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The institutionalization of practice: a processual 
perspective on value co-creation1

Zofia Patora-Wysocka2

Abstract : Drawing on the processual perspective in management this article explores 
the process of the institutionalization of new practice in the context of value co-cre-
ation. The Service-Dominant logic perspective places the notion of value creation in 
the interaction between an organization and its customers. Therefore the contempo-
rary research stream shows a bias towards the notion of a customer as a crucial con-
tributor and beneficiary in the value creation process [Vargo and Lusch 2006a, 2008]. 
Following recent calls for research with a holistic approach it may be assumed that there 
is an underdeveloped processual perspective on value co-creation that offers a cogni-
tive framework of routines and activities performed on an everyday basis within the 
Giddensian structuration theory. Using the Giddensian theory value co-creation can 
be perceived as a platform for the adoption of new practices. The purpose of the article 
is to determine the role of value co-creation processes in the context of initiating and 
institutionalizing of new practice in an organization. A comparative case study was 
carried out which illustrates the thesis that spontaneous actions form an important 
category of initiating change within the everyday use of value co-creation.

Keywords : value co-creation, practice, spontaneous actions, institutionalization, adop-
tion, processual approach.

JEL codes : M31, M39, L20, L21.

Introduction

The article explores the problem of the institutionalization of practice in the 
realm of the value co-creation process in a firm in the theoretical and empirical 
senses. Value and value creation are vague and ill-defined notions [Grönroos 
2008]. They imply a  basic meaning of gaining benefits against some costs. 
However these advantages can be perceived in a situational context and they 

 1 Article received 11 December 2015, accepted 16 May 2016. The paper was prepared as part 
of a project financed by the National Science Center, grant no. DEC-2011/03/D/HS4/01651.
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are uniquely determined by the actors involved in value creation. “Value for 
customers means that (…) they are, or feel better off than before” [Grönroos 
2008]. From this perspective value acquires functional and phenomenologi-
cal dimensions. The process of value creation is still little known because, on 
account of its experiential character, it is hard to tell “when it starts, what it 
includes and when it ends” [Grönroos 2011]. The processual perspective in 
management and marketing may seem an appropriate cognitive approach to 
the issues of value creation. It calls for the perception of the reality studied 
from the angle of routines and actions recreated in everyday organizational 
practice [Schatzki 1996]. Thus, stating that value emerges inuse implies a pro-
cessual approach [Vargo 2008; Grönroos 2011]. Nevertheless in the literature 
there is an emphasis on the role of a customer as the creator of value. The role 
of an enterprise that in fact facilitates value creation is an underdeveloped is-
sue [Grönroos 2011]. The interactionist view on the process of value co-cre-
ation makes it possible to view the problems tackled in a holistic way which 
is implicit in revisiting the ideas in Vargo and Lusch’s work [Vargo and Lusch 
2008]. The purpose of this article is to determine the role of value co-creation 
processes in the context of initiating and institutionalizing (adopting)3 new 
practice in an organization. The Giddensian structuration theory framework 
and processual cognitive schema were used to illustrate the thesis that spon-
taneous actions are an important factor in initiating changes in an enterprise 
within the everyday practice of value co-creation.

The article offers a theoretical perspective on the issue, to a large extent us-
ing the processual cognitive approach. The first section introduces the concept 
of value co-creation using the interactionist viewpoint. The second section of 
the article is aimed at putting value co-creation into a practice-based approach. 
The third, empirical section of the article illustrates the thesis proposed and 
offers a case study of the clothing enterprises studied. The article is closed by 
conclusions and recommendations.

1. The interactionist view on value co-creation

From the interactionist perspective value and its creation call for a holistic ap-
proach going beyond the traditional cognitive framework in marketing that 
has been inherited from the economy and which is based on the distribution 
and economic exchange of goods and services. Value is produced in a kind of 
isolation from customers and delivered to them [Edvardsson et al. 2012]. The 
process of value exchange takes place in which a customer is not involved in 

 3 For more legible reading, the term ‘adoption’ is used interchangeably with ‘institutional-
ization’, although the latter concept gives more visibility and appropriateness to the problem of 
spontaneous change and value co-creation from processual perspective.
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the activity of creating services and value. Nevertheless recent developments of 
the Service-Dominant logic paradigm have questioned this approach and pro-
posed new ideas of value co-creation as a process of “interaction between two 
actors on an individual level” [Vargo and Lusch 2004; Laamanen and Skalen 
2015: 381]. It may be assumed that a new cognitive schema has been estab-
lished, based on the interactionist vision of marketing. According to Łukasz 
Sułkowski interactionism perceives management and marketing “from the angle 
of social contacts (communication, power, culture, social conflicts)” [Sułkowski 
2012]. The context of social relations and interaction is crucial for a modern 
understanding of the process of value co-creation. It is a starting point for the 
definition of such aspects of value co-creation such as the personalization of 
experience, value-in-use, value-in-context, resource integration and the ser-
vice system perspective [Baran 2013; Peters et al. 2014; Edvardsson et al. 2014; 
Chandler and Vargo 2011].

On the basis of the work of Vargo and Lusch, which identified the founda-
tional premises of the Service-Dominant logic, the process of value co-creation 
is perceived by the scholars mainly as a dyadic model of exchange between the 
final customer and the enterprise. Thus, nowadays there is growing tendency 
to substitute the initial theoretical bias towards the role of the final custom-
er in the value creation process by a more processual and holistic view. As is 
emphasized by Vargo and Lusch in an update of their introductory article the 
Service-Dominant logic is an open-source evolutionary concept which is not held 
by the authors as being an idea that is not subject to any further discussion or 
refinement [Vargo and Lusch 2008]. Thus, responding to a kind of misunder-
standing of some aspects of the S-D logic, the authors assume that the starting 
point is the relational and experiental character of the value creation process. 
Value is created implicitly as part of networks, constellations and the resource 
integration process. By the use of resources “all economic actors such as cus-
tomers, suppliers and other interested stakeholders” act and interact to co-cre-
ate value in the given service system [Vargo and Lusch 2006b: 283–284]. The 
service system in question is determined by their knowledge, skills, intentions 
and motivations integrated into the networks and relationships [Edvardsson et 
al. 2014]. The service system is also driven by rules, norms and activities per-
formed on a daily basis by the service system’s actors. These define the contex-
tual framework of a system and, at the same time, relate to the experiental and 
contextual nature of the value assessment process.

Chandler and Vargo compare the issue to some assumptions in the Penrosian 
Theory of the Growth of the Firm [1959] that illustrate how a firm can com-
pete through acquired resources that yield comparatively more service output 
in a given context. There are bundles of potential services situated in different 
networks, relationships and multidirectional resource exchanges that create 
a unique value assessment context [Chandler and Vargo 2011]. Peters et al. adopt 
a more directly interactionist perspective in relation to the role of resources in 
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S-D logic. The resource integration process is recognized as a set of interac-
tions “of nature, man and culture (…), and as a series of activities” performed 
on a daily basis by human agents. Resources “evolve out of the interactions. 
(…) They are not, they become” [Peters et al. 2014; Payne, Storbacka, and Frow 
2008]. Summing up, the value co-creation process and all its elements can be 
spontaneous and unforeseeable. As is noted by Baran the key category of the 
value structure is customer involvement: “Often only the customer’s activity 
unlocks the potential of the value delivered with the product or the service. To 
one customer the same product can be of great value, whilst to another it can 
be valueless” [Baran 2013].

Value comes into existence in-use by the social context and thus it is phe-
nomenologically and practically defined by the actors involved in its crea-
tion. At the same time there is a tacit agreement about the value-in-use term 
as far as the fundamental role of a customer is concerned. “Value is created by 
the user for the user” [Grönroos 2011]. The final customer is the value crea-
tor. Nevertheless there are some inconsistencies when it comes to establishing 
an enterprise’s role as a party in the value co-creation process. According to 
Grnroos, a firm as a developer, producer and supplier of goods and services 
is only a value facilitator. Thus value can never be delivered. Instead it can be 
a kind of value proposition perceived in the resource-based view as a resource 
constellation [Laamanen and Skålén 2015: 383]. At the organizational level the 
crucial aspect is the capability to “understand the resource integration process” 
by a customer as well as by employees recreating collaborative actions [Neghina 
et al. 2015]. Thus this is an interaction process that may be a platform and an 
opportunity for the enterprise to become a value co-creator [Grönroos 2008; 
2011]. However the interaction process should be based on direct and recip-
rocal involvement in the development process of the goods or services. The 
approach permits the exploration of the underestimated role of an enterprise 
in this value co-creation cycle as well as posing important questions about 
the initiation of spontaneous changes within the process of value co-creation.

Vargo and Lusch, revisiting some initial premises of the dyadic firm-cus-
tomer relation, suggest that S-D logic can be applied to different fields of social 
exchange and not only to marketing issues. Value co-creation is centred around 
networks and interactions. It may be assumed that there are value co-creation 
configurations which differ, depending on the direction of the exchange pro-
cess. S-D logic may be referred to as various systems comprising “individuals, 
families, firms, societies, nations” [Vargo and Lusch 2008]. Maglio and Spohrer 
draw on Vargo and Lusch’s perspective to conceptualize a service system that 
forms “dynamic value co-creation configurations of resources (people, tech-
nology, organizations and shared information)”. Moreover S-D logic goes be-
yond the twofold schema of relationships in as far as “every service system is 
both a provider and client of service that is connected by value propositions in 
value chains, value networks or value-creating systems” [Maglio and Spohrer 



117Z. Patora-Wysocka, The institutionalization of practice: a processual perspective

2008]. Chandler and Vargo focus this problem on “actors, dyads, triads, com-
plex networks and service ecosystems” viewed as the co-creation of the market 
perspective [Chandler and Vargo 2011; Frow et al. 2014].

Edvardsson at al. move towards the inclusion of service systems in the no-
tion of social systems. They put forward a thesis that interaction and resource 
integration, as well as value co-creation processes are determined by social 
forces [Edvardsson et al. 2012], so actors, norms, rules, resources and activi-
ties are deployed and integrated to co-create value. In order to observe the 
mechanisms and outcomes of the value co-creation process a more holistic 
perspective is needed. It is assumed here that the processual approach could 
contribute to this idea.

2. Value co-creation from the processual perspective

The processual perspective on value co-creation is still a new and underdevel-
oped approach. It is one of the foundations of the interpretative paradigm in 
social sciences which generally developed when considering the problems of the 
understanding of novelty, change and persistence in social reality. The processual 
approach is focused on the exploration of the processes of transformation and 
adoption in everyday routines and the cognitive schema of practice. In strategy 
management it is developed as part of the Strategy-as-Practice research stream 
[Orlikowski 1992; Johnson, Melin, and Whittington 2003; Jarzabkowski 2005; 
Langely 2007 etc.]. Nevertheless in marketing there are only occasional refer-
ences to the processual approach. Research work on the processual structure 
in marketing mainly draw on the Giddensian structuration theory [1984] and 
apply key structuration notions to the problems of value co-creation [Baran 
2013; Edvardsson et al. 2012; Echeverri and Skalen 2011; Schau, Albert, and 
Arnould 2009; Shove, Pantazar, and Watson 2012].

The structuration theory evolves around the notion of practice. Human ac-
tivity is the very micro-factor that shapes social systems. The creation, persis-
tence and change in social systems take place as part of the recreation of eve-
ryday activities. Social systems are of a processual character. However practice 
and social structures are linked. Practice is then determined by rules, norms 
and meanings which make up the common schema of social order, whilst social 
structures are preserved in the flow of daily actions and routines. In Gidden’s 
words there is a practical consciousness that has nothing to do with the con-
scious and discursive understanding of the social reality. Actors have a ten-
dency to “go on in the context of social life” in reality [Giddens 1984]. Thus 
schemas of action are characterized by different levels of persistence. Some of 
them are changeable but some can be institutionalized. According to Giddens 
practices that form the majority of the most persistent schemas become insti-
tutions [Giddens 1984].
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In the literature the concept of institutionalization has a processual context 
which places a strong emphasis on action. Olivier proposes the idea of institu-
tionalized organizational behaviour being described as “permanent, recreated 
and long-lasting activities (…) determined by specific values, repetitive and 
resisting change” [Oliver 1992]. Defining institutionalization Martinez and 
Dacin refer to “the processes by which societal expectations of an appropriate 
organizational form and behaviour come to take on a rule-like status in (…) 
action” [Martinez and Dacin 1999; Edvardsson et al. 2014]. Thus it may be as-
sumed that institutional schemas are derived from ongoing and daily-recreated 
practices. Edvardsson et al. added some partial problems of value co-creation 
in service systems. They distinguish some fundamental levels of the impact of 
institutional logic on resource integration within service systems. There are reg-
ulative, normative and cognitive institutionalized rules that determine stand-
ards of actions and widely known norms and values in groups of people and or-
ganizations. Institutions shape the way actors behave and perceive their teams. 
These rules matter when it comes to the process of resource integration and 
collaboration on “transforming potential value into value-in-use” [Edvardsson 
et al. 2014]. They can hinder as well as initiate value co-creation. According to 
the structuration theorythe structures of rules determine routinely and almost 
unconsciously recreated actions. Such spontaneity may result in the creation 
of new practices and the adoption of new schemas of daily routines or it may 
be followed by the disappearance of one-time activities. When an organization 
operates in a turbulent market spontaneous actions may imply the grasping of 
opportunities. However what matters is the fact that even unplanned activities 
are characterized by a kind of consistencency within the context of the organi-
zational or service system. That is that unplanned and spontaneous activities 
are not unpurposive. Thus service systems are shaped by social norms, values 
and forces [Edvardsson et al. 2011; Gummerus 2013]. They are dynamic and 
processual constellations of actors, resources and technology that enable action 
within value co-creation. In the same vein the functioning of service systems 
is based on the exchange of practices within the value co-creation process. The 
very interaction and exchange take place both on the level of dyads and multi-
lateral relationships within the introduction of resource integration. The con-
text of everyday relationships and practices provides the framework for value 
assessment. Using the structuration theory, value co-creation becomes a area 
for the reproduction, but also the change, of routines and practices. What is 
particularly interesting is the definition of the role of spontaneous actions in the 
context of interactions and the exchange of practices within value co-creation 
processes. Adopting new practice in the realm of value co-creation may be of 
significance when explaining organizational change in firms that are value co-
creators along with their business partners and customers.

The process of adoption is a kind of perpetuation of new action schemas 
on a daily basis. When considered from the point of view of the contemporary 
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economy, organizational change is more market-like, becoming turbulent and 
unforeseeable. A greater pace of market changes imposes pressure to make 
fast decisions. Very often organizational practices are responses to the market 
environment. They reflect norms and recognizable schemas of ‘proper’ modes 
of action. Therefore practices may not be easily determined. Instead they very 
often emerge spontaneously as well as during a routine.

 It can be assumed that spontaneity is important in initiating changes in 
the course of routine, everyday actions in the context of the value co-creation 
process. It may trigger the process of transforming and therefore the tempo-
ral endurance of organizational life. The exchange of practices in the value co-
creation context is consistent with the dynamic integration of resources and 
interactions of actors within the service system. Value assessment is then im-
portant in that it determines whether actions undertaken spontaneously be-
come institutionalized and adapted to the everyday organizational practice. The 
value creation process interpreted from the processual perspective is not “valu-
able per se. Actions become valuable through interaction with their context” 
[Gummerus 2013]. They are daily and spontaneous actions that can initiate 
or hinder crucial changes within the standard practice of a firm. The empiri-
cal work presented in this article is of an exploratory character and it is based 
on theoretical concepts that add value to delimiting the phenomenon of the 
process of the adoption of new practice within value co-creation. It is aimed 
at revealing the crucial sub-categories of this phenomenon.

3. The adoption of a new practice in the context of value 
co-creation in clothing enterprises

The article presents the results of a comparative case study. A case study de-
sign is a method that aims at providing an insight into the practice-driven 
phenomenon [Gherardi 2012]. I gathered data through interviews, the col-
lection of documents and non-participatory observation of daily work in the 
enterprises. The research was carried out in SMEs from the clothing industry 
operating in the Łódź Province. The specific character of the fashion industry 
within which the companies researched function is based on a seasonal cycle 
and fashion trends. These are the main factors that determine the need to con-
stantly work on the development of fashion products in a fashion cycle. In the 
context of the work processes in the enterprises and the provision of services 
this is related to the need for constant development, often difficult to perceive, 
as it is based on frequent, regular, small changes routinely introduced into the 
day-to-day practice. The value co-creation process can be a platform for the 
observation of the practice transformation process.

The cases were selected carefully due to the character of the research prob-
lem and the researcher’s knowledge of the local industry. The study included 
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two enterprises offering services to external customers, which are companies 
manufacturing products under their own brand name, including fashion de-
signers. Three semi-structured interviews with the owners of the enterprises 
were conducted within a year. The interviews were based on a loose framework 
of themes to be explored and consisted of two parts. The aim of the first part 
of the interview was to determine the characteristic of the enterprises studied, 
whilst the second one explored such areas as the product development process 
in a seasonal cycle, the context of the provision of services, the specific char-
acter of untypical and difficult orders (services), work methods in the realm 
of relationships with customers and the outcomes of challenging services. The 
interviews lasted between one hour and one and a half hours. Notes were made 
during and soon after the interviews and visits to the enterprises.

The Alfa enterprise has been operating in the apparel industry for over ten 
years. Its main office is located in Łódź. It is concerned with manufacturing 
finished products for Polish and foreign companies operating under their own 
brands. It offers the sewing of denim clothes for men, women and children and 
other fabrics delivered. It also offers support in relation to the creation and de-
velopment of collections. The enterprise has a qualified staff and modern ma-
chines, including pick stitching machines, double-needle sewing machines, 
overlock machines, feed-off-the-arm sewing machines, strapping machines, 
hem sewing machines, an automatic belt loop attaching machine, buttonhol-
ers, and bartack sewing machines. The enterprise cooperates with a plethora 
of fabric suppliers and other service suppliers such as embroidery shops, hab-
erdashery manufacturers and a laundry.

The other enterprise researched, Beta, also has its main office in Łódź. The 
enterprise is concerned with inward processing. Its customers are often world-
wide, highly-renowned, premium fashion brands. The company has been op-
erating for a relatively long period – over twenty years. It has the appropriate 
resources and staff making it possible to fulfill even very complicated orders 
requiring the manual preparation of products. The enterprise specializes in 
sewing women’s and teen apparel [Patora-Wysocka 2015a, 2015b].

The key categories of the adoption (institutionalization) of new practice within 
the value co-creation process were identified (Table 1, 2, 3). The main catego-
ries are: spontaneous actions as part of the services rendered, value assesment 
by the value co-creator (an enterprise), new emerging practice process and new 
practice adoption. These four categories gives cognitive visibility to the process 
of the adoption of spontaneous changes within the value co-creation process.

The case of the Alfa enterprise represents the dyadic form of a customer-
enterprise relationship, although in this case the customer is a different com-
pany selling collections under its own brand name. Value co-creation is centred 
around reciprocal interactions comprising the product development process. 
Alfa spontaneously started to render certain services. The enterprise had no 
previous experience in production for premium brands. What is more it did 
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not plan this because it was the customer who found Alfa and made contact 
The customer then came to Poland to check its skills and resource profile. The 
partners undertook to cooperate within a clear context of interaction and di-
rect involvement in the product development process with the customer. The 
owner of Alfa emphasizes that as a result of this the company gained a num-
ber of new skills. It is possible to state that in this case value is close to the con-

Table 1. Partial categories of the conceptual framework of adoption of 
spontaneous changes in value co-creation. An example of the Alfa enterprise

Partial categories Informant’s opinion

Spontaneous activities
(rendering untypical ser-
vices not previously of-
fered to foreign customers 
– premium brand owners)

“Yes, they were the ones who contacted me, first via e-mail, 
and then there were telephone and direct contacts (…) On 
their own, via e-mail. They found me here via e-mail (…)”
In relation to a different partner: “Also via the Internet. I can’t 
really remember now what it looked like but it was also thanks 
to the Internet. He was looking for, I don’t know, a company in 
Poland at the time (…) Yes. He was looking for a company… 
and he came to see what I could do. And then he said: Ok, 
let’s do it. We’ll make the whole collection (…) Yes, we were in 
touch all the time, he would even come here to see how we did 
it (…) Oh, yes, I learnt a lot then. We all did.”

Assessment of value and 
new practice emerging
(spontaneous decision to 
render services and posi-
tive assessment of value 
initiated the need to use 
the resources – skills and 
routines – in a different 
way)

“It was a challenge. That’s right. The fact that I said we could 
do something different. Frankly speaking, I liked it. Because it 
is something new. You can prove yourself (…) and I’ve noted 
that my employees started to like it too. Because they like sew-
ing something different, as then they can say proudly that they 
have solved a problem, managed to do something out of the 
ordinary, something really exclusive.”
„(…) And these are appliquéd fabrics, or other solutions are 
added… That’s it. A lot of Swarovski elements… at that time 
Swarovski wasn’t as well-known as it is today. Now everyone is 
crazy about it but then it wasn’t as popular.”

New practice adoption
(decision to render service 
entailed a change in the 
way the company worked 
on the product; spontane-
ous activities were institu-
tionalized as part of every-
day praxis; moreover, this 
defined the business model 
oriented towards coopera-
tion with foreign premium 
brands)

In relation to cutting threads: “It’s very important. They pay 
attention to it, or they’re even sensitive to it, but I think it’s 
because… it’s standard here now, but at first we were also 
surprised: how can you find fault with one small thread that 
you can’t even see because it’s hidden, but now… We were 
surprised. But now it’s our standard. We now know that not 
even a piece of thread can be visible, not even near the inside 
stitches or hidden somewhere under the lining because they 
can spot it. And now it’s our standard, right?”
“(…) But, you know, it’s connected with prices because you 
know, the lower the amount of something, the more it costs. 
But this is the path I’ve chosen. I think it’s more profitable to 
make less but for a higher price, and something more unique.”

Source: [Patora-Wysocka 2015a, 2015b].
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cept of value in-use in the realm of everyday activities (Table 1). This use gains 
a new meaning as it cannot be related to the use of a product or a service by 
the customer, but to the processual context of work on the service, as a result 
of which the service co-creator acquires new skills that are crucial in everyday 
practice. There is value in-action emerging. From the processual perspective 
this is connected with the mode of daily working and the company’s customer 
profile. The adoption of resource integration took place due to the fact that rou-
tines, values and norms are set up in very specific constellations. As the owner 
emphasized: “(...) I’ve noted that my employees started to like it too. Because 
they like sewing something different as then they can say proudly that they have 
solved a problem, managed to do something out of the ordinary, something 
really exclusive” (Table 1). What is more, over the course of time, the adoption 
of this mode of activity reoriented the business model.

The spontaneous decision to render services for an unusual customer initi-
ated the extension of the scope of the services offered by Beta. That institutional 

Table 2. Partial categories of the conceptual framework of the adoption of 
spontaneous changes in value co-creation based on the example of the Beta 
enterprise. An example of a positive value assessment outcome

Partial categories Informant’s opinion

Spontaneous activities
(decision to render servic-
es for an unusual foreign 
customer operating in the 
furniture industry)

“We make jeans sofas, I mean covers, and we cooperate with 
a company manufacturing furniture, and we simply sew such 
covers for the sofas and then they put it on the frame, and you 
can buy a jeans sofa, right? (…) Yes, yes, they found us through 
fabric suppliers, you know? They went to a fabric wholesale 
company, they asked someone… and this person recom-
mended us.”

Assessment of value and 
new practice emerging
(spontaneous decision to 
render untypical services 
initiated the emergence 
of a new mode of using 
everyday routines and the 
extending of the scope of 
the services rendered)

“Well, frankly speaking… we didn’t have a clue how to do 
it, I mean… The first time. They were completely different, 
some structures, huge… and then you just put it on. (…) They 
provided us with a kind of a template but we had to add the 
shrinkage factor because it is washed, right? (…) At first, we 
made a three-person sofa, then some corner sofa was added, 
and then some single items, like a pouf, oh, here’s the pouf 
(…). Sometimes, they even ask us what we would change or 
add (…). You have to be flexible, otherwise you won’t make it.”

New practice adoption 
(consolidation of a new 
mode of acting entails 
a change in the way the 
company works on the 
product and the develop-
ment of direct and indirect 
network relations)

“This year they went to some fair because we manufactured 
a lot… Then there was something like that, I mean we pro-
duced for them all the time (…). Now they found some cus-
tomer from Russia, who ordered a lot of this from them, so we 
had a good beginning of the year with them, really good. We 
all thought for some time that everyone got bored with this, 
but surprisingly a new market appeared.”
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arrangement emerged from interaction through networks of partners and then 
it came to the exchange of practices. A new customer came up with a new idea 
and a new product concept. Beta had to slightly change the previous way of 
resource integration. A completely new mode of using routines and capabili-
ties was crucial for the process of co-creation (Table 2). The process of prod-
uct development was at first a novelty for both parties. After a positive value 
co-creation process there were new product adjustments that were based on 
changing the form of the key concept. The process of value co-creation resem-
bles the emergence of know-how. It may be assumed that the Beta case repre-
sents a micro-service system which is a unique configuration of partners, the 
resources they possess as well as an idea for a product that enabled market ex-
ploration within the co-creation process.

Practices can evolve, change and disappear (Table 3). A processual sche-
ma emerges when it is created and recreated within the value co-creation and 
exchange of practices. Referring to the very specific context of the Beta case 
it may be assumed that there is no reproduction process. Negatively assessed 

Table 3. Partial categories of the conceptual framework of the adoption of 
spontaneous changes in value co-creation using the example of the Beta 
enterprise. An example of a negative value assessment outcome

Partial categories Informant’s opinion

Spontaneous activities
(decision to render servic-
es for a fashion designer)

In relation to an order from a fashion designer: “How did he 
find us? It was thanks to that woman, the woman who would 
visit us because she used to work in, what do you call it, Zeta, 
that’s right (a different Beta customer). She was also some kind 
of a designer or someone like that, well, she knew, she con-
tacted us through Zeta.”

Assessment of value and 
new practice emerging
(the way services were 
rendered was demanding 
for Beta, differing from the 
previous mode of action)

“Delta had quite a specific idea of what they wanted (…) They 
have their visions (…) We sometimes had to bring them down 
to earth, as some things just can’t be done (…) Generally, you 
can say there is something like prestige or something like that 
but such cooperation is hard (…). Delta also had a friend. We 
worked here together, and she also worked there. We kept in 
touch. The girl supervised this. But we also had a few meetings 
with Delta.”
ZP-W: “Did she come here?”
B: “Yes, yes, she supervised everything here (…) because, you 
know, they make small series (…), they don’t do any bigger 
ones, so you know, the price is also a bit different than for 
someone who orders 1,000 items (…). This is more tailoring 
than a sewing room…”

New practice adoption
(the new mode of action 
was not consolidated)

ZP-W: “Do you see this as a breakthrough in your company?
B: No, absolutely no, this was just an episode.”
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value made it unproductive to carry on the exchange of practices. The method 
of work on the product development required by the customer differed from 
the concept of the service system that was cultivated by Beta. At the same time 
Beta has skills, material resources and access to suppliers and other service pro-
viders that are of significance in the process of value co-creation. Nevertheless 
there is a disparity within the resource integration in as far as it is driven by 
intention, financial aims, time-priorities and the scale of scope. The outcome 
of the value co-creation assessment was negative so the adoption of new prac-
tice was impossible (Table 3).

Conclusions and recommendations

The case study and the theoretical analysis support the idea that there is prac-
tical and theoretical significance in the process of adopting spontaneous ac-
tions within the value co-creation context. The processual stream of thought, 
together with its conceptual framework and vocabulary, provide comprehen-
sive and meaningful foundations for the understanding of change in market-
ing. It is focused on exploring transformation processes from the perspective 
of routines, daily activities and interactions that shape service-systems. I It also 
opens up underdeveloped issues in Service-Dominant logic which take up the 
issue of value co-creation from the perspective of an enterprise that is also one 
side of this process. Spontaneous actions thus initiate new resource reconfigu-
ration, new value propositions, assessments and outcomes. It may be assumed 
that the phenomenon dealt with is central to other types product groupings. 
Nevertheless the exploratory purpose of the empirical work presented here of-
fers challenges for the adoption of the multi-case study design. The research 
was aimed at revealing sub-categories of the adoption of the emergence of new 
practice within the value co-creation process. However the category of practice 
itself is built upon institutional and behavioural contexts. Thus all explanatory 
aspects should be unbundled in future research.

The interactionist view on value co-creation places a strong emphasis on the 
relational and multidirectional character of social order. The notion of value 
co-creation includes dynamic relations, actions and resources. The Giddensian 
view on social change takes these ideas one step further, focusing on the re-
cursiveness of social structures and practice. Reproduction of daily activities 
is a basic element for structures and these structures are then foundations for 
actions. That structural ‘flow’ is ‘going on’ within the frames of norms, values, 
rules and resources that form the environment of value co-creation. The re-
search indicates that much depends on the suitability of co-creators for their 
service systems. Partners can have appropriate material resources, skills and 
access to adequate services. However the processual perspective shows that 
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consistency at the level of intentions, motives and norms determining busi-
ness goals is also of significance. In this respect one can come up with recom-
mendations for entrepreneurs. They would be mostly of cognitive value and 
cannot be generalized as ‘the drawback’ of the processual perspective is its phe-
nomenological bias towards the exploration of a situational context. Summing 
up, practice and spontaneous actions may be perceived as important cognitive 
spheres for the processes of value co-creation and adoption.
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