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Abstract

Technological advancements and evolving value orientations reshape future value creation and pose new requirements for
service innovation. While a variety of disciplines are developing new approaches to drive service innovation, this is primarily
done in isolation and generates only fragmented solutions. Sociological theory has proposed “boundary objects” as an effec-
tive umbrella for communication and cooperation among communities. Therefore, we introduce continuous value shaping
(CVS) as a boundary object describing service innovation approaches along five principles. We reflect on this concept through
the different disciplinary lenses of researchers in service marketing, information systems, service engineering, sociology
of work, and innovation management. These perspectives highlight how the CVS principles already connect to discourses
within the individual disciplines. However, the CVS concept will not only provide an umbrella to embrace existing activities
in different academic disciplines. It also assists to identify research themes that will benefit from uniting the power of these
disciplines, and it can serve as an integrating framework to conceptualize complex service innovation approaches. Thus, the
CVS concept should guide both researchers and practitioners to develop and implement novel innovation and transformation
efforts—in and across organizations.

Keywords Continuous value shaping (CVS) - Service research - Service innovation - Digitalization - Sustainability -
Interdisciplinary research
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Introduction

Over the past decade, the landscape for fostering success-
ful innovation and maintaining competitiveness among
economies and organizations has undergone a profound
transformation. In particular, rapid advances in digital tech-
nologies, including the application of (generative) artificial
intelligence, have disrupted traditional patterns of value co-
creation. At the same time, new individual and societal value
orientations, like sustainability, or resilience, are gaining
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ground and require new approaches to value co-creation
(Satzger et al., 2022).

In various disciplines, fragmented novel innovation
approaches have been developed, tested, and implemented to
address these changes. For example, the innovation manage-
ment community has pushed design thinking methodologies
to better adapt solutions to customer needs (Anderson &
Ostrom, 2015; Anderson et al., 2013; Wiesche et al., 2018),
service marketing has promoted transformative service
research to nurture well-being and inclusion (Anderson &
Ostrom, 2015; Anderson et al., 2013), and information sys-
tems and service engineering have called for comprehen-
sive approaches like smart or advanced system engineering
(Heinz et al., 2022a). However, the strengths of different dis-
ciplines have not been connected so far, lacking a common
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vision and suitable conceptual bridges. As an analogy, we
may look at the the popular discussion around “software-
defined vehicles” (Liu et al., 2022): While German manu-
facturers still advance and operate with isolated controllers,
Tesla uses a central IT backbone (a “boundary concept”)
that enables to design compatible controllers with the big-
ger picture in mind and to realize synergies between them.

We strive to achieve a similar effect for service innova-
tion research by proposing continuous value shaping (CVS)
as such a boundary concept for different disciplines. The
general notion of a boundary concept is inspired by socio-
logical theory that has developed the construct of boundary
objects as “translation devices” (Huvila et al., 2017, p. 1808)
to facilitate cooperation between different groups (Karsten
etal., 2001). These objects “[...] are both plastic enough to
adapt to local needs and the constraints of the several parties
employing them, yet robust enough to maintain a common
identity [...]” (Star & Griesemer, 1989, p. 393). The notion
of boundary concepts has subsequently been expanded to
nonphysical objects to include “visionary objects” (Huvila
et al., 2017, p. 1808) and has been applied to various
domains, including information science (Gal et al., 2008;
Huvila et al., 2017) or IS (Beverungen et al., 2019b).

With this paper, we elaborate CVS as such a (boundary)
concept by outlining five principles for contemporary inno-
vation approaches. We then invite researchers from different
academic communities engaged in service innovation (service
marketing, information systems, service engineering, sociol-
ogy of work, and innovation management) to reflect on CVS
and present their disciplinary perspectives. We explain how
the five principles of CVS can combine their views from so-
far unconnected research streams to provide an integrating
perspective for future service innovation research. Moreover,
we identify fields where the CVS principles are able to unite
the power of the separated research streams of service innova-
tion—expecting them, in particular, to advance research on
digital platforms and ecosystems, smart services, transforma-
tive service research, as well as on open and agile methods
of service innovation. Finally, we provide a forward looking
example of how CVS is suggesting avenues for future service
innovation research and illustrate its potential for the twin
transformation of digitalization and sustainability.

The principles of continuous value shaping

First, we outline CVS in terms of five principles along two
dimensions (Fig. 1) and then illustrate it with an example.
These principles reflect collecting existing and adding novel
considerations around the ways innovation may generate new
types of value-creation. The first dimension is described as
the value dimension of service innovation and emphasizes
the extension and normative framing of value co-created in
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Fig. 1 The five principles of continuous value shaping

Experimenting

service. Its first principle of value-extending service innova-
tion expects value co-creation to target societal goals beyond
immediate economic advantages. Such contributions could
address ecological and social challenges, such as decar-
bonization (United Nations, 2023), circularity (Fehrer et al.,
2023), data sovereignty (European Commission, 2023), or
the well-being of humans (Anderson et al., 2013). The act of
balancing and trading off individual actors’ values in complex
ecosystems may need to embed service innovation into an
institutional context: Thus, as a second principle, we posit that
service innovation needs to address open-ended institution-
alizing processes to incorporate changes in the institutional
frameworks guiding individual behavior and collective action
(Lawrence et al., 2011; Vargo et al., 2023). Novel and digitally
enabled services may enter unchartered terrain and invoke
societal debates regarding a sustainable path forward, as wit-
nessed for example in the space of climate change mitigation
(Engels & Marotzke, 2023) or Al (Buiten, 2019). Therefore,
service innovation may invoke the creation and evolution of
rules and norms that guide the behavior of all actors involved
in value co-creation (Vargo & Lusch, 2016). For example,
sustainable forms of mobility may require adapted rules for
governing traffic and transportation and new norms framing
individual mobility behavior and use of mobility services.
While the value dimension reflects addressing new objec-
tives, including societal and ecological challenges, digital
transformation has fundamentally altered the dynamics of
innovation processes. The generativity of digital systems
and an increasingly dynamic exogenous environment has
led to inherently volatile outcomes of service innovation.
The continuity dimension of CVS and its principles reflect
these new dynamics by envisioning CVS as a permanent
approach of learning. As a third principle, service innova-
tion needs to constantly evolve through an interacting pro-
cess of advancing service innovation in use. This matches
the opportunity for ongoing evolution afforded by digital
technologies (Beverungen et al., 2018; Boes & Langes,
2023; Heinz et al., 2022c). Ubiquitous, connected, and data-
driven service systems can create an unparalleled transpar-
ency of usage and, thus, provide insights into how value is
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generated by multiple economic actors (Beverungen et al.,
2019a). This facilitates a deep understanding of the activi-
ties underlying value co-creation processes. Moreover, the
generativity and flexibility of digital technologies enable
continual adaptations in response to new learning regarding
the use of a service innovation (Lusch & Nambisan, 2015).
Similarly, rapid technological advancements in the space
of digital technologies create a hyper-dynamic environ-
ment in which service systems may quickly lose function,
effectiveness, and, thus, competitiveness, as witnessed by
the emergence of Generative Al. As such, a continuance
of an interactive exploration through intervention in use
is a core principle of CVS. Further, exploring and creat-
ing economic and societal value also requires that service
innovation influence the behavioral change of individu-
als and organizations; thus, understanding how to induce
such change becomes a critical success factor for service
innovation. This, as a fourth principle, service innovation
should be supported by careful and data-driven experiment-
ing in real use. Experiments can be situated in the field,
not only in the lab, thereby affording much richer insights
into the effectiveness of interventions. In such a process,
the next development steps are guided by a hypothesis on
what value-creating services might look like, which is then
tested as quickly as possible in the market and with the
user. In conjunction with ongoing innovation activities, a
continuous stream of new development hypotheses is gener-
ated and tested in the actual application environment. The
insights gained enable decisions regarding beneficial and
effective service components that are incorporated into ser-
vice offerings. In addition, the advance of digitalization has
brought about new possibilities for a more data-driven and
experimenting approach to service innovation that, unfortu-
nately, often remains only insufficiently addressed (Antons
& Breidbach, 2018; Boes & Langes, 2023).

These four principles are connected via a fifth integra-
tive one. We posit that processes of service innovation
shift from a linear service design approach toward a pro-
cess of shaping service innovation through a succession
of repeated interventions in open and dynamic service
ecosystems. Recent literature emphasizes that, for radical
innovation, markets typically do not exist at the beginning
of the innovation process; it requires novel institutional
frameworks for radical innovation to succeed (Humphreys
& Carpenter, 2018; Nenonen et al., 2019). Shaping brings
about not only the core innovation but also the conditions
for innovation success (e.g., Fehrer et al., 2023; Vink et al.,
2021)—both ex ante and ongoing, based on continuous
observations (e.g., Wiesche et al., 2024). These conditions
refer to institutions in the form of technical standards, legal
frameworks, or the results of social negotiation processes.
In this respect, the shaping principle integrates the notion
of the value-extending and institutionalizing principles

with the interacting and experimenting approach afforded
by digitalization. By understanding service innovation
through the lens of shaping, we depart from a determinis-
tic process of engineering: While such activities can be a
valuable part of generating service innovation outcomes,
we recognize that this view is not sufficient to compre-
hensively address the challenges of driving the service
innovation process in a more open, volatile, and value-
oriented environment, particularly when groups of social
actors—rather than formal organizations—are the ones
who actively shape markets (Breidbach & Tana, 2021) or
change worldviews (Riemer & Johnston, 2019).

To illustrate the principles, let us consider the case of
sustainable mobility with a value proposition to reduce the
carbon footprint of mobility (value-extending). Regional
mobility providers are exploring the benefits of intercon-
nected mobility that not only includes traditional mass transit
options but also novel individual mobility solutions, such as
car sharing, ride sharing, or bike and scooter sharing. One
direction of this innovation space could be to explore which
services to integrate and how to realize this integration. Inte-
grating mobility providers with significantly different busi-
ness models and technical systems creates substantial chal-
lenges that require a willingness to change across all actors,
both institutional and technical (institutionalizing). Similarly,
such sustainable mobility solutions need to explore how such
offerings can change user behavior in the systems so that the
mobility carbon footprint is reduced. Innovations in this area
may involve trying out different ways of combining various
services and of charging for such combinations (interacting
and experimenting). The overall value-extending service
develops over a long series of such interacting and experi-
menting innovation moves that form the value proposition
and the institutional environment (shaping).

Disciplinary perspectives on continuous
value shaping

The following chapter presents a discussion of the CVS con-
cept from the perspective of different academic disciplines
engaged in research on service innovation: service market-
ing, information systems, service engineering, the sociology
of work, and innovation management. The authors of each
sub-chapter are indicated in a footnote.

The perspective of service marketing’

Service marketing research acknowledges the relational
nature of value creation and its occurrence in value networks

! This section was co-authored by Nancy V. Wiinderlich, Jens
Hogreve, Stefanie Paluch, Jan H. Schumann, and Jochen Wirtz.
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(Vargo & Lusch, 2004). We briefly illustrate how this relates
to the value and continuous dimensions of CVS and empha-
size two particular service marketing fields with the poten-
tial to further advance the overarching CVS notion: Service
technology enables platforms and digital markets, while
transformative service research (TSR) promotes sustainable
services and service inclusion.

Service marketing and CVS principles

The central service marketing research concept of value
co-creation ultimately targets the building and main-
tenance of long-term relationships with customers. In
particular, this entails the inclusion of a broad set of
customer values—including emerging customer empha-
sis on sustainability, inclusion, and well-being (“value-
extending”)—as well as creating and implementing new
institutional arrangements such as performance-oriented
contracts to secure the alignment of interests (“insti-
tutionalizing™). To this end, a diverse set of actors and
resources have to be integrated within a service system
to appropriately address customer value (“shaping”). The
relational nature and the “value-in-use” focus of a service-
dominant logic as well as the reaction to everchanging
customer needs requires permanent exchange with custom-
ers (“interacting”) as well as the frequent exploration and
adaption of services over time (“experimenting”).

Service technology

Platforms and digital markets Digital platforms are
prime examples for CVS, as they often utilize data-driven
and experimental approaches to service innovation and
address societal problems, such as the more efficient use
of resources (mobility services, sharing, etc.). Whereas
managing digital platforms is challenging, service market-
ing research adds value to the CVS of digital platforms in
several ways. Based on role theory (Solomon et al., 1985),
service marketers can help advance knowledge on how
platforms can effectively manage actors—who can act as
both customers and producers—and switch between the
two roles. Additionally, service marketing researchers can
build on and advance emerging research on digital cus-
tomer orientation (Kopalle et al., 2020) to assist platform
providers in managing relations with two or more customer
populations in order to understand, prioritize, and integrate
their respective needs in CVS efforts. This is particularly
relevant for assessing and managing non-monetary value
contributions from users on platforms with a “free” busi-
ness model (Anderl et al., 2016; Kumar & Reinartz, 2016).
Service marketers can also inform CVS research when
studying the role of Al in shaping consumer behavior on
platforms (Huang & Rust, 2021).

@ Springer

Smart services along the customer journey Smart service
technologies in combination with intelligent automation
(TA), are becoming more powerful and affordable (Bock
et al., 2020; Bornet et al., 2021). These technologies enable
customer journeys to be streamlined, simplified, and scaled.
Information processing-type services will increasingly be
fully automated without any human involvement. Fully auto-
mated services will likely become the norm for numerous
information processing-type services—such as financial ser-
vices, healthcare, and education—as the marginal costs will
be negligible in many cases (Wirtz et al., 2022). Intelligent
automation will dramatically change the customer journey,
even for physical service processes. For example, future
hair salons can utilize smart mirrors and Al to analyze a
customer’s hair and recommend different hairstyles. CVS
research is needed to better understand the key value drivers
of these customer journeys, which are likely to include the
design, operation, and continuous improvement of friction-
less customer journeys that are customer-error tolerant and
also master automated service recovery when needed. While
the economics of fully automated services will be unbeat-
able, their value creation capability must go beyond offering
low or even free services to explore core services that are
truly experiential in nature and require higher-level social
and emotional skills for which human employees will be
more expensive but preferred (Wirtz et al., 2018).

Transformative service research

Sustainable service In today’s world, creating or shaping
value cannot be done without understanding the societal and
environmental impact of a (digital) product or service (Luu,
2022; Moliner-Tena et al., 2023). Additionally, consumers’
increasing awareness of these potential impacts motivates
them to integrate “sustainability” into their decision-making
processes (Hsiao et al., 2018). With this in mind, future CVS
research might follow two routes: How services become
more sustainable, and how services can support customers in
becoming sustainable. Creating sustainable services entails
a new manner of thinking about what sustainability requires
and how this goal can be reached. It requires a transforma-
tion that affects not only the service delivery but also the
value co-creation with customers. This involves achieving
the target of net zero transmissions as well as implement-
ing a sustainable value chain, sustainable leadership, and
organization. By incorporating appropriate performance
measurements, service marketers can effectively depict and
communicate the success of such initiatives. CVS research
should also identify innovative service business models
that can assist companies or consumers in more sustainable
behavior. Thus, a focus on CVS needs to be accompanied
by innovative service designs that support customers in B2B
and B2C services in becoming more sustainable.
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Service inclusion Transformative service researchers strive
to create positive changes and improvements in individu-
als’ well-being by identifying and addressing unfairness in
service systems (Anderson & Ostrom, 2015; Russell-Ben-
nett et al., 2019). Unfairness can manifest in various ways,
such as lack of access to services, systematic bias, customer
vulnerability, or discrimination during service interactions
and value co-creation (Wirtz et al., 2023). Recognizing the
important role of service systems in human well-being,
scholars call for research on service design that promotes
inclusion and reduces consumer vulnerability (Finsterwal-
der et al., 2021; Wiinderlich et al., 2020). Service inclusion
refers to the accessibility and availability of a service or
product to all members of a population, regardless of their
individual characteristics or circumstances. CVS research
opportunities include understanding how to use technol-
ogy—such as artificial intelligence—to cocreate value and
design services that enable equal opportunities in service
contexts; how to facilitate value co-creation with customers
without causing perceptions of stigma and vulnerability, and
how to empower service customers to become co-designers
of services that meet their needs (Fisk et al., 2018). As tech-
nology becomes increasingly prevalent in service provision
(Lariviere et al., 2017), CVS research should also explore
the means required to establish digital inclusion, as a lack
of it can cause societal-level inequalities in digital access,
capabilities, and outcomes (Fisk et al., 2022).

Thus, we consider service marketing research that embraces
all the principles of CVS as a boundary object for innova-
tion. For the interdisciplinary discourse and advancement of
innovation approaches, it offers concrete valuable components
and future research endeavors, such as service technology with
platforms to shape and institutionalize new ecosystems, smart
services to nurture interaction and experimentation, and trans-
formative service research that targets value-extensions to sus-
tainability, fairness, and well-being dimensions.

The perspective of information systems?

The information systems (IS) discipline focuses on “explain-
ing and shaping the interplay between organizations, indi-
viduals, and information technology” (Schiitte et al., 2022,
p. 529). At the beginning of the new millennium, service
science has become a popular topic in IS research. The
focal phenomena investigated are designing new methods
for (smart) service systems engineering (Bohmann et al.,
2014), developing IT artifacts for enabling and facilitating
service processes in networks (Becker et al., 2012) and on

2 This section was co-authored by Daniel Beverungen, Christoph
Breidbach, Martin Gersch, Jens Poppelbuss, and Susanne Robra-Bis-
santz.

digital platforms, and exploring the role of IT artifacts for
cocreating value propositions in (smart) service systems
(Beverungen et al., 2019a, 2019b). In the following account,
we show how IS research has linked to each of the five CVS
principles and what kind of future contributions from IS to
CVS development we may expect.

Value-extending

Service research within the IS discipline has predominantly
adopted the conceptualization of value-in-use, as posited by
the service-dominant logic (SD-Logic) (Brust et al., 2017;
Vargo & Lusch, 2008). In doing so, IS research remained
compatible with other fields of service research, thereby
providing potential for mutual understanding and interdis-
ciplinary research. A special focus of future IS research is
service interaction through digital interfaces to shape value-
in-use via cocreation between human and “machine” actors
(e.g., artificial intelligence agents). Additionally, while calls
have been made for broadening the perspective on value,
a multidimensional conceptualization of value remains the
exception rather than the norm. On the level of service eco-
systems, the environment, employees or society are modelled
as actors who contribute their services toward joint value
creation. The principles for the design of digital service
platforms for such ecosystems have also begun to include
personal well-being and social welfare (Michalke et al.,
2022). The methods for the engineering of (smart) service
systems could include activities to reduce (or eliminate)
carbon footprints of the resulting service systems, provide
better working conditions for service personnel, and become
inclusive for customers who cannot offer superior customer
lifetime value.

Institutionalizing

The IS discipline has been built strongly on the establish-
ment of a service system, initially coined as “[...] a con-
figuration of people, technologies, and other resources
that interact with other service systems to create mutual
value” (Maglio et al., 2009, p. 395). Along these lines, IS
research has invented an entire collection of methods to
facilitate (smart) service systems engineering (Beverungen
et al., 2019b; Bohmann et al., 2014) to design new value
propositions along with the institutional embedding in
which value is cocreated. In most publications, the actors
implicitly assume the roles of service providers and/or ser-
vice customers, thereby reflecting a dyadic level of value
co-creation. However, IS research has also long investi-
gated how networks of companies or communities of people
cocreate services while using IS to communicate, cooper-
ate, and coordinate their cocreation of value on a network
level that extends beyond the dyad (e.g., Becker et al., 2013;

@ Springer



27 Page6of 20

Electronic Markets (2025) 35:27

Poeppelbuss et al., 2022). Beginning from the conceptual-
ization of so-called hybrid value networks—including ser-
vice companies and manufacturing companies (Becker et al.,
2008)—this stream of research has since evolved to focus
on service ecosystems that might include dozens, hundreds,
or thousands of nested actors at different levels of system
abstractions. Due to its interdisciplinary focus, fundamental
theories used in IS explain how social systems evolve from
people’s actions and technology use. Simultaneously, they
also consider how social systems shape organizations and
IT artifacts. Fundamental theories that could be adapted to
a service context include the structuration (Giddens, 1984),
institutional (Alvesson & Spicer, 2019; Gegenhuber et al.,
2022), systems (Luhmann, 1995), and task-technology fit
theories (Goodhue & Thompson, 1995).

Interacting

The IS discipline has long considered how digital technol-
ogy facilitates online interactions. For example, smart ser-
vice systems refer to service systems in which smart prod-
ucts—physical goods that are digitally networked—are used
as boundary objects that provide local usefulness and shared
identity to different actors that cocreate value (Beverungen
et al., 2019b). Similarly, digital service systems build on IS
as boundary objects with no physical properties to inter-
act with. In both cases, IT has advanced online interactions
beyond discrete service episodes (Beverungen et al., 2019b).
Joint interaction spaces—which increasingly extend into ser-
vice use—are a valuable source of data on service selection,
preferences, and needs that enable ongoing service innova-
tion. Such smart or digital service systems, with their spe-
cific perspective on underlying information systems, could
enable IS research to further explore and design the multilat-
eral relationships among people, organizations, regulation,
and technology, thereby creating a complex and dynamic
interplay.

Experimenting

The ongoing nature of value co-creation has also led IS
researchers to conceptualize service engineering as a con-
tinuous and iterative process. While most of the current
methods for (smart) service systems engineering—for
example, DIN SPEC 33453—prescribe the process as a
transformation project that relies on activities such as (mar-
ket) analysis, design of service systems, and transforming
current service systems, first claims have been voiced to
conduct service innovation “on-the-fly” in a manner that
integrates with service provision (Beverungen et al., 2021).
This stream of research relates to methods for agile software
development, design thinking, digital (autonomous) learning
in service-interactions, or dev-ops approaches, which favor
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designing prototypes and testing them in the field early over
long-term innovation projects. To speed up the innovation
process, service engineering has been conceptualized as a
process of recombination (Beverungen et al., 2018), which
involves designing new value propositions based on existing
ones that are digital or have been liquefied by adding digital
resources. Furthermore, the research paradigm of design sci-
ence research in IS (Hevner et al., 2004) provides guidance
for developing IT artifacts (including constructs, models,
methods, and software instantiations; March & Smith, 1995)
that can be utilized for experimental service innovation pro-
cesses as well as for developing novel IT-enabled service
delivery systems that become part of the service innovation
outcome.

Shaping

IT artifacts provide the opportunity to collect and analyze
field data in a manner that informs (smart) service systems
engineering, value co-creation, or new value propositions.
However, beyond original notions of the words “engineer-
ing” and “design,” moving toward the more open and less
controllable level of a service ecosystem, it becomes evident
that neither technology nor social structure can fully pre-
scribe value cocreation. While dyadic relationships of one
service provider with one service customer might be easier
to design and control, ecosystems are characterized by a
higher degree of complexity that reaches beyond the control
exerted by any single actor. Thus, bringing a (smart) service
system to flourish might resemble a metaphor of growing
(or shaping) more than one of design or engineering in the
sense of developing artifacts that address the requirements
imposed on a service system. Complementing the digitally
enabled approaches of open innovation and learning from
co-creation data as well as service design and engineering,
one approach to shaping will likely be to interweave these
service innovation options—which to date have mostly been
considered and executed separately—into an integrated
approach. Action design research (Sein et al., 2011) might
provide valuable guidelines to this end. The rise of more
complex and less deterministic information sytems, includ-
ing public dataspaces (Beverungen et al., 2022) or sophis-
ticated chatbots, accentuates the need for research on the
roles, prospects, and limitations of designing (smart) service
systems that include digital technology.

In summary, we conclude that while the IS discipline is
currently progressing along all five principles already, it
may offer valuable research results and lead to the devotion
of future endeavors to adjacent disciplines related to CVS.
The themes center around shaping digital ecosystems and
platforms, smart and digital service systems, agile and open
innovation methods and their integration, as well as design
science research.
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The perspective of (service) engineering®

Service engineering is a research stream and sub-disci-
pline that concentrates on the systematic development and
management of services using methods, models, and tools
(Leimeister, 2020). It roots back to the mid-1990s and fol-
lows the logic of engineering disciplines in which meth-
ods, models, and tools structure the process of engineering
new products. Service engineering—in contrast to service
marketing related procedures such as in the research stream
of new service development—focuses on leveraging the
systematic fashion of methods, models, and tools to design
innovative services. Initial work was aimed at providing
procedures for introducing new services to the market from
an initial idea through design and implementation. Almost
without exception, the approaches generated followed a logic
adopted from the development of physical products—that is,
the idea generation phase was followed by the design phase
and, finally, the implementation phase (Kim & Meiren,
2009). Although the holistic development of services has
always been a feature of service engineering, services have
increasingly been understood in research as complex socio-
technical systems (Ravindran et al., 2018), which led to
the further development of service engineering to service
systems engineering (Bohmann et al., 2014). Thus, service
engineering has made extensive contributions to CVS and
has the potential to contribute to it in the future as well. The
following paragraphs outline past and future contributions.

CVS contributions of service engineering

In recent years, there have been interesting service engi-
neering developments that have contributed to CVS and
its principles: Due to the ever-increasing speed of changes
from users, the customers and markets of today’s VUCA
world, concepts of design thinking and agile development
have found their way into the world of service engineer-
ing. Services are continually elaborated and optimized by
continuous repetition of essential process steps (Kreuzer &
Aschbacher, 2014), including feedback loops from custom-
ers and other stakeholders in an interacting manner. Moreo-
ver, developments such as integrating human-centricity
into value-extending service engineering approaches—
which include methods, models, and tools that adopt the
perspective of an explicit socio-technical system (Peters
& Leimeister, 2013) or integrate several disciplines—have
been observed and some of these have been discussed under
the umbrella of advanced systems engineering (ASE).

3 This section was co-authored by Rainer Nigele, Christoph Peters,
Thomas Meiren, Gerhard Gudergan, and Jan-Marco Leimeister.

Future CVS contributions of service engineering

Service engineering might contribute to CVS in various
ways: Value-extension might be realized by an ever-increas-
ing number of attempts to design methods, models, and tools
that enable service and service ecosystem design in a more
sustainable manner or to enhance ecologically adequate
service ecosystem designs (such as designs in the circular
economy) (Fehrer et al., 2023). From a social sustainability
perspective, human-centric service engineering approaches
that embrace the trend of new technological capabilities
that are leveraged bottom-up—such as low-code and no-
code development platforms—and allow parts of the service
(re-) design to be provided by a wider range of stakeholders
might contribute again to extending value. Moreover, such
service engineering approaches might contribute to CVS by
institutionalizing the process of systematic service design
in such difficult-to-manage bottom-up approaches that still
require governance mechanisms to be effective.

The extension to an ecosystem and non-dyadic service
development and provision perspective that is already preva-
lent in most current service engineering approaches will be
further extended by a new type of interacting that is capable
of strongly contributing to all aspects of future value crea-
tion and, correspondingly, to CVS: the interaction that all
ecosystem stakeholders additionally have and integrate by
creating value using generative Al agents. Service engineer-
ing can also contribute to the experimenting principle, as the
necessities of becoming more agile and the possibilities of
testing in the field rather than in the lab, will lead to meth-
ods, models, and tools of future service engineering that
integrate the underlying agile, user-centered build-measure-
learn cycles that will likely foster new service design and
innovative means of service provision.

Shaping—by integrating value-extending and institution-
alizing notions in service innovation with the interacting
and experimenting approach afforded by digitalization—is
also influenced by future service engineering. Future ser-
vice engineering approaches could explicitly address, sup-
port, and enable the continuous improvement of services
that are powered by state-of-the-art technology in a plug-
and-play manner while having ecosystems stakeholders
involved throughout the service life cycle that embrace an
interactive and experiential method of service creation and
improvement.

The challenges described above also lead to additional
requirements for service engineers. On the one hand, the
CVS team must encompass an overall broader spectrum
of competencies. In addition to the development tasks
described above, activities that previously tended to fall
into the field of market research and product manage-
ment must also be permanently integrated. On the other
hand, the work in the CVS team also requires overarching
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competencies from each individual employee, such as,
most importantly systems thinking, interdisciplinarity,
agile working, and communication. Ultimately, an open
corporate culture will be essential in order to consistently
put CVS into practice.

Service engineering will contribute to CVS and its prin-
ciples that will also require new organizational solutions,
including changes in collaboration and corporate culture.

Critical reflection

Intelligent service engineering means that “one-size-fits-
all” approaches to services are not effective (Jaakkola et al.,
2017). The range of services is ubiquitous. In particular,
CVS will not make sense for services that are provided only
once or that have a clearly defined end (e.g., the organiza-
tion of a special event), at least in its entirety. CVS may also
appear oversized for services that remain stable over a long
period of time and barely change (e.g., due to legal regula-
tions). However, for a large number of all other services,
CVS represents a promising new approach and a valuable
impetus for modern service engineering. Service engi-
neering contributes to CVS and its underlying principles,
which will—among others—Ilead to higher customization
and user-centricity in a more efficient and sustainable man-
ner, particularly through not only individualized, data-, and
GenAl-based service engineering but also individualized,
data-, and GenAl-based services offered and provided for
users and customers.

The perspective of the sociology of work*

The concept of CVS reflects the transformation of value
creation. In our sociological research, we describe this as a
change in the mode of innovation in companies and organi-
zations toward “innovation in permanence” (Boes et al.,
2019). The background to these considerations is provided
by theoretically founded and empirically validated findings
on the emergence of a new paradigm of conducting business,
which manifests itself in a new pattern of value creation
(Boes & Langes, 2019; Boes et al., 2019). This, in turn,
involves a fundamental change in the mode of innovation
(Boes & Langes, 2023) that is agile—experimenting and
interacting. Based on our own research on digital innova-
tion, we elaborate three contributions to the research con-
cept of CVS in terms of the theoretical foundation, empirical
findings, and aspects of transformation and design.

* This section was co-authored by Andreas Boes and Barbara Langes.
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Theoretical foundation

The theoretical foundation is the theory of informatization
(Baukrowitz et al., 1996; Boes, 2005). From this perspec-
tive, digital transformation and the associated experience of
a fundamental, disruptive change in the economy is based
on a shift in the productive power structure of society. The
rise and spread of the Internet in society has not only created
a new worldwide technical infrastructure but also a glob-
ally available “information space” (Baukrowitz et al., 1996;
Boes, 2005). As a new level of social action, this makes it
possible to share information and knowledge at a new qual-
ity level, communicate and collaborate, and analyze and
intervene for action in the material-physical world. In the
1990s, this development led to an economic exploitation of
the Internet, primarily in Silicon Valley companies, which
resulted in the creation of a new paradigm of business.

After the domination of the economy by the paradigm of
“big industry” (Marx) for the last 150 years, a new dominant
pattern of value creation has emerged with the paradigm of
the “information economy” (Boes & Langes, 2019; Boes
et al., 2019). In this paradigm, value creation is orches-
trated in the information space, where essential elements
required for this are available. Unlike in the past, the focus is
no longer on materially determined products and processes
but on data and information, which have become the start-
ing point for value creation. This paradigm was initially
seen primarily in Internet start-ups and cloud companies,
which pioneered new ways of shaping value creation in the
information space; however, it is currently diffusing into
industrial cores and service sectors. Thus, after the indus-
trial revolution, we are once again experiencing a historic
paradigm shift in the economy.

What characterizes the information economy paradigm?
We have been able to identify three principles: Value crea-
tion is conceived from information; the transformation of
data into innovation acts as a driver of permanent innova-
tion; and the information space is used as a holistic space of
production. By bringing these principles together, a new pat-
tern of innovation can be identified. The starting point and
“raw material” of value creation is the data accumulating in
the information space. This “raw material” is processed and
“refined” by people in the work process: They transform data
into meaningful information; answer the crucial question
of what use values can be created with the data; and then
transfer them into new or improved products, processes, or
even entire business models, which in turn “produce” new
data. The resulting “mode of permanent innovation” (Boes
et al., 2019; Langes & Vogl, 2019) is based on a cycle of
permanent learning. This becomes the inner momentum of
value creation in the information economy.

The aspect of “value” addressed in the CVS concept is
embedded in a specific understanding of the redesign of
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value creation within the paradigm of the information econ-
omy. The focus is on the necessity of conceptualizing value
creation in the information space and the associated mode
of innovation, which is also described by the CVS principles
(experimenting and interacting). Whether and in what form
the paradigm shift in the economy will be socially and eco-
logically sustainable depends on the real empowerment of
all stakeholders and the interests and values they bring into
the value creation process (value extension). This also makes
a permanent negotiation of new rules necessary, which, in
turn, enables a true interactive interplay of the stakeholders
(institutionalization).

Empirical findings

In empirical analyses of the strategies of US and German
pioneering companies from the information and commu-
nication technology (ICT) industry, the media sector, the
automotive industry, mechanical engineering, the electrical
engineering sector, and the mobility sector, we have been
able to show how value creation is organized in the informa-
tion economy paradigm and how innovation and work are
changing (Boes & Langes, 2019, 2023; Boes et al., 2019).

The rise of the new paradigm of value creation initially
affected the IT industry and individual consumer indus-
tries—such as music, film, or book retailing—and led to
“disruptive” changes in markets (Winter, 2017). A key role
was played by the cloud concept, which has experienced
its breakthrough in the IT world since 2007/08 as “the next
big thing” (Gartner, 2008; Hellige, 2012). This has created
the basic infrastructure for exploiting the potential of the
information space (Boes & Langes, 2019). For example,
pioneers such as Salesforce, Amazon Web Services, and
Google exemplify how value creation, innovation, and work
are organized in the information economy. This basic prin-
ciple is also making its way into industrial cores with the
rise of the Internet of Things (IoT). Tesla is an impressive
example of this.

Tesla is successful because it is able to operate industrial
production in car manufacturing according to the princi-
ples of the information economy (Boes & Ziegler, 2021).
The car becomes an object in the information space. Unlike
traditional car manufacturers, Tesla’s cars are not delivered
to the customer as “dead” products, but are permanently
innovated via continuous software updates via the Internet
(over the air, OTA); thus, they are expanded in their func-
tionality and become “living” products. To put it bluntly,
Tesla builds cars in the same manner that Internet companies
today make cloud-based software available to their custom-
ers. The mass of data enables the company to obtain and
analyze information regarding the use of the car at a com-
pletely new quality level. The company uses these insights to
make improvements to the product, the production process,

or even the business model as a whole in interactive learning
loops. Tesla even explores new value propositions through
experimentation within a constantly evolving and negotiated
institutional framework (e.g., for autonomous driving). This
is why Tesla is now far superior to its competitors when it
comes to crucial innovations, such as autonomous driving
or battery control, particularly with regard to the learning
curve for innovations.

In turn, this mode of innovating requires new concepts
of work organization. In particular, agility is proving to be a
strategic concept for a new organization of innovation. Thus,
agile principles become the catalyst for the operating system
of a new culture of work.

Transformation and design

Managing the paradigm shift is a mammoth task for business
and society, which have been developing for decades in the
paradigm of big industry. Companies must first understand
the new paradigm, develop new value creation concepts, and
then implement them against the backdrop of historically
evolved social relationships. Precisely because the paradigm
shift involves a complex transformation of the organiza-
tion, classic change models are not sufficient. Rather, new
approaches are required that place the strategic processing of
the paradigm shift at the center and build living innovation
cultures from the bottom-up.

Our concepts and methods are characterized by the fol-
lowing three principles: First, they are aligned to a clear
target point—managing the paradigm shift in organizations,
from the innovation of business models to the realignment of
value creation relationships, to the transformation of work
and competencies. Second, they rely on consistent empow-
erment of the stakeholders involved, which goes far beyond
a “Potemkin participation” only tailored to secure accept-
ance. Innovations are developed from the bottom-up. Third,
we pursue an agile and experimental approach. We have
developed different variants as concrete implementation: the
company practice laboratory (Boes et al., 2017) has been
conceptualized to break new ground in the design of work
in an agile and participatory manner in social partnership
within the companies. This laboratory can be understood
as a framework under permanent modification that permits
the actual participation of all stakeholders. We have trans-
ferred this concept to the participatory development of Al
(Langes et al., 2023) in the context of service research in
cooperation with colleagues from IS research.” While these
approaches focus on the implementation of innovations in
the project context, with the hub “Shaping Innovations Sus-
tainably” (Langes et al., 2023), we have created a reference

5 Project HISS (Hybrid Intelligence Service Support). Online:
https://projekt-hiss.de/das-projekt/.
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example how a cross-network hub in service research can
succeed along these principles. Thus, through a bottom-up
culture of innovation, we have succeeded in building a lively
community.

The perspective of innovation management®

The objective of innovation management (IM) is to create
individual, organizational, and systemic capabilities that
enhance the performance of innovation activities (Haus-
childt et al., 2022). Accordingly, IM is defined as the con-
scious design of the innovation system—that is, not only of
individual processes, but also of the institution within which
these processes take place (Schultz et al., 2013) — a concept
very similar to service systems formed to drive joint value
generation in general. Digital technologies have fundamen-
tally been changing the playing field of IM. Increased con-
nectivity (Kroh et al., 2018) drives the emergence of multi-
layered architectures up to digital platform-based services
(Hilbolling et al., 2020). As traditional IM practices may not
be sufficient to navigate the new digital innovation terrain
(Rindfleisch et al., 2017), a different set of capabilities for
success is required (Dabrowska et al., 2022).

In the following account, we show how IM research is
connected to each of the five CVS principles and what future
contributions to CVS we can expect from IM.

Value-extending

IM has increasingly begun to address the requirements
of greater sustainability and, thus, a more comprehensive
understanding of value enhancement as an objective of inno-
vation processes. The concept of “responsible innovation” is
becoming increasingly important and leads to the analyses
and design of innovation processes by broadly considering
the consequences of innovation (Voegtlin et al., 2022). This
concept applies the AIRR scheme (Owen et al., 2013), call-
ing for the anticipation (A) of potential and realized intended
and, most importantly, unintended effects of innovation;
inclusion (I) of heterogeneous stakeholders; reflection (R)
of different interests (with new incentives, management
approaches, communication tools, and cultural change); and
embedded responsiveness (R) in order to target the ability
to change and the agility of employees and political actors.

Institutionalizing
One of the fundamentals of IM is the design of the innova-

tion system and, thus, of the institutional framework for the
interaction of all actors involved in the innovation process.

% This section was co-authored by Carsten Schultz.
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In the context of the CVS concept, this refers to both the
design within the organization and that in its environment.
Some important aspects in this regard include the concept
of organizational ambidexterity to enable both the utili-
zation of existing resources and to explore new resources
alike (March, 1991); the analysis of leadership-promoting
innovation performance, such as visionary leadership (Van
Knippenberg & Stam, 2014); as well as suitable incentive
systems for coping with the greater uncertainty and com-
plexity in the innovation process (Garrelfs et al., 2023).
Recently, more focus has been devoted to “innovation eco-
systems” and, in particular, the phenomenon of open inno-
vation (Chesbrough et al., 2018), including the exploitation
of the potential of corporate collaborations (Walter et al.,
2015), university—industry collaborations (Melnychuk et al.,
2021), user communities (Jeppesen & Frederiksen, 2006),
and the management of innovation ecosystems (Liitjen et al.,
2019). In light of the CVS concept, even stronger focus may
be placed on heterogeneous stakeholder groups as well as
the political environment (Kroh & Schultz, 2023) and their
evolutionary processes (Schweitzer et al., 2024).

Interacting

From the perspective of IM, this CVS principle reflects
itself in dynamic episodes of incremental innovations and
in the involvement of internal and external stakeholders in
the innovation process. Continuous improvement of ser-
vices leads to learning curve effects and, thus, to correla-
tions of quality and efficiency with experience, which can
be observed in numerous service industries. Similarly, IM
also deals with the risk of lock-in effects resulting from
continuous improvement as well as path dependencies
(Schreydgg & Sydow, 2011). As Al-based innovations, in
particular, lead to a disruption of hierarchies and divisions
of tasks of service providers (e.g., in healthcare; Ackerhans
et al., 2024), these disruptive processes have also become
an important subject of innovation research more recently
(Garrelfs et al., 2023). This also includes the integration
of more skeptical stakeholders through new forms of par-
ticipation to increase acceptance and initiate an interactive
process of mutual adaptation of innovation goals, innova-
tion content, and institutional framework conditions (Kroh
& Schultz, 2023).

Experimenting

The CVS concept aligns with IM efforts to expand the
range of methods and instruments and to promote a cultural
context that favors experimentation and tolerates failure.
IM methods calling for experimentation follow the idea of
increasing agility in the innovation process. Traditionally
formalized innovation processes are broken up by iterative
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elements, and prototypes are tested quickly and at an early
stage with the involvement of the users (Cooper & Som-
mer, 2018). In addition, IM is also increasingly becoming
concerned with the possibilities of data-based simulation
of innovation results, which are facilitated in the course of
current developments in AI. However, these agile processes
must be embedded in an environment that fosters experi-
mentation. However, service providers and their employ-
ees are often particularly risk-averse (as failures negatively
impact service delivery quality); moreover, functional silos
prevent interdisciplinary and boundary-spanning approaches
(Schultz et al., 2019) and active participation of frontline
employees in empirical hypothesis testing remains rare. In
general, the cultural setups typically cement the status quo
(Garrelfs et al., 2023) rather than enable experimentation.
Therefore, a special contribution of IM research to CVS
resides in the design of such cultural framework conditions.

Shaping

The consequence of responsible, value-extending, as well
as ecosystem-based and highly active innovation processes
require approaches beyond the scope of individual enter-
prises. Simultaneously, the source of competitive advantage
is no longer historical resources but dynamic capabilities for
continuous transformation of a firm’s resource base. Thus,
IM needs to extend the concept of dynamic capabilities from
individual organizations to open ecosystems of service pro-
viders, customers, and other actors who contribute directly
and indirectly to value creation (Liitjen et al., 2019). IM
research can make an important contribution to the CVS
concept through its anchoring in organizational and diffusion
theories and the provision of suitable empirical methods for
researching causal relationships.

In summary, we conclude that while the IM discipline is
currently already closely linked to all five principles, it may
catalyze the future development of CVS and also contribute
research results to adjacent communities. New IM-driven
themes center around responsible “AIRR”-schemed innova-
tion, open innovation and innovation trajectories, disruptive
phenomena, agile-friendly innovation methods and company
culture, as well as dynamic capabilities of ecosystems.

Discussion

The preceding individual perspectives demonstrate that
CVS is a concept for service innovation that addresses cur-
rent transformative developments in business and society
and can serve as a boundary concept that connects various
disciplines, thereby enabling them to unite research efforts
on service innovation. In the following, we discuss the two
intended contributions of the CVS concept: First, it should

forge fruitful connections of so far disconnected streams of
research on service innovation and catalyze the work on a
number of emerging research streams. Second, it should lead
to an integrated re-thinking of service innovation approaches
for complex new challenges—which we will illustrate in the
context of the imminent “twin transformation” (Christmann
et al., 2024) of digitalization and sustainability.

CVS as an enabler for cooperation across different
disciplines

Analyzing and synthesizing the individual perspectives in
the previous section, we find that, first, the CVS principles
are well reflected in the topics covered by the disciplines
albeit embedded in various endeavors, and, second, that cur-
rent research topics connect around certain service inno-
vation themes. As a consequence, the CVS principles may
provide the boundary concept to draw on existing research
in adjacent disciplines and to enable cooperation and cross-
fertilization across the disciplines.

In all disciplines, research connects well to the five prin-
ciples of CVS, while the terms or focuses used in each cer-
tainly differ. The value-extending principle, e.g., is reflected
in responsible innovation in innovation management, in
human-centric approaches in service engineering, or in
transformative service research advanced by service mar-
keting research. The interacting principle is inherent particu-
larly to themes around smart services enabling continuous
provider-customer exchange, e.g., in the redesign of custom-
ers’ journeys (service marketing, service engineering), in
learning from data on customer service usage (information
systems), or in barriers to recognize disruptive technolo-
gies (innovation management). Similarly, the experimenting
nature of innovation manifests in “permanent” innovation
within continuous learning loops (sociology); the develop-
ment of open and agile innovation methods (service engi-
neering, innovation management), or new options for recom-
bination and prototyping, particularly in digital services
(information systems). When it comes to the institutional-
izing perspective on service innovation, the different fields
first and foremost focus on the fundamental transformation
of norms, rules, and values associated with new, agile,
data-driven modes of working in creating digital innova-
tion: Sociologists call it ““... the operating system for a new
culture of work,” (p. 17), service engineers envision a “...
CVS team [to] encompass an overall broader spectrum of
competencies” (p. 14) that innovation researchers consider
part of ambidextrous organizations capable of enabling such
work environments. Finally, the disciplines also recognize
the shaping principle indicating that service innovation is
increasingly happening in “...ecosystems [...] characterized
by a higher degree of complexity that reaches beyond the
control exerted by any single actor” (information systems)
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Table 1 Disciplinary research topics and interdisciplinary research themes related to CVS

Service innovation research

themes
Discipline Disciplinary research topics DEP SMS TSR OAM
Service marketing Service technology with platforms to shape and institutionalize new ecosystems X
Smart services to nurture interaction and experimentation X
Transformative service research targeting value extension towards sustainability, X
fairness, well-being
Information systems Digital ecoystems and platforms X
Smart and digital service systems X
Agile and open innovation methods and their integration X
Design Science Research X
Service engineering Service ecosystem design X
Human-centric service engineering approaches (new technological capabilities— X
such as low-code and no-code development platforms)
Data and genAl-based service engineering X
Sociology of Work Paradigm-shift to data-driven and continuous innovation X X X
Transformation and design X
Innovation management “AIRR”-schemed innovation X
Open Innovation X X
Innovation ecosystems X
Path dependencies and disruptive processes X
Agile innovation methods and and experimentation-friendly culture X
Dynamic capabilities of ecosystems X

DEP digital ecosystems and platforms, SMS smart services, TSR transformative service research, OAM open and agile methods

(p. 13), mirrored by innovation management researchers
who focus on the resulting strategic role of dynamic capa-
bilities. The ongoing and unfinished state of innovation that
sociologists emphasize also calls for a responsive and prob-
ing approach to innovation that is reflected in the shaping

principle. This reiterates the notion of offerings that undergo
a process of permanent iteration and improvement.

A qualitative analysis of the future research topics in
each discipline reveals four overarching service innovation
research themes: digital ecosystems and platforms, smart

Fig.2 Emerging themes of Boundary Concept for Continuous Value Shaping (CVS)
continuous value shaping Service Innovation

-_—
Transformative Service Research (TSR)
-

) (

N
Digital Ecosystems and Platforms (DEP)
-

. n -
Service Innovation J —§ BN
Research Themes Smart Services (SMS)

—_— N
Open and Agile Methods (OAM)
-

Service Marketing
Information Systems
Disciplines Service Engineering
Sociology of Work
Innovation Management

- Institu- Inter- E i-
. Core Conceptual Anchors Value NSt Shaping nter xperl

@ Springer

extending tionalizing acting menting



Electronic Markets (2025) 35:27

Page 130f20 27

services, transformative service research, and open and
agile methods (as summarized in Table 1). These bound-
ary-spanning themes can facilitate meaningful cross-dis-
ciplinary dialog and interdisciplinary research on service
innovation. Each of these themes has a conceptual anchor
in one of the CVS principles, but effectively links into all
of them (cf. Figure 2):

Smart services change interactions, but also benefit
from institutionalized standards, enable experimental
approaches, and facilitate novel value propositions with
human or societal values. Open and agile methods are
closely linked to the experimenting principle but are based
on an interactive mode of innovation that can help organi-
zations to learn about effective ways of extending their
value propositions. Institutionalized routines and regula-
tions may have to change to allow for such an approach
to service innovation. Digital ecosystems and platforms
require shared norms and rules, but are likely built in an
iterative and experimental fashion. Certain value-extend-
ing service innovations may only be achievable within
an ecosystem of actors. Finally, transformative service
research puts value-extension front and center. However,
effective innovations may require extensive interactive
learning, experimentation, and support from regulation
and changing norms. Across all these themes, innovation
unfolds as a result of an iterative process of shaping that
leverages digital capabilities of interactive learning and
experimenting to probe effective approaches as well as
institutional safeguards for human and societal impact.

In sum, the CVS perspective offers a fruitful bound-
ary concept for trans- and interdisciplinary research. The
principles should help direct new endeavors to advance
service innovation and enable learning from adjacent dis-
ciplines. Potentially even more importantly, the boundary
concept could support the linkage of empirical or design-
oriented research outcomes from different disciplines and,
thus, provide a coherent framework for the interdiscipli-
nary integration of knowledge on service innovation. Ulti-
mately, the principles should serve as a vantage point for
developing new methods or method improvements to drive
concrete service innovations for the betterment of indi-
viduals, businesses, and society. To link to our introduc-
tory analogy with software-defined vehicles: the individual
IT-controllers could now draw on the information provided
by each other, and their compatibility and connection may
allow for completely new use cases.

It should be noted that novel approaches may not just
be catalyzed by interdisciplinary research, but also afford
the opportunity to learn from and through the transforma-
tion of service innovation in practice. As the principles
depart from traditional service innovation approaches,
organizations need to adapt to the innovation-in-use
mindset embodied in CVS. As a boundary concept, the

CVS perspective enables interdisciplinary collaboration
to engage researchers and practitioners alike in transfor-
mation-focused research on service innovation.

Certain disciplines pursue action-oriented or design-ori-
ented research approaches. Information systems researchers
have proposed the action design research (ADR) method
to develop new knowledge through the process of engag-
ing organizations and practitioners. ADR builds on design
science research but combines this approach with action
research, which proposes the active engagement of research-
ers within organizations. Similarly, researchers in the soci-
ology of work have proposed company practice laborato-
ries as conduits for engaging in transformative processes
in industry. This similarity in research approaches provides
a platform for multidisciplinary interventions to support
organizational transformation. Such design-oriented work
has recently been adopted in other disciplines, too (Hunke
et al., 2024; Teixeira et al., 2017, 2019). The principles of
CVS could help create an interdisciplinary research program
focused on learning through actively engaging in the trans-
formation of service innovation.

CVS as an integrated framework for new service
innovation challenges—The case of the twin
transformation

Over and above connecting so-far disconnected streams
of research, CVS presents an opportunity for a more inte-
grated interdisciplinary approach for service innovation.
In our analogy with software-defined vehicles, this would
mean that the development process could be completely re-
defined “Tesla-like” if thinking is now based on the central
IT backbone as the new framework. We will illustrate the
power of such an integrated approach for driving innovation
in the context of the twin transformation of sustainability
and digitalization (Christmann et al., 2024). The notion of
a twin transformation calls to address trade-offs and to seek
synergies between these two transformational processes
in our societies, and CVS as a new conceptual framework
should help to advance service innovation in this contem-
porary context.

CVS can serve as such a framework firstly because it is
reflecting changes to service innovation rooted in digitaliza-
tion. This is evident in numerous of the disciplinary argu-
ments. Sociologists indicate the paradigm change prompted
by digitalization, thus rendering traditional approaches to
innovation ineffective. Marketing researchers state that smart
services and platforms are key conduits for experimental,
data-driven approaches to innovation and for transform-
ing customer journeys. Researchers in information systems
and service engineering emphasize how agile approaches
and new forms of developing digital services, such as agile
software development and DevOps, enable an ongoing
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and experimental approach to innovation and help shape
advanced solutions. Thus, CVS establishes a joint concept
for service innovation that builds on and integrates digitally
enabled approaches to service innovation that are aligned
with smart systems and digital platforms built on capabilities
of human and artificial intelligence (Roth et al., 2024) and
that are powered by data and software.

The second reason for the value of CVS as a framework to
advance service innovation is that the disciplinary arguments
reveal the role of values-aware innovation, which seeks to
address the grand challenge of sustainability. This is particu-
larly prevalent in the arguments of the marketing and innova-
tion management communities. Both address the notion of
responsible innovation leading to more sustainable ways of
economic and social activity. For marketing researchers, this
translates into a dual goal for innovation: to make service
more sustainable and to leverage service innovation to sup-
port customers in sustainable behavior. Both communities
also propose an emphasis on inclusiveness. These arguments
underline that new service innovation approaches should
focus on values beyond the immediate business impact as
well as provide support for identifying and systematically
addressing such a broader set of values.

We argue that the CVS perspective affords the oppor-
tunity to more effectively integrate these two streams to
establish an integrated framework for service innovation in
the context of twin transformation. Digitalization enables a
more interactive and experimental approach to innovation,
with data-driven learning regarding effective behavior of
customers and providers. This could be key in a step-by-
step process of establishing sustainable service innovation
that builds on changed customer behavior. For this value-
oriented approach, service innovation needs to be guided
by measurable objectives that reflect desired sustainability
goals (Heinz et al., 2023). When taking this development
one step further, service innovations that become effective
when supported by multiple actors in an ecosystem could
require institutional developments that allow for the sharing
of data or models across actors (Fassnacht et al., 2023; Heinz
et al., 2022b). It is known that such digital infrastructures
can only be established in an interactive process of develop-
ment over time (Eriksson & Ohlund, 2024). On the flip side,
service innovation that focuses on sustainability goals can
be a driver for more digital innovation. This is, for example,
evident in the smart home space where the digitalization
of energy networks facilitates decentralized and renewable
energy supply (Badar & Anvari-Moghaddam, 2022; Pauk-
stadt & Becker, 2021). Such developments can provide the
rationale for the institutional changes that are required to
develop smart and data-driven services (Toytéri et al., 2017).

‘We may highlight the central role of the shaping principle
in this general integrating CVS framework as it not only serves
to connect the principles, but also adds the focus on learning
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through interventions: In the case of twin transformation, sus-
tainable service innovation is likely to emerge through a longer
process of innovation-in-use. Such a process allows gradually
“shaping” value-oriented service and supporting institutions
over a series of exploratory and learning-oriented interven-
tions. The principle of shaping builds on digital capabilities
of learning in use to forge a path towards effective service
innovation and moves beyond (service) engineering processes
to service innovation. Shaping also goes further than agile
approaches that typically do not account for processes of insti-
tutionalization. Thus, the shaping principle calls for service
innovation research to conceive processes that integrate digital,
behavioral, and normative developments within an overarching
framework of ideation and evaluating step-wise intervention
towards economic and social value.

Conclusion

This paper introduces CVS as a contemporary and interdisci-
plinary boundary concept of service innovation. CVS addresses
the paradigmatic changes related to value propositions and to
the effects of digitalization. It envisions service innovation in
the value dimension as value-extending and as effected through
institutionalizing to achieve acceptable and desirable outcomes
in multistakeholder settings. Moreover, CVS considers service
innovation along a continuous dimension, which indicates that
it is a permanent process of innovation digesting both environ-
mental changes as well as learning during agile, cyclical, and
experimental processes. This is expressed through the principles
of interacting and experimenting innovation. This leads to the
pivotal principle of shaping that designates the shift from linear
service design and engineering toward repeated experimentation
in open and dynamic service ecosystems.

Overall, this new perspective on service innovation is
intended to be a boundary concept that can stimulate a cross-
disciplinary debate on understanding and designing service
innovation across research fields, such as service marketing,
information systems, service engineering, sociology of work,
and innovation management.

‘We demonstrate how emerging research themes may benefit
from cooperation between the disciplines, and we illustrate
how the CVS concept may serve as an integrated framework
for re-thinking service innovation when tackling new complex
tasks like shaping the twin transformation of digitalization and
sustainability. Both contributions of the CVS concept should
support researchers and practitioners to identify new ways to
developing novel and competitive services.
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