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Introduction

Service experiences are the outcomes of interactions between organizations,

related systems/processes, service employees and customers. Considerable

research in marketing and management has examined customer satisfaction

with service experiences (e.g. Arnold and Price, 1993; Bitner, Booms and Mohr,

1994; Bitner, Booms and Tetreault, 1990; Keaveney, 1995; Ostrom and Iacobucci,

1995; Surprenant and Solomon, 1987; Zeithaml, Parasuraman and Berry, 1990).

Predominantly, the research has focused on the roles of service processes,

employees and tangibles in creating quality service experiences for customers.

However, in many services customers themselves have vital roles to play in

creating service outcomes and ultimately enhancing or detracting from their

own satisfaction and the value received. This is true whether the customer is an

end consumer (for example, consumers of health care, education, personal care,

or legal services) or a business (for example, organizations purchasing

maintenance, insurance, computer consulting or training services). In all of

these examples, customers themselves participate at some level in creating the

service and ensuring their own satisfaction.

This manuscript focuses specifically on the roles of customers in creating

quality and productivity in service experiences. Drawing on previous (primarily

conceptual) research, two frameworks are first presented to aid managerial

decision making and guide potential research related to customer participation

in service[1]. The first framework examines different levels of participation

required of customers across a variety of service contexts while the second

framework presents three major roles played by customers in service delivery.
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The paper then summarizes the results of two empirical studies that illustrate

the role of customer participation and the effects on satisfaction with the service

(Faranda, 1994; Hubbert, 1995).

Levels of customer participation

The level of customer participation required in a service experience varies

across services as shown in Table I. In some cases, all that is required is the

customer’s physical presence (low level of participation), with the employees of

the firm doing all of the service production work, as in the case of a symphony

concert. Symphony-goers must be present to receive the entertainment service,

but little else is required once they are seated. In a business-to-business context,

examples of services that require little participation are less common. One

example shown in Table I is that of providing plant and flower interior

landscaping services. Once the service has been ordered, little is required from

the organization other than to open its doors or provide access to the service

provider to move plants in and out.

Low: Customer presence Moderate: Customer inputs

required during service required for service High: Customer co-creates

delivery creation the service product

Products are standardized Client inputs customize a Active client participation 

standard service guides the customized service

Service is provided Provision of service requires Service cannot be created apart

regardless of any individual customer purchase from the customer’s purchase

purchase active participation

Payment may be the only Customer inputs (information, Customer inputs are mandatory

required customer input materials) are necessary for an and co-create the outcome

adequate outcome, but the 

service firm provides the service

Examples:

End consumer

Airline travel Hair cut Marriage counselling

Motel stay Annual physical exam Personal training

Fast-food restaurant Full service restaurant Weight-reduction programme

Business-to-business

customer

Uniform cleaning Agency-created advertising Management consulting

service campaign Executive management

Pest control Payroll service seminar

Interior greenery Independent freight Install wide area network 

maintenance service transportation (WAN)

Source: Adapted from Hubbert (1995)



In other cases, consumer inputs are required to aid the service organization in

creating the service (moderate level of participation). Inputs can include

information, effort or physical possessions. A ll three of these inputs are

required for a CPA to prepare a client’s tax return effectively: information in the

form of tax history, marital status and number of dependents; effort from the

client in putting the information together in a useful fashion; and physical

possessions such as receipts, past tax returns, etc. Similar types of information,

effort and possessions are required when the customer is an organization

seeking to outsource services such as payroll, customer database management,

or tax accounting.

In some situations, customers can actually be involved in co-creating the

service (high level of participation). For such services, customers have essential

production roles that, if not fulfilled, will affect the nature of the service

outcome. A ll forms of education, training and health maintenance fit this

profile. Unless the customer does something (e.g. studies, exercises, eats the

right foods), the service provider cannot effectively deliver the service outcome.

Similarly, an organization seeking training services for its employees will need

to help define the nature of the training, identify the right employees for the

training, provide incentives for them to learn and facilitate their use of the

training on the job. If the organization does not do this, it and the employees

involved will not receive the full benefits of the service.

Table I captures the three levels of participation required of service

customers and provides several examples of each type for both end consumers

and business-to-business customers. The effectiveness of customer involvement

at all of the levels will impact organizational productivity and ultimately

quality and customer satisfaction.

Customers’ roles in service experiences

Within the levels of participation just discussed, customers can play a variety of

roles. T hrough a review of literature which has contributed to our

understanding of customer participation (see Table II), we have identified three

of these: 

(1) the customer as productive resource;

(2) the customer as contributor to quality, satisfaction and value; and 

(3) the customer as competitor to the service organization. 

These roles are not mutually exclusive, meaning an individual’s co-productive

behaviours in a specific situation may apply to more than one of the three roles.

Elements of each role may be at play in a given service transaction. A

description of these roles and their implications follows. A fterwards, the

discussion of two empirical research studies further illustrates customer

participation levels and the roles customers can play in service delivery.



Author Major customer participation issue addressed

Lovelock and Young (1979) Service firms should be encouraged to involve customers more in

production in order to increase productivity

Langeard et al. (1981) Using seven service dimensions to discriminate among groups,

authors segmented consumers according to their willingness to

participate as service co-producers

Bateson (1983; 1985) Demonstrated empirically that, across several service industries, a

portion of customers finds self-service intrinsically attractive. Also

found a portion of customers who are not at all interested in self-

service

Mills, Chase and Margulies Improved service performance can be attained by viewing the

(1983) client/customer as a “partial” employee

Bowen and Schneider (1985) Advocated the employment of organizational socialization tools to

provide customers “realistic previews” of their forthcoming service

experience

Silpakit and Fisk (1985) More clearly defined the concept of customer participation.

Proposed a theoretical framework for “participatizing” the service

encounter, i.e. maximizing the consumer’s participation in the

service

Mills and Morris (1986) A dvocated viewing clients as “partial” employees of service

organizations; this perspective guided development of a model of

client involvement stages

Larsson and Bowen (1989) Advocated use of script theory to socialize customers as “partial”

employees of the service organization, so that the firm can reduce

uncertainty in service operations by clarifying appropriate

customer behaviours

Kelley, Donnelley and Suggested organization socialization process as means for

Skinner (1990); Kelley, customers to learn participation roles. Empirically assessed the 

Skinner, and Donnelley level of organizational socialization of customers in a financial

(1992) services setting. Higher levels were found to be positively related to

several factors, including customer satisfaction

Lusch, Brown and Proposed a model of internal/external exchange decision making, 

Brunswick (1992) to explain why some consumers/organizations choose to produce a

service for themselves (internal exchange), while others hire

someone or some firm to provide the service for them (external

exchange) 

Dabholkar (1996) Reinforced Bateson’s findings that some service customers are

intrinsically motivated to self-service



Customers as productive resources

For over a decade, researchers have advocated that organizations view service

customers as “partial” employees (e.g. Bowen, 1986; Mills and Morris, 1986;

Mills, Chase and Margulies, 1983). This perception expands the boundaries of

the service organization to incorporate service recipients as temporary

members or participants. It recognizes that customers contribute inputs, much

like employees, which impact the organization’s productivity both via the

quantity and quality of those inputs and the resulting quality of output

generated (Mills et al., 1983). For example, in contributing information and

effort in the diagnoses of their ailments, patients of a healthcare organization

are part of the service production process. If they provide accurate information

in a timely fashion, physicians will be more efficient and accurate in their

diagnoses. Thus, the quality of the information patients provide can ultimately

affect the quality of the outcome. Furthermore, in most cases, if patients follow

their physician’s advice, they will be less likely to return for follow-up

treatment, further increasing the healthcare organization’s productivity.

Customer participation in service production raises a number of issues for

organizations. Because customers can influence both the quality and quantity

of production, some experts believe that the delivery system should be isolated

as much as possible from customer inputs in order to reduce the uncertainty

customers can bring into the production process. This view reasons that the less

direct contact there is between the customer and the service production system,

the greater the potential for the system to operate at peak efficiency (e.g. Chase,

1978). The introduction of ATM machines and automated customer service

telephone lines in the banking industry are both examples of ways to reduce

direct customer contact in that industry, resulting in greater efficiencies and

reduced costs.

Other experts believe that services can be delivered most efficiently if

customers truly are viewed as partial employees and their participative roles

are designed to maximize their contributions to the service creation process.

The logic in this case is that organizational productivity can be increased if

customers learn to perform service-related activities more effectively (e.g. Mills

et al., 1983). The extreme case would be full self-service where the customer

produces the service for him or herself with very little intervention or support

from the organization’s employees. This case is similar to Bateson’s (1983) “full

participator” g roup uncovered in his empirical study of the self-service

customer.

Customers as contributors to quality, satisfaction and value

Another role that customers can play in services delivery is that of contributor

to their own satisfaction and the ultimate quality of the services they receive.

Customers may not care that they have increased the productivity of the

organization through their participation, but they probably do care a great deal

about whether their needs are fulfilled. Effective customer participation can



increase the likelihood that needs are met and that the benefits the customer is

seeking are actually attained. This is particularly apparent for services such as

health care, education, personal fitness, weight loss, and others where the

service outcome is highly dependent on customer participation. In these cases,

the customer is an integral part of the service and unless he/she performs

his/her role effectively, the desired service outcome is not possible. The same is

true for an organizational customer purchasing management consulting

services. Unless the organization uses or implements the advice it has

purchased, it cannot expect to get the full value of the service. Recognizing this,

many management consultants now get involved in teaching customers to use

the information they provide.

In addition to contributing to their own satisfaction by improving the quality

of service delivered to them, some customers simply enjoy participating in

service delivery. These customers find the act of participating to be intrinsically

attractive (Bateson, 1983, 1985; Dabholkar, 1996). T hey enjoy using the

computer to obtain airline tickets, or they may like to do all of their banking via

AT Ms and automated phone systems, to interact with service providers

through the Internet, or to pump their own gasoline. In some cases, there is a

price discount advantage for self-service, but other times, customers may be

motivated by convenience, a sense of greater control over the service outcome,

timing of delivery, or simple enjoyment of the task (Dabholkar, 1996).

Because service customers must participate in service delivery, they

frequently blame themselves (at least partially) when things go wrong. If

customers believe they are partially (or totally) to blame for the failure, they will

be less dissatisfied with the service provider than when they believe the

provider is responsible and could have avoided the problem (Bitner, 1990;

Folkes, 1988; Hubbert, 1995).

Customers as competitors

A final role played by service customers is that of potential competitor. In many

situations, customers (whether individuals or companies) have the choice of

purchasing services in the marketplace or producing the service themselves,

either fully or in part. Customers in a sense are competitors of the companies

that supply the service. T he decision whether to produce services for

themselves (internal exchange) versus have someone provide the service for

them (external exchange) is a common decision for consumers (Lusch, Brown

and Brunswick, 1992). For example, a car owner who needs maintenance on his

car can choose to do all his own maintenance (assuming he has the skills), to

have someone else do all the maintenance tasks, or to do some tasks himself (e.g.

changing oil) while reserving more complex tasks for a car maintenance shop.

At one extreme, the car owner does all of his own maintenance, while at the

other he pays to have someone do everything for him. Parallel examples can be

imagined for child care, landscaping, home maintenance, and other services

needed by households. Bateson’s (1983) “full participator”, if he/she possesses



the motivation and the needed skills, can be regarded as a prime candidate to

engage in internal exchange and produce the service without the aid of a service

provider. Similar internal versus external exchange decisions are made by

organizations. Firms frequently choose to outsource service activities such as

payroll, data processing, research, accounting, maintenance and facilities

management. T hey find that it is advantageous to focus on their core

businesses and leave these essential support services to others with greater

expertise. 

Empirical research

Here we discuss two empirical studies that illustrate the customer participation

concepts just discussed. The level of customer participation required to achieve

an optimal service experience in each context is identified and described. The

nature of each of the three customer roles and how they apply in these settings

are explored. The examples are based on research studies within these contexts

and empirical findings are presented where applicable. Detailed analysis and

results are presented elsewhere. 

Weight Watchers International

High levels of customer participation are essential for success in the Weight

Watchers programme (Table I). Weight loss is achieved only when members

actively work to co-create the service product. Weight Watchers acknowledges

this reality and focuses the entire programme on developing customer skills, i.e.

teaching members how to make appropriate food choices to lose weight and

maintain weight loss. The food plan, supporting information and materials,

knowledgeable leaders, and weekly group meetings are attributes of the

programme. Nevertheless, it is up to the member to follow the prescribed

guidelines. Attending weekly meetings takes time and effort, but additional

physical and mental inputs are required. Members have the freedom to

customize the food plan completely. T his means they are responsible for

planning their meals and preparing their food. Many new members face the

challenge of changing the types of food they purchase and the ways food is

prepared. It is up to the member to select the appropriate food options and to

limit portion size. T hus, this service cannot be created apart from the

customer’s active participation. His/her inputs are mandatory, and together

with those provided by Weight Watchers, co-create the service outcome.

All three customer roles apply to members of Weight Watchers. Members of

the programme contribute inputs that directly impact the organization’s

productivity and success rate. Obviously, Weight Watchers’ success rate is the

sum total of the degree of success achieved by individual members. Success

(weight loss) ultimately depends on whether members follow the recommended

food plan and guidelines. Therefore, the programme is designed to enhance

members’ contributions to the service creation process. Members receive an

extensive education about weight loss and specifically Weight Watchers’



philosophy and instructions for losing weight. For example, at his/her first

meeting, a new member of Weight Watchers of Arizona receives a booklet that

introduces the programme and its philosophy[2]. Topics include: welcome to

Weight Watchers; what should I know before I begin the programme?; what can

I expect from the Weight Watchers programme?; nutritional content of the food

plan; behavioural support; and activity plan. A video provides an overview of

the programme and explains the basics of the food plan. Other materials outline

the food options and facilitate members’ documentation of food selections and

physical activities. Thus, new-member orientation is extremely thorough.

Training is supported by well-developed and easy-to-use materials because

members rely on these as they create the service between the weekly meetings.

Information, instruction, and user-friendly materials encourage and assist

members to perform service-related activities more effectively. Motivated

members who utilize these numerous tools of the “customer job” will be more

knowledgeable, need less assistance, contribute more positively to weekly

meetings and, perhaps, experience fewer setbacks. Essentially, they will be

higher-level performers in the client/employee team (Mills et al., 1983), and

provide quality inputs which will serve to raise Weight Watchers’ service

delivery productivity.

Customers have a role in their own satisfaction and the ultimate quality of

the services they receive. Results from a study of new members of Weight

Watchers provide empirical support for this role. Participants were 283 females

who were just joining Weight Watchers of Arizona (Hubbert, 1995). The first of

two questionnaires assessed expectations and was administered immediately

following new-member orientation to the Weight Watchers programme

(orientation session, video presentation, and written materials). The second

survey followed one month later and asked the women about their experiences,

weight loss outcomes, attributions, and satisfaction with the amount of weight

lost and with Weight Watchers. 

It was believed that in this highly participatory service, members would

recognize the significance of their role and would attribute some of the credit for

success to themselves. The study found that members do indeed attribute

success in this context both to themselves and to Weight Watchers. It was also

anticipated that members would distinguish between satisfaction with the

outcome (the number of pounds lost) and satisfaction with the provider (Weight

Watchers). The results supported this hypothesis (see Hubbert, Bitner and

Kleine, 1996 for details on this particular finding). While these two measures of

satisfaction were correlated, they had different patterns of antecedents and

consequences.

Finally, members of the Weight Watchers programme are clearly potential

competitors to the Weight Watchers organization in that these members may

choose instead to produce the service completely on their own. This role grows

more likely as members become more knowledgeable about losing weight. The

study results provide empirical support for the importance of making



programme benefits salient to customers: the construct “satisfaction with

Weight Watchers” was a significantly stronger predictor of “plans to continue

in the programme” than was the construct “satisfaction with the amount of

weight lost”. Thus, Weight Watchers must emphasize its contribution to the

service outcome. For example, members are strongly encouraged to attend the

weekly meetings led by empathetic leaders (all are former members). Leaders

address topical issues, provide tips, identify and reward successful members,

and offer support and encouragement. Questions are addressed and challenges

are discussed. Camaraderie develops as members commiserate, encourage, and

offer suggestions to one another. An ongoing challenge for Weight Watchers,

like many other service providers, is to accentuate elements that members

cannot or would find difficult to produce themselves: empathetic and

encouraging leaders, accountability, and esprit de corps.

Center for Women’s Health Services

T he second customer participation study focused on a specific medical

procedure, mammography exam screening (Faranda, 1994). For this procedure,

moderate levels of patient participation are called for to render X-rays which

accurately depict breast tissue for the diagnosing physician. These moderate

participation activities help the patients to understand the procedure better and

to weather the process with less discomfort and anxiety. For example, in the

days leading up to the mammography screening, patients read and adhere to

written instructions sent by the clinic. They learn that it is best to schedule a

mammogram only when between menstrual cycles. Prior to the exam, patients

must refrain from consuming products that contain caffeine and from certain

medications. On the day of the exam, patients must not apply fragrances, talc or

deodorant. During the exam, the patients must hold the place at which the

breast and body are set by the technologist for each of the four standard X-ray

shots. Failure to follow instructions in any of the above areas may hamper or

prevent the physician from rendering judgement on the health of the breast. The

patients’ inputs greatly enhance the probability of a smoothly performed exam

and of results that are useful to the evaluating physician.

Two of the three customer roles apply to mammography screening.

Compliance with instructions is required to ensure that the exam goes smoothly

and quickly. A lso, we can see that patients’ effort inputs improve the

organization’s service delivery productivity and success rate. Thus, patients

serve as productive resources for the organization. 

Mammography patients also contribute directly to the quality of the service

they receive and their satisfaction with the service. Unless patients follow the

specific regimen (described above) several days prior to the exam and follow

instructions during the exam, there is a high probability that the X-rays results

will be poor, necessitating a retake of the pictures. This generally occurs on the

spot, as development of the X-rays is ten minutes or less. Thus, the exam is



prolonged, potentially raising the patient’s discomfort level and anxiety

regarding the results. 

Providers of mammography services can facilitate the customer’s

contributions to her own satisfaction by managing her expectations. By

educating new patients about the process – including the vital necessity of her

own efforts and compliance with instructions – providers enhance the

likelihood of customer satisfaction. Empirical evidence is provided by the

laboratory experiment designed to determine the effects of providing women

with a “realistic service preview” of a mammography screening experience on

their satisfaction with the service and the provider (Faranda, 1994). It was

believed that patients who were “trained” effectively through a realistic preview

would be less anxious, would perceive that they had greater control, and would

ultimately be more satisfied. T he experiment utilized a role-playing

methodology, and led subjects through a vicarious service experience at a

fictitious women’s health clinic. Subjects were 134 women who had never

experienced a mammogram and who had little knowledge about the procedure.

Half the women were given a realistic preview of the process, while the other

half received no preview. The preview itself consisted of detailed, written

information about mammography (including, among other topics, what is

mammography, how the procedure works, instructions to follow before the

procedure, the role of mammography, and some common misconceptions), and

a short video illustrating the entire procedure.

A fter the preview (or no preview), women in the experiment answered

questions that assessed the accuracy of their expectations, their sense of

control, and their level of anxiety relative to mammography. The women then

read one of three versions of an actual mammography experience and were

asked to imagine themselves as the woman in the story. One version of the story

followed the realistic preview exactly, another version included several

blunders on the part of the fictitious provider, and the final version enhanced

the service experience, making it even better than the realistic preview

portrayed it to be. After reading the story, and imagining that the events had

actually happened to them, the women responded to questions regarding their

satisfaction with the mammography screening process.

Results of the study showed that those women who had been oriented

through the realistic preview did indeed have more realistic and accurate

expectations for the mammography experience than did those who had no

preview. Second, the women who saw the preview reported significantly less

anxiety and significantly greater perceptions of control over the process than

did women who had no preview. Finally, across all three scenarios, women who

received the preview were more satisfied with the actual service experience. The

realistic preview thus affected potential mammography patients’ pre-service

feelings (anxiety and control), as well as their satisfaction with the service.



The role of customer as potential competitor does not apply to the provision

of this particular service, nor is it appropriate. Despite the fact that breast self-

examination is considered an integral part of breast care, it is not possible for a

patient to produce the mammography screening procedure herself. In fact,

mammography screening providers have a role in educating potential patients

by strongly encouraging women not to use self-examination as a substitute for

physician examination and mammography screening and by emphasizing that

the benefits of the service cannot be self-produced.

Implications and conclusions

The two contexts described here both demonstrate different levels of customer

participation and a specific application of customers’ roles. Apparent in both

studies are the benefits of customer education, effective and realistic

expectation setting, and other efforts by providers to facilitate customers in

their roles. T hese studies exemplify the fact that the issue of customer

participation in service delivery raises highly relevant and complex questions

for both management practice and research. By locating itself in the typology

shown in Table I, an organization can begin to see what is required of its

customers. By clearly defining the roles it expects its customers to play, an

organization can delve further into the issues. Thinking of its customers in

these ways will lead the organization to ask what types of information and

education it may need to share with its customers, and how it might develop

approaches for training and rewarding its customers for effective participation

(Bowen, 1986; Goodwin and Radford, 1993; Kelley, Donnelly and Skinner, 1990).

Approaches for monitoring the quality of customer contributions, providing

feedback to guide improvement or offer encouragement, and rewarding

customers for effective participation can be implemented. 

Researchers can also use the frameworks to motivate questions relevant to

the different levels of participation and the participative roles customers play.

For example, accurate expectations are believed to affect service customers’

motivations and abilities to perform their participatory roles better (Schneider

and Bowen, 1995). Empirical evidence of the realistic service preview as a tool

to clarify role expectations has been presented here (Faranda, 1994). Additional

research which examines and compares this and other methods by which

service firms might foster the development of realistic customer expectations

(i.e. teach customers their roles), would contribute to our understanding of the

usefulness of the “partial” employee perspective. A lso, an extension of the

earlier work of Bateson (1983, 1985) and Langeard et al. (1981) would provide

insights into the effects of customers’ willingness to participate on providers’

desired levels of client participation across service categories. Such findings

would surely have segmentation implications. Finally, an examination of the

moderating influence, if any, of participation levels on postpurchase behaviours

such as repurchase and word-of-mouth, would be of interest. 



Notes

1. The discussion of the two frameworks is adapted from Zeithaml and Bitner (1996).

2. Weight Watchers of Arizona, Inc., a franchise of Weight Watchers International, Inc.,

provided the context for the study.

References

Arnold, E.J. and Price, L.L. (1993), “River Magic: extraordinary experience and the extended

service encounter”, Journal of Consumer Research, Vol. 20, June, pp. 24-45.

Bateson, J.E.G. (1983), “The self-service customer – empirical findings”, in Berry, L.L., Shostack,

B.L. and Upah, G.D. (Eds), Emerging Perspectives on Services Marketing, American Marketing

Association, Chicago, IL, pp. 50-3.

Bateson, J.E.G. (1985), “The self-service customer: an exploratory study”, Journal of Retailing, Vol.

61 No. 3, pp. 49-76.

Bitner, M.J. (1990), “Evaluating service encounters: the effects of physical surroundings and

employee responses”, Journal of Marketing, Vol. 54, April, pp. 69-82.

Bitner, M.J., Booms, B.H. and Mohr, L.A . (1994), “Critical service encounters: the employee’s

viewpoint”, Journal of Marketing, Vol. 58, October, pp. 95-106.

Bitner, M.J., Booms B.H. and Tetreault, M.S. (1990), “The service encounter: diagnosing favorable

and unfavorable incidents”, Journal of Marketing, Vol. 54, January, pp. 71-84.

Bowen, D.E. (1986), “Managing customers as human resources in service organizations”, Human

Resource Management, Vol. 25 No. 3, pp. 371-83.

Bowen, D.E., and Schneider, B. (1985), “Boundary-spanning-role employees and the service

encounter: some guidelines for management and research”, in Czepiel, J.A., Solomon, M.R. and

Surprenant, C.F. (Eds), T he Service Encounter, Lexington Press, Lexington, MA , 

pp. 127-47.

Chase, R.B. (1978), “W here does the customer fit in a service operation?”, Harvard Business

Review, November-December, pp. 137-42.

Dabholkar, P.A. (1996), “Consumer evaluations of new technology-based self-service options: an

investigation of alternative models of service quality”, International Journal of Research in

Marketing, Vol. 13 No. 1, pp. 29-51.

Faranda, W.T. (1994), “Customer participation in service production: an empirical assessment of

the influence of realistic service previews”, unpublished doctoral dissertation, Arizona State

University.

Folkes, V.S. (1988), “Recent attribution research in consumer behaviour: a review and new

directions”, Journal of Consumer Research, Vol. 14, March, pp. 548-65.

Goodwin, C. and Radford, R. (1993), “Models of service delivery: an integrative perspective”, in

Swartz, T.A ., Bowen, D.E. and Brown S.W. (Eds), A dvances in Services Marketing and

Management, Vol. 2, JAI Press,Greenwich, CT, pp. 231-52.

Hubbert, A .R. (1995), “Customer co-creation of service outcomes: effects of locus of causality

attributions”, unpublished doctoral dissertation, Arizona State University.

Hubbert, A.R., Bitner, M.J. and Kleine, S. (1996), “Satisfaction with performance and satisfaction

with the service provider: do customers make distinctions?”, in Droge C. and Calantone, R.

(Eds), Proceedings of the American Marketing Association Summer Educators Conference,

American Marketing Association, Chicago, IL, pp. 231-9. 

Keaveney, S.M. (1995), “Customer switching behaviour in service industries: an exploratory

study”, Journal of Marketing, Vol. 59, April, pp. 71-82.

https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F09564239710185398&crossref=10.1002%2Fhrm.3930250304&citationId=p_7
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F09564239710185398&crossref=10.1002%2Fhrm.3930250304&citationId=p_7
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F09564239710185398&crossref=10.2307%2F1251871&citationId=p_4
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F09564239710185398&crossref=10.2307%2F1252174&citationId=p_6
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F09564239710185398&crossref=10.1016%2F0167-8116%2895%2900027-5&citationId=p_10
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F09564239710185398&crossref=10.1016%2F0167-8116%2895%2900027-5&citationId=p_10
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F09564239710185398&crossref=10.1086%2F209331&citationId=p_1
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F09564239710185398&crossref=10.1086%2F209135&citationId=p_12
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F09564239710185398&crossref=10.2307%2F1251919&citationId=p_5
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F09564239710185398&crossref=10.2307%2F1252074&citationId=p_16


Kelley, S.W., Donnelly, J.H. Jr and Skinner, S.J. (1990), “Customer participation in service

production and delivery”, Journal of Retailing, Vol. 66, Fall, pp. 315-35. 

Kelley, S.W., Skinner, S.J. and Donnelly, J.H. Jr (1992), “Organizational socialization of service

customers”, Journal of Business Research, Vol. 25, pp. 197-214.

Langeard, E., Bateson, J.E.G., Lovelock, C.H. and Eigler, P. (1981), Services Marketing: New

Insights from Consumers and Managers, Report No. 81-104, Marketing Science Institute,

Cambridge, MA.

Larsson, R. and Bowen, D.E. (1989), “Organization and customer: managing design and

coordination of services”, Academy of Management Review, Vol. 14 No. 2, pp. 213-33.

Lovelock, C. H. and Young, R. F. (1979), “Look to consumers to increase productivity”, Harvard

Business Review, Vol. 57, Summer, pp. 9-20.

Lusch, R.F., Brown, S.W. and Brunswick, G.J. (1992), “A general framework for explaining internal

vs. external exchange”, Journal of the A cademy of Marketing Science, Vol. 10, Spring, 

pp. 119-34.

Mills, P.K. and Morris, J.H. (1986), “Clients as ‘partial’ employees: role development in client

participation”, Academy of Management Review, Vol. 11 No. 4, pp. 726-35.

Mills, P.K., Chase, R.B. and Margulies, N. (1983), “Motivating the client/employee system as a

service production strategy”, Academy of Management Review, Vol. 8 No. 2, pp. 301-10.

Ostrom, A. and Iacobucci, D. (1995), “Consumer trade-offs and the evaluation of services”, Journal

of Marketing, Vol. 59, January, pp. 17-28.

Schneider, B. and. Bowen, D.E (1995), W inning the Service Game, Harvard Business School Press,

Boston, MA.

Silpakit, P. and Fisk, R.P. (1985), “‘Participatizing’ the service encounter: a theoretical framework”,

in Block, T.M., Upah, G.D. and Zeithaml, V.A . (Eds), Service Marketing in a Changing

Environment, American Marketing Association, Chicago, IL, pp. 117-21.

Surprenant, C.F. and Solomon, M.R. (1987), “Predictability and personalization in the service

encounter”, Journal of Marketing, Vol. 51, April, pp. 73-80.

Zeithaml, V.A. and Bitner, M.J. (1996), Services Marketing, McGraw-Hill, New York, NY. 

Zeithaml, V.A., Parasuraman, A. and Berry, L.L. (1990), Delivering Quality Service: Perceptions

and Expectations, Free Press, New York, NY. 

https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F09564239710185398&crossref=10.2307%2F1251131&citationId=p_28
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F09564239710185398&crossref=10.1016%2F0148-2963%2892%2990029-B&citationId=p_18
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F09564239710185398&crossref=10.2307%2F1252011&citationId=p_25
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F09564239710185398&crossref=10.2307%2F1252011&citationId=p_25
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F09564239710185398&crossref=10.1007%2FBF02723452&citationId=p_22


This article has been cited by:

1. M.S. Temerak, H. Winklhofer, S.A. Hibbert. 2018. Facilitating customer adherence to complex services through multi-
interface interactions: The case of a weight loss service. Journal of Business Research 88, 265-276. [Crossref]

2. Jian He Yeh, Stephen W. Wang, Maxwell K. Hsu, Scott Swanson. 2018. Key account relationship management: the moderating
effects of relationship duration and transaction volume. The Service Industries Journal 38:7-8, 379-401. [Crossref]

3. Jui-Chang Cheng, Yi O-Yang. 2018. Hotel employee job crafting, burnout, and satisfaction: The moderating role of perceived
organizational support. International Journal of Hospitality Management 72, 78-85. [Crossref]

4. Thomas Anning-Dorson. 2018. Customer involvement capability and service firm performance: The mediating role of
innovation. Journal of Business Research 86, 269-280. [Crossref]

5. Jing (Bill) Xu, Ada Lo, Joey Wu. 2018. Are students customers? Tourism and hospitality students’ evaluation of their higher
education experience. Journal of Teaching in Travel & Tourism 7, 1-23. [Crossref]

6. SenguptaSourav, Sourav Sengupta, NiranjanTarikere T., Tarikere T. Niranjan, KrishnamoorthyMohan, Mohan
Krishnamoorthy. 2018. Trends and directions in service triads research. International Journal of Physical Distribution & Logistics
Management 48:3, 333-360. [Abstract] [Full Text] [PDF]

7. TorresEdwin N., Edwin N. Torres, LugosiPeter, Peter Lugosi, OrlowskiMarissa, Marissa Orlowski, RonzoniGiulio, Giulio
Ronzoni. 2018. Consumer-led experience customization: a socio-spatial approach. Journal of Service Management 29:2,
206-229. [Abstract] [Full Text] [PDF]

8. Jaehun Joo, Azizbek Marakhimov. 2018. Antecedents of customer participation in business ecosystems: evidence of customers’
psychological ownership in Facebook. Service Business 12:1, 1-23. [Crossref]

9. ChaurasiaSushil S., Sushil S. Chaurasia. 2018. I can’t but we can!. Journal of Global Operations and Strategic Sourcing 11:1,
123-144. [Abstract] [Full Text] [PDF]

10. ChenChia-Yi, Chia-Yi Chen. How customer participation influences service failure attribution. Journal of Service Theory and
Practice, ahead of print. [Abstract] [Full Text] [PDF]

11. Gábor Nagy, Carol M. Megehee, Arch G. Woodside. Computing with Words in Modeling Firms’ Paradoxical Performances
155-236. [Abstract] [Full Text] [PDF] [PDF]

12. Boyoun Lee, David A. Cranage. 2018. Causal Attributions and Overall Blame of Self-Service Technology (SST) Failure:
Different from Service Failures by Employee and Policy. Journal of Hospitality Marketing & Management 27:1, 61-84.
[Crossref]

13. Francesco Polese. Successful Value Co-creation Exchanges: A VSA Contribution 19-37. [Crossref]
14. Kofi Osei-Frimpong, Alan Wilson, Fred Lemke. 2018. Patient co-creation activities in healthcare service delivery at the

micro level: The influence of online access to healthcare information. Technological Forecasting and Social Change 126, 14-27.
[Crossref]

15. Imad Bani-Hani, Olgerta Tona, Sven Carlsson. 2018. From an information consumer to an information author: a new
approach to business intelligence. Journal of Organizational Computing and Electronic Commerce 28:2, 157. [Crossref]

16. Zsófia Kenesei. “Good enough customers”: impact of role clarity in self-service technologies 133-154. [Crossref]
17. Kyungyeol A. Kim, Kevin K. Byon. 2018. Examining relationships among consumer participative behavior, employee role

ambiguity, and employee citizenship behavior: the moderating role of employee self-efficacy. European Sport Management
Quarterly 1. [Crossref]

18. SmithJeffery, Jeffery Smith, AndersonSidney, Sidney Anderson, FoxGavin, Gavin Fox. 2017. A quality system’s impact on the
service experience. International Journal of Operations & Production Management 37:12, 1817-1839. [Abstract] [Full Text]
[PDF]

19. ChangWei-Lun, Wei-Lun Chang, ChangChiao-Jung, Chiao-Jung Chang. 2017. Hedonic experience of customer re-
patronizing intention: a system dynamics viewpoint. Kybernetes 46:10, 1674-1691. [Abstract] [Full Text] [PDF]

20. 박박박, 박박박. 2017. The Effect of Human Brand Characteristics of Customer Service Employees on Brand Attitude. Management
& Information Systems Review 36:4, 187-209. [Crossref]

21. Beibei Dong, K. Sivakumar. 2017. Customer participation in services: domain, scope, and boundaries. Journal of the Academy
of Marketing Science 45:6, 944-965. [Crossref]

22. Bijoylaxmi Sarmah, Zillur Rahman. 2017. Transforming Jewellery Designing: Empowering Customers through
Crowdsourcing in India. Global Business Review 18:5, 1325-1344. [Crossref]

23. Bart Larivière, David Bowen, Tor W. Andreassen, Werner Kunz, Nancy J. Sirianni, Chris Voss, Nancy V. Wünderlich, Arne
De Keyser. 2017. “Service Encounter 2.0”: An investigation into the roles of technology, employees and customers. Journal
of Business Research 79, 238-246. [Crossref]

https://doi.org/10.1016/j.jbusres.2018.03.029
https://doi.org/10.1080/02642069.2017.1393524
https://doi.org/10.1016/j.ijhm.2018.01.005
https://doi.org/10.1016/j.jbusres.2017.07.015
https://doi.org/10.1080/15313220.2018.1463587
https://doi.org/10.1108/IJPDLM-02-2017-0095
https://www.emeraldinsight.com/doi/full/10.1108/IJPDLM-02-2017-0095
https://www.emeraldinsight.com/doi/pdfplus/10.1108/IJPDLM-02-2017-0095
https://doi.org/10.1108/JOSM-06-2017-0135
https://www.emeraldinsight.com/doi/full/10.1108/JOSM-06-2017-0135
https://www.emeraldinsight.com/doi/pdfplus/10.1108/JOSM-06-2017-0135
https://doi.org/10.1007/s11628-017-0335-8
https://doi.org/10.1108/JGOSS-04-2017-0010
https://www.emeraldinsight.com/doi/full/10.1108/JGOSS-04-2017-0010
https://www.emeraldinsight.com/doi/pdfplus/10.1108/JGOSS-04-2017-0010
https://doi.org/10.1108/JSTP-12-2016-0224
https://www.emeraldinsight.com/doi/full/10.1108/JSTP-12-2016-0224
https://www.emeraldinsight.com/doi/pdfplus/10.1108/JSTP-12-2016-0224
https://doi.org/10.1108/S1069-096420180000025008
https://www.emeraldinsight.com/doi/full/10.1108/S1069-096420180000025008
https://www.emeraldinsight.com/doi/pdf/10.1108/S1069-096420180000025008
https://www.emeraldinsight.com/doi/pdfplus/10.1108/S1069-096420180000025008
https://doi.org/10.1080/19368623.2017.1337539
https://doi.org/10.1007/978-3-319-61967-5_2
https://doi.org/10.1016/j.techfore.2016.04.009
https://doi.org/10.1080/10919392.2018.1444358
https://doi.org/10.1007/978-3-658-21528-6_7
https://doi.org/10.1080/16184742.2018.1451906
https://doi.org/10.1108/IJOPM-12-2015-0737
https://www.emeraldinsight.com/doi/full/10.1108/IJOPM-12-2015-0737
https://www.emeraldinsight.com/doi/pdfplus/10.1108/IJOPM-12-2015-0737
https://doi.org/10.1108/K-03-2017-0087
https://www.emeraldinsight.com/doi/full/10.1108/K-03-2017-0087
https://www.emeraldinsight.com/doi/pdfplus/10.1108/K-03-2017-0087
https://doi.org/10.29214/damis.2017.36.4.011
https://doi.org/10.1007/s11747-017-0524-y
https://doi.org/10.1177/0972150917710123
https://doi.org/10.1016/j.jbusres.2017.03.008


24. Sara Quach, Charles Jebarajakirthy, Park Thaichon. 2017. Aesthetic labor and visible diversity: The role in retailing service
encounters. Journal of Retailing and Consumer Services 38, 34-43. [Crossref]

25. Leroi-WereldsSara, Sara Leroi-Werelds, StreukensSandra, Sandra Streukens, Van VaerenberghYves, Yves Van Vaerenbergh,
GrönroosChristian, Christian Grönroos. 2017. Does communicating the customer’s resource integrating role improve or
diminish value proposition effectiveness?. Journal of Service Management 28:4, 618-639. [Abstract] [Full Text] [PDF]

26. SarmahBijoylaxmi, Bijoylaxmi Sarmah, RahmanZillur, Zillur Rahman, KambojShampy, Shampy Kamboj. 2017. Customer
co-creation and adoption intention towards newly developed services: an empirical study. International Journal of Culture,
Tourism and Hospitality Research 11:3, 372-391. [Abstract] [Full Text] [PDF]

27. Ying Hua, Shuang (Sara) Ma, Yonggui Wang, Qimeng Wan. 2017. To reward or develop identification in online brand
communities: evidence from emerging markets. Information Technology for Development 23:3, 579-596. [Crossref]

28. Le Nguyen Hau, Pham Ngoc Tram Anh, Pham Ngoc Thuy. 2017. The effects of interaction behaviors of service frontliners
on customer participation in the value co-creation: a study of health care service. Service Business 11:2, 253-277. [Crossref]

29. Ibrahim Abosag, Thomas L. Baker, Kristina Lindsey Hall, Aliki-Dimitra Voulgari, Xiaoyuan Zheng. 2017. Antecedents
and consequences of liking in retail service relationships in China and Greece. International Business Review 26:3, 566-578.
[Crossref]

30. ChenSandy C., Sandy C. Chen, RaabCarola, Carola Raab, TanfordSarah, Sarah Tanford. 2017. Segmenting customers by
participation. International Journal of Contemporary Hospitality Management 29:5, 1468-1485. [Abstract] [Full Text] [PDF]

31. MahapatraSabita, Sabita Mahapatra. 2017. Impact of participation on behaviour outcomes in health care service. Benchmarking:
An International Journal 24:4, 1082-1098. [Abstract] [Full Text] [PDF]

32. Bastian Popp, Herbert Woratschek. 2017. Consumer–brand identification revisited: An integrative framework of brand
identification, customer satisfaction, and price image and their role for brand loyalty and word of mouth. Journal of Brand
Management 24:3, 250-270. [Crossref]

33. Ghita Dragsdahl Lauritzen. 2017. The Role of Innovation Intermediaries in Firm-Innovation Community Collaboration:
Navigating the Membership Paradox. Journal of Product Innovation Management 34:3, 289-314. [Crossref]

34. KimShinyoung, Shinyoung Kim, ChoiSunmee, Sunmee Choi, VermaRohit, Rohit Verma. 2017. Providing feedback to service
customers. Journal of Service Management 28:2, 389-416. [Abstract] [Full Text] [PDF]

35. Vincent Wing Sun Tung, Po-Ju Chen, Markus Schuckert. 2017. Managing customer citizenship behaviour: The moderating
roles of employee responsiveness and organizational reassurance. Tourism Management 59, 23-35. [Crossref]

36. McColl-KennedyJanet R., Janet R. McColl-Kennedy, SnyderHannah, Hannah Snyder, ElgMattias, Mattias Elg, WitellLars,
Lars Witell, HelkkulaAnu, Anu Helkkula, HoganSuellen J., Suellen J. Hogan, AndersonLaurel, Laurel Anderson. 2017.
The changing role of the health care customer: review, synthesis and research agenda. Journal of Service Management 28:1,
2-33. [Abstract] [Full Text] [PDF]

37. Osei-FrimpongKofi, Kofi Osei-Frimpong. 2017. Patient participatory behaviours in healthcare service delivery. Journal of
Service Theory and Practice 27:2, 453-474. [Abstract] [Full Text] [PDF]

38. RouquetAurélien, Aurélien Rouquet, GoudarziKiane, Kiane Goudarzi, HenriquezTatiana, Tatiana Henriquez. 2017. The
company-customer transfer of logistics activities. International Journal of Operations & Production Management 37:3, 321-342.
[Abstract] [Full Text] [PDF]

39. Erdogan Koc, Metin Ulukoy, Recep Kilic, Sedat Yumusak, Reyhan Bahar. 2017. The influence of customer participation on
service failure perceptions. Total Quality Management & Business Excellence 28:3-4, 390-404. [Crossref]

40. Petranka Kelly, Jennifer Lawlor, Michael Mulvey. 2017. Customer Roles in Self-Service Technology Encounters in a Tourism
Context. Journal of Travel & Tourism Marketing 34:2, 222-238. [Crossref]

41. Petri Helo, Angappa Gunasekaran, Anna Rymaszewska. Service Delivery 43-47. [Crossref]
42. Gábor Nagy, Carol M. Megehee, Arch G. Woodside, Tommi Laukkanen, Saku Hirvonen, Helen Reijonen. 2017. Achieving

requisite variety in modeling firms' strategy heterogeneities: Explaining paradoxical firm-market performances. Industrial
Marketing Management 65, 100. [Crossref]

43. Shashi, Rajwinder Singh, Amir Shabani. 2017. Value-Adding Practices in Food Supply Chain: Evidence from Indian Food
Industry. Agribusiness 33:1, 116-130. [Crossref]

44. Aparna Sundar, John B. Dinsmore, Sung-Hee Wendy Paik, Frank R. Kardes. 2017. Metaphorical communication, self-
presentation, and consumer inference in service encounters. Journal of Business Research 72, 136. [Crossref]

45. Daniele Marchesani, Gabriele Piccoli, Tsz-wai Lui. The Impact of IT-Enabled Customer Experience Management on Service
Perceptions and Performance 377-386. [Crossref]

46. Wolfgang Seiringer. Analysing and Computing the Risk of Customer Integration for a Service Provider 3-14. [Crossref]
47. Ghita Dragsdahl Lauritzen, Søren Salomo. Exploring the Dynamics of Firm and Innovation Community Collaboration: A

Complex Love Story 17-41. [Crossref]

https://doi.org/10.1016/j.jretconser.2017.05.004
https://doi.org/10.1108/JOSM-11-2015-0366
https://www.emeraldinsight.com/doi/full/10.1108/JOSM-11-2015-0366
https://www.emeraldinsight.com/doi/pdfplus/10.1108/JOSM-11-2015-0366
https://doi.org/10.1108/IJCTHR-07-2016-0070
https://www.emeraldinsight.com/doi/full/10.1108/IJCTHR-07-2016-0070
https://www.emeraldinsight.com/doi/pdfplus/10.1108/IJCTHR-07-2016-0070
https://doi.org/10.1080/02681102.2017.1311831
https://doi.org/10.1007/s11628-016-0307-4
https://doi.org/10.1016/j.ibusrev.2016.11.003
https://doi.org/10.1108/IJCHM-03-2015-0117
https://www.emeraldinsight.com/doi/full/10.1108/IJCHM-03-2015-0117
https://www.emeraldinsight.com/doi/pdfplus/10.1108/IJCHM-03-2015-0117
https://doi.org/10.1108/BIJ-08-2016-0122
https://www.emeraldinsight.com/doi/full/10.1108/BIJ-08-2016-0122
https://www.emeraldinsight.com/doi/pdfplus/10.1108/BIJ-08-2016-0122
https://doi.org/10.1057/s41262-017-0033-9
https://doi.org/10.1111/jpim.12363
https://doi.org/10.1108/JOSM-11-2015-0368
https://www.emeraldinsight.com/doi/full/10.1108/JOSM-11-2015-0368
https://www.emeraldinsight.com/doi/pdfplus/10.1108/JOSM-11-2015-0368
https://doi.org/10.1016/j.tourman.2016.07.010
https://doi.org/10.1108/JOSM-01-2016-0018
https://www.emeraldinsight.com/doi/full/10.1108/JOSM-01-2016-0018
https://www.emeraldinsight.com/doi/pdfplus/10.1108/JOSM-01-2016-0018
https://doi.org/10.1108/JSTP-02-2016-0038
https://www.emeraldinsight.com/doi/full/10.1108/JSTP-02-2016-0038
https://www.emeraldinsight.com/doi/pdfplus/10.1108/JSTP-02-2016-0038
https://doi.org/10.1108/IJOPM-01-2015-0049
https://www.emeraldinsight.com/doi/full/10.1108/IJOPM-01-2015-0049
https://www.emeraldinsight.com/doi/pdfplus/10.1108/IJOPM-01-2015-0049
https://doi.org/10.1080/14783363.2015.1090290
https://doi.org/10.1080/10548408.2016.1156612
https://doi.org/10.1007/978-3-319-40430-1_6
https://doi.org/10.1016/j.indmarman.2017.04.004
https://doi.org/10.1002/agr.21478
https://doi.org/10.1016/j.jbusres.2016.08.029
https://doi.org/10.1007/978-3-319-51168-9_27
https://doi.org/10.1007/978-3-319-61240-9_1
https://doi.org/10.1057/978-1-137-57475-6_2


48. Maxwell Agabu Phiri, Sudeshni Pillay. 2017. Customer Perceptions of Service Quality at Small Medium Micro Enterprises
(SMME): The Case of Crossley Holdings, Durban South Africa. Journal of Economics 8:1, 1. [Crossref]

49. Jakob Braun, Mohammadali Zolfagharian. 2016. Student Participation in Academic Advising: Propensity, Behavior,
Attribution and Satisfaction. Research in Higher Education 57:8, 968-989. [Crossref]

50. Stefan Meinzer, Johann Prenninger, Patrick Vesel, Johannes Kornhuber, Judith Volmer, Joachim Hornegger, Björn M.
Eskofier. 2016. Translating satisfaction determination from health care to the automotive industry. Service Business 10:4,
651-685. [Crossref]

51. Uzay Damali, Janis L. Miller, Lawrence D. Fredendall, DeWayne Moore, Cheryl J. Dye. 2016. Co-creating value using
customer training and education in a healthcare service design. Journal of Operations Management 47-48, 80-97. [Crossref]

52. ChandlerJennifer D., Jennifer D. Chandler, ChenSteven, Steven Chen. 2016. Practice styles and service systems. Journal of
Service Management 27:5, 798-830. [Abstract] [Full Text] [PDF]

53. ZátoriAnita, Anita Zátori. 2016. Exploring the value co-creation process on guided tours (the ‘AIM-model’) and the
experience-centric management approach. International Journal of Culture, Tourism and Hospitality Research 10:4, 377-395.
[Abstract] [Full Text] [PDF]

54. Le Nguyen Hau, Pham Ngoc Thuy. 2016. Customer participation to co-create value in human transformative services: a
study of higher education and health care services. Service Business 10:3, 603-628. [Crossref]

55. Ryu, Young-Sin, Byoungsoo Kim, 박박. 2016. Effects of Economic Satisfaction, Psychological Satisfaction, and Service Effect
in Re-Registration Intention: Focused on Service Quality of Taekwondo Gymnasium. Journal of Korea Service Management
Society 17:3, 1-21. [Crossref]

56. Bo Youn Lee, David A. Cranage. 2016. Service failure of intermediary service: impact of ambiguous locus of control. Journal
of Travel & Tourism Marketing 68, 1-16. [Crossref]

57. Moon-Kyung Cha, Youjae Yi, Richard P. Bagozzi. 2016. Effects of Customer Participation in Corporate Social Responsibility
(CSR) Programs on the CSR-Brand Fit and Brand Loyalty. Cornell Hospitality Quarterly 57:3, 235-249. [Crossref]

58. Jingdong Jia, Jing Wang. 2016. Do customer participation and cognitive ability influence satisfaction?. The Service Industries
Journal 36:9-10, 416-437. [Crossref]

59. Elena Bassemir, Christian F. Koof, Marion Büttgen. 2016. Ich fahre wie ich will – Eine experimentelle Untersuchung zur
Selbstbestimmung und Motivation von Kunden im Carsharing-Bereich. Schmalenbachs Zeitschrift für betriebswirtschaftliche
Forschung 68:2, 193-227. [Crossref]

60. Anna S. Cui, Fang Wu. 2016. Utilizing customer knowledge in innovation: antecedents and impact of customer involvement
on new product performance. Journal of the Academy of Marketing Science 44:4, 516-538. [Crossref]

61. Jan Petri, Frank Jacob. 2016. The customer as enabler of value (co)-creation in the solution business. Industrial Marketing
Management 56, 63-72. [Crossref]

62. Christoph F. Breidbach, Paul P. Maglio. 2016. Technology-enabled value co-creation: An empirical analysis of actors,
resources, and practices. Industrial Marketing Management 56, 73-85. [Crossref]

63. Chiu-Ying Kao, Sheng-Hshiung Tsaur, Tsung-Chiung (Emily) Wu. 2016. Organizational culture on customer delight in the
hospitality industry. International Journal of Hospitality Management 56, 98-108. [Crossref]

64. Lorna Doucet, Bo Shao, Lu Wang, Greg R. Oldham. 2016. I know how you feel, but it does not always help. Journal of
Service Management 27:3, 320-338. [Abstract] [Full Text] [PDF]

65. Mekhail Mustak, Elina Jaakkola, Aino Halinen, Valtteri Kaartemo. 2016. Customer participation management. Journal of
Service Management 27:3, 250-275. [Abstract] [Full Text] [PDF]

66. Achilleas Boukis. 2016. Achieving favourable customer outcomes through employee deviance. The Service Industries Journal
36:7-8, 319-338. [Crossref]

67. Liziane Silva Menezes, Miguel Afonso Sellitto, Tatiane Pereira Librelato, Miriam Borchardt, Giancarlo Medeiros Pereira.
2016. Identification and quantification of influent factors in perceived quality of the e-service provided by a university. Business
Process Management Journal 22:3, 438-457. [Abstract] [Full Text] [PDF]

68. Jie J. Zhang, Nitin Joglekar. 2016. Can Service Coproduction Factors Enhance Learning-by-Doing Simultaneously? Evidence
from the U.S. Hotel Industry. Service Science 8:2, 218-233. [Crossref]

69. Michael Pitt, Sarich Chotipanich, Sittiporn Issarasak, Kieran Mulholland, Pitchthida Panupattanapong. 2016. An examination
of facility management, customer satisfaction and service relationship in the Bangkok healthcare system. Indoor and Built
Environment 25:3, 442-458. [Crossref]

70. Markus Fellesson, Nicklas Salomonson. 2016. The expected retail customer: Value co-creator, co-producer or disturbance?.
Journal of Retailing and Consumer Services 30, 204-211. [Crossref]

71. Helena Alves, João José Ferreira, Cristina Isabel Fernandes. 2016. Customer's operant resources effects on co-creation
activities. Journal of Innovation & Knowledge 1:2, 69-80. [Crossref]

https://doi.org/10.1080/09765239.2017.1305667
https://doi.org/10.1007/s11162-016-9414-2
https://doi.org/10.1007/s11628-015-0284-z
https://doi.org/10.1016/j.jom.2016.10.001
https://doi.org/10.1108/JOSM-09-2015-0293
https://www.emeraldinsight.com/doi/full/10.1108/JOSM-09-2015-0293
https://www.emeraldinsight.com/doi/pdfplus/10.1108/JOSM-09-2015-0293
https://doi.org/10.1108/IJCTHR-09-2015-0098
https://www.emeraldinsight.com/doi/full/10.1108/IJCTHR-09-2015-0098
https://www.emeraldinsight.com/doi/pdfplus/10.1108/IJCTHR-09-2015-0098
https://doi.org/10.1007/s11628-015-0285-y
https://doi.org/10.15706/jksms.2016.17.3.001
https://doi.org/10.1080/10548408.2016.1208785
https://doi.org/10.1177/1938965515620679
https://doi.org/10.1080/02642069.2016.1248418
https://doi.org/10.1007/s41471-016-0009-6
https://doi.org/10.1007/s11747-015-0433-x
https://doi.org/10.1016/j.indmarman.2016.03.009
https://doi.org/10.1016/j.indmarman.2016.03.011
https://doi.org/10.1016/j.ijhm.2016.05.001
https://doi.org/10.1108/JOSM-11-2014-0307
https://www.emeraldinsight.com/doi/full/10.1108/JOSM-11-2014-0307
https://www.emeraldinsight.com/doi/pdfplus/10.1108/JOSM-11-2014-0307
https://doi.org/10.1108/JOSM-01-2015-0014
https://www.emeraldinsight.com/doi/full/10.1108/JOSM-01-2015-0014
https://www.emeraldinsight.com/doi/pdfplus/10.1108/JOSM-01-2015-0014
https://doi.org/10.1080/02642069.2016.1219722
https://doi.org/10.1108/BPMJ-07-2015-0100
https://www.emeraldinsight.com/doi/full/10.1108/BPMJ-07-2015-0100
https://www.emeraldinsight.com/doi/pdfplus/10.1108/BPMJ-07-2015-0100
https://doi.org/10.1287/serv.2015.0123
https://doi.org/10.1177/1420326X14555420
https://doi.org/10.1016/j.jretconser.2016.02.006
https://doi.org/10.1016/j.jik.2016.03.001


72. Feng Li, Alberto Nucciarelli, Sinead Roden, Gary Graham. 2016. How smart cities transform operations models: a new
research agenda for operations management in the digital economy. Production Planning & Control 27:6, 514-528. [Crossref]

73. Harjit Sekhon, Andrews Agya Yalley, Sanjit Kumar Roy, Gurvinder Singh Shergill. 2016. A cross-country study of service
productivity. The Service Industries Journal 36:5-6, 223-238. [Crossref]

74. Edwin N. Torres, Mathilda van Niekerk, Marissa Orlowski. 2016. Customer and Employee Incivility and Its Causal Effects
in the Hospitality Industry. Journal of Hospitality Marketing & Management 1-19. [Crossref]

75. PléLoïc, Loïc Plé. 2016. Studying customers’ resource integration by service employees in interactional value co-creation.
Journal of Services Marketing 30:2, 152-164. [Abstract] [Full Text] [PDF]

76. David D. Dobrzykowski, Kathleen L. McFadden, Mark A. Vonderembse. 2016. Examining pathways to safety and financial
performance in hospitals: A study of lean in professional service operations. Journal of Operations Management 42-43, 39-51.
[Crossref]

77. Jinwoo Ahn, Taeseok Rho. 2016. Influence of customer–firm relationships on customer participation in the service industry.
Service Business 10:1, 113-133. [Crossref]

78. Elaine F. Mathis, Hyelin (Lina) Kim, Muzaffer Uysal, Joseph M. Sirgy, Nina K. Prebensen. 2016. The effect of co-creation
experience on outcome variable. Annals of Tourism Research 57, 62-75. [Crossref]

79. Wei-Lun Chang, Ling-Yao Huang. 2016. Measuring service experience: a utility-based heuristic model. Service Business 10:1,
1-30. [Crossref]

80. Jinwoo Ahn, Myunghwan Chun. 2016. Influence of perceived friendship on customer participation behavior and customer
citizenship behavior as well as customer cooperation. Management & Information Systems Review 35:1, 155-172. [Crossref]

81. 박박박, 박박박. 2016. Effect of Treatment Setting of the Medical Services on the Patient Participation : Focusing on Moderating
Effect of Negative Emotion. Management & Information Systems Review 35:1, 235-251. [Crossref]

82. Tsz-Wai Lui, Gabriele Piccoli. 2016. The Effect of a Multichannel Customer Service System on Customer Service and
Financial Performance. ACM Transactions on Management Information Systems 7:1, 1-15. [Crossref]

83. Kate Walsh. 2016. Applying career concepts to strengthen the work-attitudes of service professionals. The Service Industries
Journal 36:1-2, 58-79. [Crossref]

84. Frank T. Piller. Kundenintegration im Innovationsprozess als Schlüssel zur Kundenzufriedenheit 377-409. [Crossref]
85. Manfred Bruhn. Konzeptionelle Grundlagen des Qualitätsmanagements für Dienstleistungen 57-96. [Crossref]
86. Silvia Gilardi, Chiara Guglielmetti, Marta Marsilio, Maddalena Sorrentino. Co-production in Healthcare: Moving Patient

Engagement Towards a Managerial Approach 77-95. [Crossref]
87. Yun Jeong Kim, Jong-Youn Rha, Yuri Lee. 2015. ICT Development and Customer Participation in Fashion Industry. Fashion

& Textile Research Journal 17:6, 907-918. [Crossref]
88. Li Zhihong, Colin Duffield, David Wilson. 2015. Research on the Driving Factors of Customer Participation in Service

Innovation in a Virtual Brand Community. International Journal of Innovation Science 7:4, 299-309. [Abstract] [PDF]
89. Pei-Ching Lee, Chin-Mei Chen, Kuotsai Tom Liou. 2015. Using Citizens’ Leadership Behaviors to Enhance Worker

Motivation: Reducing Perceived Social Loafing in a Coproductive Tax Service Program. Public Performance & Management
Review 39:1, 172-197. [Crossref]

90. Kim Cassidy (aka Harris), Steve Baron, Xiaoming Lu. 2015. How customers ‘learn’ to work for retailers. Journal of Marketing
Management 31:17-18, 1747-1772. [Crossref]

91. Till Haumann, Pascal Güntürkün, Laura Marie Schons, Jan Wieseke. 2015. Engaging Customers in Coproduction Processes:
How Value-Enhancing and Intensity-Reducing Communication Strategies Mitigate the Negative Effects of Coproduction
Intensity. Journal of Marketing 79:6, 17-33. [Crossref]

92. Beibei Dong, K. Sivakumar. 2015. A process-output classification for customer participation in services. Journal of Service
Management 26:5, 726-750. [Abstract] [Full Text] [PDF]

93. Alexandre Meira de Vasconcelos, Rodrigo Barichello, Álvaro Lezana, Fernando A. Forcellini, Marcelo Gitirana Gomes
Ferreira, Paulo Augusto Cauchick Miguel. 2015. Conceptualisation of the service experience by means of a literature review.
Benchmarking: An International Journal 22:7, 1301-1314. [Abstract] [Full Text] [PDF]

94. Rameshwar Dubey, Tripti Singh, Sadia Samar Ali. 2015. The mediating effect of human resource on successful total quality
management implementation. Benchmarking: An International Journal 22:7, 1463-1480. [Abstract] [Full Text] [PDF]

95. JEANETTE BLOMBERG, CHUCK DARRAH. 2015. A Seat at the Table of Social Change through Service Design.
Ethnographic Praxis in Industry Conference Proceedings 2015:1, 290-305. [Crossref]

96. Beibei Dong. 2015. How a customer participates matters: “I am producing” versus “I am designing”. Journal of Services
Marketing 29:6/7, 498-510. [Abstract] [Full Text] [PDF]

97. Lucas Pfisterer, Stefan Roth. 2015. Customer usage processes. Marketing Theory 15:3, 401-422. [Crossref]

https://doi.org/10.1080/09537287.2016.1147096
https://doi.org/10.1080/02642069.2016.1165671
https://doi.org/10.1080/19368623.2016.1178620
https://doi.org/10.1108/JSM-02-2015-0065
https://www.emeraldinsight.com/doi/full/10.1108/JSM-02-2015-0065
https://www.emeraldinsight.com/doi/pdfplus/10.1108/JSM-02-2015-0065
https://doi.org/10.1016/j.jom.2016.03.001
https://doi.org/10.1007/s11628-014-0258-6
https://doi.org/10.1016/j.annals.2015.11.023
https://doi.org/10.1007/s11628-014-0263-9
https://doi.org/10.29214/damis.2016.35.1.008
https://doi.org/10.29214/damis.2016.35.1.012
https://doi.org/10.1145/2875444
https://doi.org/10.1080/02642069.2016.1155115
https://doi.org/10.1007/978-3-658-08689-3_13
https://doi.org/10.1007/978-3-662-50360-7_3
https://doi.org/10.1007/978-3-319-30558-5_6
https://doi.org/10.5805/SFTI.2015.17.6.907
https://doi.org/10.1108/IJIS-07-04-2015-B006
https://www.emeraldinsight.com/doi/pdfplus/10.1108/IJIS-07-04-2015-B006
https://doi.org/10.1080/15309576.2016.1071172
https://doi.org/10.1080/0267257X.2015.1020329
https://doi.org/10.1509/jm.14.0357
https://doi.org/10.1108/JOSM-01-2015-0005
https://www.emeraldinsight.com/doi/full/10.1108/JOSM-01-2015-0005
https://www.emeraldinsight.com/doi/pdfplus/10.1108/JOSM-01-2015-0005
https://doi.org/10.1108/BIJ-08-2013-0078
https://www.emeraldinsight.com/doi/full/10.1108/BIJ-08-2013-0078
https://www.emeraldinsight.com/doi/pdfplus/10.1108/BIJ-08-2013-0078
https://doi.org/10.1108/BIJ-08-2013-0083
https://www.emeraldinsight.com/doi/full/10.1108/BIJ-08-2013-0083
https://www.emeraldinsight.com/doi/pdfplus/10.1108/BIJ-08-2013-0083
https://doi.org/10.1111/1559-8918.2015.01056
https://doi.org/10.1108/JSM-01-2015-0020
https://www.emeraldinsight.com/doi/full/10.1108/JSM-01-2015-0020
https://www.emeraldinsight.com/doi/pdfplus/10.1108/JSM-01-2015-0020
https://doi.org/10.1177/1470593115569103


98. Chung-Yu Wang, Hsiao-Ching Lee, Li-Wei Wu. 2015. Co-production and the roles of dependence and service importance.
Asia Pacific Management Review 20:3, 148-155. [Crossref]

99. Per Ivar Seljeseth, Tor Korneliussen. 2015. Experience-based Brand Personality as a Source of Value Co-creation: The Case
of Lofoten. Scandinavian Journal of Hospitality and Tourism 15:sup1, 48-61. [Crossref]

100. Jonas Holmqvist, Duncan Guest, Christian Grönroos. 2015. The role of psychological distance in value creation. Management
Decision 53:7, 1430-1451. [Abstract] [Full Text] [PDF]

101. Jelena Spanjol, Anna S. Cui, Cheryl Nakata, Lisa K. Sharp, Stephanie Y. Crawford, Yazhen Xiao, Mary Beth Watson-
Manheim. 2015. Co-Production of Prolonged, Complex, and Negative Services. Journal of Service Research 18:3, 284-302.
[Crossref]

102. Jillian C. Sweeney, Tracey S. Danaher, Janet R. McColl-Kennedy. 2015. Customer Effort in Value Cocreation Activities.
Journal of Service Research 18:3, 318-335. [Crossref]

103. Pingjun Jiang, Siva K Balasubramanian, Zarrel V. Lambert. 2015. Responses to customized products: the consumers’
behavioral intentions. Journal of Services Marketing 29:4, 314-326. [Abstract] [Full Text] [PDF]

104. Munshik Suh, Henry Greene, Baiastan Israilov, Taeseok Rho. 2015. The Impact of Customer Education on Customer
Loyalty Through Service Quality. Services Marketing Quarterly 36:3, 261-280. [Crossref]

105. Robert C. Ford, Janet R. McColl-Kennedy. 2015. Organizational strategies for filling the customer can-do/must-do gap.
Business Horizons 58:4, 459-468. [Crossref]

106. Daniel Kindström, Christian Kowalkowski, Thomas Brashear Alejandro. 2015. Adding services to product-based portfolios.
Journal of Service Management 26:3, 372-393. [Abstract] [Full Text] [PDF]

107. Amit Kumar Agrawal, Zillur Rahman. 2015. Roles and Resource Contributions of Customers in Value Co-creation.
International Strategic Management Review 3:1-2, 144-160. [Crossref]

108. Carmen Neghina, Marjolein C. J. Caniëls, Josée M. M. Bloemer, Marcel J. H. van Birgelen. 2015. Value cocreation in service
interactions. Marketing Theory 15:2, 221-242. [Crossref]

109. Daniela Sangiorgi, Sabine Junginger. 2015. Emerging Issues in Service Design. The Design Journal 18:2, 165-170. [Crossref]
110. Jeanette Blomberg, Chuck Darrah. 2015. Towards an Anthropology of Services. The Design Journal 18:2, 171-192. [Crossref]
111. Beibei Dong, K. Sivakumar, Kenneth R. Evans, Shaoming Zou. 2015. Effect of Customer Participation on Service Outcomes.

Journal of Service Research 18:2, 160-176. [Crossref]
112. Guilherme D. Pires, Alison Dean, Muqqadas Rehman. 2015. Using service logic to redefine exchange in terms of customer

and supplier participation. Journal of Business Research 68:5, 925-932. [Crossref]
113. Athinodoros Chronis. 2015. Substantiating Byzantium: The role of artifacts in the co-construction of narratives. Journal of

Consumer Behaviour 14:3, 180-192. [Crossref]
114. Sven Heidenreich, Matthias Handrich. 2015. Adoption of technology-based services: the role of customers’ willingness to

co-create. Journal of Service Management 26:1, 44-71. [Abstract] [Full Text] [PDF]
115. Piyush Sharma, Jackie L.M. Tam, Namwoon Kim. 2015. Service role and outcome as moderators in intercultural service

encounters. Journal of Service Management 26:1, 137-155. [Abstract] [Full Text] [PDF]
116. Jennifer Chandler, Steven Chen. 2015. Prosumer motivations in service experiences. Journal of Service Theory and Practice

25:2, 220-239. [Abstract] [Full Text] [PDF]
117. Per Skålén, Johanna Gummerus, Catharina von Koskull, Peter R. Magnusson. 2015. Exploring value propositions and service

innovation: a service-dominant logic study. Journal of the Academy of Marketing Science 43:2, 137-158. [Crossref]
118. Jeanette Blomberg, Chuck Darrah. 2015. An Anthropology of Services: Toward a Practice Approach to Designing Services.

Synthesis Lectures on Human-Centered Informatics 8:1, 1-115. [Crossref]
119. Dominique A. Greer. 2015. Defective co-creation. European Journal of Marketing 49:1/2, 238-261. [Abstract] [Full Text]

[PDF]
120. Jennifer D. Chandler, Robert F. Lusch. 2015. Service Systems. Journal of Service Research 18:1, 6-22. [Crossref]
121. Christoph F. Breidbach, Jennifer D. Chandler, Paul P. Maglio. The Duality of Second Screens: A Phenomenological Study

of Multi-platform Engagement and Service Experiences 1432-1441. [Crossref]
122. 박박박. 2014. Effects of Humor style of the Service providers on Customer participation Behavior and Satisfaction, Loyalty. The

Journal of International Trade & Commerce 10:6, 1213-1237. [Crossref]
123. Adriana Morales Rodríguez, Joan‐Lluís Capelleras, Víctor M. Gimenez Garcia. 2014. Teaching performance: determinants

of the student assessment. Academia Revista Latinoamericana de Administración 27:3, 402-418. [Abstract] [Full Text] [PDF]
124. T. Hughes. 2014. Co-creation: moving towards a framework for creating innovation in the Triple Helix. Prometheus 32:4,

337-350. [Crossref]

https://doi.org/10.1016/j.apmrv.2014.04.001
https://doi.org/10.1080/15022250.2015.1069065
https://doi.org/10.1108/MD-06-2014-0335
https://www.emeraldinsight.com/doi/full/10.1108/MD-06-2014-0335
https://www.emeraldinsight.com/doi/pdfplus/10.1108/MD-06-2014-0335
https://doi.org/10.1177/1094670515583824
https://doi.org/10.1177/1094670515572128
https://doi.org/10.1108/JSM-01-2014-0019
https://www.emeraldinsight.com/doi/full/10.1108/JSM-01-2014-0019
https://www.emeraldinsight.com/doi/pdfplus/10.1108/JSM-01-2014-0019
https://doi.org/10.1080/15332969.2015.1046776
https://doi.org/10.1016/j.bushor.2015.03.010
https://doi.org/10.1108/JOSM-02-2014-0042
https://www.emeraldinsight.com/doi/full/10.1108/JOSM-02-2014-0042
https://www.emeraldinsight.com/doi/pdfplus/10.1108/JOSM-02-2014-0042
https://doi.org/10.1016/j.ism.2015.03.001
https://doi.org/10.1177/1470593114552580
https://doi.org/10.2752/175630615X14212498964150
https://doi.org/10.2752/175630615X14212498964196
https://doi.org/10.1177/1094670514551727
https://doi.org/10.1016/j.jbusres.2014.09.019
https://doi.org/10.1002/cb.1509
https://doi.org/10.1108/JOSM-03-2014-0079
https://www.emeraldinsight.com/doi/full/10.1108/JOSM-03-2014-0079
https://www.emeraldinsight.com/doi/pdfplus/10.1108/JOSM-03-2014-0079
https://doi.org/10.1108/JOSM-03-2013-0062
https://www.emeraldinsight.com/doi/full/10.1108/JOSM-03-2013-0062
https://www.emeraldinsight.com/doi/pdfplus/10.1108/JOSM-03-2013-0062
https://doi.org/10.1108/JSTP-09-2013-0195
https://www.emeraldinsight.com/doi/full/10.1108/JSTP-09-2013-0195
https://www.emeraldinsight.com/doi/pdfplus/10.1108/JSTP-09-2013-0195
https://doi.org/10.1007/s11747-013-0365-2
https://doi.org/10.2200/S00628ED1V01Y201502HCI026
https://doi.org/10.1108/EJM-07-2012-0411
https://www.emeraldinsight.com/doi/full/10.1108/EJM-07-2012-0411
https://www.emeraldinsight.com/doi/pdfplus/10.1108/EJM-07-2012-0411
https://doi.org/10.1177/1094670514537709
https://doi.org/10.1109/HICSS.2015.174
https://doi.org/10.16980/jitc.10.6.201412.1213
https://doi.org/10.1108/ARLA-11-2013-0177
https://www.emeraldinsight.com/doi/full/10.1108/ARLA-11-2013-0177
https://www.emeraldinsight.com/doi/pdfplus/10.1108/ARLA-11-2013-0177
https://doi.org/10.1080/08109028.2014.971613


125. Praveen Aggarwal, Amiya K. Basu. 2014. Value Co-Creation: Factors Affecting Discretionary Effort Exertion. Services
Marketing Quarterly 35:4, 321-336. [Crossref]

126. Guillaume Roels. 2014. Optimal Design of Coproductive Services: Interaction and Work Allocation. Manufacturing & Service
Operations Management 16:4, 578-594. [Crossref]

127. Wenhua Liu, Mingli Zhang, Wei Wang. Mediating roles of customer emotion on the relationship between positive customer
paticipation and customer satisfaction in microblog 309-312. [Crossref]

128. Giannis Kostopoulos, Spiros Gounaris, Ioannis Rizomyliotis. 2014. How to reduce the negative impact of customer non-
compliance: an empirical study. Journal of Strategic Marketing 22:6, 513-529. [Crossref]

129. . The Need for the Science of Service 61-91. [Crossref]
130. Xiaojing Sheng, Mohammadali Zolfagharian. 2014. Consumer participation in online product recommendation services:

augmenting the technology acceptance model. Journal of Services Marketing 28:6, 460-470. [Abstract] [Full Text] [PDF]
131. 박박박, Jinwoo Ahn. 2014. A Study on the Effects of Customers’ Roles in the Service Recovery Process. Management &

Information Systems Review 33:3, 105-128. [Crossref]
132. Catharina von Koskull. Ethnographic Research in Service Marketing: Theory, Methods, and Practice 101-145. [Abstract]

[Full Text] [PDF] [PDF]
133. Sabine Fliess, Stefan Dyck, Mailin Schmelter. 2014. Mirror, mirror on the wall – how customers perceive their contribution

to service provision. Journal of Service Management 25:4, 433-469. [Abstract] [Full Text] [PDF]
134. Davis Lazarus, Anupam Krishna, Sunishtha Dhaka. 2014. Co-creation Willingness Matrix and Capability Continuum for

Classification and Scaling of Services. Journal of Global Marketing 27:4, 213-225. [Crossref]
135. Jessica Vredenburg, Simon J. Bell. 2014. Variability in health care services: the role of service employee flexibility. Australasian

Marketing Journal (AMJ) 22:3, 168-178. [Crossref]
136. Liz Gill, Fabio Cassia, Ian D. Cameron, Susan Kurrle, Stephen Lord, Nicola Fairhall, Keri Lockwood, Colleen Langron.

2014. Exploring client adherence factors related to clinical outcomes. Australasian Marketing Journal (AMJ) 22:3, 197-204.
[Crossref]

137. Francisco Villarroel Ordenes, Babis Theodoulidis, Jamie Burton, Thorsten Gruber, Mohamed Zaki. 2014. Analyzing
Customer Experience Feedback Using Text Mining. Journal of Service Research 17:3, 278-295. [Crossref]

138. Dewi Tojib, Saman Khajehzadeh. 2014. The role of meta-perceptions in customer complaining behavior. European Journal
of Marketing 48:7/8, 1536-1556. [Abstract] [Full Text] [PDF]

139. Jan Hendrik Schumann, Ed Nijssen, Patrick Lentz. 2014. Modeling variation in global consumers’ participation behaviour
intentions using an institutional market index. International Marketing Review 31:4, 390-412. [Abstract] [Full Text] [PDF]

140. Chorong Youn. 2014. The Difference in Brand Attitude and Green Consumption Intention by SPA Brands' Green Marketing.
Journal of the Korean Society of Clothing and Textiles 38:3, 334-346. [Crossref]

141. Prakash K. Chathoth, Gerardo R. Ungson, Levent Altinay, Eric S.W. Chan, Robert Harrington, Fevzi Okumus. 2014. Barriers
affecting organisational adoption of higher order customer engagement in tourism service interactions. Tourism Management
42, 181-193. [Crossref]

142. Heikki Lempinen, Risto Rajala. 2014. Exploring multi-actor value creation in IT service processes. Journal of Information
Technology 29:2, 170-185. [Crossref]

143. Markus Blut, Sharon E. Beatty, Heiner Evanschitzky, Christian Brock. 2014. The Impact of Service Characteristics on the
Switching Costs–Customer Loyalty Link. Journal of Retailing 90:2, 275-290. [Crossref]

144. Mihye lee. 2014. A Study on the Effects of Customer Participation, Customer Satisfaction, Brand Loyalty in Airline Service
Encounter. Global Business Administration Review 11:2, 213-234. [Crossref]

145. Kumkum Bharti, Rajat Agrawal, Vinay Sharma. 2014. What drives the customer of world's largest market to participate in
value co-creation?. Marketing Intelligence & Planning 32:4, 413-435. [Abstract] [Full Text] [PDF]

146. Tobin Turner, Jeff Shockley. 2014. Creating Shopper Value: Co-Creation Roles, In-Store Self-Service Technology Use, and
Value Differentiation. Journal of Promotion Management 20:3, 311-327. [Crossref]

147. Nic S. Terblanche. 2014. Some theoretical perspectives of co-creation and co-production of value by customers. Acta
Commercii 14:2. . [Crossref]

148. Li Miao. 2014. Self-regulation and “other consumers” at service encounters: A sociometer perspective. International Journal
of Hospitality Management 39, 122-129. [Crossref]

149. Mario Schaarschmidt, Thomas Kilian. 2014. Impediments to customer integration into the innovation process: A case study
in the telecommunications industry. European Management Journal 32:2, 350-361. [Crossref]

150. S. C. Chen, C. Raab. 2014. Construction and Validation of the Customer Participation Scale. Journal of Hospitality & Tourism
Research . [Crossref]

https://doi.org/10.1080/15332969.2014.946876
https://doi.org/10.1287/msom.2014.0495
https://doi.org/10.1109/SOLI.2014.6960741
https://doi.org/10.1080/0965254X.2014.914056
https://doi.org/10.1002/9781118551820.ch3
https://doi.org/10.1108/JSM-04-2013-0098
https://www.emeraldinsight.com/doi/full/10.1108/JSM-04-2013-0098
https://www.emeraldinsight.com/doi/pdfplus/10.1108/JSM-04-2013-0098
https://doi.org/10.29214/damis.2014.33.3.007
https://doi.org/10.1108/S1069-096420140000021004
https://www.emeraldinsight.com/doi/full/10.1108/S1069-096420140000021004
https://www.emeraldinsight.com/doi/pdf/10.1108/S1069-096420140000021004
https://www.emeraldinsight.com/doi/pdfplus/10.1108/S1069-096420140000021004
https://doi.org/10.1108/JOSM-09-2013-0266
https://www.emeraldinsight.com/doi/full/10.1108/JOSM-09-2013-0266
https://www.emeraldinsight.com/doi/pdfplus/10.1108/JOSM-09-2013-0266
https://doi.org/10.1080/08911762.2014.909551
https://doi.org/10.1016/j.ausmj.2014.08.001
https://doi.org/10.1016/j.ausmj.2014.08.006
https://doi.org/10.1177/1094670514524625
https://doi.org/10.1108/EJM-11-2012-0638
https://www.emeraldinsight.com/doi/full/10.1108/EJM-11-2012-0638
https://www.emeraldinsight.com/doi/pdfplus/10.1108/EJM-11-2012-0638
https://doi.org/10.1108/IMR-10-2012-0179
https://www.emeraldinsight.com/doi/full/10.1108/IMR-10-2012-0179
https://www.emeraldinsight.com/doi/pdfplus/10.1108/IMR-10-2012-0179
https://doi.org/10.5850/JKSCT.2014.38.3.334
https://doi.org/10.1016/j.tourman.2013.12.002
https://doi.org/10.1057/jit.2014.1
https://doi.org/10.1016/j.jretai.2014.04.003
https://doi.org/10.17092/jibr.2014.11.2.213
https://doi.org/10.1108/MIP-07-2013-0111
https://www.emeraldinsight.com/doi/full/10.1108/MIP-07-2013-0111
https://www.emeraldinsight.com/doi/pdfplus/10.1108/MIP-07-2013-0111
https://doi.org/10.1080/10496491.2014.885480
https://doi.org/10.4102/ac.v14i2.237
https://doi.org/10.1016/j.ijhm.2014.02.014
https://doi.org/10.1016/j.emj.2013.04.004
https://doi.org/10.1177/1096348014525631


151. Euthemia Stavrulaki, Mark M. Davis. 2014. A Typology for Service Supply Chains and Its Implications for Strategic Decisions.
Service Science 6:1, 34-46. [Crossref]

152. Yong-Ki Lee, Byung-Ho Choi, Dong Jin Kim, Sunghyup Sean Hyun. 2014. Relational benefits, their consequences, and
customer membership types. The Service Industries Journal 34:3, 230-250. [Crossref]

153. Roger Maull, Phil Godsiff, C. E. A. Mulligan. The Impact of Datafication on Service Systems 1193-1201. [Crossref]
154. Chang Hwan Choi, Taegoo (Terry) Kim, Gyehee Lee, Seung Kon Lee. 2014. Testing the stressor–strain–outcome model of

customer-related social stressors in predicting emotional exhaustion, customer orientation and service recovery performance.
International Journal of Hospitality Management 36, 272-285. [Crossref]

155. Min Zhang, Yueyue Xie, Lili Huang, Zhen He. 2013. Service quality evaluation of car rental industry in China. International
Journal of Quality & Reliability Management 31:1, 82-102. [Abstract] [Full Text] [PDF]

156. F. J. Cossío Silva, M. A. Revilla Camacho, M. Vega Vázquez. 2013. Heterogeneity of customers of personal image services: a
segmentation based on value co-creation. International Entrepreneurship and Management Journal 9:4, 619-630. [Crossref]

157. Jinwoo Ahn, Hanju Kim, Myunghwan Chun. 2013. The Structural Relationship between Customer Participation and
Relationship Commitment. Management & Information Systems Review 32:5, 175-192. [Crossref]

158. Valter Afonso Vieira, Deividi Pires, Ronie Galeano. 2013. Determinantes do desempenho empresarial e das vendas cruzadas
no varejo. Revista de Administração de Empresas 53:6, 565-579. [Crossref]

159. Manuela Vega-Vazquez, María Ángeles Revilla-Camacho, Francisco J. Cossío-Silva. 2013. The value co-creation process as a
determinant of customer satisfaction. Management Decision 51:10, 1945-1953. [Abstract] [Full Text] [PDF]

160. Sabine Moeller, Robert Ciuchita, Dominik Mahr, Gaby Odekerken-Schröder, Martin Fassnacht. 2013. Uncovering
Collaborative Value Creation Patterns and Establishing Corresponding Customer Roles. Journal of Service Research 16:4,
471-487. [Crossref]

161. Volker G. Kuppelwieser, Merlin C. Simpson, Gabriel Chiummo. 2013. 1 + 1 does not always equal value creation: The case
of YouTube. Marketing Letters 24:3, 311-321. [Crossref]

162. Jonathon R. B. Halbesleben, Oliver K. Stoutner. 2013. Developing Customers as Partial Employees: Predictors and Outcomes
of Customer Performance in a Services Context. Human Resource Development Quarterly 24:3, 313-335. [Crossref]

163. Cedwyn Fernandes, Kieran Ross, Mohammad Meraj. 2013. Understanding student satisfaction and loyalty in the UAE HE
sector. International Journal of Educational Management 27:6, 613-630. [Abstract] [Full Text] [PDF]

164. MATTHIAS HANDRICH, SVEN HEIDENREICH. 2013. THE WILLINGNESS OF A CUSTOMER TO CO-
CREATE INNOVATIVE, TECHNOLOGY-BASED SERVICES: CONCEPTUALISATION AND MEASUREMENT.
International Journal of Innovation Management 17:04, 1350011. [Crossref]

165. Stefanie Paluch, Markus Blut. 2013. Service Separation and Customer Satisfaction. Journal of Service Research 16:3, 415-427.
[Crossref]

166. Constanza Bianchi. 2013. Satisfiers and dissatisfiers for international students of higher education: an exploratory study in
Australia. Journal of Higher Education Policy and Management 35:4, 396-409. [Crossref]

167. Line Mathisen. Staging Natural Environments: A Performance Perspective 163-183. [Abstract] [Full Text] [PDF] [PDF]
168. Per Carlborg, Daniel Kindström, Christian Kowalkowski. 2013. A lean approach for service productivity improvements:

synergy or oxymoron?. Managing Service Quality: An International Journal 23:4, 291-304. [Abstract] [Full Text] [PDF]
169. Mekhail Mustak, Elina Jaakkola, Aino Halinen. 2013. Customer participation and value creation: a systematic review and

research implications. Managing Service Quality: An International Journal 23:4, 341-359. [Abstract] [Full Text] [PDF]
170. Mei Li, Thomas Y. Choi, Elliot Rabinovich, Aaron Crawford. 2013. Self-Service Operations at Retail Stores: The Role of

Inter-Customer Interactions. Production and Operations Management 22:4, 888-914. [Crossref]
171. Natália Araujo Pacheco, Renaud Lunardo, Cristiane Pizzutti dos Santos. 2013. A perceived-control based model to

understanding the effects of co-production on satisfaction. BAR - Brazilian Administration Review 10:2, 219-238. [Crossref]
172. Jinwoo Ahn. 2013. The Relationship between Customer Participation and Friendship and Their Influences on Relational

Outcomes. Management & Information Systems Review 32:2, 137-164. [Crossref]
173. Lynn M. Murray, Kenneth R. Evans. 2013. Store managers, profitability and satisfaction in multi-unit enterprises. Journal

of Services Marketing 27:3, 207-222. [Abstract] [Full Text] [PDF]
174. Jenny Sandbacka, Satu Nätti, Jaana Tähtinen. 2013. Branding activities of a micro industrial services company. Journal of

Services Marketing 27:2, 166-177. [Abstract] [Full Text] [PDF]
175. Andrew S. Gallan, Cheryl Burke Jarvis, Stephen W. Brown, Mary Jo Bitner. 2013. Customer positivity and participation in

services: an empirical test in a health care context. Journal of the Academy of Marketing Science 41:3, 338-356. [Crossref]
176. Toni Hilton, Tim Hughes. 2013. Co-production and self-service: The application of Service-Dominant Logic. Journal of

Marketing Management 29:7-8, 861-881. [Crossref]

https://doi.org/10.1287/serv.2014.0064
https://doi.org/10.1080/02642069.2013.763927
https://doi.org/10.1109/HICSS.2014.154
https://doi.org/10.1016/j.ijhm.2012.09.009
https://doi.org/10.1108/IJQRM-11-2012-0146
https://www.emeraldinsight.com/doi/full/10.1108/IJQRM-11-2012-0146
https://www.emeraldinsight.com/doi/pdfplus/10.1108/IJQRM-11-2012-0146
https://doi.org/10.1007/s11365-013-0266-3
https://doi.org/10.29214/damis.2013.32.5.010
https://doi.org/10.1590/S0034-75902013005000003
https://doi.org/10.1108/MD-04-2013-0227
https://www.emeraldinsight.com/doi/full/10.1108/MD-04-2013-0227
https://www.emeraldinsight.com/doi/pdfplus/10.1108/MD-04-2013-0227
https://doi.org/10.1177/1094670513480851
https://doi.org/10.1007/s11002-013-9246-1
https://doi.org/10.1002/hrdq.21167
https://doi.org/10.1108/IJEM-07-2012-0082
https://www.emeraldinsight.com/doi/full/10.1108/IJEM-07-2012-0082
https://www.emeraldinsight.com/doi/pdfplus/10.1108/IJEM-07-2012-0082
https://doi.org/10.1142/S1363919613500114
https://doi.org/10.1177/1094670513475870
https://doi.org/10.1080/1360080X.2013.812057
https://doi.org/10.1108/S1745-3542(2013)0000009012
https://www.emeraldinsight.com/doi/full/10.1108/S1745-3542%282013%290000009012
https://www.emeraldinsight.com/doi/pdf/10.1108/S1745-3542%282013%290000009012
https://www.emeraldinsight.com/doi/pdfplus/10.1108/S1745-3542%282013%290000009012
https://doi.org/10.1108/MSQ-04-2013-0052
https://www.emeraldinsight.com/doi/full/10.1108/MSQ-04-2013-0052
https://www.emeraldinsight.com/doi/pdfplus/10.1108/MSQ-04-2013-0052
https://doi.org/10.1108/MSQ-03-2013-0046
https://www.emeraldinsight.com/doi/full/10.1108/MSQ-03-2013-0046
https://www.emeraldinsight.com/doi/pdfplus/10.1108/MSQ-03-2013-0046
https://doi.org/10.1111/j.1937-5956.2012.01321.x
https://doi.org/10.1590/S1807-76922013000200007
https://doi.org/10.29214/damis.2013.32.2.007
https://doi.org/10.1108/08876041311330708
https://www.emeraldinsight.com/doi/full/10.1108/08876041311330708
https://www.emeraldinsight.com/doi/pdfplus/10.1108/08876041311330708
https://doi.org/10.1108/08876041311309270
https://www.emeraldinsight.com/doi/full/10.1108/08876041311309270
https://www.emeraldinsight.com/doi/pdfplus/10.1108/08876041311309270
https://doi.org/10.1007/s11747-012-0307-4
https://doi.org/10.1080/0267257X.2012.729071


177. Chen-Fu Yang, Yu-Chun Wang, Tung-Jung Sung. Service Experience Image for Value Co-creation: The Creative
Communities in Taipei City 29-34. [Crossref]

178. Jong-Hak Lee, Chan-Jung Kim. 2013. Effect of Patient-centered Communication of Doctor on Patient Participation :
Focusing on Moderating Effect of Trust. The Journal of the Korea Contents Association 13:3, 278-286. [Crossref]

179. Hossein Dadfar, Staffan Brege, Sedigheh Sarah Ebadzadeh Semnani. 2013. Customer involvement in service production,
delivery and quality: the challenges and opportunities. International Journal of Quality and Service Sciences 5:1, 46-65.
[Abstract] [Full Text] [PDF]

180. Zachary Johnson, Carolyn Massiah, Jeffrey Allan. 2013. Community identification increases consumer‐to‐consumer helping,
but not always. Journal of Consumer Marketing 30:2, 121-129. [Abstract] [Full Text] [PDF]

181. Prakash Chathoth, Levent Altinay, Robert James Harrington, Fevzi Okumus, Eric S.W. Chan. 2013. Co-production versus
co-creation: A process based continuum in the hotel service context. International Journal of Hospitality Management 32,
11-20. [Crossref]

182. Sunmee Choi, Sooyeon Kim. 2013. Effects of a reward program on inducing desirable customer behaviors: The role of
purchase purpose, reward type and reward redemption timing. International Journal of Hospitality Management 32, 237-244.
[Crossref]

183. 박박박, Songhyeon Cho. 2013. A Causal Relationship among Nonverbal Communication of Dance Instructor, Customer
Participation, Customer Satisfaction and Customer Loyalty. Korean Journal of Sport Science 24:1, 105-115. [Crossref]

184. Toni Hilton, Tim Hughes, Ed Little, Ebi Marandi. 2013. Adopting self-service technology to do more with less. Journal of
Services Marketing 27:1, 3-12. [Abstract] [Full Text] [PDF]

185. Wen-Shinn Low, Jeng-Da Lee, Soo-May Cheng. 2013. The link between customer satisfaction and price sensitivity: An
investigation of retailing industry in Taiwan. Journal of Retailing and Consumer Services 20:1, 1-10. [Crossref]

186. Wen-Shinn Low, Jeng-Da Lee, Wan-Chun Lian. 2013. Can Loyal Customers Tolerate Service Failure? The Moderating
Roles of Service Failure Severity and Transaction Frequency in a B2B Context. Journal of Service Science and Management
06:05, 12-19. [Crossref]

187. Thanawut Limpanitgul, Matthew J. Robson, Julian Gould-Williams, Weerawit Lertthaitrakul. 2013. Effects of co-worker
support and customer cooperation on service employee attitudes and behaviour: Empirical evidence from the airline industry.
Journal of Hospitality and Tourism Management 20, 23-33. [Crossref]

188. Philip J. Trocchia, Michael G. Luckett. 2013. Transitory bias as a source of customer dissatisfaction: An exploratory
investigation. Journal of Consumer Behaviour 12:1, 32-41. [Crossref]

189. Nikolaj Gandrup Borchorst, Brenda McPhail, Karen Louise Smith, Joseph Ferenbok, Andrew Clement. 2012. Bridging
Identity Gaps—Supporting Identity Performance in Citizen Service Encounters. Computer Supported Cooperative Work
(CSCW) 21:6, 555-590. [Crossref]

190. Nishtha Langer, Chris Forman, Sunder Kekre, Baohong Sun. 2012. Ushering Buyers into Electronic Channels: An Empirical
Analysis. Information Systems Research 23:4, 1212-1231. [Crossref]

191. Taegoo Terry Kim, Soyon Paek, Chang Hwan Choi, Gyehee Lee. 2012. Frontline service employees’ customer-related social
stressors, emotional exhaustion, and service recovery performance: customer orientation as a moderator. Service Business 6:4,
503-526. [Crossref]

192. Toni Hilton, Tim Hughes, David Chalcraft. 2012. Service co-creation and value realisation. Journal of Marketing Management
28:13-14, 1504-1519. [Crossref]

193. Jinwoo Ahn, Myongju Kang, 박박박. 2012. The Moderate Roles of Social Rapport and Friendship in Relationship Marketing.
Management & Information Systems Review 31:4, 139-165. [Crossref]

194. P. González-Redondo, P. García-Domínguez. 2012. Typification and characterisation of the pheasant (Phasianus colchicus)
game farms in Spain. Spanish Journal of Agricultural Research 10:4, 1005. [Crossref]

195. Abdul Rahman Jumat, Vaughan Coffey, Martin Skitmore. 2012. Stakeholder service delivery expectations of military facilities
management. Built Environment Project and Asset Management 2:2, 146-166. [Abstract] [Full Text] [PDF]

196. Jonas Holmqvist, Christian Grönroos. 2012. How Does Language Matter for Services? Challenges and Propositions for
Service Research. Journal of Service Research 15:4, 430-442. [Crossref]

197. Chi Kin (Bennett) Yim, Kimmy Wa Chan, Simon S.K Lam. 2012. Do Customers and Employees Enjoy Service Participation?
Synergistic Effects of Self- and Other-Efficacy. Journal of Marketing 76:6, 121-140. [Crossref]

198. Piyush Sharma, Jackie L.M. Tam, Namwoon Kim. 2012. Intercultural service encounters (ICSE): an extended framework
and empirical validation. Journal of Services Marketing 26:7, 521-534. [Abstract] [Full Text] [PDF]

199. Roger Maull, Joana Geraldi, Robert Johnston. 2012. Service Supply Chains: A Customer Perspective. Journal of Supply Chain
Management 48:4, 72-86. [Crossref]

https://doi.org/10.1109/ICSSI.2013.16
https://doi.org/10.5392/JKCA.2013.13.03.278
https://doi.org/10.1108/17566691311316248
https://www.emeraldinsight.com/doi/full/10.1108/17566691311316248
https://www.emeraldinsight.com/doi/pdfplus/10.1108/17566691311316248
https://doi.org/10.1108/07363761311304933
https://www.emeraldinsight.com/doi/full/10.1108/07363761311304933
https://www.emeraldinsight.com/doi/pdfplus/10.1108/07363761311304933
https://doi.org/10.1016/j.ijhm.2012.03.009
https://doi.org/10.1016/j.ijhm.2012.06.003
https://doi.org/10.24985/kjss.2013.24.1.105
https://doi.org/10.1108/08876041311296338
https://www.emeraldinsight.com/doi/full/10.1108/08876041311296338
https://www.emeraldinsight.com/doi/pdfplus/10.1108/08876041311296338
https://doi.org/10.1016/j.jretconser.2012.06.011
https://doi.org/10.4236/jssm.2013.65A002
https://doi.org/10.1016/j.jhtm.2013.05.004
https://doi.org/10.1002/cb.1403
https://doi.org/10.1007/s10606-012-9163-5
https://doi.org/10.1287/isre.1110.0410
https://doi.org/10.1007/s11628-012-0164-8
https://doi.org/10.1080/0267257X.2012.736874
https://doi.org/10.29214/damis.2012.31.4.006
https://doi.org/10.5424/sjar/2012104-403-11
https://doi.org/10.1108/20441241211280891
https://www.emeraldinsight.com/doi/full/10.1108/20441241211280891
https://www.emeraldinsight.com/doi/pdfplus/10.1108/20441241211280891
https://doi.org/10.1177/1094670512441997
https://doi.org/10.1509/jm.11.0205
https://doi.org/10.1108/08876041211266495
https://www.emeraldinsight.com/doi/full/10.1108/08876041211266495
https://www.emeraldinsight.com/doi/pdfplus/10.1108/08876041211266495
https://doi.org/10.1111/j.1745-493X.2012.03284.x


200. Scott E. Sampson, Martin Spring. 2012. Customer Roles in Service Supply Chains and Opportunities for Innovation. Journal
of Supply Chain Management 48:4, 30-50. [Crossref]

201. Jannis Angelis, Glenn Parry, Mairi Macintyre. 2012. Discretion and complexity in customer focused environments. European
Management Journal 30:5, 466-472. [Crossref]

202. Qiu-ying Zheng, Tang Yao, Qi Qiu, Hua-rui Cao. Research on the mechanism of self-determination for online customer
participation psychology and behavior 53-58. [Crossref]

203. Mary Ann Eastlick, Claudia Ratto, Sherry L. Lotz, Anubha Mishra. 2012. Exploring antecedents of attitude toward co-
producing a retail checkout service utilizing a self-service technology. The International Review of Retail, Distribution and
Consumer Research 22:4, 337-364. [Crossref]

204. 박박박, KimHyeonCheol. 2012. The Impact of Perceived Jaycustomer's Behavior on Customer Contact Service Employees'
Emotions and Prosocial Service Behavior Intentions - Moderating Effects of Self-Monitoring and Locus of Control. Journal
of Korea Service Management Society 13:3, 147-173. [Crossref]

205. Ieva Meidutė, Michail Litvinenko, Artūras Aranskis. 2012. Logistics Cooperation: Integrated Logistics Services. Verslas:
teorija ir praktika 13:4, 343-351. [Crossref]

206. Sally Hibbert, Heidi Winklhofer, Mohamed Sobhy Temerak. 2012. Customers as Resource Integrators. Journal of Service
Research 15:3, 247-261. [Crossref]

207. Kendra Fowler, Eileen Bridges. 2012. An Experiential Exercise in Service Environment Design. Journal of Marketing Education
34:2, 156-164. [Crossref]

208. Peter N Golder, Debanjan Mitra, Christine Moorman. 2012. What Is Quality? An Integrative Framework of Processes and
States. Journal of Marketing 76:4, 1-23. [Crossref]

209. Pratibha A. Dabholkar, Xiaojing Sheng. 2012. Consumer participation in using online recommendation agents: effects on
satisfaction, trust, and purchase intentions. The Service Industries Journal 32:9, 1433-1449. [Crossref]

210. Sally A. Hibbert, Maria G. Piacentini, Margaret K. Hogg. 2012. Service recovery following dysfunctional consumer
participation. Journal of Consumer Behaviour 11:4, 329-338. [Crossref]

211. Ebrahim Soltani, Bradley Barnes, Jawad Syed, Ying-Ying Liao. 2012. Does management's approach impede service quality?.
Production Planning & Control 23:7, 523-540. [Crossref]

212. U-Ri Ko, Ho-Sun Rhim, Ho-Jung Shin. 2012. A Long-Term Effect of Servitization on Firm Value. Journal of the Korea
society of IT services 11:2, 307-317. [Crossref]

213. Hyo-Sun Jung, Hye-Hyun Yoon. 2012. The Effects of Service Encounters in a Family Restaurant on Customer Value and
Behavioral Intent. Korean Journal of Food and Cookery Science 28:3, 285-298. [Crossref]

214. Mattias Elg, Jon Engström, Lars Witell, Bozena Poksinska. 2012. Co‐creation and learning in health‐care service
development. Journal of Service Management 23:3, 328-343. [Abstract] [Full Text] [PDF]

215. Jie J. Zhang, Nitin Joglekar, Rohit Verma. 2012. Pushing the frontier of sustainable service operations management. Journal
of Service Management 23:3, 377-399. [Abstract] [Full Text] [PDF]

216. Joy M. Field, Mei Xue, Lorin M. Hitt. 2012. Learning by customers as co-producers in financial services: An empirical study
of the effects of learning channels and customer characteristics. Operations Management Research 5:1-2, 43-56. [Crossref]

217. Yanyan Du, Lijin Qiu, Yunhui Huang. The Impacts of Employees' Emotions on Service Responsibility Attribution When
Customers Participate in Services 164-168. [Crossref]

218. Jing Zhao, Patricia Huddleston. 2012. Antecedents of specialty food store loyalty. The International Review of Retail,
Distribution and Consumer Research 22:2, 171-187. [Crossref]

219. Marion Büttgen, Jan H. Schumann, Zelal Ates. 2012. Service Locus of Control and Customer Coproduction. Journal of
Service Research 15:2, 166-181. [Crossref]

220. Marcel van Birgelen, Benedict G.C. Dellaert, Ko de Ruyter. 2012. Communication channel consideration for in‐home services.
Journal of Service Management 23:2, 216-252. [Abstract] [Full Text] [PDF]

221. Jan H. Schumann, Nancy V. Wünderlich, Marcus S. Zimmer. 2012. Culture’s Impact on Customer Motivation to Engage in
Professional Service Enactments. Schmalenbach Business Review 64:2, 141-165. [Crossref]

222. Philipp “Phil” Klaus, Stan Maklan. 2012. EXQ: a multiple‐item scale for assessing service experience. Journal of Service
Management 23:1, 5-33. [Abstract] [Full Text] [PDF]

223. Ohad Inbar, Noam Tractinsky. 2012. Lowering the line of visibility: incidental users in service encounters. Behaviour &
Information Technology 31:3, 245-260. [Crossref]

224. Constanza Bianchi, Judy Drennan. 2012. Drivers of satisfaction and dissatisfaction for overseas service customers: A critical
incident technique approach. Australasian Marketing Journal (AMJ) 20:1, 97-107. [Crossref]

225. Lennart Zuidema, Huub Ruël. Chapter 4 The Effectiveness of Commercial Diplomacy: A Survey Among Embassies and
Consulates 105-140. [Abstract] [Full Text] [PDF] [PDF]

https://doi.org/10.1111/j.1745-493X.2012.03282.x
https://doi.org/10.1016/j.emj.2012.05.005
https://doi.org/10.1109/ICMSE.2012.6414160
https://doi.org/10.1080/09593969.2012.690775
https://doi.org/10.15706/jksms.2012.13.3.007
https://doi.org/10.3846/btp.2012.36
https://doi.org/10.1177/1094670512442805
https://doi.org/10.1177/0273475312450386
https://doi.org/10.1509/jm.09.0416
https://doi.org/10.1080/02642069.2011.624596
https://doi.org/10.1002/cb.1391
https://doi.org/10.1080/09537287.2011.640041
https://doi.org/10.9716/KITS.2012.11.2.307
https://doi.org/10.9724/kfcs.2012.28.3.285
https://doi.org/10.1108/09564231211248435
https://www.emeraldinsight.com/doi/full/10.1108/09564231211248435
https://www.emeraldinsight.com/doi/pdfplus/10.1108/09564231211248435
https://doi.org/10.1108/09564231211248462
https://www.emeraldinsight.com/doi/full/10.1108/09564231211248462
https://www.emeraldinsight.com/doi/pdfplus/10.1108/09564231211248462
https://doi.org/10.1007/s12063-012-0064-z
https://doi.org/10.1109/IJCSS.2012.51
https://doi.org/10.1080/09593969.2011.652646
https://doi.org/10.1177/1094670511435564
https://doi.org/10.1108/09564231211226123
https://www.emeraldinsight.com/doi/full/10.1108/09564231211226123
https://www.emeraldinsight.com/doi/pdfplus/10.1108/09564231211226123
https://doi.org/10.1007/BF03396894
https://doi.org/10.1108/09564231211208952
https://www.emeraldinsight.com/doi/full/10.1108/09564231211208952
https://www.emeraldinsight.com/doi/pdfplus/10.1108/09564231211208952
https://doi.org/10.1080/0144929X.2011.563796
https://doi.org/10.1016/j.ausmj.2011.08.004
https://doi.org/10.1108/S1877-6361(2012)0000009008
https://www.emeraldinsight.com/doi/full/10.1108/S1877-6361%282012%290000009008
https://www.emeraldinsight.com/doi/pdf/10.1108/S1877-6361%282012%290000009008
https://www.emeraldinsight.com/doi/pdfplus/10.1108/S1877-6361%282012%290000009008


226. Sanna Nenonen, Jouni Kivistö-Rahnasto, Juha Vasara. 2012. Safety considerations during different stages of a project life
cycle in the manufacturing industry. Human Factors and Ergonomics in Manufacturing & Service Industries n/a-n/a. [Crossref]

227. Jae-Nam Lee, Eu-Jean Byun, Jae-Min Han. 2011. A Study on the Effective Utilization of Social Media in Organizations :
A Focus on Twitter. Journal of the Korea society of IT services 10:4, 149-169. [Crossref]

228. Li Miao, Anna S. Mattila, Dan Mount. 2011. Other consumers in service encounters: A script theoretical perspective.
International Journal of Hospitality Management 30:4, 933-941. [Crossref]

229. Volker G. Kuppelwieser, Jörg Finsterwalder. 2011. Psychological safety, contributions and service satisfaction of customers in
group service experiences. Managing Service Quality: An International Journal 21:6, 617-635. [Abstract] [Full Text] [PDF]

230. Virpi Sillanpää. 2011. Performance measurement in welfare services: a survey of Finnish organisations. Measuring Business
Excellence 15:4, 62-70. [Abstract] [Full Text] [PDF]

231. Ja-Shen Chen, Hung-Tai Tsou, Russell K.H. Ching. 2011. Co-production and its effects on service innovation. Industrial
Marketing Management 40:8, 1331-1346. [Crossref]

232. Imran A. Adeleke, Azizah AbdulRahman. Co-creation of value: Applying the paradigm to government e-service 1-6.
[Crossref]

233. Stan Maklan, Philipp Klaus. 2011. Customer Experience: Are We Measuring the Right Things?. International Journal of
Market Research 53:6, 771-772. [Crossref]

234. Lars Nordgren. 2011. Healthcare matching: conditions for developing a new service system. International Journal of Quality
and Service Sciences 3:3, 304-318. [Abstract] [Full Text] [PDF]

235. Anja Geigenmüller, Larissa Greschuchna. 2011. How to Establish Trustworthiness in Initial Service Encounters. The Journal
of Marketing Theory and Practice 19:4, 391-406. [Crossref]

236. Musa Pinar, Paul Trapp, Tulay Girard, Thomas E. Boyt. 2011. Utilizing the brand ecosystem framework in designing branding
strategies for higher education. International Journal of Educational Management 25:7, 724-739. [Abstract] [Full Text] [PDF]

237. Elif Karaosmanoğlu, Ayşe Banu Elmadağ Baş, Jingyun (Kay) Zhang. 2011. The role of other customer effect in corporate
marketing. European Journal of Marketing 45:9/10, 1416-1445. [Abstract] [Full Text] [PDF]

238. Jinwoo Ahn. 2011. The Level of Customer Participation in Retailing Service. Management & Information Systems Review
30:3, 191-215. [Crossref]

239. Christina Sichtmann, Sabine Möller, Jens Hogreve, Nicola Bilstein. 2011. Kundenintegration 2.0 – Welche Faktoren
beeinflussen die Kundenintegration in transaktionsbasierten Online Communities?. Zeitschrift für Betriebswirtschaft 81:S5,
21-45. [Crossref]

240. Christian Kowalkowski. 2011. The service function as a holistic management concept. Journal of Business & Industrial
Marketing 26:7, 484-492. [Abstract] [Full Text] [PDF]

241. Andrea Ordanini, Lucia Miceli, Marta Pizzetti, A. Parasuraman. 2011. Crowd‐funding: transforming customers into investors
through innovative service platforms. Journal of Service Management 22:4, 443-470. [Abstract] [Full Text] [PDF]

242. Kun Yang. The Implementation Issues of Service Coproduction in Public Service 1-4. [Crossref]
243. Jeff Shockley, Aleda V. Roth, Lawrence D. Fredendall. 2011. An Information-Processing Approach for Evaluating In-Store

Retail Operational Design Strategies. Decision Sciences 42:3, 619-653. [Crossref]
244. Nelson K. F. Tsang, Louisa Y. S. Lee, Phoebe K. Y. Chan. 2011. Staff Perceptions of Jaycustomers in Hong Kong Bars and

Nightclubs. Journal of China Tourism Research 7:3, 326-342. [Crossref]
245. Lan Snell, Lesley White. 2011. An Exploratory Study of the Role of Emotional Intelligence and Self-Efficacy on Service

Quality and Adherence in a Weight Loss Setting. Services Marketing Quarterly 32:3, 228-246. [Crossref]
246. Elfi Furtmueller, Rolf van Dick, Celeste Wilderom. 2011. Service behaviours of highly committed financial consultants.

Journal of Service Management 22:3, 317-343. [Abstract] [Full Text] [PDF]
247. Henrik Brocke, Falk Uebernickel, Walter Brenner. 2011. A methodical procedure for designing consumer oriented on-demand

IT service propositions. Information Systems and e-Business Management 9:2, 283-302. [Crossref]
248. Markus Fellesson. 2011. Enacting customers—Marketing discourse and organizational practice. Scandinavian Journal of

Management 27:2, 231-242. [Crossref]
249. Paul Lillrank, Johan Groop, Julia Venesmaa. 2011. Processes, episodes and events in health service supply chains. Supply

Chain Management: An International Journal 16:3, 194-201. [Abstract] [Full Text] [PDF]
250. Xiucheng Fan, Yanyan Du. Customer Participation in Services: Review and Synthesis 120-124. [Crossref]
251. Cedric Hsi-Jui Wu. 2011. A re-examination of the antecedents and impact of customer participation in service. The Service

Industries Journal 31:6, 863-876. [Crossref]
252. Partha Priya Datta, Rajkumar Roy. 2011. Operations strategy for the effective delivery of integrated industrial product‐service

offerings. International Journal of Operations & Production Management 31:5, 579-603. [Abstract] [Full Text] [PDF]

https://doi.org/10.1002/hfm.20531
https://doi.org/10.9716/KITS.2011.10.4.149
https://doi.org/10.1016/j.ijhm.2011.01.012
https://doi.org/10.1108/09604521111185619
https://www.emeraldinsight.com/doi/full/10.1108/09604521111185619
https://www.emeraldinsight.com/doi/pdfplus/10.1108/09604521111185619
https://doi.org/10.1108/13683041111184116
https://www.emeraldinsight.com/doi/full/10.1108/13683041111184116
https://www.emeraldinsight.com/doi/pdfplus/10.1108/13683041111184116
https://doi.org/10.1016/j.indmarman.2011.03.001
https://doi.org/10.1109/ICRIIS.2011.6125716
https://doi.org/10.2501/IJMR-53-6-771-792
https://doi.org/10.1108/17566691111182852
https://www.emeraldinsight.com/doi/full/10.1108/17566691111182852
https://www.emeraldinsight.com/doi/pdfplus/10.1108/17566691111182852
https://doi.org/10.2753/MTP1069-6679190403
https://doi.org/10.1108/09513541111172126
https://www.emeraldinsight.com/doi/full/10.1108/09513541111172126
https://www.emeraldinsight.com/doi/pdfplus/10.1108/09513541111172126
https://doi.org/10.1108/03090561111151835
https://www.emeraldinsight.com/doi/full/10.1108/03090561111151835
https://www.emeraldinsight.com/doi/pdfplus/10.1108/03090561111151835
https://doi.org/10.29214/damis.2011.30.3.009
https://doi.org/10.1007/s11573-011-0487-2
https://doi.org/10.1108/08858621111162280
https://www.emeraldinsight.com/doi/full/10.1108/08858621111162280
https://www.emeraldinsight.com/doi/pdfplus/10.1108/08858621111162280
https://doi.org/10.1108/09564231111155079
https://www.emeraldinsight.com/doi/full/10.1108/09564231111155079
https://www.emeraldinsight.com/doi/pdfplus/10.1108/09564231111155079
https://doi.org/10.1109/ICMSS.2011.5998710
https://doi.org/10.1111/j.1540-5915.2011.00325.x
https://doi.org/10.1080/19388160.2011.599254
https://doi.org/10.1080/15332969.2011.581973
https://doi.org/10.1108/09564231111136854
https://www.emeraldinsight.com/doi/full/10.1108/09564231111136854
https://www.emeraldinsight.com/doi/pdfplus/10.1108/09564231111136854
https://doi.org/10.1007/s10257-010-0147-z
https://doi.org/10.1016/j.scaman.2011.03.002
https://doi.org/10.1108/13598541111127182
https://www.emeraldinsight.com/doi/full/10.1108/13598541111127182
https://www.emeraldinsight.com/doi/pdfplus/10.1108/13598541111127182
https://doi.org/10.1109/IJCSS.2011.31
https://doi.org/10.1080/02642060902960768
https://doi.org/10.1108/01443571111126337
https://www.emeraldinsight.com/doi/full/10.1108/01443571111126337
https://www.emeraldinsight.com/doi/pdfplus/10.1108/01443571111126337


253. Yen-Hao Hsieh. A System Dynamics Approach for Modeling Service Recovery 851-858. [Crossref]
254. Jonas Holmqvist. 2011. Consumer language preferences in service encounters: a cross‐cultural perspective. Managing Service

Quality: An International Journal 21:2, 178-191. [Abstract] [Full Text] [PDF]
255. Christina Sichtmann, Maren von Selasinsky, Adamantios Diamantopoulos. 2011. Service Quality and Export Performance of

Business-to-Business Service Providers: The Role of Service Employee– and Customer-Oriented Quality Control Initiatives.
Journal of International Marketing 19:1, 1-22. [Crossref]

256. Sheilagh M. Resnick, Mark D. Griffiths. 2011. Service quality in alcohol treatment. International Journal of Health Care
Quality Assurance 24:2, 149-163. [Abstract] [Full Text] [PDF]

257. Jacqueline van Beuningen, Ko de Ruyter, Martin Wetzels. 2011. The Power of Self-Efficacy Change During Service Provision:
Making Your Customers Feel Better About Themselves Pays Off. Journal of Service Research 14:1, 108-125. [Crossref]

258. Milorad M. Novicevic, Allison B. Duke, Erin R. Holmes, Jacob W. Breland, M.R. Buckley, Mark N. Bing. 2011. Customers
cocreating value with the firm: implications for IHRM. The International Journal of Human Resource Management 22:3,
746-761. [Crossref]

259. Dawn Iacobucci. Consumer Behavior and Services Marketing . [Crossref]
260. Ting-Yueh Chang, Shun-Ching Horng. 2010. Conceptualizing and measuring experience quality: the customer's perspective.

The Service Industries Journal 30:14, 2401-2419. [Crossref]
261. Panchapakesan Padma, Chandrasekharan Rajendran, Prakash Sai Lokachari. 2010. Service quality and its impact on customer

satisfaction in Indian hospitals. Benchmarking: An International Journal 17:6, 807-841. [Abstract] [Full Text] [PDF]
262. Jan Holmström, Saara Brax, Timo Ala‐Risku. 2010. Comparing provider‐customer constellations of visibility‐based service.

Journal of Service Management 21:5, 675-692. [Abstract] [Full Text] [PDF]
263. Loïc Plé, Rubén Chumpitaz Cáceres. 2010. Not always co‐creation: introducing interactional co‐destruction of value in

service‐dominant logic. Journal of Services Marketing 24:6, 430-437. [Abstract] [Full Text] [PDF]
264. Rigita Tijūnaitienė, Jelena Šidlauskienė, Evandželina Petukienė. 2010. Klientų įsitraukimo bendrai kuriant baldų projektavimo

paslaugas laipsnis. Business, Management and Education 8:1, 285-298. [Crossref]
265. Jingyun Zhang, Sharon E. Beatty, David Mothersbaugh. 2010. A CIT investigation of other customers' influence in services.

Journal of Services Marketing 24:5, 389-399. [Abstract] [Full Text] [PDF]
266. Dandan Gao, Rongqiu Chen. A New Way of New Service Development Based on Service Customized Approach 1-4.

[Crossref]
267. Paula Linna, Sanna Pekkola, Juhani Ukko, Helinä Melkas. 2010. Defining and measuring productivity in the public sector:

managerial perceptions. International Journal of Public Sector Management 23:5, 479-499. [Abstract] [Full Text] [PDF]
268. Kate Walsh, Judith R. Gordon. 2010. Understanding professional service delivery. International Journal of Quality and Service

Sciences 2:2, 217-238. [Abstract] [Full Text] [PDF]
269. Suh, Mun-Shik, Rho Taeseok, 박박박. 2010. A study on the voluntary determinants of customer participation and effects on

service quality in service encounter - focused on self-determination theory -. Journal of Consumption Culture 13:2, 61-93.
[Crossref]

270. Sharyn Rundle-Thiele, Rebekah Russell-Bennett. 2010. Patient Influences on Satisfaction and Loyalty for GP Services.
Health Marketing Quarterly 27:2, 195-214. [Crossref]

271. Lola C. Duque, John R. Weeks. 2010. Towards a model and methodology for assessing student learning outcomes and
satisfaction. Quality Assurance in Education 18:2, 84-105. [Abstract] [Full Text] [PDF]

272. Paula Linna, Sanna Pekkola, Juhani Ukko, Helinä Melkas. 2010. Defining and measuring productivity in the public sector:
managerial perceptions. International Journal of Public Sector Management 23:3, 300-320. [Abstract] [Full Text] [PDF]

273. André Luiz Maranhão de Souza Leão, Sérgio Carvalho Benício de Mello. 2010. Institucionalização como mecanismo de
controle de marketing. Revista de Administração Contemporânea 14:2, 251-267. [Crossref]

274. Hean Tat Keh, Jun Pang. 2010. Customer Reactions to Service Separation. Journal of Marketing 74:2, 55-70. [Crossref]
275. Yun Kyung Cho, Larry J. Menor. 2010. Toward a Provider-Based View on the Design and Delivery of Quality E-Service

Encounters. Journal of Service Research 13:1, 83-95. [Crossref]
276. P. K. Kannan, João F. Proença. 2010. Design of service systems under variability: research issues. Information Systems and e-

Business Management 8:1, 1-11. [Crossref]
277. Peter Géczy, Noriaki Izumi, Kôiti Hasida. 2010. Service Science, Quo Vadis?. International Journal of Service Science,

Management, Engineering, and Technology 1:1, 1-16. [Crossref]
278. Sungho Jonathan, 박박박, 박박박, 박박박. 2009. Effects of counterfactual thinking on customers' negative emotions and reactions in

service failures: moderating role customer participation. Journal of Korea Service Management Society 10:4, 71-93. [Crossref]
279. P. Sharma, J. L. M. Tam, N. Kim. 2009. Demystifying Intercultural Service Encounters: Toward a Comprehensive Conceptual

Framework. Journal of Service Research 12:2, 227-242. [Crossref]

https://doi.org/10.1109/ITNG.2011.148
https://doi.org/10.1108/09604521111113456
https://www.emeraldinsight.com/doi/full/10.1108/09604521111113456
https://www.emeraldinsight.com/doi/pdfplus/10.1108/09604521111113456
https://doi.org/10.1509/jimk.19.1.1
https://doi.org/10.1108/09526861111105103
https://www.emeraldinsight.com/doi/full/10.1108/09526861111105103
https://www.emeraldinsight.com/doi/pdfplus/10.1108/09526861111105103
https://doi.org/10.1177/1094670510379037
https://doi.org/10.1080/09585192.2011.543764
https://doi.org/10.1002/9781444316568.wiem03060
https://doi.org/10.1080/02642060802629919
https://doi.org/10.1108/14635771011089746
https://www.emeraldinsight.com/doi/full/10.1108/14635771011089746
https://www.emeraldinsight.com/doi/pdfplus/10.1108/14635771011089746
https://doi.org/10.1108/09564231011079093
https://www.emeraldinsight.com/doi/full/10.1108/09564231011079093
https://www.emeraldinsight.com/doi/pdfplus/10.1108/09564231011079093
https://doi.org/10.1108/08876041011072546
https://www.emeraldinsight.com/doi/full/10.1108/08876041011072546
https://www.emeraldinsight.com/doi/pdfplus/10.1108/08876041011072546
https://doi.org/10.3846/bme.2010.20
https://doi.org/10.1108/08876041011060495
https://www.emeraldinsight.com/doi/full/10.1108/08876041011060495
https://www.emeraldinsight.com/doi/pdfplus/10.1108/08876041011060495
https://doi.org/10.1109/ICMSS.2010.5576970
https://doi.org/10.1108/09513551011058493
https://www.emeraldinsight.com/doi/full/10.1108/09513551011058493
https://www.emeraldinsight.com/doi/pdfplus/10.1108/09513551011058493
https://doi.org/10.1108/17566691011057375
https://www.emeraldinsight.com/doi/full/10.1108/17566691011057375
https://www.emeraldinsight.com/doi/pdfplus/10.1108/17566691011057375
https://doi.org/10.17053/jcc.2010.13.2.004
https://doi.org/10.1080/07359681003745162
https://doi.org/10.1108/09684881011035321
https://www.emeraldinsight.com/doi/full/10.1108/09684881011035321
https://www.emeraldinsight.com/doi/pdfplus/10.1108/09684881011035321
https://doi.org/10.1108/09513551011032491
https://www.emeraldinsight.com/doi/full/10.1108/09513551011032491
https://www.emeraldinsight.com/doi/pdfplus/10.1108/09513551011032491
https://doi.org/10.1590/S1415-65552010000200005
https://doi.org/10.1509/jmkg.74.2.55
https://doi.org/10.1177/1094670509350490
https://doi.org/10.1007/s10257-008-0104-2
https://doi.org/10.4018/jssmet.2010010101
https://doi.org/10.15706/jksms.2009.10.4.004
https://doi.org/10.1177/1094670509338312


280. Thuy-Huong Truong, Brian King. 2009. An evaluation of satisfaction levels among Chinese tourists in Vietnam. International
Journal of Tourism Research 11:6, 521-535. [Crossref]

281. Adelaide Ippolito. 2009. Creating value in multiple cooperative relationships. International Journal of Quality and Service
Sciences 1:3, 255-270. [Abstract] [Full Text] [PDF]

282. Yanfei Wang, Yu Zhu. The Relationships among Organizational Socialization, Trust, Knowledge Sharing and Creative
Behavior 1-5. [Crossref]

283. Lia Patrício, João Falcão e Cunha, Raymond P. Fisk. 2009. Requirements engineering for multi-channel services: the SEB
method and its application to a multi-channel bank. Requirements Engineering 14:3, 209-227. [Crossref]

284. Irene C. L. Ng, Jeannie Forbes. 2009. Education as Service: The Understanding of University Experience Through the Service
Logic. Journal of Marketing for Higher Education 19:1, 38-64. [Crossref]

285. Yong-Kyu Ha. 2009. Effects of Person-to-Person Service Encounters on Service Values and Repurchase Intentions in Hotel
Industry. The Journal of the Korea Contents Association 9:5, 304-313. [Crossref]

286. Elaine Wallace, Leslie De Chernatony. 2009. Service Employee Performance: Its Components and Antecedents. Journal of
Relationship Marketing 8:2, 82-102. [Crossref]

287. Chia-Chi Chang, Hui-Yun Chen, I-Chiang Huang. 2009. The Interplay between Customer Participation and Difficulty
of Design Examples in the Online Designing Process and Its Effect on Customer Satisfaction: Mediational Analyses.
CyberPsychology & Behavior 12:2, 147-154. [Crossref]

288. Harold Cassab, Douglas L. MacLachlan. 2009. A consumer‐based view of multi‐channel service. Journal of Service
Management 20:1, 52-75. [Abstract] [Full Text] [PDF]

289. Lars Nordgren. 2009. Value creation in health care services – developing service productivity. International Journal of Public
Sector Management 22:2, 114-127. [Abstract] [Full Text] [PDF]

290. Irene Gil, Gloria Berenguer, Amparo Cervera. 2008. The roles of service encounters, service value, and job satisfaction in
achieving customer satisfaction in business relationships. Industrial Marketing Management 37:8, 921-939. [Crossref]

291. Sabine Moeller. 2008. Customer Integration—A Key to an Implementation Perspective of Service Provision. Journal of Service
Research 11:2, 197-210. [Crossref]

292. Min Yu, Weimin Zhang, Horst Meier. Modularization based design for innovative product-related industrial service 48-53.
[Crossref]

293. Malcolm Smith, Sangeeta Lakhani. 2008. Exploring the myth of customer relationship management. Journal of Applied
Accounting Research 9:2, 97-111. [Abstract] [Full Text] [PDF]

294. Beatriz Junquera, Jesús A. del Brío, Esteban Fernández. 2008. The client as co-manufacturer and environmental entrepreneur:
a research agenda. The Service Industries Journal 28:7, 1029-1040. [Crossref]

295. Christian Kowalkowski, Per‐Olof Brehmer. 2008. Technology as a driver for changing customer‐provider interfaces.
Management Research News 31:10, 746-757. [Abstract] [Full Text] [PDF]

296. Vahagn S. Asatryan, Haemoon Oh. 2008. Psychological Ownership Theory: An Exploratory Application in the Restaurant
Industry. Journal of Hospitality & Tourism Research 32:3, 363-386. [Crossref]

297. Ana S. Branca. 2008. Demographic influences on behaviour. International Journal of Bank Marketing 26:4, 237-259. [Abstract]
[Full Text] [PDF]

298. Lia Patrício, Raymond P. Fisk, João Falcão e Cunha. 2008. Designing Multi-Interface Service Experiences. Journal of Service
Research 10:4, 318-334. [Crossref]

299. Mei Xue, Joy M. Field. 2008. Service Coproduction with Information Stickiness and Incomplete Contracts: Implications for
Consulting Services Design. Production and Operations Management 17:3, 357-372. [Crossref]

300. Vera Blazevic, Annouk Lievens. 2008. Managing innovation through customer coproduced knowledge in electronic services:
An exploratory study. Journal of the Academy of Marketing Science 36:1, 138-151. [Crossref]

301. Michael Etgar. 2008. A descriptive model of the consumer co-production process. Journal of the Academy of Marketing Science
36:1, 97-108. [Crossref]

302. Maria Helena Vinagre, José Neves. 2008. The influence of service quality and patients' emotions on satisfaction. International
Journal of Health Care Quality Assurance 21:1, 87-103. [Abstract] [Full Text] [PDF]

303. P.K. Kannan, Joao F. Proenca. Design of Service Systems under Variability: Research Issues 116-116. [Crossref]
304. Dan Padgett, Michael S. Mulvey. 2007. Differentiation Via Technology: Strategic Positioning of Services Following the

Introduction of Disruptive Technology. Journal of Retailing 83:4, 375-391. [Crossref]
305. H. Kostamovaara, M. Seppanen. Are services really that valuable? Two diverse cases in an intra-company technology transfer

setting 1433-1437. [Crossref]
306. Tina Harness, David R Harness. 2007. The stages of financial services product elimination. Journal of Financial Services

Marketing 12:3, 197-207. [Crossref]

https://doi.org/10.1002/jtr.726
https://doi.org/10.1108/17566690911004195
https://www.emeraldinsight.com/doi/full/10.1108/17566690911004195
https://www.emeraldinsight.com/doi/pdfplus/10.1108/17566690911004195
https://doi.org/10.1109/ICMSS.2009.5304449
https://doi.org/10.1007/s00766-009-0082-z
https://doi.org/10.1080/08841240902904703
https://doi.org/10.5392/JKCA.2009.9.5.304
https://doi.org/10.1080/15332660902876612
https://doi.org/10.1089/cpb.2008.0170
https://doi.org/10.1108/09564230910936850
https://www.emeraldinsight.com/doi/full/10.1108/09564230910936850
https://www.emeraldinsight.com/doi/pdfplus/10.1108/09564230910936850
https://doi.org/10.1108/09513550910934529
https://www.emeraldinsight.com/doi/full/10.1108/09513550910934529
https://www.emeraldinsight.com/doi/pdfplus/10.1108/09513550910934529
https://doi.org/10.1016/j.indmarman.2007.06.008
https://doi.org/10.1177/1094670508324677
https://doi.org/10.1109/SOLI.2008.4686360
https://doi.org/10.1108/09675420810900775
https://www.emeraldinsight.com/doi/full/10.1108/09675420810900775
https://www.emeraldinsight.com/doi/pdfplus/10.1108/09675420810900775
https://doi.org/10.1080/02642060701846838
https://doi.org/10.1108/01409170810908507
https://www.emeraldinsight.com/doi/full/10.1108/01409170810908507
https://www.emeraldinsight.com/doi/pdfplus/10.1108/01409170810908507
https://doi.org/10.1177/1096348008317391
https://doi.org/10.1108/02652320810884786
https://www.emeraldinsight.com/doi/full/10.1108/02652320810884786
https://www.emeraldinsight.com/doi/pdfplus/10.1108/02652320810884786
https://doi.org/10.1177/1094670508314264
https://doi.org/10.3401/poms.1080.0024
https://doi.org/10.1007/s11747-007-0064-y
https://doi.org/10.1007/s11747-007-0061-1
https://doi.org/10.1108/09526860810841183
https://www.emeraldinsight.com/doi/full/10.1108/09526860810841183
https://www.emeraldinsight.com/doi/pdfplus/10.1108/09526860810841183
https://doi.org/10.1109/HICSS.2008.116
https://doi.org/10.1016/j.jretai.2007.03.010
https://doi.org/10.1109/IEEM.2007.4419429
https://doi.org/10.1057/palgrave.fsm.4760072


307. Nancy K. Lankton, E. Vance Wilson. 2007. Antecedents and Dimensions of Online Service Expectations. IEEE Transactions
on Engineering Management 54:4, 776-788. [Crossref]

308. Albert Graf. 2007. Changing roles of customers: consequences for HRM. International Journal of Service Industry Management
18:5, 491-509. [Abstract] [Full Text] [PDF]

309. Mei Xue, Lorin M. Hitt, Patrick T. Harker. 2007. Customer Efficiency, Channel Usage, and Firm Performance in Retail
Banking. Manufacturing & Service Operations Management 9:4, 535-558. [Crossref]

310. Garyfallos Fragidis, Konstantinos Tarabanis. A Service Model for Customer-Centric Electronic Business 723-729. [Crossref]
311. Peter Lugosi. 2007. Consumer participation in commercial hospitality. International Journal of Culture, Tourism and

Hospitality Research 1:3, 227-236. [Abstract] [Full Text] [PDF]
312. Ching‐Jui Keng, Tseng‐Lung Huang, Li‐Jie Zheng, Maxwell K. Hsu. 2007. Modeling service encounters and customer

experiential value in retailing. International Journal of Service Industry Management 18:4, 349-367. [Abstract] [Full Text]
[PDF]

313. Mikyoung Kong, Giri Jogaratnam. 2007. The influence of culture on perceptions of service employee behavior. Managing
Service Quality: An International Journal 17:3, 275-297. [Abstract] [Full Text] [PDF]

314. Nancy K. Lankton, E. Vance Wilson. 2007. Factors Influencing Expectations of e-Health Services within a Direct-Effects
Model of User Satisfaction. e-Service Journal 5:2, 85-112. [Crossref]

315. Jillian C. Sweeney. 2007. Moving Towards the Service-Dominant Logic – A Comment. Australasian Marketing Journal (AMJ)
15:1, 97-104. [Crossref]

316. Elina Jaakkola, Aino Halinen. 2006. Problem solving within professional services: evidence from the medical field.
International Journal of Service Industry Management 17:5, 409-429. [Abstract] [Full Text] [PDF]

317. Nusser A. Raajpoot, Arun Sharma. 2006. Perceptions of incompatibility in customer‐to‐customer interactions: examining
individual level differences. Journal of Services Marketing 20:5, 324-332. [Abstract] [Full Text] [PDF]

318. Loïc Plé. 2006. Managing multichannel coordination in retail banking: the influence of customer participation. International
Journal of Bank Marketing 24:5, 327-345. [Abstract] [Full Text] [PDF]

319. Milorad Novicevic, Hugh Sloan, Allison Duke, Erin Holmes, Jacob Breland. 2006. Customer relationship management:
Barnard's foundations. Journal of Management History 12:3, 306-318. [Abstract] [Full Text] [PDF]

320. Scott E. Sampson, Craig M. Froehle. 2006. Foundations and Implications of a Proposed Unified Services Theory. Production
and Operations Management 15:2, 329-343. [Crossref]

321. Sabrina Helm, Ludger Rolfes, Bernd Günter. 2006. Suppliers' willingness to end unprofitable customer relationships.
European Journal of Marketing 40:3/4, 366-383. [Abstract] [Full Text] [PDF]

322. Lars Edgren. 2006. Health consumer diversity and its implications. Journal of Systems Science and Systems Engineering 15:1,
34-47. [Crossref]

323. Sarah Spencer‐Matthews, Meredith Lawley. 2006. Improving customer service: issues in customer contact management.
European Journal of Marketing 40:1/2, 218-232. [Abstract] [Full Text] [PDF]

324. Jeremy J. Sierra, Shaun McQuitty. 2005. Service providers and customers: social exchange theory and service loyalty. Journal
of Services Marketing 19:6, 392-400. [Abstract] [Full Text] [PDF]

325. David Bamford, Tatiana Xystouri. 2005. A case study of service failure and recovery within an international airline. Managing
Service Quality: An International Journal 15:3, 306-322. [Abstract] [Full Text] [PDF]

326. Anne-Marie Hede, Leo Jago, Margaret Deery. 2005. Segmentation of Special Event Attendees Using Personal Values. Journal
of Quality Assurance in Hospitality & Tourism 5:2-4, 33-55. [Crossref]

327. Daniel Côté. 2005. Loyauté et identité coopérative. Revue internationale de l'économie sociale: Recma :295, 50. [Crossref]
328. AN TIEN HSIEH, EN TING CHANG. 2004. The Effect of Consumer Participation on Price Sensitivity. Journal of

Consumer Affairs 38:2, 282-296. [Crossref]
329. Stephan C. Henneberg. 2004. The views of anadvocatus dei: political marketing and its critics. Journal of Public Affairs 4:3,

225-243. [Crossref]
330. Christopher Lovelock, Evert Gummesson. 2004. Whither Services Marketing?. Journal of Service Research 7:1, 20-41.

[Crossref]
331. David R. Harness. 2004. Product elimination. International Journal of Bank Marketing 22:3, 161-179. [Abstract] [Full Text]

[PDF]
332. David R. Harness, Norman E. Marr. 2004. A comparison of product elimination success factors in the UK banking, building

society and insurance sectors. International Journal of Bank Marketing 22:2, 126-143. [Abstract] [Full Text] [PDF]
333. Peggy Athanassopoulou, Axel Johne. 2004. Effective communication with lead customers in developing new banking products.

International Journal of Bank Marketing 22:2, 100-125. [Abstract] [Full Text] [PDF]

https://doi.org/10.1109/TEM.2007.906850
https://doi.org/10.1108/09564230710826269
https://www.emeraldinsight.com/doi/full/10.1108/09564230710826269
https://www.emeraldinsight.com/doi/pdfplus/10.1108/09564230710826269
https://doi.org/10.1287/msom.1060.0135
https://doi.org/10.1109/ICEBE.2007.72
https://doi.org/10.1108/17506180710817756
https://www.emeraldinsight.com/doi/full/10.1108/17506180710817756
https://www.emeraldinsight.com/doi/pdfplus/10.1108/17506180710817756
https://doi.org/10.1108/09564230710778137
https://www.emeraldinsight.com/doi/full/10.1108/09564230710778137
https://www.emeraldinsight.com/doi/pdfplus/10.1108/09564230710778137
https://doi.org/10.1108/09604520710744308
https://www.emeraldinsight.com/doi/full/10.1108/09604520710744308
https://www.emeraldinsight.com/doi/pdfplus/10.1108/09604520710744308
https://doi.org/10.2979/ESJ.2007.5.2.85
https://doi.org/10.1016/S1441-3582(07)70036-8
https://doi.org/10.1108/09564230610689759
https://www.emeraldinsight.com/doi/full/10.1108/09564230610689759
https://www.emeraldinsight.com/doi/pdfplus/10.1108/09564230610689759
https://doi.org/10.1108/08876040610679936
https://www.emeraldinsight.com/doi/full/10.1108/08876040610679936
https://www.emeraldinsight.com/doi/pdfplus/10.1108/08876040610679936
https://doi.org/10.1108/02652320610681756
https://www.emeraldinsight.com/doi/full/10.1108/02652320610681756
https://www.emeraldinsight.com/doi/pdfplus/10.1108/02652320610681756
https://doi.org/10.1108/17511340610670205
https://www.emeraldinsight.com/doi/full/10.1108/17511340610670205
https://www.emeraldinsight.com/doi/pdfplus/10.1108/17511340610670205
https://doi.org/10.1111/j.1937-5956.2006.tb00248.x
https://doi.org/10.1108/03090560610648101
https://www.emeraldinsight.com/doi/full/10.1108/03090560610648101
https://www.emeraldinsight.com/doi/pdfplus/10.1108/03090560610648101
https://doi.org/10.1007/s11518-006-0034-9
https://doi.org/10.1108/03090560610637392
https://www.emeraldinsight.com/doi/full/10.1108/03090560610637392
https://www.emeraldinsight.com/doi/pdfplus/10.1108/03090560610637392
https://doi.org/10.1108/08876040510620166
https://www.emeraldinsight.com/doi/full/10.1108/08876040510620166
https://www.emeraldinsight.com/doi/pdfplus/10.1108/08876040510620166
https://doi.org/10.1108/09604520510597845
https://www.emeraldinsight.com/doi/full/10.1108/09604520510597845
https://www.emeraldinsight.com/doi/pdfplus/10.1108/09604520510597845
https://doi.org/10.1300/J162v05n02_03
https://doi.org/10.7202/1021875ar
https://doi.org/10.1111/j.1745-6606.2004.tb00869.x
https://doi.org/10.1002/pa.187
https://doi.org/10.1177/1094670504266131
https://doi.org/10.1108/02652320410530296
https://www.emeraldinsight.com/doi/full/10.1108/02652320410530296
https://www.emeraldinsight.com/doi/pdfplus/10.1108/02652320410530296
https://doi.org/10.1108/02652320410521728
https://www.emeraldinsight.com/doi/full/10.1108/02652320410521728
https://www.emeraldinsight.com/doi/pdfplus/10.1108/02652320410521728
https://doi.org/10.1108/02652320410521719
https://www.emeraldinsight.com/doi/full/10.1108/02652320410521719
https://www.emeraldinsight.com/doi/pdfplus/10.1108/02652320410521719


334. T.G. Kotzé, P.J. du Plessis. 2003. Students as “co‐producers” of education: a proposed model of student socialisation and
participation at tertiary institutions. Quality Assurance in Education 11:4, 186-201. [Abstract] [Full Text] [PDF]

335. Karthik Namasivayam. 2003. The consumer as “transient employee”. International Journal of Service Industry Management
14:4, 420-435. [Abstract] [Full Text] [PDF]

336. Oxana Chervonnaya. 2003. Customer role and skill trajectories in services. International Journal of Service Industry Management
14:3, 347-363. [Abstract] [Full Text] [PDF]

337. Matthias Gouthier, Stefan Schmid. 2003. Customers and Customer Relationships in Service Firms: The Perspective of the
Resource-Based View. Marketing Theory 3:1, 119-143. [Crossref]

338. David Gauci, Railton Hill. 2003. Goods and Services Differences in Television Advertising: an Australian Replication.
Australasian Marketing Journal (AMJ) 11:2, 34-45. [Crossref]

339. Veronica Liljander, Jan Mattsson. 2002. Impact of customer preconsumption mood on the evaluation of employee behavior
in service encounters. Psychology and Marketing 19:10, 837-860. [Crossref]

340. Valérie Mathieu. 2001. Service strategies within the manufacturing sector: benefits, costs and partnership. International Journal
of Service Industry Management 12:5, 451-475. [Abstract] [Full Text] [PDF]

341. G. S. Sureshchandar, Chandrasekharan Rajendran, R. N. Anantharaman. 2001. A Conceptual model for total quality
management in service organizations. Total Quality Management 12:3, 343-363. [Crossref]

342. Mats G. Holm, Jan Bröchner. 2000. Office conversions: the effects of craftsman‐user interaction. Facilities 18:13/14, 535-545.
[Abstract] [Full Text] [PDF]

343. Cathy Parker, Philippa Ward. 2000. An analysis of role adoptions and scripts during customer‐to‐customer encounters.
European Journal of Marketing 34:3/4, 341-359. [Abstract] [Full Text] [PDF]

344. Banwari Mittal. 1999. The Advertising of Services. Journal of Service Research 2:1, 98-116. [Crossref]
345. Peter K. Mills, Dan S. Moshavi. 1999. Professional concern: managing knowledge‐based service relationships. International

Journal of Service Industry Management 10:1, 48-67. [Abstract] [Full Text] [PDF]
346. Peter Géczy, Noriaki Izumi, Kôiti Hasida. Service Science, Quo Vadis? 1-17. [Crossref]
347. Weisheng Chiu, Sunyun Shin, Hyun-Woo Lee. Value Co-Creation in Fitness Centers 415-430. [Crossref]

https://doi.org/10.1108/09684880310501377
https://www.emeraldinsight.com/doi/full/10.1108/09684880310501377
https://www.emeraldinsight.com/doi/pdfplus/10.1108/09684880310501377
https://doi.org/10.1108/09564230310489259
https://www.emeraldinsight.com/doi/full/10.1108/09564230310489259
https://www.emeraldinsight.com/doi/pdfplus/10.1108/09564230310489259
https://doi.org/10.1108/09564230310478864
https://www.emeraldinsight.com/doi/full/10.1108/09564230310478864
https://www.emeraldinsight.com/doi/pdfplus/10.1108/09564230310478864
https://doi.org/10.1177/1470593103003001007
https://doi.org/10.1016/S1441-3582(03)70127-X
https://doi.org/10.1002/mar.10040
https://doi.org/10.1108/EUM0000000006093
https://www.emeraldinsight.com/doi/full/10.1108/EUM0000000006093
https://www.emeraldinsight.com/doi/pdfplus/10.1108/EUM0000000006093
https://doi.org/10.1080/09544120120034492
https://doi.org/10.1108/02632770010328162
https://www.emeraldinsight.com/doi/full/10.1108/02632770010328162
https://www.emeraldinsight.com/doi/pdfplus/10.1108/02632770010328162
https://doi.org/10.1108/03090560010311894
https://www.emeraldinsight.com/doi/full/10.1108/03090560010311894
https://www.emeraldinsight.com/doi/pdfplus/10.1108/03090560010311894
https://doi.org/10.1177/109467059921008
https://doi.org/10.1108/09564239910255370
https://www.emeraldinsight.com/doi/full/10.1108/09564239910255370
https://www.emeraldinsight.com/doi/pdfplus/10.1108/09564239910255370
https://doi.org/10.4018/978-1-4666-1583-0.ch001
https://doi.org/10.4018/978-1-5225-2084-9.ch021



