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Abstract

As a kind of perspective and mindset, service-dominant logic has been developed for more than 10
years since it was proposed in 2004, and has produced abundant research results. However, little
is known about its theoretical foundation, and we lack systematic understanding for the core point
of service-dominant logic. Based on this research gap, this paper explores the connotation and
theoretical origin of service-dominant logic, to lay the foundation of developing new theory, con-
ducting new study, and to help managers change management idea, and then realize the goal of
enterprises. To answer the question of “what is the service-dominant logic”, this study clarified
core concepts of service-dominant logic (S-D logic), such as service, value and resource, by com-
paring with goods-dominant logic (G-D logic). To answer the question of “why is the service-do-
minant logic”, this study explored the theoretical origin of S-D logic on the basis of economics,
marketing, network concept and institutional thought. Finally, 11 foundational premises (FPs) of
S-D logic and the direction for future research are discussed. Scholars can conduct more theoreti-
cal and empirical researches.
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Table 1. The comparison of goods-dominant logic and service-dominant logic
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P4 2% (what) T AR 25 (Goods and Services) JIR 55 R4 (Serving and Experiencing)
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Hh £ (where) 7% (Market) fik %5 4 25 R Bi(Service Ecosystem)

75 3 (how) EHE M A (Manage Marketing Mix) LB E 4 A (Co-create Marketing Mix)
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Figure 1. The marketing mix of goods-dominant logic and service-dominant logic
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PR EAT A R BRRE AT R A R RS B e A 43 1T BA B TSI G TR S E T SRR, B
R E RS R A R BRAS B SE AR R RE I AT AR P, W] DU b T T I At %, MBI 5 R
ML, NDBHIE T T 01 AR AR Re, HLU7HmEmEe . ok, EEBIETTHA XTI IE R,
LR AR RS wEXF N P e R %S, DU, Constantin A1 Lusch [32]0)3
1T T BRAEVE IR AN RAE TR X 43, 5 2 i R B AT IR 5, &1 F T 0 Gt B s sl A B A
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IR A H A, R SIS R TE . BRI DL RIE H I HUIZ E SRR .
BT W2 AR SRR AR SRR J& , IRSs £ S e T IRSAES RGBT E M ) IS . %
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Al ATTE RIS RAC I H . SR1, MRS =R EERE, HIZDIREE KT ik, e
I E SRS B 1R HE

kg £ FEEEMMERILFREIE . MERIGE. BRIRES USRS A, I RHAS RE
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G750 HRBEAT AEAEEK, MREEAN LG O AREZ, FATPTAE R 2 IR A F AR
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Table 2. The foundational premises of service-dominant logic
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