
Service (glossary)
service

The printable version is no longer supported and may
have rendering errors. Please update your browser
bookmarks and please use the default browser print
function instead.

An activity required by one or more users
who have agreed on the terms of outcomes
and quality  of  service  without  details  to
how it is provided. A service is also, simply
put, an act of help or assistance. In a more
formal sense:

Services  are  activities  that  cause  a
transformation  of  the  state  of  an  entity
(people, product, business, and region or
nation) by mutually agreed terms between
the  service  provider  and  the  customer.
(Chang 2010)

Source
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Discussion

In  the  service-dominant  logic  (S-DL)  for  marketing,
service is the application (through deeds, processes, and
performances)  of  specialized  operant  resources
(knowledge and skills) for the benefit of another entity or
the entity itself. (Vargo and Akaka 2009)

In  the  field  of  service  science,  management,  and
engineering  (SSME),  the  following  is  offered:

Services are processes,  performances,  or
exper iences  tha t  one  person  o r
organization  does  for  the  benefit  of
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another  –  such  as  custom tailoring  suit,
cooking  a  dinner  to  order,  driving  a
limousine,  mounting  a  legal  defense,
setting a broken bone, teaching a class, or
running  a  business’s  information
technology infrastructure and applications.
In all cases, service involves deployment of
knowledge,  skills,  and  competences  that
one  person  or  organization  has  for  the
benefit of another (Vargo and Lusch 2004),
often done as a single, customized job. And
in  all  cases,  service  requires  substantial
input  from  the  customer  or  cl ient
(Sampson  2001)  –  how  else  could  your
steak be customized for you unless you tell
your  waiter  how  you  want  it  prepared?
(http://en.wikipedia.org/wiki/Service_Scien
ce,_Management_and_Engineering)

Furthermore:

Services are economic activities offered by one party
to another, most commonly employing time-based
performances to bring about desired results in
recipients themselves or in objects or other assets for
which purchasers have responsibility. In exchange for
their money, time, and effort, service customers
expect to obtain value from access to goods, labor,
professional skills, facilities, networks, and systems;
but they do not normally take ownership of any of the
physical elements involved. (Lovelock & Wirtz 2007)
A service is a time-perishable, intangible experience
performed for a customer acting in the role of a co-
producer. (Fitzsimmons & Fitzsimmons 2007)
The application of competences (knowledge, skills and
resources) by one entity for the benefit of another
entity in a non-coercive (mutually agreed and
mutually beneficial) manner.

Value co-creation interactions (typically with well-
defined customer-provider entities as parties who
initiate, directly or indirectly, front-stage and back-
stage activities in anticipation of value results)
An economic activity offered by one party to
another, most commonly employing time-based
performances to bring about desired
transformation results in recipients themselves or
in objects or other assets for which purchasers are
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responsible. In exchange for their money, time and
effort, service customers expect to obtain value
from the access to goods, labour, professional
skills, facilities, networks and systems; but they do
not normally take ownership of any of the physical
elements involved. (IfM and IBM 2008)
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