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ABSTRACT 

Purpose –This paper explores and expands the roles of customers and companies in creating value by 
introducing a new a customer-based approach to service. The customer’s logic is examined as being 
the foundation of a customer-based marketing and business logic. 

Design/methodology/approach – The authors argue that both goods-dominant logics and service-
dominant logics are provider-dominant. Contrasting the customer-dominant logic with provider-
dominant logics, the paper examines the creation of service value from the perspectives of value-in-
use, the customer’s own context, and the customer’s experience of service.  

Findings –Moving from a provider-dominant logic to a customer-dominant logic uncovered five 
major challenges to service marketers: Company involvement, company control in co-creation, 
visibility of value creation, locus of customer experience, and character of customer experience. 

Research limitations/implications – The paper is exploratory. It presents and discusses a conceptual 
model and suggests implications for research and practice. 

Practical implications –Awareness of the mechanisms of customer logic will provide businesses 
with new perspectives on the role of the company in their customer’s lives. We propose that 
understanding the customer’s logic should represent the starting-point for the marketer’s business 
logic. 

Originality/value – The paper increases the understanding of how the customer’s logic underpins the 
customer-dominant business logic. By exploring consequences of applying a customer-dominant logic, 
we suggest further directions for theoretical and empirical research. 

Keywords – Service; customer-dominant logic; co-creation; value-in-use; customer experience 

Paper type – Conceptual paper 
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1. INTRODUCTION 

The mental models guiding not only managers but also researchers in service settings have lately been 

eagerly discussed in terms of an underlying “logic” (e.g. Edvardsson, Gustafsson and Roos 2005, 

Grönroos 2006, Holbrook 2006, Gummesson 2007, Vargo and Lusch 2004, 2008b, Vargo, Maglio 

and Akaka 2008). A goods-dominant logic has been contrasted with a service-dominant logic. This 

debate has its roots in earlier contributions to the marketing literature (e.g. Grönroos 1982, Normann 

1984, Normann & Ramirez 1993), but has been rephrased and repackaged in many articles by Vargo 

and Lusch (e.g. 2004, 2006, 2008) with additional comments and suggestions from several other 

researchers in the field of service research (e.g. Grönroos 2006, 2008, Gummesson 2007). The debate 

has largely stayed on a general conceptual level, with few elaborations on the general concepts. It has 

been characterized by a rather limited positioning of the body of earlier research, for example in 

service management, within the discussed issues, as well as a limited view on the implications for 

management. Thus the discussion has primarily been based on philosophical reasoning without 

substantial empirical data. The focus has been on distinguishing service in terms of process from 

goods in terms of outcome.  

In this paper we contribute to the discussion on mental models guiding service management 

by conducting a conceptual analysis of service provider dominance in contrast to customer dominance. 

We also point to issues that we consider to be challenges for both practitioners and researchers. We 

derive these issues by adopting a customer perspective on service business. The derived issues are 

seen to apply both to consumer and to business markets. We argue that the process-outcome and 

provider-customer dimensions denote different business logics. 

Over time marketing thinking has developed from provider-focused approaches to the 

service- and interaction-focused approaches of service-dominant logic (Vargo & Lusch 2004, 2008). 

We argue that, even though the service-dominant logic has widened the scope of understanding the 

function of marketing, the view on service-dominant logic is still very production- and interaction-

focused, i.e. service provider-dominant. For example, approaches in service research are either 

focused on analyzing an individual service system from the company’s point of view (service 

blueprinting, see for example Bitner et al. 2008) or on customer-provider interactions over time 

(Payne et al. 2009). In both cases, service is viewed as co-creation dominated by and from the 

perspective of the service provider. However, when other researchers, argue that the ultimate goal for 

service should be to facilitate value for the customer (Grönroos 2008), the aforementioned approaches 

will inevitably lead to an incomplete understanding, not of what the service does for the customer, but 

of what the customer does with the service, as implied in the perspective on consumption practices 
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(e.g. Holt 1996; Korkman 2006). This creates a gap in our understanding, and demands that we 

explore what a customer-dominant logic would entail in contrast to a provider-dominant logic. 

We argue that current ideas in the debate concerning a service-dominant logic (Vargo and 

Lusch 2004, 2008) are not sufficiently customer-focused, but rather represent a more advanced 

company-based view where the consumer/customer is seen as a partner. An indication towards a 

customer focus can be seen in a recent comment by Vargo (2008, p. 214) proposing that a “firm’s 

activity is best understood in terms of input for the customer’s resource-integration, value-creation 

activities rather than it is in terms of its own integration of customer resources for the ‘production’ of 

valuable output”. What needs to be addressed is how value emerges for customers and how through a 

sense-making process customers construct their experience of value of a service provider’s 

participation in their activities and tasks. This is in line with for example Schembri (2006), Holbrook 

(2006), and Peñaloza and Venkatesh (2006), who emphasize the customer’s perspective. In this paper 

we take a more radical step towards a more holistic understanding of the customer’s life, practices and 

experiences, in which service is naturally and inevitably embedded. From a customer perspective 

many of the arguments in the current debate can be seen in a different light, and this has concrete 

implications for managerial action as well as for further academic research. 

The purpose of this paper is to apply a customer focus to service in contrast to a service 

provider focus and to explore the implications of applying such a customer-dominant logic. The 

customer’s logic is proposed as the foundation of a customer-dominant marketing logic. The centers 

of interest are not exchange and service as such, but how a company’s service is and becomes 

embedded in the customer’s contexts, activities, practices and experiences, and what implications this 

has for service companies. The customer’s logic is seen as the foundation of a customer-dominant 

marketing and business logic. The paper contributes to the understanding of the mechanisms related 

to value-in-use in the customer’s own context and the customer experience of service. We are 

particularly interested in conceptually exploring what follows from a focus on customer-dominant 

logic in contrast to a provider-dominant logic, providing directions for empirical research and 

managerial implications when applying this logic.  

The paper is structured in the following way. First, we propose a conceptual model of a 

customer-dominant logic as an alternative to a provider-dominant logic, including traditional service 

management and the current service-dominant logic. Next, we examine three issues (co-creation, 

value-in-use, and customer experience) that we consider to be cornerstones in the current discussion. 

We propose that it is not these issues as such that determine a marketing logic, but rather one’s 

specific standpoint and interpretation of them that leads to considering a provider-customer 

continuum and consequently to our proposed customer-dominant logic. Finally, we discuss 

implications and managerial challenges that follow from a customer-dominant logic.   
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2. CUSTOMER-DOMINANT LOGIC 

 

Many of the current debates concerning marketing logic have implicitly suggested a need to 

revise the thinking on the roles of the seller and the buyer, and what the seller needs to do and manage 

in order to succeed in business. In this paper we propose that there are unexploited opportunities in 

applying a customer-dominant marketing logic rather than a service-dominant logic. A customer-

dominant marketing logic here refers to a view that positions the customer in the center, rather than 

the service provider/producer or the interaction or the system. This approach differs from traditional 

notions of customer orientation by shifting the viewpoint: Instead of focusing on what companies are 

doing to create services that customers will prefer, we suggest that the focus should be on what 

customers are doing with services to accomplish their own goals. The difference is subtle but 

important. An approach that is grounded in customer agency (Marsden and Littler 1996) will allow 

companies to build a business on an in-depth insight into customers’ activities, practices, experiences, 

and context. Such insights are then converted into concrete ways for companies to participate in and 

support the customer’s processes (see e.g. Grönroos 2008). The company can develop and design 

service offerings based on such insight.  The primary issue is not the offering as such, whether it is 

seen as an outcome (physical good, service, solution) or a process (service interaction), or both, but 

rather the customer’s life and tasks that the offering is related to. Hence, the customer’s logic should 

be the foundation of a customer-dominant marketing logic. 

Below in Fig. 1 the perspectives within the traditional service management literature and the 

current service-dominant logic discussions (which we consider provider-dominant) are contrasted 

with the proposed customer-dominant view. The proposed T-model (T referring to the shape of the 

model) indicates that the customer’s perspective does not only comprise the producer’s service but 

also all the customer’s activities and life as a whole.  
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Figure 1. Customer-dominant logic of service contrasted with service management and service-

dominant logic 

 

Figure 1 portrays schematically the service company’s world in relation to the customer’s 

world. At the top is a timeline relative to the service company’s world but anchored in the customer’s 

experiences, activities and use of service. This is illustrated by the boxes: history, pre-service X, 

service X, post service X, and future. Theoretically, in the service management literature the service x 

has been addressed by designing service blueprints, identifying and developing service encounters and 

measuring perceived service quality and perceived service value. From the service company’s view 

the customer’s participation in and use of the service company’s activities and resources represent 

service X and when used it generates the service experience and the experienced value. In the current 

service-dominant logic discussions the perspective has been extended to include customer-company 

interaction and the co-creation of service. Thus, the act of service is seen as the central unit of 

exchange within marketing (Vargo and Lusch 2004, 2008b). However, from the customer’s point of 

view the context might be different, as indicated by the shaded area including the customer’s core 

activities and experiences, related activities and experiences, and also other influencing activities and 

experiences. Considering how value emerges, we argue that this perspective is totally different from 

the other two perspectives. Therefore, we suggest that it is not the act of service alone, but customers’ 

intentions as well as the resultant activities and experiences that should be the focus of marketers and 

service companies. In other words, they should find out what the customer is doing or trying to do, 

and how a specific service fits into this.  

How do customers evaluate value related to the activity of a service company? Traditionally, 

one of the key challenges in service management has been the notion that customers are the ultimate 

judges of the service company’s performance. A service company’s activities represent the service 
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that is perceived and interpreted by the customer. Services are seen as designed and delivered to the 

customer by the company. Central concepts such as perceived service quality, perceived service value 

and customer satisfaction have thus dominated the service management literature (e.g. Grönroos 1982, 

Parasuraman, Zeithaml and Berry 1988, Zeithaml 1988). Perceived service value concerns customers’ 

experience of the service company’s total offering, including goods, activities, and over time the 

relationship between the company and the customer. From a managerial perspective, the key has been 

to integrate the customer in the service company’s production process and allocate some tasks to the 

customer. Even if interactivity in general has been considered essential, it has implicitly been 

interactivity dominated by the service company and based on exchange value. Traditional service 

management has in fact, applied a provider-dominant logic, by focusing on customer’s perceptions of 

their offering and assuming that the service provider’s process is primary and the customer is 

fulfilling scripts defined by them.  

It has been argued that in contrast a service-dominant logic would focus on the co-creation of 

value in a process where value is realized by the customer when she uses the service company’s 

resources. Value-in-use is proposed as a completely different view compared to traditional exchange 

value thinking. Vargo and Lusch (2004), who initiated the current discussion on goods-dominant 

versus service-dominant logic, introduced ten propositions that they believe capture important aspects 

of a service-dominant logic. Their numerous articles have inspired many other researchers to discuss 

the propositions and arguments (e.g. Ballantyne & Vary 2006, Grönroos 2006, Penaloza & Venkatesh 

2006) and they demonstrate that there are many different approaches and foci that can be applied. In 

this paper we propose that the explicit and implicit focus on the service provider needs to be shifted to 

focus instead on the customer. Further, we argue that it is managerially important to apply a customer-

dominant logic rather than a provider-dominant logic. Is service-dominant logic a type of customer-

dominant logic? We think it is not, and this article presents arguments to support our view. The 

discussion is highly topical because of the recent power shift in favor of the consumer/customer, 

increased volatility in the market place, and tougher, often global, competition. 

In contrast to the service-dominant logic, the alternative view represented by the customer-

dominant marketing logic places the focus on the customer and not on the service (interaction process 

and interaction system). Holbrook (2006) defines customer value as an “interactive relativistic 

preference experience” (p 715). Within this experience the customer uses all input, current and 

remembered, to form an impression of value influenced by both cognitive and emotional perceptions. 

These impressions serve to create an emotionally charged marker in the customers’ memory, which 

the customer uses as a guide for future behavior (Damasio 1996, Ravald 2008). The service provided 

by service company X and used by the customer becomes embedded in the customer’s context, 

activities, practices and experiences which together with the service company’s activities determine 

the value-in-use. This value may include both service x and all facilitating and supporting services 

before and after service x, as well as other only marginally related services. When combined these 
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factors shed new light on what the process of co-creation may imply, how service experience should 

be defined, and how value emerges and is realized for the customer.  

However, the proposed approach does not mean that the service company’s role is eliminated. 

On the contrary, it in fact builds on the idea originally introduced by Grönroos (2006, 2008a), and 

accepted by Vargo and Lusch (2008) and others, viz. that the service company’s task is to support the 

customer’s creation of value and that the potential value of a service company’s activities can be 

larger than traditionally considered.  

 

3. CHALLENGES RAISED BY A CUSTOMER-DOMINANT LOGIC 

 

Among the numerous concepts discussed in the recent literature, three issues:  co-creation, 

value-in-use, and service experience (cf. Vargo, Maglio and Akaka 2008, Grönroos 2008, Payne, 

Storbacka and Frow 2008, Vargo and Lusch 2004, Grönroos 2008, Sandström et al 2008, Vargo and 

Lusch 2008, Holbrook 2006, Grewal, Levy & Kumar 2009) are employed in this paper to demonstrate 

the significance of the proposed customer-dominant logic. These issues are inter-related and have a 

common denominator: the question of the customer’s role. The concepts are used to distinguish 

between a provider-dominant logic (including both service management and service-dominant logics) 

and the proposed customer-dominant logic. The conceptual analysis will yield a number of 

managerial challenges.  

 

3.1 Nature of co-creation of service 

Co-creation of service has been strongly supported by the proponents of a service-dominant logic in 

order to emphasize the difference compared with a goods-dominant logic. The co-creation approach 

has raised many questions and therefore a critical discussion of the nature of co-creation and the 

validity of emphasizing co-creation is needed.  

Co-creation can be interpreted in many ways. A fundamental premise of the service-dominant 

logic is that the customer is always a co-creator of value together with the company (Vargo and Lusch 

2008). It is argued that the company cannot unilaterally create value, but can only offer value 

propositions and thus potentially co-create service and the resulting customer value. “In S-D logic, the 

roles of producers and consumers are not distinct, meaning that value is always co-created, jointly and 

reciprocally, in interactions among providers and beneficiaries through the integration of resources 

and application of competences.” (Vargo, Maglio and Akaka 2008:146) Grönroos (2008b), however, 

argues that value creation and co-creation of service are distinct: “it is important to keep apart service 

production, in which customers take part as co-creators, and value creation.” (Grönroos, 2008b:4) In 

other words, co-creation does not necessarily result in value emergence. In practice customers might 

not be interested in the company’s offering; they can often perform all activities themselves, or wish 
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to reduce the role of the company. If the particular service plays a minor role in their life, they might 

not be interested in the service or in co-operation with the service company. 

A customer-dominant logic includes understanding the role of different activities, practices, 

experiences, and contexts in the customer’s business or life. The terms ‘co-production’ and ‘co-

creation’ indicate a service-provider oriented view in the sense that it focuses on the particular 

offering or service rather than on the role this offering plays for the customer. Hence, there is a need 

to contrast the established company-oriented view of involving the customer in service co-creation 

with a more radical customer-oriented view of involving the service provider in the customer’s life. 

The question is who is involving whom as an indication of initiative and scope of involvement. We 

believe that we need to start from understanding the customers’ life, including context, activities and 

experiences performing different tasks and how the service supports customers’ life. This shift in 

focus is crucial and is applicable both to B2B and B2C situations.  The first managerial challenge can 

thus be formulated.  

Challenge 1. Rather than focus on involving their customers in co-creation, should service 

companies focus on involving themselves in the customer’s business or life? This would 

imply a shift from a provider-dominant logic to a customer-dominant logic.   

 

Similarly, when seen from a customer-dominant logic perspective, we argue that co-creation 

is not always a straightforward activity orchestrated by the company. In contrast, traditional goods-

dominant marketing management literature has focused on the service provider’s processes and 

delivery where the offering with its different characteristics is managed with the aim of inspiring 

customers to buy. The company is seen as the active party and the customer reacts to the company’s 

activities. Although the customers’ role as co-producers of services has been accepted for some time, 

the interaction has largely been seen from the company’s perspective in the sense the company 

controls the interaction (see e.g. Eiglier and Langeard, 1976 and Grönroos, 1982). The relationship 

marketing literature has applied the same perspective on company-customer relationships. 

Increasingly, however, customers’ memory and experiences from one interaction, use occasion, or 

even relationship have been acknowledged as an influence on customers’ perception of the next 

service and value-in-use (Roos and Edvardsson, 2009). Vargo and Lusch (2008b) suggest that value is 

always determined by the beneficiary (proposition 10). However, the focus in service-dominant logic 

is on co-creation and this raises unanswered questions regarding the locus of control: Does “uniquely 

and phenomenologically determined by the beneficiary” (Vargo & Lusch 2008b:7) mean that in 

practice there is little control on part of the seller? Or can companies influence this experience so that 

they do not only control their own activities but also customers’ activities and thereby customers’ 

thinking and emotions, resulting in a company designed experience? 

Grönroos (2008b:9) suggests that the control of value creation varies and that companies can 

take the role of value facilitators where they can potentially influence the customer: “The customers 
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create the value for themselves, but during the interactions the service provider gets opportunities to 

change the process of value creation, for example so that the customers get more value than otherwise 

out of the service or good.” Grönroos proposes that companies control their own value creation and 

the co-creation but not customers’ own value creation. Verhoef et al (2009) suggest that “experience 

is created not only by retailer controlled elements but also by elements that are outside of the retailer’s 

control.” (p. 32) 

Challenge 2:  If value creation is not orchestrated by the company but rather by the customers, 

what implications does this have for the company’s service strategy, service design and 

service operations?  

 

3.2 Value-in-use 

Contrasted with exchange value, value-in-use has been seen as a process in which value emerges 

rather than is delivered (e.g. Grönroos 2006, Gummesson 2007). It has been argued that “suppliers 

only create the resources or means required to make it possible for customers to create value for 

themselves.” (Grönroos 2006:324). Value creation has been linked to an interactive process (e.g. 

Grönroos 2008b, Vargo & Lusch 2008b), either by direct or indirect interaction: “A service is an 

interactive process and during such interactions the customer and the service provider co-produce the 

service. During this interactive part of the service process, production and consumption take place 

simultaneously, and hence during that process the customer perceives the value that is created or 

emerges from the service.” (Grönroos 2008b: 7). Thus, the service-dominant view on value-in-use 

emphasizes that value emerges in the interactive process. This is in line with traditional service 

management that has addressed the service episode where customers and interactions are visible to the 

company (e.g. Shostack, 1984, Bitner et al 2008). Here the emphasis is on managing interactions and 

back-office activities.  

In contrast, a customer-dominant logic entails a broader understanding of value-in-use in 

three respects. First, the customer and most of the value-in-use emergence might be invisible to the 

company, beyond the company’s visibility line (in contrast to the traditional visibility line for 

customers described in service blueprinting). Value emerges in customers’ practices, in everyday life 

processes (or in the case of companies, their business processes) by using both goods and service. 

Value is experienced before, during and after the service and as such it is not only related to service 

but is also applicable to goods. Hence, value-in-use is not only linked to the service process, but 

extends beyond the interactive process. For example, when thinking about a holiday trip, customer 

value can emerge before the trip, value is created during the holiday, but also after the holiday in 

terms of memories. This means that value emerges mostly beyond the visibility of companies. The role 

of companies would thus be to understand the customers’ value creation processes embedded in 

customers’ practices and contexts. Here the focus is on understanding and trying to tap into 

customers’ activities.  
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Secondly, when emphasizing that value emerges in customers’ contexts and practices we 

argue that value-in-use is more complicated than only “use” in terms of the consumption process or 

the concrete interaction with the service. Thus we propose that value-in-use represents more than 

behavioral activity and also includes mental activity. For example, reflecting on earlier experiences of 

a holiday may create value. In a provider-dominant logic these experiences would entail how the 

company has performed, for example in offering friendly and timely service or exciting events. In 

contrast, in a customer-dominant logic the experiences would entail the enabling effects on the 

customer’s life, for example the emergence of new friendships. 

Thirdly, Vargo, Maglio and Akaka (2008) have introduced value-in-context but they have not 

paid explicit attention to the drivers at the collective/intersubjective customer level. Furthermore, the 

context is dynamic and dependent on the customer’s role, position and interaction within a social 

structure, which subsequently forms the basis for both the co-creation of service and value-in-use 

assessment. According to social construction theory, however, the value assessment is part of the 

social reality and becomes more than individual and subjective: value must also be understood as part 

of a collective and intersubjective context. The collective social forces often play a dominant role, but 

individual needs, preferences, habits and values play an important role in both service co-creation and 

value assessment, both from the customer’s and the provider’s perspective. In a customer-dominant 

logic, value-in-context is inherently included and is dynamic because experiences are continuously 

accumulated. From a customer’s perspective, earlier experiences are always present as an (to the 

company) invisible context and are continuously updated through new experiences. Value in context 

is thus inherently integrated in the value-in-use evaluation. 

Challenge 3. Should the focus move beyond the interactions visible to the service company to 

those (to the company) often invisible and mental activities and experiences that lead to value 

emergence? 

 

3.3 Customer experience 

In the last few years the interest in the customer experience concept has increased considerably. One 

example is the latest amendment to the fundamental premises of service-dominant logic (Vargo and 

Lusch 2008a), in which value is seen as “idiosyncratic, experiential, contextual, and meaning laden”, 

i.e. a highly subjective experience.  Several special issues of journals have focused on customer 

experience. Different terms with different focus areas have been proposed, e.g. service experience, 

customer experience, consumer experience, and consumption experience, (e.g. Caru & Cova 2003, 

Patterson, Hodgson, Shi 2008, Baron & Harris 2008, Puccinelli et al 2009, Harris, Harris & Baron 

2003). Adopting a narrow view, customer experience is seen as constructed, staged, and created by 

the service company. This reflects the research on service experience that emerges within a certain 

service encounter. Here, customers are seen as a blank page and it is assumed that they will 

experience the service according to how it is designed by the company: “Customer experience is the 
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internal and subjective response customers have to any direct or indirect contact with the company.” 

(Meyer and Schwager 2007:118) For example, customer experience may refer to a detailed 

description of the perceptions of a store (Patterson, Hodgson and Shi 2008) or the elements of a 

buying process (Puccinelli et al 2009). Frequently it is assumed that the service company can more or 

less control the customer’s experience, which thus represents both the planned process and intended 

outcome designed by the company. For example, brand experience has been defined as “subjective, 

internal consumer responses (sensations, feelings, and cognitions) and behavioral responses evoked 

by brand-related stimuli that are part of a brand’s design and identity, packaging, communications, 

and environments.” (Brakus, Schmitt and Zarantonello 2009:53) 

Adopting a wider scope, the customer’s experience may include the relationship perspective. 

Here the customer is assumed to evaluate the service provider’s performance in the relationship over 

time: customer experience arises through the combination of all contact points between the customer 

and the company (e.g. Grewal, Levy and Kumar 2009). This view is adopted within the domain of 

integrated relationship communication and a wide array of popular management books (Shaw 2007). 

The approach does not, however, include factors contextually or temporally outside the service 

provider’s input or activities. Also, the focus is on the company’s perspective and the company is 

assumed to manage customer experience.  

A third perspective includes the customer’s viewpoint. In the experiential-phenomenological 

stream of consumer research (e.g. Carú and Cova 2003, Schembri 2006, Holbrook 2006) consumer 

experience is seen as internal and emotional. Thus experiences do not consist only of cognition, 

calculation and overt behavior, but are by nature also subjective and inseparable from feelings. Caru 

and Cova (2003) distinguish between consumption experiences and consumer experiences. Although 

consumption experience is clearly managerially more relevant than consumer experience, we argue 

that a broader perspective is needed. Therefore, the focus should not only be on one company, 

because the customer may be linked to several companies. 

Traditionally, service has been defined according to the service provider’s interest and way of 

seeing service. From a customer-dominant logic point of view, we argue that experiences are 

something that customers orchestrate themselves, and that arise within their own activities. The 

argument for this is twofold: First, several researchers have suggested that the customer should be 

seen as an active participant in the market system (Normann, 2001; Stewart and Pavlou, 2002; Vargo 

and Lusch, 2008; Beckett and Nayak, 2008). On a general level this means that customers orientate 

themselves within a realm of possible purchases, practices and activities. Thus, the customer is 

actively creating his own experience landscape by picking and choosing which type of experiences to 

seek out. Second, research indicates that the customer’s mood, understanding and frame of 

interpretation will influence the experienced outcome of a service encounter (Forgas and Bower 1987, 

White 2006, Sandström et al. 2008, Ravald 2008). Third, building on the theories on deliberate and 

emergent strategies (Mintzberg 1998), companies’ intended experience may not always be equivalent 
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to the realized experience of the customer. This means that the ultimate shape of the service 

experience is only partly under the provider’s control.  

We suggest that customer experiences should be understood not just as direct interactions 

between customer and company, but as something that goes beyond direct interactions. From the 

customer’s point of view, service episodes and encounters are only parts of an ongoing flow of 

experiences and sense-making (Verhoef et al 2009). Customer’s discussions about a shared 

experience may serve to re-frame it completely, meaning that the understanding of the value of a focal 

event may be re-negotiated outside it. For example, the understanding of value in fashion is more or 

less socially constructed (DeBerry-Spence 2008). Thus, customer experience should not be 

understood in terms of an episode, but rather as a part of the customers’ life. This is in line with 

Arnould and Price (1993), who describe how experiences before and after the central service 

encounter contribute to the overall experience. However, it can be argued that their analytical focus is 

the service episode. Verhoed et al (2009) propose that customer experience is based on the total 

experience which extends beyond the purchase activity. All components in the customer’s experience 

can be seen as continuous processes, all of which have an outcome that is incorporated in the 

customer’s experiences of value. There may also be some routine patterns in processes whereas others 

are unique. For example, the value of travelling is not exclusively restricted to the trip itself; rather, it 

also emerges from activities before and after the trip, such as planning and remembering and talking 

about the trip many years after. As represented by perceived service quality literature, service quality 

has traditionally been evaluated at the end of a service encounter, where the timing is based on the 

company’s perspective. However, when extending the focus from service encounters to activities 

beyond the interaction, as we suggest, the time frame inevitably changes.  

Challenge 4. If customer experience is not restricted to traditional service episodes or 

relationships, how should the company support customer experience that is continuously 

emerging in the customer’s business or life structured by the customer’s timing and time 

frames?  

 

In addition we propose that the service experience is more than a process of perception: it is a process 

of long-term and context-bound relating. Even though both experience and perception refer to a 

person’s subjective understanding of some external object or event, ‘experience’ contains an element 

of activity and reflection that is not innate in ‘perception’. Thus, ‘perception’ can be seen as the act of 

subjectively registering information and forming initial impressions about it, while ‘experience’ is the 

process of realizing how these impressions relate to oneself and how one understands and feels about 

them. In the customer’s mind, a service is always put into a context of some kind, be that of function 

or time. With different emotions, thoughts and activities, the customer experiences a different process, 

outcome, and context. Consequently, we argue that companies need to understand how customers 

integrate service into their own activity systems. We want to emphasize the importance of 
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understanding how customers create their own experiences and the problems and opportunities they 

are facing. At present there are no managerial concepts for understanding the role of service in the 

consumption experience. Based on customer-dominant logic we propose that instead of emphasizing 

only one type of activity, i.e. customer-company interactions, the focus should be on customers’ 

activities and different consumption contexts. In line with Carú and Cova (2003), who suggest that 

experiences can be both ordinary and extraordinary, we claim that customer experience includes all 

types of activities, also routine, mundane, everyday activities. 

Challenge 5. How can companies support customer experiences related to all types of 

activities, some of them extraordinary, but most of them routine everyday activities embedded 

in the customer’s context? 

 

4. DISCUSSION AND CONTRIBUTION 

 

In this paper we have discussed the shift from a goods-dominant logic to a service-dominant logic that 

has changed marketing’s focus from the company’s internal processes to the points of interaction 

between company and customer. We have argued that, if we only focus on interaction, we will fail to 

take into account what the role of the company is in the customer’s life. Consequently we propose that 

marketing should start considering a customer-dominant logic as the next step towards an in-depth 

understanding of customer experience. This means that the ultimate outcome of marketing should not 

be the service but the customer experience and the resulting value-in-use. Thus, the central question is 

how companies can support the customer’s ongoing activity and experience structures. The paper 

contributes to the understanding of how the customer’s logic underpins the customer-dominant 

business logic. The customer-dominant logic was contrasted with the provider-dominant logic 

(including service-dominant logic and service management), and subsequently five challenges to 

management were derived and discussed: company involvement, company control in co-creation, 

visibility of value creation, locus of customer experience, and character of customer experience. 

 

In Table 1 we summarize the main differences between the provider-dominant logic and the 

customer-dominant logic. Three core issues are employed to elaborate on how service can be seen as 

embedded in customers’ contexts, activities, practices and experiences: Co-creation, Value-in-use, 

and Customer experience:  
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Table 1: Escaping the provider-dominant logic of service 

 Provider-dominant logic Customer-dominant logic 
Co-creation 

• Involvement 
 

• Control  

 
• Customer involved in 

co-creation 
• Company controls co- 

creation 
 

 
• Company involved in customer 

activities 
• Customer controls value 

creation 
 

Value-in-use 
• Visibility  

 

 
• Focus on visible 

interactions  
 

 
• Also considers invisible and 

mental actions 

Customer experience 
• Locus 

 
• Character 

 
• Formed within the 

service  
• Extraordinary and 

special  
 

 
• Emerges in customers’ life  

 
• Also mundane and everyday 

 

The paper contributes to the current discussion on marketing logics. The proposed customer-dominant 

logic is seen as a business logic based on the customer’s logic.  

 

When questioning the basics of business logics the definitions of marketing concepts and terminology 

need to be revised. A customer-dominant understanding of service highlights many topics for further 

research. Within all three of the core issues presented in this paper there are questions that should be 

explored further.  

Whereas the service-dominant logic seems to adopt a normative perspective (e.g. Vargo & 

Lusch 2008) by describing the ideal scenario where the customer is always seen as a co-creator of 

value, the customer-dominant logic takes a more open-ended stance: Is the customer always a co-

creator of value? So far research has not explicitly focused on the mechanisms of co-creation from 

both the customer’s and the provider’s perspective. In this article it is argued that a more critical view 

of the role of co-creation in service is needed, a view where the roles and input of both the customers 

and the company are evaluated. Consequently, a number of questions should be dealt with in future 

research concerning co-creation activities. First, when and on what basis is co-creation judged as 

harmonious? When and why can there be a struggle between the parties involved in co-creation? 

What roles do norms, values, habits and social forces play? Secondly, what is the proportion of 

customer and provider participation and influence in different stages of the co-creation process 

realizing a service process? What activities and interactions are carried out simultaneously and/or 

sequentially? Thirdly, when and why is the customer in control of the co-creation process and when is 

the provider in control? For example, does the seller take the major part and control the process and 

the customer is invited to participate, or is it the buyer who does the major part and controls the 

process, and the seller is invited to participate? Fourth, how many actors are involved? For example, 



 

15 
 

there may be a large number of actors involved in co-creation, some of them providing 

complementing services. 

In addition, value-in-use needs to be explored in future research. We argue that service value-

in-use should be seen as everything that the company does that the customer can use in order to 

improve his life or business. Value is a relative preference evaluation (Holbrook) that an individual 

can perform at any time when needed concerning a particular part of their activities or life. Value-in-

use refers to the fact that value emerges only when the customer uses a service. Use tends to be 

defined rather narrowly, but a service might be used before purchase, during interaction, or after 

purchase. It might not be related to exchange or integration of resources as such, but can be a mere 

mental activity concerning a coming or past service interaction. What kind of activities are customers 

engaged in and why? In what types of activities does value emerge for the customer? Which are the 

boundaries of such an activity? What factors in different contexts are critical for favourable and 

unfavourable value-in-use? How, when and where can value-in-use be measured? How can value-in-

use be explicitly expressed?  

Some further future research questions regarding customer experience are important. 

Experiences create value and are not related only to interactions between the service provider and the 

customer. Thus, all experiences are not co-created with the service provider. From the service 

provider’s point of view this means that customers create value beyond their participation, but such 

value might represent a business opportunity for them, and consequently represent an interesting 

innovation opportunity. What are the dimensions and drivers of an experience? What are the time 

frame and the time units of an experience? Where and how does an experience start and end? How 

can routine experiences be supported? 

A managerial implication resulting from this paper is that service providers need to change their 

mindset and to consider customers in the customers’ own context. Compared to the traditional view 

this means that, besides visible and controlled interactions, service providers should expand their 

perspectives in order to get to know their customers on a deeper level than before. Companies thus 

need to revise their tools and approaches for understanding customers. Another managerial 

implication is the need to design a service based on the new in-depth knowledge of customers. 

Customer-dominant logic entails supporting customers’ activities, and this has not been given 

sufficient attention in current service thinking and business practice.  

 

 



 

16 
 

REFERENCES 

Arnould, Eric J. and Linda L. Price (1993), "River Magic: Extraordinary Experience and the Extended 
Service Encounter," Journal of Consumer Research, Vol. 20 (June), 24- 45. 

Ballantyne, D., & Varey, R. J. (2006). ”Introducing a dialogical orientation to the service-dominant 
logic of marketing”. In R. F. Lusch, & S. L. Vargo (Eds.), The service-dominant logic of marketing: 
Dialog, debate, and directions. Armonk, NY: ME Sharpe., pp. 224–235. 

Baron, S. and Harris, K. (2008), “Creating the service experience”, Journal of Marketing 
Management, Vol. 24 No. 1/2, pp. 1-3. 

Beckett, A. and Nayak, A. (2008), "The Reflexive Consumer", Marketing Theory, vol. 8, no. 3, pp. 
299-317. 

Bitner, M.J., Ostrom, A.L., and Morgan, F.N. (2008). Service Blueprinting: A Practical Technique 
For Service Innovation, California Management Review Vol. 50, No. 3, 66-94 

Carù, A. and Cova, B. (2003), “Revisiting consumption experience: A more humble but complete 
view of the concept”, Marketing Theory, Vol. 3 No. 2, pp. 267-286.  

Damasio, Antonio R. (1996) “The somatic marker hypothesis and the possible functions of the 
prefrontal cortex”, Philosophical transactions of the Royal Society of London, Series B, Biological 
sciences, Vol. 351, Issue 1346, pp. 1413-1420. 

Edvardsson, B., Gustafsson, A., and Roos, I. (2005), “Service Portrays in Service Research – A 
Critical Review Through the Lens of the Customer”, International Journal of Service Industry 
Management, Vol. 16 No. 1, pp. 107-121. 

Eiglier, P. and Langeard, E. (1976), “Principe de politique marketing pour les enterprises de service” 
(Principles of marketing policy for service firms), working paper. Institute d’Administration des 
Enterprises, Université d’Aix-Marseille 

Forgas, Joseph P. and Gordon H. Bower (1987) “Mood Effects on Person-Perception Judgements” 
Journal of personality and social psychology, Vol. 53, Issue 1, pp. 53-60 

Grewal, D., Levy, M. and Kumar, V. (2009), “Customer experience management in retailing: An 
organizing framework”, Journal of Retailing, Vol. 85 No. 1, pp. 1-14. 

Grönroos, C. (1982), “An applied service marketing theory”, European Journal of Marketing, Vol. 16 
No. 7, pp. 30-41. 

Grönroos, C. 1994. From Marketing Mix to Relationship Marketing: Towards a paradigm shift in 
Marketing, Asia-Australia Marketing Journal, Vol. 2 No. August, pp. 9-29. 

Grönroos, C. (2006), Adopting a service logic for marketing, Marketing Theory, Vol. 6, No. 3, 2006, 
pp. 317-333 

Grönroos, C. (2008a), Service-dominant logic revisited: who creates value and who co-creates?, 
European Business Review, Vol. 20 No. 4, pp. 298-314 

Grönroos, C. (2008b), “Extending Service-Dominant Logic, Paper for The Forum on Markets and 
Marketing”: December 4-6, 2008, Sydney, Australia. 

Gummesson, E., (2007), “Exit services marketing - enter service marketing”, Journal of customer 
behavior, Vol. 6 No. 2, pp. 113-141. 



 

17 
 

Harris, R. Harris, K. and Baron S. (2003), “Theatrical Service Experiences: Dramatic Script 
Development with Employees, International Service Industry Management, Vol. 14 No.2, pp. 184-
199 

Holbrook, M. B. (2006), 'ROSEPEKICECIVECI versus CCV: The Resource-Operant, Skill-
Exchanging, Performance-Experiencing, Knowledge-Informed, Competence-Enacting, Co-producer-
Involved, Value-Emerging, Customer-Interactive View of Marketing versus the Concept of Customer 
Value: "I Can Get It for You Wholesale"', in Robert F. Lusch and Stephen L. Vargo (eds.), The 
Service-Dominant Logic of Marketing: Dialog, Debate and Directions Armonk, New York: M.E. 
Sharpe, pp. 208-223. 

Holt, D.B. (1995), How Consumers Consume: A Typology of Consumption Practices, Journal Of 
Consumer Research, Vol. 22, June 

Korkman, O. (2006) Customer Value Formation in Practice: A Practical-Theoretical Approach. 
Helsinki: Hanken Swedish School of Economics, Finland. 

Marsden, D. and Littler, D. (1996) “Evaluating Alternative Research Paradigms: A Market-Oriented 
Framework”, Journal of Marketing Management, Vol. 12, No. 7.  pp. 645-655 

Normann, R. (1984), Service management: strategy and leadership in service business Chichester: 
John Wiley & sons, 143. 

Normann, R. and Ramirez, R. (1993) “From value chain to value constellation: Designing interactive 
strategy”. Harvard Business Review, No. July/August, pp. 65–77. 

Normann, R. (2001), Reframing Business: When the Map Changes the Landscape, John Wiley & 
Sons, UK. 

Parasuraman, A., Zeithaml, V.A. and Berry, L.L. (1988), “A multiple-item scale for measuring 
consumer perceptions of service quality”, Journal of Retailing, Vol. 64 No. 1, pp. 12-40. 

Patterson, A, Hodgson, J. Shi, J. (2008), “Chronicles of ‘customer experience’: the downfall of Lewis 
foretold, Journal of Marketing Management, Vol. 24 No. 1/2, pp. 29-45 

Payne, A.F.,  Storbacka, K. & Frow, P. 2008 Managing the co-creation of value, J. of the Acad. Mark. 
Sci. 36:83–96 

Payne, A., Storbacka, K., Frow P., Knox, S. (2009) “Co-creating brands: Diagnosing and designing 
the relationship experience”, Journal of Business Research, Vol. 62, Issue. 3, pg. 379 

Penaloza, L., & Venkatesh, A. (2006). “Further evolving the new dominant logic of marketing: From 
services to the construction of markets”. Marketing Theory, Vol. 6 No. 3, pp. 299–316 

Puccinell, N., Goodstein, R.C., Grewal, D., Price, R., Raghubir, Rp. And Stewart, D. (2009), 
Customer experience Management in Retailing: Understanding the Buying Process, Journal of 
Retailing, Vol. 85 No. 1, pp. 15-30 

Ravald, Annika (2008), "Hur Uppkommer Värde för Kunden?", Hanken School of Economics, 
Doctoral Dissertation No. 190, Helsinki.  

Roos, Inger, Margareta Friman and Bo Edvardsson (2009), “Emotions and Stability in Telecom-
customer Relationships,” Accepted for a Special Issue based on Award winner Servsig 2008, 
Liverpool, Journal of Service Management. 

Sandström, S., Edvardsson, B., Kristensson, P. & Magnusson, P. (2008), "Value-in-use through 
service experience", Managing Service Quality, vol. 18, no. 2, pp. 112-126. 



 

18 
 

Schembri, Sharon (2006), “Rationalizing service logic, or understanding services as experience?”, 
Marketing Theory, Vol. 6, No 3, pp. 381-392. 

Shostack, G.L. (1984). Designing Services That Deliver,” Harvard Business Review, Vol. 62 No. 1 
133-139 

DeBerry-Spence, Benét (2007) “Consumer creations of product meaning in the context of African-
style clothing”, Journal of the Academy of Marketing Science, Vol. 36, Issue 3, pp. 395-408 

Stewart, D.W. & Pavlou, P.A. (2002), "From consumer response to active consumer: Measuring the 
effectiveness of interactive media", Journal of the Academy of Marketing Science, vol. 30, no. 4. 

Vargo, Stephen L. and Lusch, Robert F. (2004), “Evolving to a New Dominant Logic for Marketing”, 
Journal of Marketing, Vol. 68 No. 1, pp. 1-17. 

Vargo, S. L. and Lusch, R. F. (2008a), "From goods to service(s): Divergences and convergences of 
logics", Industrial Marketing Management, Vol. 37 No. 3, pp. 254-259. 

Vargo, S. L. and Lusch, R. F. (2008b), "Service-dominant logic: continuing the evolution", Journal of 
the Academy of Marketing Science, Vol. 36 No. 1, pp. 1-10. 

Vargo, S. L., Maglio, P. P and  Akaka. M. A., (2008), "On value and value co-creation: A service 
systems and service logic perspective", European Management Journal, Vol. 26 No. 3, pp. 145– 152. 

Zeithaml, V.A. (1988) ‘Consumer Perception of Price, Quality and Value: A Means-End Model and a 
Synthesis of Evidence’, Journal of Marketing 52(July): 2–22. 



Meddelanden från Svenska handelshögskolan 
 
Hanken School of Economics.  Working Papers. 
 
 
 
2007 
 
523. Böckerman, Petri, Johansson, Edvard, Jousilahti, Pekka & Uutela, Antti: The Physical 

Strenuousness of Work is Slightly Associated with an Upward Trend in the Body Mass Index. 

524. Kulp-Tåg, Sofie: Short-Horizon Asymmetric Mean-Reversion and Overreactions: Evidence from 
the Nordic Stock Markets. 

525. Kulp-Tåg, Sofie: An Empirical Comparison of Linear and Nonlinear Volatility Models for Nordic 
Stock Returns. 

526. Kulp-Tåg, Sofie: An Empirical Investigation of Value-at-Risk in Long and Short Trading Positions. 

527. Segercrantz, Beata: Constructing Stability in Software Product Development during 
Organizational Restructurings.  

528. Johansson, Edvard, Böckerman, Petri, Kiiskinen, Urpo & Heliövaara, Markku: The Effect of 
Obesity on Wages and Employment: The Difference Between Having a High BMI and Being Fat. 

529. Pura, Minna & Gummerus, Johanna: Discovering Perceived Value of Mobile Services. 

530. Kauppinen-Räisänen, Hannele, Grönroos, Christian & Gummerus, Johanna: Interpretation of 
Services Marketing Concepts. 

531. Wägar, Karolina, Björk, Peter, Ravald, Annika & West, Björn: Exploring Marketing in Micro 
Firms. 

532. Sjöholm, Hans-Kristian: The Impact of New Capital Requirements on the Portfolio Decisions of 
Finnish Pension Institutions. 

533. Berndtson, Mikael: Word-of-mouth-forskning – Från ett beteendevetenskapligt perspektiv mot 
ett företagsperspektiv. 

534. Bairoh, Susanna: Current Debates on Classifying Diversity Management: Review and a Proposal. 

 
 

2008 
 
535. Tandefelt, Marika: Reklamsvenska i Finland speglad genom varuhuset Stockmanns tidnings-

annonser under det 20e seklet. Projektets bakgrund, syfte, material och metoder. Swedish 
advertising language in Finland mirrored by the newspaper advertisements of the Stockmanns 
department store during the 20th century. Background, purpose, material and methods. 

536. Strandvik, Tore, Holmlund, Maria & Edvardsson, Bo: Customer Needing – Conceptualising 
Industrial Service from a Customer Perspective. 

537. Ahlgren, Nikla & Antell, Jan: Cobreaking of Stock Prices and Contagion. 

538. McKie, Linda, Hearn, Jeff, Smith, Andrew, Bowlby, Sophie & Hogg, Gill: Organisation 
Carescapes: Researching Organisations, Work and Care. 

 
 
2009 
 
539. Ahlgren, Niklas & Juselius, Mikael: Tests for Cointegration Rank and the Initial Condition. 

540. Bask, Mikael: Monetary Policy, Stock Price Misalignments and Macroeconomic Instability. 

541. Ahlgren, Niklas & Antell, Jan: The Power of Bootstrap Tests of Cointegration Rank with Financial 
Time Series. 

542. Grönroos, Christian & Ravald, Annika: Marketing and the Logic of Service: Value Facilitation, 
Value Creation and Co-creation, and Their Marketing Implications. 

543. Leppänen, Hanna & Grönroos, Christian: The Hybrid Consumer: Exploring the Drivers of a New 
Consumer Behaviour Type. 

544. Grönroos, Christian: Towards Service Logic: The Unique Contribution of Value Co-Creation. 

545. Mickelsson, Jacob: Activityscape Mapping: Consumer Activity Systems as Service Context. 

546. Heinonen, K., Strandvik, T., Mickelsson, K-J., Edvardsson, B., Sundström, E. & Andersson, P.: 
Rethinking Service Companies’ Business Logic: Do We Need a Customer-Dominant Logic as a 
Guideline? 

 
 



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket true
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams true
  /MaxSubsetPct 100
  /Optimize false
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Preserve
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile (None)
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 250
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 250
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 600
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (None)
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /PTB <>
    /SUO <>
    /SVE <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [595.276 841.890]
>> setpagedevice


