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 Therefore, this research 

Value Co-Creation and Service-Dominant Logic

PROFILING CUSTOMER TYPES IN LUXURY  

RETAIL SETTING

Tisovski, M.

The type of customer who buys luxury is continuing to evolve. This research investigates the value and service-dominant 

theory effects on the value co-creation process between a service provider and service consumer within the luxury retail 

potential in-store target segments based on experiential drivers in order to improve value sharing within luxury stores for 

diverse luxury shoppers. In other words, the author noticed a gap between the existing writing and practice – customer 

involvement has become interactive, and not neglected. The paper, thus, introduces four groups of customers: Experts, 

Popular, Exclusive and Aspirational. The methodology used combines analyses of four value creation denominators 

insights on how to address, with higher precision, the types of clients visiting and shopping for luxury products. 
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creates the value that can provide differentiation on the 

An illustration 

Aesthetics Perspective of Service Dominant 

Logic

Figure 1: Conceptual Experience-Based Value Co-Creation Model
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Network Perspective of Service-Dominant Logic

Luxury Brand Perspective of the Service–

Dominant Logic
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Marketing Implications 

value of the product and service and it can also use 

Exclusive:

                               

Figure 2: In-Store Segmentation
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characteristics are their 

 

Aspirational:

 

 

 

 

appropriate to one‘s own lifestyle or level of social 

Popular: The 3rd

Desire refers to  

Expert:

Conclusion
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effectively 
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