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HADGDP(ZBH)ND74% N —EREEIDS

| [ [— S ,S . - |
J—Roiavy |, 20144 H—EREELE 74.0% |
2014 0% - T ea% 0% 142%  |44%|  117%  |54%) 55% | 19.8% T 91% 2.3%
2013 14.4% 45%|  11.8% 4.9% | 5.5% 19.8% 9.1% 2.3%
2012 14.4% 4.6% 12.0% 5.0% | 5.5% 19.7% 9.2% 2.4%
2011 14.3% 4.8% 12.1% 4.9% | 5.5% 19.4% 9.4% 2.3%
2010 13.8% 5.0% 11.9% 4.9% | 5.4% 19.1% 9.2% 2.1%
2009 01% = 17.8% 8. 13.7% 5.1% 12.2% 4.9% | 5.6% 19.6% 96% 2.1%
2008 0:1% 0 19.9% 5 7% A 14.1% 50%| 11.3% |51%) 5.5% 19.0% 9.2% 2.0%
2007 01% = 203% 13.7% 6.0% | 10.9% |52% 5.3% 18.4% 9.0% 2.0%
2006 01% = 19.9% 5.9%4. 14.3% 6.0% | 11.0% |51%|5.3% 18.0% 9.1% 2.0%
2005 0 S 14.9% 6.2% 10.8% |4.9%|5.2% 17.7% 9.1% 1.9%
2004 0:1% 6:2% 14.6% 6.1% 10.8% | 4.9%| 5.4% 17.3% 9.2% 1.8%
2003 01% 0 19.5% i 64% . 14.0% 6.2% 10.8% |4.8%| 5.4% 17.6% 9.3% 1.8%
2002 0% : 13.9% 6.0% 10.8% |4.8%| 5.4% 17.7% 9.4% 1.8%
2001 13.9% 5.7% 10.8% 4.7%) 5.3% 17.7% 9.2% 1.8%
2000 13.6% 50%| 10.7% |4.6%|5.0% 17.6% 9.1% 1.8%
1999 14.3% 4.8% 10.6% |4.7%|4.8% 16.9% 9.1% 1.9%
1998 14.3% 4.7%| 104% |4.7%|4.7% 16.8% 8.9% 1.9%
1997 14.6% 50%| 102% [4.8%|4.3% 16.4% 8.7% 1.8%
1996 14.5% 51%| 101% |4.9%4.1% 16.3% 8.6% 1.8%
1995 ¢ . 14.9% 48% 103% |5.2% B.7% 16.0% 8.5% 1.8%
1994 02% 12 2 A% - 8:8% < 4.6% 14.4% 52%| 10.2% |5.1% B.5% 15.9% §4% 7%
miOkEE  aEE E55 /T S8 o EH A H—tR% “REFEERS—EREES
e BERARKEE fE4REIE B —E REEE

NERI2014E EE RZFETHE (20054 £ %-93SNA) | KYEH . B4
http://www.esri.cao.go.jp/jp/sna/data/data_list/kakuhou/files/h26/h26 _kaku_top.html



FEIDH—E X1k

IpMO>-E —

Agriculture

Services

Industry

Time, per Capital Income ——

Source: International Monetary Fund, World Economic Outlook
(Washington, D.C.: International Monetary Fund, May 1997).
Reprinted with permission of International Monetary Fund.

All right reserved.
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Top Ten Nations by Labor Force Size

(about 50% of world labor in just 10 nations)
A = Agriculture, G = Goods,

2009
United States

(A) Agriculture:

Value from
harvesting nature

%

(G) Goods:

Value from
making products

(S) Services:
Value from enhancing the

capabilities of things (customizing,
distributing, etc.) and interactions between things

1800 1850 1900 1950 2000 2050

(Source: Jim Spohrer (2006) Services Sciences, Management,

Nation % % | % 25yr %
WW A |G delta S
Labor
China 21.0 |50 |15 | 35 191
India 17.0 |60 |17 |23 28
U.S. 4.8 3127 |70 21
Indonesia 39 |45 16 |39 35
Brazil 3.0 |23 |24 |53 20
Russia 25 |12 |23 |65 38
Japan 24 5|25 |70 40
Nigeria 22 |70 |10 |20 30
Bangladesh 22 |63 |11 |26 30
Germany 1.4 3 |33 |64 44

>50% (S) services

and Engineering (SSME): An Emerging Multidiscipline, Frontiers
in Service Conference, Brisbane, Australia)
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Services (% of GDP)

[ World Bank
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I—T420 DEZ (AMA)Z L

1965 FEH | RIGN\TFFTAML(REEEZDAR)
T T4 T & BEY—EROFNEEEEISREL—F—ITHA TS
SESRRETHTHS,

1985 FE | KBNS ALGEEIREZR)

R—T7 T4 7%, BALEBOBREZERT HXMERET 5. 71 T147. 8.
Y—EXDBERA. ith. TOE— 3>, Rl (4P) Z5HE-E{1TT 5B TH S,

2004-2007EE : BERMENTT AL (REARERZR)
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(Fisk, Bitner, Brown 1993)
* Crawling out(~1980)

— PN OHELTCOFEEEZRIIANVE
— Ph.D.Candidates’%iEEFHEBZBDIRITAY

» Scurrying About(1981~85)
. REMY—C AR EECLIARE

» Walking Erect(1986~)
— XY= T T D—REHELTHEIL
- BEI—T T TRREDBA
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Crawling out(~1980)

FHHHELTORERBIERY

—H—E XD 4FEIHIPHE 3T (Goods vs Services)

USIRIE: U —E RBEF LA IR FE o 1-FFH]

7 7'0—F: Conceptual
T—<:H—EXDOHE

1960’ : JOMIZ3ADwR A DY —E AT/ X

BENBEIZY—E R1EF S (Regan), H—E RAEZ EH$E (Judd),
H—EREER - Y—TT107EEoEH—E X(ZEH TR EF(Rathmell)

1970 : H—ERXT—Y D120 LHXTHEL S
— Gronroos(1979)% &

& 3C

— Do We Need Service Marketing? By Bateson

— Marketing’'s Potential for Improving Productivity in Service Industries
by Lovelock 13
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Crawling out(~1980)

—Goods vs. ServicesimF (HEFMAEBDI)RITAY)

ETHOY—ERR/XIEE/EH—ERDE TR
E/EIMLDMXELTD REFIFIFEAET

LAL.EAK. ABEQVI7IUR BEHIXEES
14&E) TIFERH L (Career threateningZi i fE

VAILA—2X

1977 :’Breaking Free From Product Marketing’ By Linn Shostack
(2 T4/7\29DVP) Journal of Marketing

—Could marketing itself be ‘myopic’ in having failed to create
relevant paradigms for the service sector?

—...service industries have been slow to integrate marketing into
the mainstream of decision making and control because
marketing offers no guidance, terminology, or practical rules that
are clearly relevant to services.
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Scurrying About(1981-85)
SEERH—E A REZICLLIERE

USIRIE Y —E X T DR FEFERE
AMA®) Conference TGSEI D 3 i hVE B

1st. AMA Services Conference(1981)

Services Industries(1980), Journal of
Professional Services Marketing(1985) F ¥

First Interstate Center for Services
Marketing(FICSM) at Arizona State Univ.5% 3L

16



Scurrying AboutEiMD 4 DDA ILAM—2EEX

“Classifying Services to Gain Strategic Marketing
Insights” (1983)Lovelock

o« Y—ERDSDDHFEREX—LEZTDFE. RU~T—/7 BB - Bk filT
PZB (Parasuraman, Zeithaml, Berry) M 2% X

« Y—EZXMEDGAPETIILIRR. 42D —EXDRERRMITAR
“A Role Theory Perspective on Dyadic Interactions: The
Service Encounter’(1985) Solomon, Surprenant, Czepiel,
Gutman

c Y—ERIVAIA—FY—ERDLBEEREL. BEREMKE

EDMHEERANERICEZASEETIREL

LABOIA TR A R DE, AWEEEE, OREEA
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H—ERXRGE

¥E=ETJL: Gronroos1983, Lehtinen and Lehtinen 1982
BH5&E w4 : Customer Satisfaciton Oliver1980

PZB (Parasuraman, Zeithaml, Berry)
— Theory:Gap model

— Measurement instrument : SERVQUAL
SZHDFMENEEZTEI ST

Y—EXDME LR E DRI RE

19



H—E X BEAE

A%

SERVQUALMDSEZE

JEEER . i, KRB DELLGEHGEE
ERMELEEEZL S THRSN- Y —EREIR T H8EN
BEDRITILES MBI —ERZRELEISETIES
HERB D AFILOEELGE ., (SHEERFORED

TEDODBEEZVEYVEYADKIEL (One To One)
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H—ERIHDA— 128

» Service Encounter(SE)TOEX(E LRERICE S

« 3DNAME

 SECOHXELERFHOHEEERADEE
— Bitner 1990, Bitner, Booms and Tetreault 1990, Czepiel 1990

« SECOBEDEELY—EREEIZHEITHRE
— Kelly, Donnelly and Skinner 1990, Larsson and Bowen 1989

|

I

B

» SEQ R - MIBMBRENEE IS5 X 554
— Berry and Parasuraman 1991, Bitner 1992
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Walking Erect(1986-)
I— T4 DIDFELTHEIL., BIIFEY— T EELS A

Early AMA ConferenceA>/\—®;EFE (Fornell, Oliver,
Rust, Brown, Bitner, Beryy, Booms Gronroos Gumesson,

Lovelock, Surprenat...)

15t QUIS(Quality in Service) Karlstad, Sweden(1988)
Z# D JournalFEFI, £ F3—E%IL . EE LR
Cross-disiplinary(OR, HRM) & International(FR k)
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Walking ErectEi0) F =R B
BmEUTo ay EMERET—"rT409

FRRESHERZFALE D :
— G —TTA4V T I3EFDHZTA—hHR

J3 A%
— BE EE-BERE~ADIZVIMEETHE - O/ VILTAIZESE
HBEI AN THEENIZELZS (HEEAIEX SEM)
« Crosby and Stephens 1987, Crosby, Evans and Cowles 1990 etc.

KERDIIERBY ) AN —

« Hart, Heskett and Sasser 1990, Berry and Parasuraman 1990
Service Gurantees:s1EJ XS DERE Hart 1988

Long term value of a customer: Reichheld and Sasser 1990
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2004FtEETHORER Y—EARRDEERE

=

« Y—EXRE(RAIEYD)

« Y—ERIDATA—(IRER(TEE)

e H—E XE%ET (Blue Printing)

» BEUTU VIV EBRRER—S T4 (B2B)

o« AB—FIT—HT 424 (HRM)
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ZLT. 2004F 0 Frontiers in Service

« Lovelock MDRILNHNF
s H—EXREDOHAEIZERMNHEH?
« IHIPIZIREDHRISEESLTLNEM? NO

o INSHEALVITDBE!

e [AIZELLT?DService Dominant LogicD & 15
« Goods vs Services (fR £tz Services)fgiE Mo D R AH]
- MEBZESLHZELTDService(Output Tld#A<Process)
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T/ XY —ERADEYY. AhY), ERShHETHEEZHET D

iR EREBENHIC
EEZHETSD HEZEEL. HET S
SR OB BEEDAEZS93
LU VR REOTERE FLOBEETH CEERER
(B2 LA fiE) ({8 R {E)
HR 51 HY AETAY
(AR ) (RBER. BERL. BERY)
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H—EX-KZF>2k-OY9(cf. Vargo 2014)

Actor 1

1% A {E

(Value-in-Use)

Actor 1's
Resources

Actor 2

{35 FRIE
(Value-in-Use)

SR A E

(Value-in-Context)

Actor 2’s
Resources
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Value Constellation Ecosystem (cf. Vargo 2012)

Figure 1. Embeddedness of Interactions in Service Ecosystems

Macro
(e.g., national,

regiona, global) _,:'“'—'
F .

Meso
(e.g., local, ;

nization) |
orga ) L ..

Micro

(e.g., firm—
customer dyad)

Notes: Adapted from Vargo (2012).
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I CRELGRAT—IRILE —RD/NFUR

o 3

H—EX: I3 VXTF L
Service Eco System

IHRE—F I R—I7T42T . o
Making the Promise AV3—FIL- =7 T429

Enabling the Promise

HS—EX-+SAT7T)L

BE | » | #EXER

A359T4T =I5 7427
Delivering the Promise

M.J. Bitner, V. Zeithaml (2010)IZH0EE,
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H—EXHEBHEETIL; FKE Value ETIJ)L

o HX-FE-HEXBEWH—ER-IMIAT7UIIL)+HEOHEEFEITHEALAEFNSD

S

Co-creation

Fundamental
value

Knowledge I Emotional

value value
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