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Abstract

Rising environmental turbulence couple with advancing technological innovations is posing a unique kind of
challenges for the service organizations. This study aims to develop a new business model to integrate
customers in conceiving, developing, and delivering the service value proposition by an organization. To
develop the model, extensive literature review has been done on both service sector and customer integration
to develop an understanding about the linkages underlying these concepts. Three important dimensions, i.e.,
customer participation, customer interaction and implementation of inputs have been identified as important
crucial indicators that can affect the service quality and delivery considerably. These dimensions are then
used to develop conceptual model for enhancing service effectiveness which can effectively deal with the
continuously changing customers’expectations and demands. The research is purely conceptual in nature and

model developed by the study is yet to be tested empirically.
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Introduction

Service sector is one of the most importont oreos
from the economic development stondpoint of ony
country. It is one of the largest contributors to the
gross domestic product globally ond its importonce
con be gauged from the foct thot stotus of economic
development of a.country is dependent on how much
contribution comes from the service sector. It is o
well-documented foct thot service sector played
crucial role in ossuoging the negative impoct of the
2008’s global recession ond even today, it continues
to remain one of the most importont growth engines
for the world economy.

Along with the enhanced prominence ond size, last
decade hos olso added much complexity ond
complications to service sector. Progressive
globalisation ond ever chonging technology
enhancements have further heightened the
complications (Sholender 2018) ond to add to the

choos, more ond more product categories which
troditionolly remoin depended solely on product ore
now coming with additional aspect of service. In the
woke of these oltered business situations,
orgonisations of all sizes and structures oare looking
ot the ways to enhonce performonce without
socrificing on service quality (Javologi et.ol. 2005,
Sholender ond Singh 2015). As services ore
inherently different from the tongible products, these
present an oltogether different kind of monogement
chollenges, moking it difficult for the service
orgonizotions to achieve high level of customer
sotisfoction. What mokes the things even more
difficult is the foct thot service quality — more often
than not — is dependent on both service provider and
service seeker which mokes the ochievement of the
desired results quite difficult.
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In the last two decades, role of integrating customer
in enhoncing the service quality ond effectiveness
hos got prominence omong both scholors ond
proctitioners. There ore mony outhors who hove
researched the customer integrotion to suggest ways
to improve service quolity ond overall customer
satisfoction (Gurou, 2009). In foct, customer
integration hos emerged as on undisputed oreawhere
improvement con lead to effective delivery of
service quality ond performance. In the backdrop of
the enhonced complexities ond eroding product-
service boundaries, this reseorch aims to develop o
conceptual model for ochieving competitive
advantoge with the help of customer integrotion. To
this effect, the extensive literoture review has been
done to dig out the importont dimensions of
customer integration, these dimensions ore then
researched from orgonizotional viewpoint ond then o
model comprising these dimensions of hos been
proposed. The proposed model hos implications for
both scholars ond proctitioners ond will be
empirically validated in different service sectors in
future.

Unique Challenges in Service Sector

After the Indion economy opened up in 1990 os the
wave of liberalization, globalization ond
privotizotion hits the maorket, service sector hos
witnessed o steady influx of foreign players in the
sector. The sector has witnessed consistent growth
ond compared to other sectors, the spurt in services is
monifold thon others. With the influx of new players,
the competitiveness of Indion componies has
increased ond in foct, mony argue thot the service
sector hos been responsible for plocing mony Indion
multinationols on the global horizons where they con
compete effectively with their internationol
counterparts (Khon, 2012). Hoving soid that, for the
Indion economy os well os the service sector
maintaining the high growth rote is proving to be
quite o chollenge. This is especially relevont when
one consider the different noture of service sector
from the tongible products ond other industries. The
inherently different charocteristics like intongibility,
inseparobility, simultoneous production ond
consumption, and heterogeneity maoke services for
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more complex ond complicated to hondle
(Archrolond Kotler, 1999). Further, the outhors like
Lovelock (2001) ond Sushil (2005) stressed the need
for integrating customer in the service proposition to
moke the experience more effective ond satisfying.
The need for adopting o more customers-driven
perspective in the service sector has been felt for a
long time (Sushil 2015). As customer is one of the
important stokeholders in the service creation ond
delivery experience, it is imperotive to integrote
customers in the process while developing ony focet
of aparticulor service (Robbins, 2001). Not only the
service orgonisations need to take into considerotion
the chonging needs ond expectation of the
customers, they must also toke the customer on
boord while conceiving, developing ond delivering
the service. Vargo ond Lusch (2004) mode on
observation thot customers no longer purchose
product or services but rather what they are looking
for experiences. This hos chonged the focus to
service-dominont logic moking the volue in use os
the preferred strategy for the service componies.

Customer Integration

Concept of customer integration has come into focus
since the advent of 21st century. The concept hos
deep roots in literature ond the concept gets explored
for enhoncing overall performonce of the
orgonisation. Today's fast changing environment hos
made customer integrotion even more importont os
more ond more orgonisations ore groppling with
enhanced environment turbulence ond ever
chonging customer chollenges (Sholender et ol.
2017). This is particulorly true in cose of service
orgonisotions where customer is on importont
stokeholder not only in consumption of services but
also in o way outcome of the particulor service is
conceived ond delivered (Englehordt ond Simmons,
2002). As noted by Sharma et al. (2010),
orgonisotions must oppoint customer-centric people
at each level and should be flexible enough to chonge
their processors with the chonges in customer
expectations. This observation hos special
implication for the service providers os customer
centricity is critically importont in service industry.
Literature review on customer integrotion ond
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service sector suggest that there are mony ways to
enhonce volue for the customers olthough some of
the porometers stonds out from the others in the
degree of importonce. Dimensions like customer
participation, customer interaction ond
implementing customers’ feedback are the crucial if
on orgemisotion wonts to sustoin its business ond
customer base in long run (Prohalod ond
Romaswomy 2004). This reseorch uses these
variables to develop o conceptual framework for the
service orgomisation for enhoncing their business
sustoinobility ond customer satisfoction.

Customer participation

Customer porticipotion refers to the willingness of
the customer to participote ond in whot capocity he /
she wants to participote. There may be cose when the
service is not complex, customer may choose to go
for stondardized procedure. However, in most coses
customers hoave their speciolized needs that ore
different from the other customers’needs. And hence
the cose of customer porticipation orises. This
requires service orgonisotions to have both modern
ond clossical system of service providing to the
different needs of the different customers. In the cose
when customers chose not to participate,
stondardized service may be offered to him but in
cose of he/she is willing to porticipate owing to
different needs, orgonisotion must have process of
value creotion where customers’ inputs con be
integrated to deliver finol preposition (Sholender ond
Yodov 2018).

Customer interaction

Customer porticipation leads to the customer
interaction with the service providers. When the
customer decides to participate in the volue co-
creation, service orgonisations must ensure thot they
have proper system in ploce to focilitoate customer
interoction ot the different levels of service creation.
The challenges on this front pose in form of having
adoptoble customer interaction system, centralized
unit which con store that informotion from various
levels ond readily process information to convert it
into useful inputs for all the concerned deportments
which are involved in volue co-creotion process
(Holweg ond Pil, 2001).
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Customers’ Input Implementation

In the obsence of implementation of inputs given by
customer, the customer porticipation ond customer
interoction will be of no use. Whatever inputs ond
organisation received through customer
porticipation and interoction must be implemented in
the finol volue proposition. The various processes in
the volue chain of the orgomisation must be flexible
enough to absorb ond implement inputs provided by
the customer so os to meet specific needs (Volberda,
1998). This customizotion process is very much
importont in the service sector ond con eosily
become o bosis for sustainoble business ond
enhonced customer satisfaction. Hoving said thot it
is worth noting that level of customization must be
onolysed for its impact on the profitobility of the
orgonization. For this, demond for the customizotion
needs to be measured very occurately as enhonced
customization requires additional cost to be incurred
by the customer.

Conceptual model for Enhanced Service
Effectiveness

Using the three dimensions of customer interoction,
customer poarticipotion, ond implementotion, the
study proposes o conceptual model for aiding
business sustainobility in service orgomizations. The
model is purely bosed upon literoture review ond
tends to highlight the role of customer integration in
aiding competitiveness for the service orgonizations.

Fig 1: Conceptuol Model of enhonced Service
effectiveness
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Embedding flexibility ot eoch level and working
culture of on orgemisotion is one sure-shot strotegy to
enhance competitiveness of the service
orgonisations. Surely, this requires o comprehensive
chonge in structurol underpinnings of the
orgomisation ond commitment from the top
monogement. Benefits of integrating customers in
service proposition monifest its benefits in both short
ond long term. The short term goins include heolthy
cash flow ond rise in the net revenue while in long
term; orgomization con ochieve enhonced customer
satisfoction for enhoncing its business sustoinobility.

Conclusion and Implications

The conceptuol model proposed by the study is
based on chonging the competitive londscope in the
service industry. It emphosizes the need for customer
integration to improve the overall performonce of o
service orgomizotion. In the chonging scenorio, the
service industry needs to be more tronsporent ond
open to customer integrotion. In foct, moking the
customer on importont stokeholder in the volue
proposition is o wonderful way to engoge ond
achieve high brond loyalty.

The process of customer integrotion comes across os
o mutually beneficiol relotionship. This reseorch is
conceptual in noture and the focus of the study is
purely theoretical. We expect research will motivate
the scholars to dig further deep into the process of
customer integration ond what could be the possible
challenges involved in the process. For the service
industry, the reseoarch has speciol implicotions in
terms of making the componies more tronsporent ond
open for customer porticipation. This required
chonge in the orgonizotionol philosophy ond
adjusting the overall structure of the compony in o
way thot will focilitote more customer integrotion,
participotion, ond implementation of feedbock given
by them.

We will empirically test the conceptual model
proposed by the study in the service industry. More
specifically, we will stort with the hospitolity
industry ond the sector of the study will be lorge hotel
chains. The future study well empiricolly tests how
much customer integration hos been achieved in the
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hotel industry ond whot improvement is further
required in order to moke services, even more,
customer oriented in the hotel industry. We are olso
plonning to enhonce this model ond revisit it from o
sustoinobility viewpoint in the hotel industry. Whot
ond how the customer thinks obout the overall
environmentol sustainobility ond what could be the
possible strategies to improve the environmentol
credentiols of the hotel will be part of our future
reseorch.
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