centric to a societal-centric perspective, thus broadening the perspective on sustainability from
a CEtoa CS.

Sustainability and its social dimensions have also been identified numerous times as important
research themes in transformative service research (TSR) (Blocker et al. 2021, cited Anderson
et al. 2022; Anderson and Ostrom 2015; Anderson et al. 2013). A central concept in service
research is value co-creation in the context of service ecosystems (Vargo and Lusch 2018).
However, existing frameworks have primarily focused on value creation and economic
challenges rather than adopting a systemic and holistic approach (environmental, social,
economic and ethical) to resource integration and sustainable value cocreation for all engaged
actors. This must pay attention to the ethical challenges of fare distribution of value among
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actors, including future generations and non-human actors (e.g. plants, animals, insects) our
planet is in need of. To arrive at a CS, value cocreation must be sustainable and meet criteria
of social justice (Sebhatu and Enquist 2022) and fare distribution of value (Mazzucato, 2018).
And by including the concept hypernorm, we are able to conceptualize the transition to a CS,
grounded in sustainable value cocreation for all engaged actors.

METHOD - The purpose of this conceptual paper is to explain how sustainable value
cocreation, manifested in business practices enable the transformation of a CE into a CS. The
explanatory power of the framework is shown by referring to three businesses that have
developed a transformation agenda towards a circular society: IKEA, Lofbergs, and Eataly.

FINDINGS — Our conceptual framework introduces a new construct by building on the CE
construct (Jaakkola 2020) to explain how to transform from CE thinking to a CS mindset. This
conceptual article contributes to the ongoing discussions on sustainability and service
research and follows Jaakkola (2020) and identifies previously unexplored connections
between constructs. Specifically, we identify and reconcile the connections between
sustainability and a service ecosystem view. Furthermore, the conceptual model introduces
new constructs (Jaakkola 2020).

RESEARCH IMPLICATIONS - Our paper is a conceptual paper with a specific focus on
service research, sustainability, and transformation from circular economy to a circular society.

ORIGINALITY/ VALUE - we argue that circularity (circular solutions and circular ecosystems)
not necessarily are sustainable (Environmental, social and economic) and that sustainable
solutions might not be circular but by emphasizing sustainable and circular solutions that
include the unintended consequences, also during consumption and use we arrive at
sustainable value cocreation. This is done by focusing on linking a conceptual model of
sustainability to a CE using the sustainable transformation of business-societal practices to
make society more circular.

KEYWORDS - Circular Economy; Circular Society; Hypernorm; Sustainable Developmental
Goals(SDGs)-Agenda2030; Service Ecosystem; Sustainability; Transformation; Sustainable
value co-creation.
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ABSTRACT

This study employs a Systematic Literature Review (SLR) that focuses on the last fifteen years
of literature development to provide an integrated framework of for-profit and non-profit service
organizations' market orientation. Several impediments are specifically identified in the
literature, such as organizational factors and a narrow focus on only the customer and the
competitor. Furthermore, this paper also suggests that service innovation has the potential to
bridge the gap between for-profit and non-profit organizations. Finally, this study offers
practical implications on how non-profit service organizations becoming more competitive in

securing resources while maintaining organizational mission as their ultimate goal.

INTRODUCTION

Despite the importance of market orientation in service management, its nuanced
understanding is unclear, especially for the non-profit sector. Non-for-profit organizations have
relied heavily on the roles of their various stakeholders, which has become one of the primary
distinctions between them and for-profit organizations. Non-profits may consider other
aspects, such as service innovation, to differentiate themselves from their peers as well as
their for-profit counterparts. Previous research has demonstrated the theoretical foundation,
rationality, and benefits of market orientation. Nonetheless, several key impediments remain
unexplored, including organizational factors and a narrow dyadic focus on only the customer

and the competitor.

THEORITICAL BACKGROUND
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Service-Dominant Logic has been proposed as a solution to ending the debate about the
narrow focus of conventional market orientation that only focuses on customer and competitor
as its dimensions (Line et al., 2019). Until recently, the dominance of the for-profit sector in
the market orientation study has made adoption in the nonprofit sector limited, especially as
this sector tried to satisfy more diverse and complex stakeholders than the for-profit one
(Duque-Zuluaga and Schneider, 2008; Modi and Mishra, 2010). Surprisingly, the development
of innovation discussions on both for-profit and nonprofit market orientations might offer a
balanced spotlight (Choi, 2014; Sanzo-Perez et al., 2015). Moreover, this opportunity to
balance market orientation between for-profit and nonprofit organizations has not been

documented in previous studies.
METHODS

This study takes a systematic approach to a review of the literature on market orientation
between 2007 and 2021.There are several reasons in the background for doing a systematic
literature review. Firstly, the current literature is still dominated by the for-profit sector, resulting
in a scarcity of nonprofit market orientation literature review works. Secondly, there is a need
to further explore the influence of service-dominant logic and stakeholder theory, especially
the potential of service innovation in balancing the spotlight between for-profit and nonprofit
market orientation literature. Thirdly, systematic literature review has become a well-accepted
literature review approach that has the ability to reduce bias through the use of a systematic

method for selecting studies for the review (Tranfield, 2003).

After the research question is set up in the way described above, a protocol is made and a
systematic search for relevant articles is done. The protocol has a number of steps, such as
planning a search, text mining, choosing a database, keeping records, and reviewing. The
screening and appraisal are then implemented. A critical review of the final documented
articles will lead to the conclusion of the whole systematic literature review on market

orientation.

RESULTS

As co-production activities with customers become more common, an organization's
commitment needs to be strengthened to maintain its dynamic capabilities (Chen et al., 2015).
Additionally, market orientation is a crucial element that fosters cooperation between an
organization and its partner in the service innovation process (Jimenez-Zarco et al., 2011). A
current study on service market orientation has found that customer relationship management,

if complemented with service innovation, could maximize the relationship between market
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orientation and performance (Alnawas and Hemsley-Brown, 2019). However, the barriers to
developing new services come not only from organizational attributes but also from industry
trends that affect organizations’ capabilities in designing innovative services (Velayati et al.,
2020). Moreover, in today's data-rich environment, service innovation has been a success
factor in achieving organization performance (Rahman et al., 2020).

In relation with innovation discussion in the market orientation literature, there were two factors
that need further examination. Firstly, the role of leaders including their leadership style aspect
has long been subject to examination in the market orientation literature especially the
discussion about on facilitating marketing capabilities (Day, 2011; Murray et al., 2011).
However, there is still no conclusion on which type of leadership style that the most appropriate
to facilitating market orientation approach and implementation although some studies has
examined transformational leadership style (Menguc et al., 2007; Kraft and Bausch, 2016) as
an option. Moreover, there is still limited exploration and examination on leadership style in
nonprofit market orientation context to balance our understanding. Secondly, with the more
well accepted Service-Dominant Logic, further discussion about service actor from customer
to stakeholder is still ongoing (Hollebeek et., 2022; Mathew et al., 2018). Blending between
Service-Dominant Logic and Stakeholder Theory has also attracted several scholar to explore
the initiative of shifting narrow focus from only to customer and competitor in the conventional
market orientation literature, but also move beyond employee as internal stakeholder to wider
potential stakeholder (Line et al, 2019; Verleye et al., 2017).

DISCUSSION

A nonprofit organization cannot be separated from its stakeholders. Along with employee
(including organization leaders) and volunteer, nonprofit stakeholders (e.g. sponsor and
beneficiary) has more involvement in creating value and reaching social and economic impact
on society. Each stakeholder owns their resources, and these potential resources are critical
to the sustainability of nonprofit organizations. An integrated mindset from all of the
organization’s stakeholders on how to manage the shared resources could be strongly bonded
under a service innovation initiative that dynamically responds to social issues in the society.
Nonprofit organizations not only need to find and nurture a leader who has the vision to
transform the organization into one that is innovative but also to maintain a certain level of

stakeholder engagement.
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Silver Economy: A research agenda for service management

Maria Colurcio?, Vania Vigolo?, Bo Edvardsson?®

Introduction

Population aging is a global phenomenon that has substantial implications for civil society,
governments, organizations, public service providers, and, last but not least, businesses. Except for
Africa, every single country will experience a general increase in the number of people aged 65 and
over (the so-called “silvers”) in the next ten years. (Eurostat 2019). The consequence will be a vast
array of challenges to firms and governments, as silvers are a multifaceted market segment,
expressing very diverse and differentiated needs (e.g., active/healthy silvers; not healthy silvers)
(Aging Europe 2020). Such change in population structure is likely to impact profoundly, among
others, health and social care systems, labor markets, public finances, and pension entitlements,
implying a deep transformation of services, both private and public (Kohlbacher et al., 2011). The
aged population becomes a powerful resource for developing a new type of economy, the so-called
Silver Economy (SE). SE is recognized by the OECD (2014) as the production and delivery of
products and services targeted at older people, shaping the environment in which people over 60 lead
healthy, active, and productive lives. In the field of management, the topic of aging has recently been
approached according to the perspective of social innovation (Sooraj et al.2020), which refers to the
creation of novel, scalable and sustainable ideas and solutions to solve systemic societal problems
(Aksoy et al., 2019; Mulgan et al., 2007; van Wijk et al. 2019).

The few academic contributions focus mainly on “the elderly”, i.e., the non-active part of the aged
population, and address the health and assistance sector (Caic et al., 2018), especially in relation to
the use of technology (Neven 2015) - perhaps in line with the popular concept of “gerontechnological
innovation,” as the OECD has termed this phenomenon, particularly concerning health care. Extant
studies on the silver market address only specific industries; for example, few papers deal with the
opportunities emerging from demographic change in the tourism and hospitality industry (Kohlbacher
etal., 2014; Laperche et al., 2019; Hvozdikova et al., 2015). A recent review has addressed the state
of the art of management literature on SE (Colurcio et al. 2022). However, to the best of our
knowledge, no studies have systematically examined service literature on SE. Therefore, this study
intends to conduct a systematic literature review through bibliometric analysis in order to define the
domain of service management knowledge about SE and identify a research agenda to inspire future
studies and guide firms in imagining new models of service design and service delivery systems that

address the specific needs of older adults. Moreover, this study provides suggestions for policymakers
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interested in promoting economic growth and social welfare in aging societies.

The remainder of this article is structured as follows. Section 2 details the methodology implemented.
Section 3 presents and analyzes the main results. In Section 4, conclusions are drawn and a

researchagenda is proposed.

! University Magna Graecia of Catanzaro — Italy | mariacolurcio@unicz.it

2 University of Verona — Italy | vania.vigolo@univr.it

3 CTF - Karlstad University — Sweden | bo.edvardsson@kau.se

2023, VinUniversity 175


mailto:mariacolurcio@unicz.it
mailto:vania.vigolo@univr.it
mailto:bo.edvardsson@kau.se

f‘_.\ The 18" International Research Symposium on Service Excellence in Management
@UIS 18 (QUIS18)
= June 20 — 23, 2023, Hanoi, Vietnam

Method

We combined a systematic literature review and a quantitative bibliometric analysis to depict the
current state of the research on SE in the service management field. Systematic reviews of the
literature are robust (Ciampi, Giannozzi, Marzi, & Altman, 2021), minimize bias through exhaustive
searches of documents in the field, and provide a control schedule of the review’s procedure and
conclusions (Tranfield, Denyer, & Smart, 2003).

We ran a query on Scopus and Web of Science (WOS), using the operators “TITLE-ABS-KEY” and
“TS”, respectively, and the keywords “service”, and [“senior” or “older” or “elder” or “elderly”] for
articles written in English in the field of business and management, and excluded subject areas not
pertinent to the scientific domain of our research. We obtained 1045 articles from Scopus and 761
from WOS.

As second step, we merged the two datasets using the Bibliometrix package opensource (Aria and
Cuccurullo, 2017) in RStudio (http://www.bibliometrix.org) to ensure a robust bibliometric analysis
(Echchakoui, 2020). Duplicates (457) were removed, and keywords cleaned by using OpenRefine,
(https:/lopenrefine.org/).

We then refined the search by narrowing the field to journals on service topics and manually cleaning

the abstracts to avoid recurring words (such as “purpose”,” “results,” “limitations”). The final dataset
includes 117 articles.

We analysed the data by performing strategic map analysis using Bibliometrix package opensource
(Aria and Cuccurullo, 2017) in RStudio (http://www.bibliometrix.org);. Strategic map is a two-
dimensional diagram plotting clusters that are derived from co-word analysis according to their
centrality and density ranks (Cobo et al., 2011).

Findings

Data description

The dataset consists of 117 articles and 2 reviews from 1986 to 2023.
All publications are from 6 journals, with nearly 44% of the articles published in the Journal of
Service Marketing (Table 1).

Table 1- Main sources of publication

Source Publicatio %
ns

JOURNAL OF SERVICES MARKETING 52 43.7%
SERVICE INDUSTRIES JOURNAL 27 22.7%
JOURNAL OF RETAILING AND CONSUMER 23 19.3%
SERVICES

JOURNAL OF SERVICE MANAGEMENT 7 5.9%
JOURNAL OF SERVICE RESEARCH 7 5.9%
THE SERVICE INDUSTRIES JOURNAL 3 2.5%

Source: Authors
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Streams of research in service

The following figures (Figure 1) show the thematic maps based on authors’ keywords. We used
Louvain as clustering algorithm (Blondel et al., 2008) to group the top 60 words on authors’ keywords.

Figure 1. Thematic map on Authors’ keywords

well-being
quality of life
elderly
o baby boomers
g, service encounter |
o5 customer service |
2
o e
g_ )
e @
° hospitality
8 older adults
|customer satisfaction
| customer loyalty
loyalty
older consumers
services marketing
consumer behaviour
Relevance degree
(Centrality)

Source: Authors

From the thematic map on the authors’ keywords, 6 themes emerge. Centrality (x-axis) shows the
relevance of the topic in a particular research area, while density (y-axis) measures the development
of the topic.

Topics in the upper left quadrant are well-developed (high density) but on the fringe (low centrality).
Low centrality means that these topics have strong internal connections but unimportant external
connections, so theirimportance to the research area is low. The purple bubble in this quadrant refers
to research regarding baby boomers, service encounters, and customer service. Most of the studies
inthis cluster are recent publications (published between 2021 and 2022), with the older study being
published in 2007 (Falk et al., 2007). Some studies focus on the accessibility challenges that older
consumers may face in the store environment (e.g., Kohijoki, 2011) and, more broadly, during the
service encounter. For example, Grougiou and Pettigrew (2011) found that older customers evaluate
service encounters primarily according to the social benefits resulting from the interactions. Prentice
et al. (2022) found that interpersonal encounters with service providers positively affect customer
satisfaction, memorable experience, and loyalty in geriatric hotels. In addition, Plaud and Urien
(2022) explored the links between the meaning of bereavement for widows and their expectations
regarding social support from service providers. Service providers can, however, have a negative
effect on shopping behavior. For example, an interesting study by Chéron et al. (2020) shows that
older consumers reject patronizing behavior and condescendence from salespeople. A few studies
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also explored older customers’ reactions to a service failure in terms of problem-solving complaining.
Specifically, Chaouali et al. (2021) show that future time perspective has a positive and significant
impact on wisdom and emotional intelligence but does not directly affect problem-solving
complaining. Chaouali et al. (2021) suggest that this finding might lead to assume “that the way
elderly customers view time as expansive would influence their accumulated wisdom through their
life experience, regulate their emotions and lead them to constructively react to service failures.”
Israeli et al. (2019) explored differences between younger and older customers’ online complaining
behavior. Based on their findings, older customers are similar to younger ones in their intentions to
communicate negative electronic word-of-mouth (eWOM). However, with higher levels of Internet
addiction and escalating technical failures, older customers tend to turn to nasty eWOM
communication. In addition, with aging, consumers are likely to modify their consumption behaviorin
several aspects, including information processing, as emphasized in the review by Guido et al.
(2021).

Some other studies in this bubble address older consumers’ likelihood to engage with technology.
For example, Falk et al. (2007) explored the possible conflict between offline and online service
channels and found that older consumers’ satisfaction with the offline channel reduces the perceived
usefulness of the online channel. Itani and Holleebeek (2020) found that online grocery shopping
increased during the pandemic, with a stronger effect of social distancing on shopping behavior for
older consumers. Wu et al. (2021) conducted two experimental studies in the context of food ordering
and found that older consumers prefer ordering from human servers than from self-ordering
machines, even though when machines are the only option available, they feel comfortable with it.
Similarly, Park et al. (2021) investigated self-service technology for online grocery shopping and
found that future time perspective explains consumers’ adoption intentions of this technology. Bae et
al. (2021b) specifically focused on consumer innovation adoption during aging and found that older
individuals that are self-aware of their aging avoid innovations to reduce the risk of situations that
may confirm negative age-related stereotypes. In addition, Henkel et al. (2022) adopted a
transformative research perspective to understand how social robots can increase older individuals’
well-being. Social participation and connectedness also emerge as important themes in this cluster.
Specifically, Lin and Chou (2021) focused on older people’s social participation in long-term care
services and found that social participation leads to positive service satisfaction. In later life, social
connectedness, together with freedom, independence, and autonomy, may be challenged by
changingconsumption activities such as driving retirement, thus leading to value destruction. In this
regard, Zainuddin et al. (2021) explored the effect of driving retirement on older individuals’ well-being
andpropose a model for value re-creation through various resources of the ecosystem.

The themes in the lower left quadrant have low density and low centrality. They are weakly developed
and marginal; they can represent either emerging or declining themes, which means that these
themesare not consolidated in the literature and can develop in different directions. The lower left
guadrantin Fig. 1 shows a beige bubble, which includes papers addressing hospitality and older
adults. For example, Chrysikou et al. (2018) emphasize the importance of the physical environment
in healthcare facilities for the increase of well-being and explore possible synergies between
healthcare and hospitality. Specifically, they examined the case study of village-type accommodation
for dementia in the Netherlands and drew some implications from analyzing such architectural hybrids.
In addition,Kabadayi et al. (2020) provide a conceptual framework for the older adult care experience
and propose that quality dimensions derived from service operations, hospitality, and healthcare
contextscan be used to evaluate the care experience.

Themes in the lower-right quadrant have very strong external ties but unimportant internal ties; thus,
they are very important for the research field, even if they are not well-developed. Specifically, this
guadrant comprises two bubbles, the light blue one, which addresses customer satisfaction and
loyalty, and the pink one, which addresses older consumers, services marketing, and consumer
behavior.
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Some studies in the light-blue bubble provide a better understanding of older consumers’ loyalty
behavior in different service contexts, such as dental, hairdressing, and travel services (Patterson,
2007), and third places, such as seniors’ clubs (Meshram and O’Cass, 2013; 2018). Sharma et al.
(2012) also explored age differences, particularly the moderating effect of gender and age on the
relationships in the service evaluation model in various retail contexts. Recently, Kosiba et al. (2020)
focused on the role of service quality and satisfaction with the airport service experience in explaining
repurchase and patronage intentions among younger and older consumers. Their findings show a
stronger association of satisfaction with the behavioral intentions of older customers than younger
ones. Some other studies focus on satisfaction in the healthcare service industry. For example,
Prenshaw et al. (2006) considered the eldercare service context to examine the satisfaction formation
process of adults (as children of an older parent) using a simulation in an online environment. Hur
(2015) focused on the context of a home caregiver firm to investigate the mediating effect of
employee job satisfaction on the relationship between employee emotional labor and older
individuals’ satisfaction. The findings highlight the role of job satisfaction in boosting both service
quality and customer satisfaction (Hur, 2015). Other contributions address older customers’ life
satisfaction. With this regard, Mathur et al. (1998) show that value orientation (e.g., health and social
satisfaction and life satisfaction) can be effectively used for segmenting the older tourist market. In
addition, Zhou et al. (2018) focus on a specific type of tourism among older people with health
challenges, i.e., seasonal migration, whereby individuals move to other areas to improve their health
and longevity. The findings extend the three traditional external factors of the “therapeutic landscape”
beneficial to health (i.e., physical, social and symbolic landscape) and emphasize the greatimportance
on the internal factors (i.e., enhanced personal behavior and a positive state of mind) in improving
older individuals’ health.

The pink bubble includes studies on older consumers, services marketing, and consumer behavior.
Altobello Nasco and Hale (2009) focused on older consumers’ information search behavior and found
that consumers aged 55 and older consulted few information sources for new service purchases.
Benand Williams (2010) highlight the importance of customer education programs in guiding older
consumers in the complexity of the marketplace. However, as suggested by Chaston (2011), small
firms may not fully understand the potential of the older market and still have to revise their marketing
practices to address older consumers.

Some scholars explored older individuals’ behavior in retail contexts. For example, Omar et al. (2014)
investigated older consumers’ expectations towards products and services available in the
supermarket and food retailers, while Seo and Fiore (2016) examined the effect of the fitting room
environment in clothing shops on older women’s perceptions and behavioral intentions. Their
findings show that a higher accommaodation level of the fitting room area decreased both physical and
social psychic costs, i.e., “consumer’s added mental stress or emotional labor during the shopping
experience” (Seo and Fiore, 2016, p. 17). With regard to retail environments, a recent study by
Pantano et al. (2022) recommends the importance of developing technologies to support older
customers; however, on the other hand, it questions the role of new retail technologies, such as
interactive in-store displays or robots because they risk to exclude, rather than include, older
customers.

Some other studies addressed age differences in consumer behavior and particularly switching
barriers. For example, Tesfom and Birc (2011) investigated switching barriers in the retail banking
industry while Tesfom et al. (2016) focused on mobile phone service offerings. Both studies show
that younger customers are more likely to change service providers than older customers. Some other
scholars focused on customer-to-customer interactions (Nicholls and Mohsen, 2015) and on
customer-employee interactions in various service contexts. For example, Rosenbaum (2009)
investigated the role of employees in providing social support to their customers, while Wagar and
Lindgvist (2010) found that older customers prefer older customer-contact persons to younger ones.
Holmqgvist and Van Vaerenbergh (2013) also explored customer and service providers interactions.
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Their findings emphasize the importance of native language use in service encounters, especially for
high-involvement services.

Some scholars also considered older consumers’ behavior in case of service failures. With this regard,
Paul and Sahadev (2018) explored service failures and problems in a nursing home for older
individuals and proposed a framework to improve the internal marketing practices that can increase
employees’ and customers’ satisfaction. Westberg et al. (2021) also explored the experiences of older
consumers with service providers and specifically addressed older consumers’ age identity. They
found that older consumers are exposed to various age-based stereotype threats in service contexts,
leading to service failure. It is important to note that the older market is highly heterogeneous and
that chronological age is not sufficient to explain consumer behavior. For instance, an interesting
study by Kuppelwieser and Klaus (2021) considers the role of chronological age, cognitive age, and
future time perspective in consumers’ perceptions and behavior and highlight the superior value of
future time perspective in predicting age-related differences in service contexts.

Finally, the upper-right quadrant includes the “motor themes”. These themes are both well-developed
(high density) and very important (high centrality). They have very strong external and internal ties.
The motor theme emerging from the analysis is represented by the green cluster, which includes as
major keywords “well-being,” “quality of life” and “elderly”.

Most of the articles in the green bubble cluster have been published in the Journal of Service
Research between 2020 and 2022; some of them deal with the Transformative Service Research
(TSR) approach (Anderson and Ostrom, 2015; Anderson, 2010) and the application of the Service
Inclusion lens (Fisk et al., 2018). In general, the cluster articles focus on improving the quality of life
of older people and approach “silver” in terms of alleviating suffering. In particular, the role of older
people as proactive agents and value co-creators is highlighted (Suarez et al., 2021; Amine et al.,
2021), as well as the importance of the social dimension reinforced by technologies (Bianchi, 2020).
Another interesting aspect of the cluster is the active role of the family in the co-creation of wellbeing
for older people (patients): family members are both mediators in the senior’s relationship with others
(e.g., the asymmetrical doctor/patient relationship) and proactive agents for the learning and
socialisation process (i.e., they support the acceptance of technology). In such a context, the theory
of service inclusion is advanced and some authors refer to this particular phenomenon as supportive
co-inclusion, identifying primary and secondary customers (Leino et al., 2021)

An interesting contribution comes from Suarez (2021), who applies the framework of value co-
creation (Prahalad and Ramaswamy, 2000; Lusch et al., 2010) to the provision of medical services
toolder people with chronic conditions. In particular, the authors point to the important role of patient
companionship (family member) in improving the doctor-patient relationship and thus older patient
satisfaction, which is now one of the measures of health care outcomes (Ng and Luk, 2019).

On the same wavelength is the article by Amine, Bonnemaizon, and Josion-Portail, published in 2021
in the Journal of Service Marketing, which focuses on the fact that older patients’ vulnerability
depends not only on medical-geriatric frailty but also on the nature of their interactions with
caregivers. Referring to the framework of co-creating value with the vulnerable (Johns and Davey,
2019), the authors emphasize the role of caregiver practices in activating the resource integration
process (Carida et al., 2019) through the mobilization of resources in the delivery of care. Specifically,
the authors point out that “the vulnerable status is not an immutable state but a possibility, a risk that
is increased or, on the contrary, reduced by the practices of care administration” (p. 607) and
emphasize the central role that interactions between care providers play in classifying older patients
as vulnerable.

Other studies look at how technology can improve the well-being of older people. Ge and Schleimer
(2023) use an empirical analysis to show how technology can provide both functional benefits
(replacing/helping with housework) and relational benefits (improving communication with friends
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and family members who aren’t nearby). Some research focuses on the socially vulnerable in general
and argues the transformative role of technology (particularly Al) in changing the servicescape for
the socially vulnerable (Kipnis et al., 2023).

Bianchi’s paper (2020), which analyzes how Internet services can improve the well-being of older
consumers, expands the TSR by showing how older people are co-creators in the use of Internet
services. Namely, the paper emphasizes how proactive participation of older people and their families
in Internet services positively impacts five dimensions of the well-being of older consumers (Feng et
al., 2019): pleasure, personal growth, mastery, autonomy and social relationship.

Finally, a truly insightful study of the cluster is the work of Feng (Feng et al., 2019), which sheds light
on social interaction and the transformative power of resources exchanged between older clientsand
service providers for the well-being of older adults.

Themes and trends

The trend of research focusing on aging from a service perspective is also confirmed by the analysis
of the so-called overlay network (Van Eck and Waltman, 2014), which shows how research has
evolved over time in terms of keywords. Figure 2 shows the overlay map: the color shading of the
nodes indicates the average year of publication. It can be seen that keywords such as “well-being,”
“customer service,” and “service encounter” are the leading terms in recent research compared to
consolidated keywords such as “consumer behavior” and “older consumers.” Consistent with the
findings from the “well-being” theme cluster, the figure shows a clear trend toward studies that seek
solutions to improve active aging within the context of transformative service research. This trend
can be read in light of two different issues. First, universal issues such as social inclusion, universal
accessibility to technology and services, which are enshrined in the UN 2030 agenda, among others,
are gaining priority in marketing and management studies. The centrality of people and their social
as well as functional needs becomes a pillar for guiding research and defining policy and institutional
agendas. Second, the focus on service research provides a privileged opportunity for observation;
infact, research and studies in this area are strongly imbued with the perspectives of value co-
creation and the transformative approach (Anderson et al.,, 2010; Anderson and Ostrom, 2015),
whichprioritise social interaction, the collaborative method of value creation, and social well-being
(Fisk etal., 2018).

Conclusion and research agenda

This paper systematizes what is known about aging in the service literature and proposes a research
agenda for addressing aging in service research. A systematic review of the literature published
between 1986 and 2022 was conducted using bibliometric techniques. It provides an overview of
service research in service on various topics related to the important and growing segment of modern
society, i.e., older individuals. The analysis of the thematic map shows five main research topics
ordered by relevance and degree of development, highlighting the heterogeneity of the topic of aging
in service research. The analysis of the trend based on the development of the keywords (overlay
map) also shows that well-being and quality of life are emerging topics related to the older people.
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Figure 2. Overlay map on Authors’ keywords
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Future studies could analyze the different clusters in more detail to identify the specific features of
aging in service research areas, including their theoretical underpinnings. Empirical studies on
various management and marketing challenges are also needed. Based on the discussion of the
clusters and the development of the themes, we conclude by outlining a research agenda
formanagement scholars seeking to address the challenges and opportunities of the so-called Silver
Economy and identify six key challenges for future research and inquiry:

Theme 1 - Silver culture and ethical issues in service. A central task is to define an inclusive
andopen-minded culture of aging

- What does aging mean today?

- What is the difference between aging and frailty/vulnerability?

- What are the social and economic challenges for the new silver-dominant society?

- How can service research help shape a better and more inclusive society for happy and active
olderpeople?

Theme 2 - Value co- creation: actors and value dimensions. There is a need to clearly define the
dimensions and actors for the process of resource integration for both active and vulnerable older
people.

- How can we empower older people as co-creators?

- What are the most important value dimensions for active olders?

- What are the most important value dimensions for vulnerable older people?

Theme 3 - The active role of older people and their role in society. This theme deals with the
newand changed family and social structures and raises questions such as:
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- What role do older people play in the family economy (e.g., caring for older family members or
grandchildren)?

- How can older people engage in various volunteer roles and services in society?

- What organizations engage older people in the community?

- What types of caregiving services do older people provide in the community and why?

Theme 4 - Service ecosystem approach. To date, service research has addressed aging issues at
themicro level. For a real and transformative move towards a more inclusive world:

- Should service research propose an inclusive framework that captures and empowers older people
as key stakeholders to initiate a transformative transition to a virtuous institutional ecosystem of social
relationships?

- How can service research contribute to institutional and policy agendas?

Theme 5 — The possible contradictory role of technology on the inclusion or exclusion of
older people. This theme refers to the potential role of technology in improving services for older
people but also to the risk that technology may exclude older customers. In fact, older people may
avoid innovation if they believe it could have a negative impact on their self-image and social image.
- What type of customer education programs can service organizations promote to enhance older
people’ use of technology?

- What are the key ethical issues related to technological potential?

- What is the role of family and society in promoting virtual adoption and inclusion through
technology?

Theme 6 - Marketing, communication, and sales. Research priorities include exploring
marketingand communication strategies that address the needs of older people, particularly in
terms of:

- the importance of the service encounter and the relationship with staff (older customers
rejectpatronizing and prefer older customer contact staff)

- the importance of internal marketing to improve service quality and customer satisfaction

- forms of value response when aging forces customers to change their habits (e.g., driving)

- the importance of reducing mental/psychological and physical stress for older customers in the
retailcontext through the servicescape.

We may conclude that the management challenges and opportunities are multifaceted, and the need
for further research is evident. This paper has provided one basis for this and contributed some
suggestions for future management research in the domain of the SE.
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Purpose — "Designing and orchestrating largescale, complex, and challenging service
ecosystems for transformative impact on society is a priority for service research” (SRP5)
(Field et al., 2021; Ostrom et al., 2021). This study starts from the above premise and
discusses how technologies can be leveraged to enable services for disadvantaged
consumers and communities (SRP7) (Field et al., 2021; Ostrom et al., 2021). It focuses
specifically on digital platforms that act as resource integrators by enabling the orche stration
of new, effective, scalable, and impactful social innovation practices (Carida et al., 2022). This
study bridges resource integration (Carida et al, 2019, 2022; Colurcio et al 2022; Edvardsson
et al, 2014; Findsrud et al, 2018; Peters et al, 2014) and social innovation (Aksoy