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Abstract 

Recent market developments such as increasing digitalization of services, 
professionalization of customers, and transparency about the specific value of IT services, 
are putting IT consulting firms as well as their customers under pressure. Thus, it is of 
high importance that IT consultancies and their customers are jointly working together 
to innovate new services and solve specific tasks which come along with the digitization 
of services. Although previous literature offers valuable starting points for explaining 
such collaborative value creation, we do not see specific approaches that comprehensively 
address this challenge. By drawing upon the service-dominant logic as the theoretical 
frame, we deductively develop a conceptual model that explains the emergence of co-
created value within IT consulting relationships. After a thorough empirical validation of 
our model, our ultimate contribution will be a theory that equips IT consulting firms and 
their customers with information to better understand the drivers of co-created value. 

Keywords: Value, value co-creation, service-dominant logic, IT consulting services, 
digital transformation 

  



 Value Co-Creation between IT Consultancies and their Customers 
  

 Thirty Seventh International Conference on Information Systems, Dublin 2016 2 

Introduction 

Digitalization has begun to change the rules of competition in many industries. Salient characteristics of 
digitalization are that the speed of change has further increased and the level of competition has been 
intensified (Veit et al. 2014). As a consequence of these disruptive markets forces, organizations need to 
reconsider and to adjust their business models to remain competitive (Veit et al. 2014). In this quest for 
digitizing existing business models, organizations often rely upon the knowledge of consultancies as 
external knowledge providers. This way, organizations closely interact with IT consulting firms to achieve 
digitized business models, innovations, and thus a particular business value from the collaboration. In the 
same vein that regular organizations feel pressured to remain competitive, so do consulting firms. While 
their fundamental business model has not changed for many decades, consulting firms are currently faced 
with serious challenges putting the complete market at the risk of disruption (Christensen et al. 2013). A 
major trigger of this development is, next to a general market saturation (Richter and Schmidt 2006), the 
customer companies’ increasing sophistication about consulting services. Looking at the domain of 
information technology (IT), service providers are further pressured by both a persisting competition from 
low-wage countries and the rise of innovative services, such as cloud computing, providing alternatives to 
the established business models (McCarthy and Matzke 2010). Given that situation, for IT consultancies it 
is more essential than ever before to understand the needs of their customers as good as possible. Only with 
a deeper comprehension of how their service provision leads to value for the customer will those companies 
be able to optimize their customer relationships and, finally, increase or at least keep their sales and profits.  

Previous research posits that the value of such collaboration does not emerge in either the service provider 
(i.e., the IT consultancy) or the customer organization, but emerges through co-creation (Vargo and Lusch 
2004). While knowledge on the underlying mechanisms between an IT consultancy’s service provision and 
a customer’s value receipt is surprisingly scarce, some related aspects have already been investigated. First, 
the work of Das et al. (1999) explicitly focuses on the explanation of customer satisfaction with IT 
consultants. The presented model, however, does not fully cover all facets that we find relevant in this 
particular context (e.g., collaboration quality and value co-creation). Second, Yoon and Suh (2004) present 
an IT Consulting SERVQUAL as a valuable measurement instrument for service quality of and customer 
satisfaction with IT consultants. Similar to the article mentioned before, it takes a solely firm-centric 
perspective which became outdated with the advent of the service-dominant logic (S-D logic) (Vargo and 
Lusch 2004; Vargo and Lusch 2008; Vargo and Lusch 2016). Subsequent and building on the S-D logic, 
Breidbach et al. (2013b) investigate innovation in service profit firms, also acknowledging the customer-
centric perspective. In this line of inquiry, we draw upon Breidbach et al. (2013b) but focus on explaining 
the objective of this paper, value, instead of on innovation. Chan et al. (2010) provide empirical evidence 
from professional financial services and show that customer participation is significantly linked to customer 
value creation. Further, the approach of Barrutia and Gilsanz (2013) is grounded in the S-D logic and 
evaluates the electronic service quality and value in a B2C-ecommerce context. They posit that “[…] both 
consumer expertise and electronic service quality directly and positively affect value perception” (Barrutia 
and Gilsanz 2013, p. 231). However, the presented approaches focus on business to consumer relationships 
and/or the service under investigation cannot be compared with IT consulting services. 

To conclude, we consider the closely related work as valuable starting points for our research. However, so 
far we do not see any specific comprehensive attempt addressing the practical problem outlined above. To 
address this research gap, we formulate the following research question: RQ1: Which factors explain the 
value creation emerging from the collaboration between IT consulting firms and their customers? RQ2: 
Which role does the service recipient capabilities play in terms of value creation between IT consulting 
companies and their customers? Based on what we learn from previous theoretical approaches, we aim at 
deductively developing a research model that will help us answer our research questions. After successfully 
laying the conceptual groundwork with this peace of research, our future research activities will comprise 
an empirical validation of the conceptual model.  

Theoretical Foundations 

As indicated in our introduction, we grounded our research in S-D logic. In 2004, Vargo and Lusch (2004) 
published the seminal work with which the dichotomy of goods and services is overcome. They define 
service “as the application of specialized competences (knowledge and skills) through deeds, processes, and 
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performances for the benefit of another entity or the entity itself” (Vargo and Lusch 2004, p. 2). In their 
view, goods are a distributing mechanism for services because a service represents the fundamental unit of 
exchange (Breidbach and Maglio 2015; Vargo and Lusch 2004; Vargo and Lusch 2016). Moreover, the S-D 
logic and related perspectives, e.g., service logic and service science, focus on transactions in which 
specialized competences, such as knowledge and skills, are exchanged (Bruns and Jacob 2014) and describe 
the mutual interaction between the provider of a service with its customers. Therefore, it is vital to 
understand the S-D logic’s assumptions “all economies are service economies” (Vargo and Lusch 2004, p. 
10) and “enterprises cannot deliver value, but only offer value propositions” (Vargo and Lusch 2008, p. 7). 
Hence, the role of the customer and its resources has become more and more important. However, 
Heinonen et al. (2010) put forth that the S-D logic is still service provider-orientated and additionally 
integrates customers “[…] as employed by the company or as a partner […]” (p. 533). Moreover, they state 
that “[…] the center of interest are not exchange and service as such, but how a company’s service is and 
becomes embedded in the customer’s contexts, activities, practices, and experiences, and what implications 
this has for service companies” (Heinonen et al. 2010, p. 533). Hence, their customer-dominant logic places 
the customer in the center and not the service. In our research endeavor, we focus on the service and its 
mutual interactions with the service recipient within a specific service delivery process. Consequently, we 
consider service recipients as partners in the value co-creation process and follow the view of Vargo and 
Lusch (2008, p. 7) that “service is the fundamental basis of exchange”. 

Value Propositions, Value Co-Creation, and Value 

Within the initial work and later revised works of S-D logic, the term value proposition has not been defined 
clearly (Vargo and Lusch 2004; Vargo and Lusch 2008; Vargo and Lusch 2016). However, looking in related 
works, value propositions are considered as commitments the service provider makes that value-in-
exchange is connected with value-in-use (Ballantyne et al. 2011; Frow and Payne 2011; Kowalkowski 2011; 
Lusch et al. 2007). Similarly, Grönroos and Voima (2013) consider value propositions as “promises that 
customers can extract some value from an offering” (Grönroos and Voima 2013, p. 145). However, the actual 
evaluation whether the service contributes to the service recipient’s value in future use has to be made only 
by the service recipient. Thus, the service provider cannot assure an initial value contribution (Skålén et al. 
2014). Furthermore, the offered value proposition has to put the individual service recipient in a better 
position. The service provider can only make suggestions how the value proposition should be used. The 
emergence of value, however, differs in literature. Grönroos (2006) proposes that only service recipients 
are value creators and service providers are considered value co-creators only in the case interactions exist 
between both parties. In other terms, a service provider is co-creator when the service recipient invites the 
service provider to interact, otherwise the service provider is merely a facilitator. In contrast, Vargo and 
Lusch (2016) put forth that “value is always co-created” (p. 5) between a service provider and the service 
recipient. Furthermore, Barrutia and Gilsanz (2013, p. 232) state that “service science suggest that company 
and consumer service systems simultaneously access, adapt, and integrate resources to create value for 
themselves and others.” Summarizing, service provider cannot deliver value directly. It rather emerges in 
the service recipient sphere (Ballantyne and Varey 2006; Grönroos and Ravald 2011; Gummesson 2007; 
Vargo and Lusch 2016) which should be seen as value-in-use (Bruns and Jacob 2014; Lusch and Nambisan 
2015; Lusch et al. 2007; Vargo and Lusch 2004) because the value for service recipients is generated by 
them while using and/or consuming the provided service (Grönroos and Ravald 2011; Sandström et al. 
2008). 

Service provider and Service Recipient Capabilities 

In the light of the S-D logic and the closely related research fields, it is necessary to consider service provider 
resources as well as the resources of the service recipient in the value co-creation process. We 
correspondingly needed resources as service provider capabilities and servicer recipient capabilities. In the 
service process of IT-rich services, such as IT consultancy services, however, the role of the service recipient 
and its resources is particularly crucial. Therefore, we draw upon the above presented notion of the S-D 
logic and integrate service recipient capabilities next to service provider capabilities on the basis of Barrutia 
and Gilsanz (2013). Moreover, we also base our research on IT outsourcing literature to incorporate existing 
vendor capabilities. 
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Service Recipient Capabilities 

Arnould et al. (2014) distinguish between operant and operand resources of service recipients, such as 
firms. On the one hand, operand resources of service recipient are e.g., physical and tangible resources, 
economic resources as well as goods and raw materials in their possession and which are under their sole 
control (Chandler and Vargo 2011). On the other hand, service recipients have also operant resources, e.g., 
knowledge and skills, business and family relationships, and openness in relation to certain activities 
(Alborz et al. 2003; Barrutia and Gilsanz 2013). Vargo and Lusch (2004, 2008, 2015) state that in the S-D 
logic the fundamental unit of exchange is service (knowledge and skills). Fahey and Prusak (1998) 
understand knowledge as personal information which are in individual minds. Thus, our focus is on the 
operant resources’ knowledge. Therefore, we follow the line of reasoning of Barrutia and Gilsanz (2013) and 
use the more narrow term customer expertise accordingly, which is defined “[…] as the ability to perform 
product-related tasks successfully” (Alba and Hutchinson 1987, p. 411). Thus, in an IT consulting context, 
in which information is considered as the key resource (Mills and Margulies 1980), from an S-D logic 
perspective, all involved actors need expertise which consist of information. Therefore, service recipients 
should possess the needed expertise in the IT domain to have the ability to co-create value. Consequently, 
customer expertise is a major operant resource in our context. Furthermore, Arnould et al. (2014) argue 
that social resources should also be considered as customers’ operant resources. Also, IT outsourcing 
literature acknowledges that strong interpersonal and communications skills as well as knowledge sharing 
are needed to successfully manage IT outsourcing relationships (Alborz et al. 2003; Beulen and Ribbers 
2002; Lee 2001). Social resources may comprise, for instance, interpersonal trust, know-how exchange, 
perceived pressure, relationship proneness, and social expertise (Paredes et al. 2014). In our business-to-
business context, we focus on expertise and interpersonal trust during an IT consulting service. 
Furthermore, the service recipients need to be open minded towards innovations in services and their 
underlying processes (Parasuraman and Colby 2015). The nature of IT consulting service, especially in the 
light of digitalization of services, is rather innovative and aims at solving a specific problem and/or invent 
new services. Summarizing, from a service recipient perspective, the co-creation in IT consulting services 
is decisively depending on its operant resources.  

Service Provider Capabilities 

Analogous to the service recipient, the service provider also has operand and operant resources. We focus 
on operant resources which are “[…] those that act on other [operand] resources […]” (Vargo et al. 2008, p. 
148). According to the S-D logic, firms cannot provide value directly, they only can offer value propositions. 
Service quality is the major resource of professional service firms (Kaiser and Ringlstetter 2011) and should 
thus be considered as operant resource. In the hierarchy model of Madhavaram and Hunt (2008), the 
service quality of an IT consulting firm can be established as a higher-order interconnected operant 
resource (IOR). They define “an IOR as a combination of two or more distinct, basic resources in which the 
lower order resources significantly interact, thereby reinforcing each other in enabling the firm to produce 
efficiently and/or effectively valued market offerings” (Madhavaram and Hunt 2008, p. 70). The key 
operant resources of an IT consulting firm are knowledge and skills which can be provided through the 
firm’s employees (Alborz et al. 2003; Breidbach et al. 2013b; Goles 2003) and lead to a high IT consulting 
quality.  

Conceptual Development 

After having introduced the theoretical foundations and previous works related to the investigation of value, 
we now derive our propositions to explain the value co-creation between an IT consultancy and its 
customer. We focus on the value co-creation from an individual perspective. Thus, the unit of analysis is 
the individual relationship between a service recipient and a service provider. Therefore, we propose a value 
model which consists of service recipient and service provider capabilities, collaboration quality, and the 
derived value-in-use out of the service. To derive our conceptual model, we were inspired by previous works 
of Chan et al. (2010), Breidbach et al. (2013b), and Barrutia and Gilsanz (2013) to also integrate the service 
recipient view. Thus, we make sure to be consistent with the S-D logic and related perspectives. In our 
notion, we adopt the view of Barrutia and Gilsanz (2013) of the value co-creation core model which consists 
of the service recipient, service provider capabilities, the value perception and, in addition, integrate the 
collaboration quality. In general, our dependent variable ‘value-in-use’ is the ratio between benefits and 
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sacrifices (Varki and Colgate 2001), which emerges in the S-D logic during the use of the service and in the 
service recipient sphere, as mentioned above (Grönroos and Voima 2013; Vargo and Akaka 2009; Vargo 
and Lusch 2004). Hence, the context-specific service experience is judged by the service recipient and is a 
cognitive comparison of former usage experiences with the current one and leads to value-in-use. However, 
the value develops throughout the whole value chain. We thus propose a theoretical model that integrates 
the factors which we expect to contribute to value-in-use with IT consulting services from both, a service 
provider and a service recipient sphere as well as the collaboration quality. 

Collaboration Quality 

Collaboration quality refers to the extent to which at least two entities work jointly and coordinated 
together (Pereira and Soares 2007). Chen et al. (2013, p. 914) state that collaboration “improves usefulness 
because there are now multiple ways to deal with trading partners.” Collaboration consists of personal 
interactions and relations between service provider and service recipients as well as interactional aspects 
like courtesy, respect, and friendliness (Kelley et al. 1990). Furthermore, collaboration depends on the 
mutual trustworthiness of the participants. The better these qualities, the stronger are the ties between the 
service provider and the service recipient (Yi and Gong 2013), and thus, a higher value during the use of the 
service emerges. Hence, a strong relationship between the service recipient and the service provider as well 
as a thoroughly executed relationship management are needed for a high collaboration quality (Goles 2003; 
Han et al. 2008). According to Ennew and Binks (1999) these multiple interactions are a prerequisite for 
successful value co-creation, which is why collaboration quality contributes to value-in-use. Hence, we 
propose: 
P1: Collaboration quality has a positive impact on value-in-use. 

Service Provider Capabilities 

Within the service provider capabilities the IT consulting service quality ultimately contributes to value. IT 
consulting service quality “is best described as the result of an assessment process, in that course the client 
compares the expected service with the one delivered” (Kaiser and Ringlstetter 2011, p. 40). In turn, the IT 
consulting service quality depends on the operant resources: process quality, solution quality, and social 
expertise of the provider. Thus, IT consulting service quality is the outcome of the overall assessment of the 
service. The IT consulting service quality is, in contrast to objective quality, a judgment of the individual 
and thus a subjective perception (Kang 2006). According to Cronin et al. (2000), service quality is the main 
determinant of value. In addition to Cronin et al. (2000), Gallarza et al. (2013) confirm this view with their 
empirical findings. Thus, we conclude: 
P2: IT consulting service quality has a positive impact on value-in-use. 

Solution Quality, Process Quality, and Social Expertise of the Provider 

Grönroos (1984) portrays one of the first published service quality models in which he splits up services 
and their inherent quality into functional and technical quality. This way, technical quality refers to “what 
the customer gets” (Grönroos 1984, p. 39) while functional quality describes ”how he [the customer] gets 
it” (Grönroos 1984, p. 39). In other words, Grönroos (1984, p. 39) outlines that “the perceived service 
[quality] is the result of a consumer’s view of a bundle of service dimensions, some of which are technical 
and some of which are functional nature”. While the model serves as a good starting point, it is solely firm-
centric. In light of our research questions, we incorporate an adoption of the variable technical quality and 
the variable functional quality. The first form, technical quality (or outcome quality) that we incorporate in 
our IT consultancy industry model as solution quality, refers to the final result of the IT consultancy service 
that the customer receives. Similar to an outsourcing vendor, an IT consulting firm needs the required 
technical skills to deliver the appropriate solution (Goles 2003). The second form, functional quality that 
we incorporate in our model as process quality, refers to the way in which the service recipient is receiving 
the service. In the context of IT consulting services, the outcome is a solution to a specific IT-related 
problem of an organization and/or an innovative new service, which is why we equate solution quality with 
technical or outcome quality. While the way how a service in terms of process quality is provided is 
continuously assessed by the service recipient, solution quality is assessed when the provision of the service 
is (partly) completed. However, both quality dimensions contribute to the overall IT consulting service 
quality. Solution quality is defined as the “answer [to] the question of what a customer gets […]” (Grönroos 
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1984, p. 39). Grönroos (1984) describes that the overall service quality is comprised of both functional and 
technical quality, while Rust and Oliver (1994) equate technical quality with outcome quality. Thus, we 
follow the notation of Rust and Oliver (1994) and conclude: 
P3: Solution quality has a positive impact on IT consulting service quality. 

Process quality is defined as “the way a service is delivered to a consumer – that is, the customer’s 
perception of the interaction that takes place during service delivery” (Kang 2006, p. 39) and is a decisive 
element for how a service recipient perceives the overall service (Berry et al. 1985). Furthermore, the 
process through which the service is delivered influences the quality of the overall solution (Sweeney et al. 
1997). More precisely, process quality is assessed by the service recipient’s interactions with the service 
provider during service provision (Berry et al. 1985) and thus, in accordance to the S-D logic. As mentioned 
above, the process quality contributes to the overall IT consulting service quality, and we conclude: 
P4: Process quality has a positive impact on IT consulting service quality. 

Social expertise of the provider is defined as the “degree to which consumers receive intelligent social 
support […]” (Barrutia and Gilsanz 2013, p. 235). We assume that this conclusion also remains valid in a 
business-to-business context and for the service provider employees. Employees of an IT consultancy also 
receive intelligent social support from their working colleagues with which they collaborate. Intelligent 
social support can be seen as knowledge transfer. According to Gruen et al. (2007), knowledge is 
transferable and the transferred knowledge can be used to complete the required service. However, the 
knowledge transfer will only take place if there is an interpersonal relationship between the actors 
(Breidbach et al. 2013a) and if the person receiving such support has openness towards social support. The 
interpersonal relationship depends on the interpersonal trust which refers to “the willingness of a party to 
be vulnerable to the actions of another party based on the expectation that the other will perform a 
particular action important to the trustor, irrespective of the ability to monitor or control that other party” 
(Mayer et al. 1995, p. 712). Thus, trustworthy relationships within the project team of the service provider 
is a precondition for knowledge transfer and thus, for social expertise. Within the IT consulting project 
teams, there are various kinds of actors with different expertise. Furthermore, it is possible that the project 
team members may work together for the first time and are cross-functional, mainly business and IT (Chua 
et al. 2012). Hence, it is of inevitable importance for the IT consultancy to establish a strong and trustworthy 
team. The social expertise will enhance the quality of the collaboration and furthermore enable a high level 
of IT consulting service quality. Thus, we conclude: 
P5: Social expertise of the provider has a positive impact on IT consulting service quality. 
P6: Social expertise of the provider has a positive impact on collaboration quality. 

Summarizing, the service provider capabilities focus on the operant resources of a firm. In our context, an 
IT consulting firm can only provide knowledge and skills as well as the quality of the delivery process and 
the social expertise of the consultants. We propose that the three dimensions (solution quality, process 
quality, and social expertise of the provider) positively influence the service recipient’s overall IT 
consulting service quality perception. 

Service Recipient Capabilities 

Due to the mutual provision of IT consulting services, there are always multiple actors involved in the 
provision. According to Vargo and Lusch (2016, p. 4), ”value is co-created by multiple actors, always 
including the beneficiary.” Therefore, we include, next to the service provider capabilities, the service 
recipient capabilities to integrate also its operant resources. Within in the service recipient capabilities 
customer expertise ultimately contributes to value. Customer expertise refers to service recipient’s 
familiarity and knowledge about the firm’s offering (Alba and Hutchinson 1987). In line with Alba and 
Hutchinson (1987) and their view that a successful provision of a specific task needs more than one type of 
knowledge, we incorporate the constructs functional expertise, innovativeness and social expertise of the 
service recipient. A high overall customer expertise will help the service recipient to use the provided value 
propositions. Furthermore, the service recipient on an individual level can effectively participate in the 
service provision process. Expertise, understood as the overall competence and skills of employees 
(innovativeness, functional expertise, social expertise), affects the perceived value. Hence, we summarize: 
P7: Customer expertise has a positive impact on value-in-use. 



 Value Co-Creation between IT Consultancies and their Customers 
  

 Thirty Seventh International Conference on Information Systems, Dublin 2016 7 

Functional Expertise, Innovativeness, and Social Expertise of the Service Recipient 

Hoffman (1998, p. 85) defines a functional expert as “one who has special skills or knowledge derived from 
extensive experience with subdomains.” Deriving from this definition, we consider functional expertise of 
the service recipient as the extent to which an employee is an expert in a specific domain (Han et al. 2008). 
Within the area of the IT department, the service recipient should be striving to employ workers with IT-
specific knowhow and skills to collaborate and further use the solution delivered by an IT consultancy. As 
another specific knowledge of a service recipient, functional expertise will form the overall individual 
customer expertise. Thus, we propose: 
P8: Functional expertise has a positive impact on customer expertise.  

Innovativeness is simply defined as “willingness to change” (Hurt et al. 1977, p. 59). Hence, the employees 
of the service recipient should be willing to change their work processes and/or work flows. IT consultancies 
are assigned to support their customers to resolve a specific task (Turner 1981) and/or to develop innovative 
services. Especially in light of the digitization of services, a certain level innovativeness and a willingness to 
change is necessary. If the service recipient’s employees are willing to change, adopt, and use the provided 
solutions, their level of customer expertise will increase. Hence, we propose: 
P9: Innovativeness has a positive impact on customer expertise. 

The social expertise of the recipient, while similar to the service provider capabilities, takes the recipient’s 
view. According to Paredes et al. (2014, p. 128), social expertise is defined as the “knowledge available in 
consumer social context“ and thus, it will influence customers expertise (Barrutia and Gilsanz 2013). Here 
again, employees of the service recipient receive intelligent social support from their workmates, i.e. 
colleagues from other departments or from the same department as well as colleagues form external service 
providers. In contrast to the service provider’s social expertise, the employees of the service recipient work 
in their regular team and for a longer time period. Because of the interpersonal trust which is needed for 
the knowledge transfer, social expertise of the service recipient contributes again to the above mentioned 
collaboration quality. Furthermore, social expertise is a specific form of expertise and contributes to the 
overall individual expertise of an employee (customer expertise). Hence, we propose: 
P10: Social expertise of the recipient has a positive impact on customer expertise.  
P11: Social expertise of the recipient has a positive impact on collaboration quality. 

Summarizing, the service recipient capabilities focus also on the operant resources of the service recipient. 
In our context, the service recipient of an IT consulting service should also provide knowledge, skills, and 
social expertise as well as has to be open to innovations which are decisive for the value co-creation. In sum, 
we propose that the three dimensions social expertise of the service recipient, functional expertise, and 
innovativeness positively influence customer expertise. Figure 1 gives an overview of the derived 
propositions.  

 

Figure 1. Model Explaining Value Co-Creation in IT Consulting Relationships 
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Possible operationalization for the constructs of our conceptual model have been suggested in previous 
research. An overview can be found in Table 1. 

Construct Operationalizations 

Solution Quality  Sureshchandar et al. (2002), Barrutia and Gilsanz (2013), Han et al. 

(2008), Goles (2003) 

Process Quality Sureshchandar et al. (2002) 

Social Expertise of the Provider Barrutia and Gilsanz (2013), Gruen et al. (2007), Goles (2003), Yi and 

Gong (2013) 

Collaboration Quality Ruivo et al. (2012), Yan and Dooley (2014), Zacharia et al. (2011), Han et 

al. (2008), Yi and Gong (2013) 

Social Expertise of the Recipient Barrutia and Gilsanz (2013), Gruen et al. (2007), Yi and Gong (2013) 

Innovativeness Barrutia and Gilsanz (2013), Hurt et al. (1977)  

Functional Expertise Auh et al. (2007) 

Customer Expertise Bell and Eisingerich (2007) 

IT Consulting Service Quality Brady et al. (2005), Yang et al. (2005), Goles (2003), Brady and Cronin 

(2001) 

Value-in-Use Barrutia and Gilsanz (2013), Callarisa Fiol et al. (2009), Sweeney and 

Soutar (2001) 

Table 1. Sources for Construct Operationalization 

Referring to our model, we integrate two perspectives, the perspective of the service provider and the one 
of the service recipient. Within the service provider sphere, the process and solution quality as well as the 
social expertise contributes to the overall IT consulting service quality. This perspective presents the quality 
of how the service is delivered (Kärnä 2014) and what the IT consultancies actually delivers. The IT 
consulting service quality depends on the operant resources of the consultancy firm. In our context, operant 
resources of an IT consulting firm are especially skills and knowledge as well as the ability to be trustworthy 
in the eyes of the service recipient. The IT consultants need to be trustworthy to get the required information 
as accurate as possible form the service recipient and also to conceive customer requirement as precise as 
possible. Moreover, the operant resource social expertise is needed to gain a high collaboration quality to 
have a pleasant work relationship within the whole project team. But also the service recipient should 
integrate its operant resources. Innovativeness, seen as the willingness to change, is needed to see beyond 
one’s own nose and accept the delivered solution. Functional expertise is needed to understand what the IT 
consulting firm is doing and if this is appropriate. Additionally, the social expertise of the service recipient’s 
employees encourages their trustworthiness and contributes to a higher collaboration quality and a higher 
customer expertise. In the actual value co-creation model, we also incorporate the collaboration quality. We 
propose that the way and the manner the involved actors collaborate is decisive for the value-in-use. The 
service recipient evaluates the final professional advice during its usage. Hence, the formation of value takes 
place individually. 

Conclusion and Outlook 

We set out to deductively build up a conceptual model with which we aim to explain the emergence of value 
in IT consulting relationships from both the perspective of the service provider and the service recipient. 
To achieve this goal, we transferred established approaches from marketing and service research into the 
IT consulting domain to develop a comprehensive, yet parsimonious model. In particular, the S-D logic 
guided our model development stressing the co-creation process during the service provision. With our 
derived model we lay the foundation of a future empirical validation.  

Before we conclude this paper by outlining our recommendations for future research and by highlighting 
our contributions to both theory and practice, we briefly discuss the limitations of our study. Since our 
study, so far, is only a conceptual piece, we do not have any empirical evidence as to how far our propositions 
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reflect the reality and as to how strong the proposed relationships between constructs are. Thus, while the 
model is deductively derived on theoretical accounts, the empirical validation remains for future research. 
Another aspect we want to highlight is that our study only focuses on perceived value, which can be 
considered as a key determinant of IT consulting service success. Success in that respect may also be 
influenced by additional factors such as price, political connections, and sales capabilities (Das et al. 1999; 
Oh 1999) which, however, is beyond the scope of our study. Furthermore, we decided to simplify our 
conceptual model by excluding circular relationships that would emerge from a more dynamic perspective 
of how value is co-created between a service provider and a service recipient to enable a subsequent 
operationalization. Regarding the specific next steps in this research endeavor, we deem quantitative-
empirical methods as most suitable to validate our proposed model. Almost all organizations have 
relationships with IT consultants, such that the average employee will be able to respond to questions 
regarding to the service provision and his or her level of perceived value with one of the IT consulting 
services offered. Thus, as specific next steps in this research project, we will define the measurement model 
based on the preliminary operationalization suggested above, develop a suitable survey instrument, collect 
quantitative-empirical data, and finally analyze the data using a structural equation modeling approach 
(Straub 1989; Urbach and Ahlemann 2010). To capture both the service provider and the service recipient 
perspective we will collect matched pairs (O'Farrell and Hitchins 1988; Peck 1985). Through measurement 
of the two spheres, we will obtain better insights and a comparison of the service recipient’s view and the 
provider’s view is possible. To account for the particularities of the IT consulting domain as outlined in the 
introduction (broad variety of offered services, fragmented market in terms of the service providers’ 
characteristics, different customer segments), we aim to strengthen our statistical analysis by carrying out 
multi-group comparisons (Chin 2003; Henseler 2007) in a subsequent step. This will allow us to investigate 
not only the different value drivers’ impact but also potential differences in the dynamics leading to value 
within IT consulting services considering the specific characteristics of the service offered, the service 
provider, and the service recipient. An additional opportunity would be the application of bottom-up 
segmentation procedures, such as FIMIX-PLS (Becker et al. 2013; Mohan and Urbach 2012), for further 
identification of heterogeneities in the dynamics leading to the emergence of value in IT consulting 
relationships.  

Keeping the limitations of the study in mind, our results contribute to both theory and practice. Having 
finished the overall research project, our targeted contribution to research is the advancement of the 
theoretical discourse on the emergence of value by providing an empirically validated theory that explains 
value-in-use with IT consulting services. By proposing collaboration quality as an additional dimension in 
the value co-creation model next to the capabilities of service providers and recipient, we aim for a more 
differentiated view of co-value creation with which we go beyond previous approaches. Furthermore, we 
account for the value co-creation model in a business-to-business context that has mostly been neglected 
by similar studies. From a practical point of view, we expect our model after a thorough empirical evaluation 
to be a beneficial instrument to evaluate and predict customer value with IT consulting services. By 
considering the specific characteristics of the service offered, the service provider and the beneficiary in our 
empirical analysis, we try to achieve a largely differentiated view of the phenomenon under investigation. 
Thus, our results might be useful for providing IT consulting firms with the necessary information to better 
understand the drivers of customer value-in-use with their services, thus support their after sales process 
and the acquisition of follow-up projects, and finally improve or at least maintain their market position. 
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