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5. Personalized experiences.
6. Prahalad and Ramaswamy
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5. New Product Development

6. Co-producer

7. Co-creator

8. Co-production

9. Service-Dominan logic (S-D logic)
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6. Overview

7. In detail
8. Unbiased
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1. Value in use

2. Function

3. Experience value.

4. Customer-Dominant logic (C-D logic)
5. Customer-to-customer
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