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Abstract 
Purpose - The purpose of this paper is to investigate businesses with Service Innovations (SI) that 

take voluntary Extended Responsibility (ER) in the post-retail textile and clothing industry. Through 

an investigation of multiple cases the research describes various existing Service Innovations and 

explains how they affect Extended Responsibilities. Furthermore it investigates if the degree of 

openness of Extended Responsibility activities has an impact on the Service Innovation of a business. 

Methodology - This study is based on a qualitative, multiple case study design. The empirical data 

were collected from 7 semi-structured interviews with textile companies representing the 2 defined 

critical case criteria. The interviews were transcribed, coded and analyzed using a comparative analysis 

approach. The main limitations of the study are the limited amount of cases as well as the focus on 

post-retail activities, which does not consider Extended Responsibilities in former product stages. 

Findings - The findings of the analysis are presented case by case and subsequently grouped to more 

general model. Service Innovations that cover Extended Responsibilities can be applied in 3 

recognized business patterns: Traditional service provider, networks and platforms. Traditional service 

provider are the least open and innovative but cover the most responsibilities. Networks are more 

open and innovative than traditional service provider but the service experience and the collective 

learning is still limited to the networker and its partners. The partners do not share a service experience. 

Networker are not limited to own products which is why they take less responsibilities than traditional 

service provider. Platforms are the most open and innovative form of Service Innovations. However 

they only take informative responsibility. Nevertheless they facilitate a framework for others to take 

Extended Responsibilities.  

Contribution - This paper contributes to the Academia by investigating voluntary Extended 

Responsibility schemes that include any actor in the value chain and by giving new insights in post-

retail initiatives in the textile industry in the form of services. Practical contributions are made by 

analyzing the connection of two phenomena for competitive advantage. The investigated cases can be 

role models for entrepreneurs as well as established companies.  

Keywords - Service, Service Innovation, Extended Producer Responsibility, Extended Responsibility, 

Open Innovation, Circular economy, business concepts.  
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Chapter 1: Introduction 

 

The first chapter of the thesis introduces the general background of the problem and narrows the topic down to the problem 

in focus. The following research gap, research questions and purpose formulation concretize the aim of the research. The 

introduction chapter will conclude with the delimitations of this thesis.  

 

 

According to the United Nations (2013), the world’s population exceeded the 7 billion mark in 2011 

and is increasing by an additional 82 million persons per year, which means that by 2050 the world’s 

population will be between 8.3 and 10.9 billion people. This extensive growth in population will lead 

to an enormous demand in food, fresh water, timber, fiber and fuel (Millennium Ecosystem 

Assessment, 2005). But those resources are not infinite, and the world’s population currently uses 50% 

more natural resources than the planet’s regenerative capacity.  

 

The textile industry unites a variety of the world's most resource draining and environmentally 

stressing industries such as agriculture, petrochemicals including oil and industrial manufacturing 

(Fletcher, 2014). Energy use, greenhouse gas emissions, chemical toxicity and resource depletion are 

the major environmental impacts of the everyday activities of the textile industry, driven by demand 

and consumption. The textile industry is exploiting finite resources at the beginning of its value chain 

and feeding harmful waste streams back into the environment at the end of the process (DEFRA, 

2008).  

 

 

  



 

 

 

1.1 Background 

 

In the past decades, many different impulses were made to improve the interactions between human 

activities and the environment or to at least minimize the negative effects (Bonciu, 2014). Since the 

natural resources on planet earth are limited and based on the fact that the economic development 

has gone global the demand of resources of every country grow to satisfy the individual needs (Chen, 

2009). Economists got involved in the sustainability debate, due to the increasing costs of resource 

extraction or because of environmental concerns and waste management problems. Scientists, who 

investigated the long term effects of industrialization, as well as environmentally conscious citizens 

and NGOs that examined the economic activities on health and well-being of all citizens of this planet, 

raised awareness (Bonciu, 2014).  

 

Circular economy as a solution 

 

One of the proposals from the European Union in order to minimize the staggering effects of climate 

change, global demographic evolution, limited natural resources and irreversible changes on the earth’s 

ecosystem is a circular economy (Bonciu, 2014). It provides an approach to solve the contradictory of 

resource depletion and the increasing consumption desire of humanity to use and reuse natural 

resources more sustainable (Chen, 2009). In 2012 the European Commission presented the circular 

economy under the name of Manifesto for a Resource-Efficient Europe with the following first paragraph: 

"In a world with growing pressures on resources and the environment, the EU has no choice but to 

go for the transition to a resource-efficient and ultimately regenerative circular economy" (European 

Commission, 2012).  

 

At this point in time, most of the global manufacturing industry, including the traditional textile value 

chain is in its essence a linear production model, replicated all over the world. The nature of this model 

consists of consuming raw materials, making products which are used and later discarded when no 

longer necessary, following an unsustainable path towards the consumption and depletion of our 

natural resources (Nguyen, et al., 2014). 

 



 

 

As shown in Figure 1, the circular economy on the contrary is a new model of economic organization 

that is designed in a circular manner, where resources have their own value (Chen, 2009). They are 

originally extracted from the environment but after being used, the waste itself becomes a resource 

for closing the loop of an indefinitely recycling economic process (Bonciu, 2014). Therefore the 

‘circular economy’ is also called also called the ‘recycling economy’, “where resources become 

products, and the products are designed in such a way that they can be fully recycled” (Yap, 2005). 

 

 

Figure 1. Circular Economy (Based on Bonciu, 2014). 

 

This model puts an end to the throwaway society of the 20th century and furthermore changes the 

organization of production from a make, use, and dispose attempt to a re-use and recycle endeavor 

(Bonciu, 2014). According to the European Commission (2014) “a circular economy preserves the 

value added to the products for as long as possible and virtually eliminates waste. The resources are 

retained within the economy when a product has reached the end of its life, so that they remain in 

productive use and create further value".  

 

Profitable circular business model opportunities for textile companies have been discovered in the 

recent years. In addition to reusing the textile in its original utility to prolong a product’s life, textile 

recycling and repurposing are other approaches to implement a circular economy (Ellen MacArthur 

Foundation, 2013). Nevertheless the large scale implementation of the textile industry into a circular 



 

 

economy involves a paradigm shift, which includes all actors in the marketplace, all social and 

economic activities (Bonciu, 2014).  

 

EPR: closing the loop within the textile industry 

 

One interpretation of the circular economy is the environmental policy approach of Extended 

Producer Responsibility (EPR) which embeds the whole product life-cycle concept into a producer’s 

responsibility with the general goal to decrease environmental impacts of products at source. 

Considering the producer is in charge of the product design and development he has the capacity to 

determine the life and end-of-life of the product (Van Rossem, 2008). Furthermore EPR schemes 

extend the producer's responsibility to the post-consumer level (Watson, et al., 2014), to increase 

downstream activities of collecting, sorting and reusing infrastructures that increase high re-utilization 

of products (Van Rossem, 2008).  

 

In a publication for the Nordic Prime Ministers’ green growth initiative, the authors identified the 

following eight main schemes for Extended Producer Responsibility (EPR) within the textile industry. 

“Relevant models are those that have the effect of reducing life-cycle impacts from the production 

and use of textiles via extending the active lifetime of textile products as far as possible and once this 

lifetime is over, ensuring that the materials in the products are recycled.” (Watson, et. al., 2014): 

 

● Mandatory EPR schemes 

● Voluntary individual EPR (own brand) 

● In-store collection with partner 

● Leasing of own brand 

● Re-sell of used own brand (either in-store or online) 

● Clothing libraries 

● Repair and fitting 

● Luxury second hand shops (Watson, et al., 2014) 

 



 

 

Trade-offs exist in the patterns underlying these business models in terms of being open or closed, 

individual or collaborative, mandatory or voluntary (Tojo, et al., 2012) and upstream or downstream 

in terms of participation of various actors in the network (Watson, et al., 2014). 

 

1.2 Problem Discussion  

 

However, innovation in the textile manufacturing industry is facing challenges of its own. The 

commoditization of products where companies compete on a price basis in saturated markets 

(Holmes, 2008) and the shortening of textile product lifecycles due to the constant demand of novelty 

products, has pushed companies into a never ending rat race to gain competitive advantage. This has 

the negative effect of reducing time for innovation in products and services (Chesbrough, 2011a). 

Chesbrough (2011) stresses that companies must think beyond their products and innovate into 

services as a solution for growth and competitive advantage. 

A number of the actors within the EPR schemes are implementing services such as collection of 

second hand clothing, clothing libraries, redesign and reuse or exchange platforms into their business 

strategy and therefore take over waste management activities that used to be municipalities concerns. 

In other words businesses offer services to cover extended responsibilities. By combining services and 

products these businesses differentiate themselves from their competitors (Chesbrough, 2011a) and 

are able to create a stronger customer relationship (Chesbrough, 2011b). Furthermore by taking 

Extended Producer Responsibilities with services these companies reduce their impact on the natural 

environment by including up- and downstream initiatives. Market pressure through conscious 

consumers, competitors and a wider stakeholder group can be avoided by supporting EPR. 

Additionally more efficient resource management through up- and downstream improvements can 

save costs (Watson, et al., 2014).   

Mina, Bascavusoglu-Moreau and Hughes (2014) explain, that service innovators as a component of a 

bigger platform of interactions can support upstream collaborations as well as downstream activities. 

There is not one ultimately sustainable business solution but when best practice is shared different 

actors can learn from each other and the collective positive impact increases. Additionally, Fletcher 

(2014) states that services can help in minimizing the effects of overconsumption but services are not 

sustainable on their own, they have to be designed with an environmental focus in order for it to have 



 

 

positive effects on the environment. By focusing on the use of a product instead of the possession 

consumption can be reduced. 

Service Innovation provides an opportunity to escape the rat race. Service Innovation in this context 

refers to co-creation with a company’s environment to develop new innovative solutions through the 

designing of experience points for customer interaction (Chesbrough, 2011b). Services that take 

Extended Responsibilities help the company to stay competitive and to close the loop to a circular 

economy. 

 

1.3 Research Gap 

 

The status quo of literature on Extended Producer Responsibility is limited in two ways. First and 

foremost it discusses EPR schemes solely as a governmental legislation and its impacts on innovation 

within businesses. Secondly the scholarly discussion determines Extended Producer Responsibility on 

producers and importers only and excludes other actors, such as collectors and sorters, swapping and 

renting platforms as well as redesign and repair initiatives in the value chain that take over Extended 

Responsibility (ER) for second hand clothing without being responsible for the manufacturing or 

importing of the textiles.  

 

Whereas most research on EPR schemes as a driver for innovation have investigated the topic as a 

mandatory, governmental strategy with consequences for industries and businesses (OECD 2001, Van 

Rossem, 2008, Tojo 2004, Van Rossem, Tojo and Lindhqvist 2006) this study takes a voluntary 

perspective on ER based business models and how they are affected by their Service Innovation 

offering. In other words, researchers investigated if mandatory EPR schemes enforced by a 

government would lead to innovation within industries and businesses to create upstream and 

downstream strategies. This research however has the aim to examine the impacts of Service 

Innovation within businesses that have voluntarily adopted their business models to ER schemes. 

 

Since ER and Service Innovation are new phenomena there is not much literature and knowledge 

about them. Especially the combination of the two concepts has not been studied which is why a 

research gap for this study has been found. However the future for both concepts in particular in 

connection to each other is very promising. ER schemes are a way to close the loop of a circular 



 

 

economy (Van Rossem, 2008) whereas innovation in services is a suitable way to gain competitive 

advantage and to overcome the commoditization of products (Holmes, 2008). Hence, a business 

concept that combines both is economically as well as ecologically sustainable. Details about Service 

Innovation pioneers in the European market and if their degree of openness towards their 

environment as well as their products affects the Extended Responsibilities they cover are interesting 

for both, the Academia as well as practitioners. Furthermore the authors of this study focus on 

voluntary initiatives since businesses that implement Extended Responsibility programmees on their 

own terms have more freedom to be innovative and to choose the most efficient way that suits their 

business model (Tojo, 2004). 

 

 1.4 Purpose 

 

The purpose of this thesis is to investigate how Service Innovation affects Extended Responsibility 

based business models in the post-retail textile and clothing industry. The motivation behind this 

purpose are insights into an ecologically as well as economically sustainable business concept approach 

in alignment with a circular economic model. Furthermore it investigates the degree of openness of 

Service Innovations and the impact this has on Extended Responsibility. This in turn will allow the 

identification of current service offerings as a way to extend the responsibility of an actor in the value 

chain and how opening up this Service Innovation might lead to further responsibilities. Hence, it will 

give ideas about future Service Innovation developments within existing and new Extended 

Responsibilities. 

 

The aforementioned purpose leads in particular to the following research questions: 

 

● How does Service Innovation shape Extended Responsibility activities in the post retail textile 

and clothing industry? 

● How does the degree of openness in Service Innovation affect Extended Responsibilities? 

 



 

 

1.5 Delimitations 

 

The scope of this research focuses specifically on businesses implementing service based post-retail 

activities to cover environmental responsibilities within the textile and apparel industry. Hence, the 

study of other environmentally concerned activities for example; economic benefits, social well-being, 

product development, production and distribution of post-retail activities are not included.  

Furthermore, the study is limited to 7 cases applying Voluntary Extended Responsibility initiatives of 

post retail activities within the European Union.  Therefore, this study does not consider mandatory 

systems or other initiatives foreign to the European Union. 

  



 

 

 

Chapter 2: State-of-art: Relevant Underpinning Concepts 

 

The second chapter discusses the state of art of relevant concepts within existing literature divided into two parts. The 

first part focuses on Extended Responsibility whereas the second one focuses on Service Innovation. The chapter provides 

an overview of existing literature to increase the understanding of the topic and its contribution to the field of research to 

the reader.  

 

2.1. Extended Responsibility 

 

2.1.1. From Extended Producer Responsibility to Extended Responsibility 

 

Extended Producer Responsibility was at first introduced by Lindhqvist and Lidgren as an 

environmental policy strategy in a report to the Swedish Ministry of the Environment in 1990: 

 

“Extended Producer Responsibility is an environmental protection strategy to reach an environmental objective of a 

decreased total environmental impact from a product, by making the manufacturer of the product responsible for the 

entire life-cycle of the product and especially for the take-back, recycling and final disposal of the product. (Lindhqvist 

and Lidgren, 1990)” 

 

The concept was developed through an analysis of a number of Swedish and foreign recycling and 

waste management programs, as well as the use of various policy instruments to promote Cleaner 

Production. The intention behind the concept was to create a framework for a governmental legislation 

or regulation (Lindhqvist, 2000) based on the Polluter Pays Principle (Watson, et al., 2014), however this 

first definition is very vague. In 2013, the Organization for Economic Co-operation and Development 

(OECD) provided a Guidance Manual for Governments concerning Extended Producer 

Responsibility based on two principles:  

 

“(1) the shifting of responsibility (physically and/or economically; fully or partially) upstream toward the producer and 

away from municipalities; and (2) the provision of incentives to producers to take into account environmental 

considerations when designing their products”. 



 

 

However, shifting the responsibility upstream toward the producer is not exclusively linked to original 

manufacturers or producers, but may also include any non-governmental actors within the value chain 

of a product, which is why any form of Extended Producer Responsibility (EPR) is an Extended 

Responsibility (EP). However Extended Responsibility further includes other actors in the value chain 

than producers only that take care of the environmental impacts of textiles. Lindhqvist (2000) states, 

that the officials responsible for waste treatment facilities have often intonated, that they cannot be 

blamed for all the environmental impacts from waste handling as they do not control the actual cause 

of the problems, which is the way the discarded products have been designed in the first place. 

“Producers have the unique knowledge and opportunity to change the characteristics of their products 

and therefore bear a special responsibility” (Lindhqvist, 2000). However producers are not in charge 

of where the unwanted garments end up. It is always the consumer's decision what happens to the 

unwanted garments. Providing downstream initiatives without engaging with the consumer is 

therefore not possible.  

 

By definition both, upstream and downstream effects are included in EPR schemes which aim for 

producers to gain specialized expertise (e.g. product design, materials or technology development), 

utilize new resources (financial and technical) and stimulate and educate their customers to accept 

alternatives to landfilling and incineration and to participate in waste product recovery (Lindhqvist 

and Lifset, 1997). This implies, that not only the producer take responsibility but suppliers, researchers 

from universities and research institution as well as educated consumers have to take Extended 

Responsibility.  

 

Upstream activities are mainly resource, design and development considerations in favor of the 

environment and include both, 1) active innovation for environmental improvements in a product’s 

life-cycle and 2) prevention of environmental impacts by excluding harming materials and processes 

in the design and development of products (Tomchyshyn, 2003). High quality design with the use of 

less and non- hazardous materials for a long life as well as the consideration of recyclability and/or 

reusability are named among others (Watson, et al., 2014). Since these decisions lie with the producers 

it is hard for other actors to take upstream initiatives. Nevertheless research regarding material 

compositions and recyclability as well as production process and their impacts done by universities, 

suppliers or research institutes can support the producer in extending their responsibilities.  



 

 

 

To date most existing ER schemes focus mainly on the downstream effects for example the increase 

in collecting and recycling or reselling of textiles (Watson, et al., 2014) such as take back schemes. 

Downstream ER schemes focus on the post-consumer waste alternation from landfills and 

incineration as well as on avoiding the dissemination of hazardous or toxic wastes (Tomchyshyn, 

2003). Tojo (2004) further explains that downstream improvements can also take the form of an 

effective collection, separation organism and support of reuse and recycling technologies to prolong 

the utilization of the products. As discussed before, consumers always have to engage in downstream 

improvements since they are the owner of the products they decide on the end-of life of the garments. 

The collection, sorting, recycling or reutilization of products can be simplified if the origin is known 

but does not necessarily depend on the producer, which is why this is a possibility for third party 

actors to take responsibility.  

 

 

2.1.2 Mandatory EPR vs. Voluntary ER 

 

Scholars have described EPR scheme implementation from two different general perspectives: EPR-

schemes can be either mandatory or voluntary and each of these two types of EPR-schemes can be 

established either individually or collectively (Hvass, 2013, Van Rossem, 2008, Tomchyshyn, 2003, 

Tojo, 2004 and Lindhqvist, 2000). As previously mentioned, literature discusses the degree to which 

EPR schemes are involved in up and downstream activities (Van Rossem, Tojo and Lindhqvist, 2006), 

as well as the impact they have on resources and the environment. EPR schemes implemented within 

a legal framework by a governmental, economic or political union are considered mandatory (Van 

Rossem, 2008). In the following paper mandatory systems will be referred to as EPR whereas 

voluntary schemes are named ER. To date, only one active mandatory EPR system is in place for the 

textile industry, established in France in 2006. The particular legislation in France, includes companies 

that produce and import clothing, linen and footwear, enforcing by law a responsible reuse and 

recycling products at the end of their life span (Watson, et al., 2014). 

 

The involved companies can decide themselves, if they organize the reuse and recycling program on 

their own with approval of the French authorities (individual system) or if they collaborate with an 



 

 

accredited organization, such as EcoTLC (collective system) (Van Rossem, 2008). For example, if a 

company decides to join EcoTLC (Only accredited organisation running the collection, sorting and 

recycling system), it will pay a fee based on the volume of products sold in the previous year (Tojo, et 

al., 2012). Moving out from European Union borders, Canada is the only nation working on a 

mandatory EPR system for textiles, which is scheduled for implementation by 2017 (Watson, et al., 

2014). 

  

According to Tomchyshyn (2003) the advantages of mandatory programs are the enablement of 

industry-wide participation, which levels the playing field for all producers and enforcement of 

accountability. Through the transferal of full costs related to the product's life-cycle environmental 

impacts, scholars hope to encourage producers to change product design activities in order to 

minimize the life-cycle impacts and therefore at the same time reducing the company’s own costs 

(Tomchyshyn, 2003). 

  

Watson et al. (2014) describe, that a mandatory EPR program will most likely always be implemented 

with a collective approach and assume this will lead to an increasing amount of volumes and higher 

ambiguity of recycle materials, which in turn cannot be reused. Therefore, due  to high volumes of 

collection, mandatory EPR schemes the environmental gain per article will increase, but will not lead 

to significant impacts on upstream effects (Watson, et al., 2014). Hence, mandatory approaches will 

be easier to monitor and measure efforts and impacts of the EPR objectives determined by the 

administration, due to their transparent and centralized nature. Furthermore, the costs of 

implementation of a mandatory EPR system depend on set targets as well as the enforced legislations. 

Additionally, imposed taxes which do not consider the upstream effects in the products, do not give 

any incentives for design improvement toward generating connections between environmental 

product design and recyclability (Tomchyshyn, 2003).  

 

In other words, mandatory EPR schemes are more effective than voluntary approaches, but do not 

necessarily affect product design, which implies the efforts are downstream and focused on the end-

of-life rather than the whole life-cycle. Furthermore, only manufacturers and importers of textiles are 

taken into account in mandatory systems and therefore other actors of the industry do not undergo 

the advantages and disadvantages.  



 

 

 

While mandatory, legislation-driven EPR programs are only growing slowly, voluntary business or 

industry initiated Extended Responsibility schemes are taking the lead in the textile and fashion 

industry. Several textile and fashion brands, as well as entrepreneurs have realized the potential value 

and the uncaptured resources in post-retail textiles (Hvass, 2013).  Voluntary in this context signifies 

the business’ or industries unilateral, self-regulated initiative, which are not legally bound or enforced 

by signed agreements with the government, for the achievement of specific targets, schedules or 

actions for materials recovery or diversion from landfill (Tomchyshyn, 2003). 

  

Proactive Corporate Social Responsibility (CSR) strategies and market pressure, such as conscious 

consumers, competitors, a wider stakeholder group or increasing prices on virgin material are the main 

reasons for businesses to implement a voluntary Extended Responsibility scheme in their business 

model according to Watson et al. (2014). Through the implementation of environmentally conscious 

efforts in the marketing strategy branding, businesses differentiate themselves from competitors and 

thus gain a competitive advantage on the market (Watson, et al., 2014). Tomchyshyn (2003) studied 

the potential for voluntary Extended Responsibility systems in Canada and agrees, that Extended 

Responsibilities are only attractive if they result in a competitive advantage, which is more likely to 

happen if the Extended Responsibility program is voluntarily integrated in a company’s business 

model. 

 

The Organization for Economic Cooperation and Development (OECD, 2001) describes the 

motivations behind voluntary Extended Responsibility initiatives as economic drivers to gain high-

value items, public relations gestures, possibilities to avoid governmental intervention, or 

opportunities to achieve greater market share. It is likely that such programs on the one hand reduce 

resources, energy consumption as well as operational costs, but on the other increase trustworthy 

relationships with shareholders and the public. 

 

Compared to a mandatory Extended Producer Responsibility system, which is initially established by 

a public authority, the initial costs and efforts of implementing a voluntary Extended Responsibility 

lie with the initiator himself. Voluntary Extended Responsibility schemes have been criticized for a 

lack of effectiveness and environmental impact when it comes to volumes (Tomchyshyn, 2003). 



 

 

Nevertheless, upstream activities have been identified in voluntary Extended Responsibility based 

business models, since they include the environmental impacts in the whole product life-cycle which 

is a more fundamental adoption of sustainable development (Watson, et al., 2014) and a circular 

economic philosophy.  

 

 

2.1.3 Innovation in Voluntary Initiatives 

  

As previously mentioned, voluntary efforts include a whole life-cycle approach to the production value 

chain of a product (Watson, et al., 2014).  Additionally, Ashford (1999) suggests promoters of 

voluntary initiatives increase innovation, fostering flexibility and supporting businesses to take hold 

of environmental issues. Innovation efforts in this context can be process or product oriented, and 

can create small or groundbreaking changes (Ashford, 1999). 

  

Furthermore, Glachant (1999) states that voluntary initiatives promote and enable the inclusion of 

various firms in order to share and test new technologies, creating a collaborative and creative learning 

process which will in turn increase innovation. For example, a study on packaging waste management, 

demonstrated innovation inputs were positively influenced by organizations outside of the company 

boundaries such as customers, personal contacts and competitors (Cunningham, 2007). 

 

Therefore, voluntary initiatives allow partnerships and collaboration within and outside of the 

company fostering the development of new and improved upstream approaches when developing a 

product or service (Watson, et al., 2014), due to the access of new technologies. 

 

 

 

2.2 Service Innovation 

2.2.1 Services 

 

Vargo and Lusch (2008) define services as the:  

 

“Application of knowledge and/or skills by one institution/actor/entity for the use of another actor”.  



 

 

 

Additionally, services as mentioned by Hill (1977) are the:  

 

“Changes in the condition of some person or good, with the agreement of the person concerned, these changes are the 

result of other economic units.”  

 

In Porter’s (1985) supply chain model, services as seen in Figure 2 are identified as a one out of five 

primary activities, creating value, necessary for competitive advantage. However the author applies 

services at the very end of the value chain to “enhance or maintain the value of the product, such as 

installation, repair, training, parts supply, and product adjustment” (Porter, 1982) before the products 

enters the consumer phase. The focus remains on the product and the service’s role is, solely to 

support the product’s sales or to keep it operating once it is in the hands of the consumer (Chesbrough, 

2011b).  

 

 

 

 

 

 

 

 

 

 

 

 

However, the economy is moving from product based focus to a service based focus where services 

are becoming a critical way to create value, customer loyalty and competitive advantage (Levitt, 1983, 

Chesbrough 2011b, Neely, Benedettini and Visnjic, 2011, Vandermerwe, 1988 and Mina, 

Bascavusoglu-Moreau and Hughes, 2014). It is noteworthy to mention, there are two meanings of 

value, where value can be found in-exchange and in-use. Value-in-exchange is known as a goods 

dominant logic, here a linear manufacturing process is observed, where value is determined by the market 

Figure 2.Supply Chain Model as described by Porter. (Based on Porter, 1985) 



 

 

price. Value-in-use follows a service dominant logic, where value is created by the interaction of providers 

with receivers, through applied specialized knowledge, for example in the case of a service-dominant 

logic; when a customer purchases a product, the product is only a contribution to the overall value 

and is only a tool for the customer (Vargo, Maglio and Akaka, 2008). 

 

Additionally, the increase in technological communications has exponentially facilitated the creation 

of services, the current trend is focusing on creating greater interactions from person to person (Vargo, 

Maglio and Akaka, 2008). Furthermore, Vandermerwe (1988) highlights that services can no longer 

be a separate activity for managers as a part of the value chain, but rather an all-embracing core of 

their strategic mission and corporate planning and provide an utility rather than a product itself 

(Chesbrough, 2011b).  

 

Furthermore, service dominant logic is the foundation for the study of value creation within service 

systems (Vargo, Maglio and Akaka, 2008). Service systems can be made up of individual actors or 

organizations, where exchange and utilization with other systems allow flexibility and adaptability 

(Tien J.M. and Berg D., 2003). 

 

2.2.2 Product Service Systems 

  

Due to the change in focus of the industry, companies are weaving together tangible goods and 

services, instead of providing a simple product. These unification of product and services create 

product-service systems (Wang P.P. et. al, 2010).  Product services systems, as defined by Mont (2001) 

are “system of products, services, supporting networks and infrastructure that is designed to be: 

competitive, satisfy customer needs and have a lower environmental impact than traditional business 

model”. 

 

Through the interpretation of services as a chance to gain value in-use, rather than possession (Vargo 

and Lusch, 2006, cited in Vargo, Maglio and Akaka, 2008), services offer a new angle towards 

minimizing the effects of overconsumption (Fletcher, 2014), through the application of a circular 

economic model (Ellen Macarthur Foundation, 2013). Hence, value is co-created by the mutual 

activities of actors (firms, employees, customers, entities) associated with an exchange (Vargo, Maglio 



 

 

and Akaka, 2008). Additionally, product innovation within the manufacturing industry is facing 

tremendous challenges of product commoditization (Chesbrough, 2011a). Product commoditization 

within the textile and apparel industry, can be defined by the a) shortening of product lifecycles due 

to the constant demand of “new” products, which are saleable in very short and seasonal periods 

(Christopher, M., Lowson, R. and Peck, H., 2004), b) competition is on a price basis and markets are 

saturated (Holmes, 2008). 

 

Therefore, companies are constantly being pushed into a “treadmill” to gain competitive advantage, 

where product innovation is significantly reduced. Thus, in order to innovate in a firm services must 

be explored to create prosperity and competitive advantage (Chesbrough, 2011a). Furthermore, 

services have also increased as an alleviation of the increasing demand humans have on the 

environment (Worldwatch Institute, 2014). In a study of three companies Rothenberg (2007) shares 

that a business model focused on services has potential to benefit economic growth and at the same 

time helps society move away from increasing consumption. Hence, the consumption of less materials 

in the end will be beneficial for the environment.  

 

2.2.3 Innovation  

 

Innovation as stated by Tidd and Bessant (2009) is a process intrinsic and mandatory when seeking 

the renewal of a product or service. The innovation landscape is currently divided into closed and 

open innovation paradigms within firms (Chesbrough, 2011a). A firm which has a closed innovation 

paradigm has clear boundaries, the research and development strategies are focused internally and 

there is high control of intellectual property as you can see in Figure 3 (Chesbrough, 2006b). The dots 

represent all ideas for projects, products or services which are developed and put to market within the 

company’s boundaries and positioning in the market (Chesbrough, 2003). 

 

 



 

 

 

Figure 3. Closed Innovation Model (Based on Chesbrough, 2006b). 

In recent years, the closed paradigm as described above has begun to disintegrate due to the high 

mobility of skilled and talented people, as well as the decrease time to market in many products and 

services, among other factors (Chesbrough, 2006b). This disintegration has paved the way for open 

innovation and suggests the encouragement, exploration of opportunities (West, 2006) in external 

ideas as well as internal ideas and internal/external market routes for the improvement of business 

models to gain competitive advantage (Chesbrough, 2006b). This also means that companies need to 

open their boundaries to let valuable knowledge in to create cooperative innovations with partners, 

customers and suppliers (Gassmann, 2004) and cannot innovate in isolation, which can be visualized 

in Figure 4. However in the existing literature there is no clear delimitation indicating when an 

innovation is open or closed. 

 

 

 



 

 

 

Figure 4 Open Innovation Model (Based on Chesbrough, 2006b). 

 

The external collaboration within the open innovation paradigm was enabled by the advancement of 

information technologies, which in turn lowered the price for knowledge distribution, making 

knowledge accessible globally (Lakhani et al., 2012). In consequence, the democratization of 

innovation allows the new and the greatest ideas to come from everywhere and from any person (King 

et al., 2013).  

 

The sourcing of external knowledge focuses on the creation of relationships for the improvement of 

internal innovation performance within the organization and are known as inbound open innovation. 

Furthermore, out-bound open innovation is related to creating interactions with external organizations 

to take advantage of commercial opportunities (Chiaroni, et al. 2010). Saebi and Foss (2014), state that 

companies can select to participate in various open innovation activities which can change depending 

on the degree and amount of dependence that the company has on external knowledge. Since services 

implement the exchange of knowledge and/or skills by one entity for another one (Vargo and Lusch, 

2008) they provide a suitable framework for open innovation transactions between two entities.  

 

2.2.4 Open Innovation and Services 

 

Service Innovations gain importance in new emerging markets and a number of businesses are 

transitioning from a product-focused business model, to a service-oriented business model. Hence, a 

business model’s main purpose can be defined as a value creator transforming raw materials into new 



 

 

products or services and as a capturer of value by the establishment of a unique resource or position, 

where the company will gain competitive advantage (Chesbrough, 2006).  As previously mentioned, 

open innovation focuses on the creation of relationships for improvement of internal innovation 

allowing companies to learn from best practices (Chesbrough, 2011a). In turn these relationships also 

provide opportunities for collaboration and interaction with external organizations to create 

competitive advantage (Chiaroni, et al. 2010).  

 

Through the interaction between organizations, business can create networks. Networks are 

exemplified by an ecosystem of connections between suppliers and customers. Where complementary 

potentials and competitors are identified firms have the possibility of becoming members of a network 

or ideally create their own ecosystem, (Chesbrough, 2011a). Additionally, Ekström and Salomonson 

(2014) state that networks are actors with similar aspirations, were joining forces provides a benefit an 

equal and voluntary playing field. 

 

Furthermore, Chesbrough (2011a) stresses that a firm who is able to build its own network, has the 

intrinsic possibility of building a platform for other companies to build on. Hence, the author defines 

platforms as two-sided market, where on one side there is a numerous amount of suppliers offering 

choices to consumers and on the other side there are a compelling number of consumers looking for 

choices. Therefore, the platform creator has to build an infrastructure to connect third parties offering 

services to consumers needing these services. In addition, it is noteworthy to mention involvement 

and creation of these communities have been accelerated by information technologies. 

 

According to Mina, Bascavusoglu-Moreau and Hughes (2014) service-oriented business models use 

more external knowledge than product based business models. Furthermore, Tether (2005) suggests 

that these service based models tend to collaborate more extensively with their environment such as 

customers and suppliers, which have proven to have a positive effect not only in the company's 

innovation performance, but also in playing a key role when searching to solve sustainability issues, 

where sharing resources and/or service innovation provide access to state of the art markets (Googins 

and Rochlin, 2002). Therefore, networks promote smaller companies to grow into powerful 

competitors (Chesbrough, 2011a). However, there are inconsistent results on the different types of 

knowledge and interaction between partners (Mina, Bascavusoglu-Moreau and Hughes, 2014). This in 



 

 

turn, provides opportunities to understand the role an environment and the extracted knowledge from 

this environment has on the development of innovation and its effects on Extended Responsibility 

within a business and an industry.  

 

Ultimately, the goal of a service based model is to transform into a platform opening up its borders 

to provide a space where other business build on. An effective platform is viewed as two-sided market 

between suppliers and consumers, where one side is composed of suppliers providing countless 

choices for consumers and on the other there are customers that come because of all of the choices 

offered (Chesbrough, 2011a). 

 

 

  



 

 

 

Chapter 3: Towards a Unified Conceptual Framework  

 

The third chapter of this research connects the analyzed literature to a deductive model which will be the foundation for 

the empirical research. Two established concepts, one representing Extended Responsibility and one Service Innovation 

are put in context to each other and were adapted to the focus of the thesis. This gives the opportunity to investigate, how 

the phenomenon of Service Innovation affects ER schemes.  

 

 

3.1 The 5 responsibilities 

 

According to Lindhqvist (2000) and Tojo (2004) the responsibility extension of an Extended Producer 

Responsibility scheme can be categorized and evaluated in five different perspectives: Economic or 

financial responsibility, physical responsibility, ownership, informative responsibility, and liability as 

observed in Figure 5. These responsibilities are however not exclusively applicable for producers only 

and work just as well for any actor applying Extended Responsibility in the value chain. Therefore, 

Extended Responsibility is a broader concept based on Extended Producer Responsibility, covering 

not only producers but an ample amount of actors, which is why this model applies for both schemes. 

 

‘Liability’ includes the responsibility for detectable environmental damages related to the specific 

product. The degree of the liability is however limited by legislation and therefore depends on the 

different national and regional laws a company is operating in and lies not directly in the hands of the 

actor. It may refer to several parts of the product’s life cycle, including use and final disposal 

(Lindhqvist, 2000). In the case of textiles however, there are no public usage and disposal regulations 

within the European Union (EU), besides the mandatory EPR model in France (Watson et al., 2014). 

Since this study focuses on voluntary ER schemes, liability is limited to the former value creating 

activities of the product development.  

 

‘Economic or financial responsibility’ (Tojo, 2004) is used to describe an actor who will fully or partly cover 

the costs of for example, collecting, recycling or final disposal of the products (Lindhqvist and Lidgren, 

1990). These costs could be directly paid for or through a special fee (Lindhqvist, 2000). As explained 



 

 

by Tojo (2004) financial responsibility can be carried through in a collective or an individual manner. 

However, fees require a collective agreement, which as mentioned before only established, which as 

mentioned before, has only been established by France for textile products within the European Union 

(Watson et al., 2014)  

 

‘Physical responsibility’ means an actor is taking part in the physical management of the products or the 

impacts of the products (Lindhqvist, 2000). This might include producers who manage the entire 

system on strictly financial terms, which means the actor is charging the collecting and recycling 

services of his products (Lindhqvist, 1992).   

 

If the actor retains the ‘ownership’ of his products over the whole life cycle he is automatically coupled 

to the environmental impacts of the products (Lindhqvist, 2000).  

 

Lindhqvist (2000) explains that ‘informative responsibility’ implies multiple possibilities for an actor to 

supply information on the environmental properties and effects of his products and create awareness 

and understanding. Tojo (2004) argues that this is connected to the assumption that humans may 

change behavior when they have more knowledge and understanding of their surroundings and its 

context.  

 

  

 

 

 

  

Figure 5. Models for Extended Producer Responsibility (Based on Lindhqvist, 2000). 



 

 

 

3.2 Service Value Web 

 

As previously mentioned, the development of service experiences attract customers and potential 

partners since it can create greater value and Service Innovation for them. In return the company gains 

greater competitive advantage (Chesbrough, 2011a).  A service value web as shown in Figure 6, is not 

a linear process of material inputs converted into outputs and transported to the customer like the 

value chain proposed by Porter (1985). Instead, it is a process of iteration based on continual customer 

involvement in the value creation process of a company that results in a service experience for all 

actors involved (Chesbrough, 2011b). In this case customers are not only individual consumers but 

may be other businesses, third party suppliers, or research partners which will be referred to as ‘the 

environment’ or ‘other actors’ throughout this study. By investigating the content of the interactions 

as well as the amount of interaction partners and the role of product ownership one can analyze the 

openness and the Service Innovation within a company.  

 

It is important that the boundaries between the company and its external environment are porous 

(represented by a dashed outline). This symbolizes the flow of innovation moving between internal 

and external opportunities (Chesbrough, 2003). Hence, the more interaction between the company 

and its environment the more open is the company’s innovation process. The service can furthermore 

be applied for products that are owned by the same company. The orange arrows specifically point 

out possible interactions between the businesses and its environment which implies that the service 

provider does not have to deliver all of the services on its own but needs to coordinate the support of 

internal and external services to the customer (Chesbrough, 2011b).  

 

The interactions can be formal, contractual agreements in the form of a cooperation or informal, 

unstructured exchanges based on reciprocal trust and moral commitments instead of legal bindings. 

Companies can interact with market-based partners, such as customers, suppliers and other businesses 

to better identify and analyze the market requirements for goods, services or process innovations and 

to share the related costs and risks. However companies can decide to co-create with science-based 

partners such as universities, research institutions and the public research base instead or as well (Mina, 

Bascavusoglu-Moreau and Hughes, 2014) to get an insight into basic knowledge to better develop 



 

 

their existing capabilities across different departments (Hughes and Kitson, 2012) or to discover new 

ways for innovation and growth (Bercovitz and Feldman, 2007, Veugelers and Cassiman, 2005). 

 

 

Figure 6. Service Value Web (Based on Chesbrough, 2011b). 

 

Environment Engagement 

 

Environment engagement initiates the process of a service experience (Chesbrough, 2011b). Its 

underlying concept relies on creating relationships with the environment, where the needs are 

addressed through a feedback mechanism and other actors are personally engaged, ready to co-create 

with the company (Ramaswamy and Ozcan, 2014). 

 

Engaging the environment is the basis for co-creation, this engagement is enabled by the following 

building blocks; a) dialogue where other actors are understood, here relationships are built by 

experiencing what the environment experiences under various contexts of experiences, b) giving other 

actors the access to have experiences and not only ownership of a product, c) sharing information of 

the risks related with the products of services being offered and d) being transparent in sharing profit 

margins, costs and related economic activities (Prahalad and Ramaswamy, 2004). 

 



 

 

Service Co-creation 

 

Chesbrough (2011a) states co-creation is an enabler for open service innovation platforms. Co-

creation is “the joint creation of value with individuals, through platforms of engagement, emergent from ecosystems, 

represented in experiences to expand wealth-welfare-wellbeing” (Ramaswamy and Ozcan, 2014). 

 

According to Roser, DeFillippi and Samson (2013), knowledge has the central role in co-creation of 

values and relationships, the main features of co-creation are the “expansion of organizational 

boundaries” and “the involvement of co-creators”. Here innovation is a collaborative process, 

including co-conception and co-design presenting a third dimension to increase servitization (Roser, 

DeFillippi and Samson, 2013). Thus, “co-creating involves the building and deconstruction of 

knowledge and experience, which points to a joint learning process” (Payne et al., 2009). Additionally, 

information communication systems have promoted the offering of user tool kits, through the use of 

these user-friendly kits other actors are able to participate and create custom products or services (Von 

Hippel, 2001). Hence, users become co-creators providing new opportunities for innovation, 

increasing the efficient and effective creation of value within the company (Ramaswamy and Ozcan, 

2014). 

 

Elicit Tacit Knowledge 

 

During the engagement and co-creation process the environment and the company exchange tacit 

knowledge (Chesbrough, 2011b), which is knowledge based on experiences (Chesbrough, 2011a). The 

service provider gains new insights about how its environment interacts with its product-service 

system and at the same time the environment gains new insights while interacting with the service 

provider (Chesbrough, 2011b). Due to the fact that other actors as well as service suppliers differ in 

their prior experiences and activities tacit knowledge intervenes in the communication between both 

sides. It can be very difficult for a service provider to understand what a customer really needs but 

once a company is able to elicit and manage tacit knowledge effectively it gains a unique insight that 

can distinguish this company from its competitors on the market. The result is a competitive 

advantage. Once another actor uses the system of the service provider in ways they do not use other 



 

 

systems, the service provider has the chance to learn exclusively what the environment does, which is 

another advantage in the market (Chesbrough, 2011a).    

Information and information technology are decisive factors in increasing and hindering innovation 

in services. By conducting and analyzing data, companies can study their customers and react on future 

innovations (Chesbrough, 2011a). 

 

Design Experience Points 

 

The service provider can use this valuable knowledge to design or improve experience points 

(Chesbrough, 2011b). Experience points comprise all moments where the environment gets into direct 

contact with the service (Chesbrough, 2011a).  

 

Since services are intangible by nature it is much harder to develop specifications than in product 

exchanges. It is difficult to measure if the specifications promised are in fact being delivered by the 

service provider and different actors might have different expectations and experiences with the same 

service (Chesbrough, 2011b). This emphasizes on the fact, that the environment’s perception of its 

experiences with the services is as crucial as the design and delivery of the service. To identify and 

refine experience points, helps to frame the environment’s expectations of the service they will 

experience. The satisfaction of the environment with the service will be influenced by the delivery of 

the service compared to their expectations. Until the other actors of the environment actually obtains 

the service they make different choices which are correlated to different elements of the service. All 

these elements or experience points define the design of the service (Chesbrough, 2011a) since the 

environment directly faces outputs from the service (Chesbrough, 2011b).  

 

Service Offering 

 

Once the experience points have been discovered the provider offers a service to the environment. 

The other actor either accepts it or delivers further information about additional needs which were 

not being addressed so far. Hence, the cycle might repeat itself until the other actor accepts or rejects 

the service offering (Chesbrough, 2011b).  

 



 

 

The final purpose of the service value web is to create a service platform as a source of real value and 

new revenues as well as competitive advantage for the company. There are no boundaries for open 

innovation, which means, that the co-creation could be even more powerful when spread over an 

entire industry (Chesbrough, 2011a).  

 

3.3 Model of Service Innovations for extending responsibilities 

 

Through the revision of existing literature and based on the described models the following conceptual 

model was developed. It combines the service value web to perform Service Innovation and the five 

responsibilities of Extended Responsibility. As previously mentioned, the investigation about the 

service value web deepens insights into the innovation process within a service and a firm’s openness 

towards interaction with its environment. Furthermore, it gives the opportunity to examine if the 

interaction with the environment leads to new open or closed Service Innovations. As opposed to 

Porter’s (1985) linear value chain that applies services only at the end of the value creation process of 

a company the service value web, includes the environment in the whole value development process 

of a service experience. By putting this in relation to the producer responsibilities it is possible to 

investigate if the Service Innovations affect the responsibilities a company takes over. By its nature, 

services have the characteristic to make “changes in the condition of some person or good” (Hill, 1977) to do 

something for a different entity. In this particular context the model implies how a service can take 

Extended Responsibilities either by the service provider or by its environment. It is interesting to 

examine how the services offered by companies aim to take responsibilities for products to also serve 

the natural environment. In addition an investigation of the execution of the service can gain insights 

into the involvement of the company's environment into the Extended Responsibilities. In other 

words if the environment makes the service provider take responsibility or if the service provider co-

creates so close with its environment that it is involved in the Extended Responsibilities.  

 

When looking at the responsibilities, two changes to the original model have been done. Considering 

there are no current legislations for producers or importers to take responsibilities for the 

environmental impact, waste management or disposal of their products, all the observed companies 

operate within the legal boundaries of the affected country which is why ‘liability’ as a responsibility 

will not be further investigated.  



 

 

 

Additionally the ‘financial responsibility’ has been adapted. Even though physical and informative 

responsibility can be strictly executed by one actor in the value chain itself, it is always connected to 

labor and resource costs, and therefore finances, which is not considered in existing literature. 

However, based on this logic, one could argue, that every actor that takes over physical and/or 

informative responsibility is also financially responsible. To be able to differentiate between those 

actors who solely pay third parties to take care of their products the term ‘financial responsibility’ will be 

modified into ‘outsourced financial responsibility’.  

 

As explained earlier, the ‘customers’ in the service value web where exchanged by ‘actors’ to make it more 

clear that not only single consumers are addressed but other businesses, complementors or third 

parties as well.  

 

 

Figure 7. Model of Service Innovation for Extending Responsibilities. 

 

 

 



 

 

Chapter 4:  Methodology 

 

The fourth chapter aims to present the performed research method considering theoretical and empirical approaches of the 

thesis. It starts with the philosophical understanding of the social research which develops into the chosen qualitative 

research strategy and multiple case study research design. Subsequently the sampling process of the critical cases as well 

as the data collection of semi-structured interview were explained. The chapter closes with a description of the data analysis 

process and the quality assessment of the study.  

 

 

4.1 Ontological and epistemological considerations 

 

Based on the definition of services, earlier mentioned, services are being created through the 

interaction between two social actors or the application of knowledge by one entity in relation to 

another (Vargo and Lusch, 2008) and change the original conditions (Hill, 1988). In other words, 

services are a social construct, being created through social interaction between different entities with 

different realities and lead therefore to a constructionist ontology (Bryman, 2012, Lo Presti, 2013). 

The same applies for responsibility. According to the Oxford dictionary (2015), responsibility is the 

duty to deal with something or someone, a moral obligation to behave in a certain way or the ability 

to act independently. This presupposes the involvement of one entity related to another one. 

 

The two phenomena and their relation to each other investigated in this study only exist in a social 

context. To discover, interpret and understand, how meanings and knowledge were being created 

between the involved social actors, an interpretive epistemology approach has to be used. Hence, the 

researchers examine the interpretation of the Service Innovation and Extended Responsibility by the 

social actors involved (Bryman, 2012).  

 

4.2 Research Strategy 

 

To understand how the world is being perceived by single actors a qualitative research strategy is 

required where data are collected in words rather than numbers (Bryman, 2012). This research aims 

to understand how Service Innovation, thus the innovation process through interaction with a 

company’s environment, affect its Extended Responsibility. To investigate the meaning and 



 

 

knowledge that is being created between the company and its environment it is necessary to review 

the role of a company as it is common in qualitative research (Bryman, 2012, Kvale and Brinkmann, 

2009). To understand the context of the Service Innovation in Extended Responsibilities, a thick, deep 

description of the social setting and its processes over time following a qualitative research strategy is 

necessary (Bryman, 2012). Qualitative research allows the comprehension and analysis of Service 

Innovation in companies with Extended Responsibility.  

 

The empirical examination of this research is based on a deductive approach (Bryman, 2012). The 

model for Service Innovation in Extending Responsibilities was built on existing theories and 

concepts, to combine the two phenomena and put them into a common context in order to refine 

existing theories. According to deductive research approaches, data has been collected to test the 

model and retrieve contributing results (Bryman, 2012).   

 

4.3 Research Design 

 

A multiple case study approach was taken in order to intensively examine the dynamics of applying 

Service Innovation in the specific and complex setting of Extended Responsibilities (Yin, 2013). 

According to Yin (2013), case studies are most reasonable “to evaluate highly broad and complex 

initiatives”; among others the author names “service delivery integration” and “community and 

economic development projects” as examples for such initiatives. The purpose of this study includes 

a service delivery as well as a business development, which is why a multiple case study research design 

is suitable. By investigating not only one but several cases the logic of comparison applies. By 

contrasting several cases social phenomena and meaning can be better understood (Bryman, 2012). 

Furthermore the conditions to test the theory behind the conceptual framework can be better verified 

(Eisenhardt 1989). Since Service Innovation and Extended Responsibility are emergent fields, the 

comparison of identified cases itself might reveal relevant concepts (Bryman, 2012).  

 

4.4 Case Selection 

 

Service Innovation as well as Extended Responsibility are still emerging concepts, which is why 

purposive, critical cases were chosen for this research to explore these new dimensions. It has not 



 

 

been analyzed to implement both phenomena in one business model therefore the critical cases for 

this research have the purpose to cover representative examples that can be investigated (Bryman, 

2012).  

 

Desktop research based on literature, websites, annual reports and secondary data revealed 7 cases 

which exemplify the inclusion of both key characteristics:  

 

1. Carrying out a service within the post-retail textile and clothing industry and  

2. Taking over Extended Responsibility.  

 

The following table visualizes and summarizes the different identified service offerings within ER 

based businesses in the post-retail textile and clothing industry. The critical cases chosen for this study 

cover at least one of the 7 identified services. The services include: leasing/renting, online 

marketplaces, swapping platforms, clothing libraries, redesign, repair, collect, sort and recycle and 

information platforms.  

 

Table 1. Businesses in post-retail textile and clothing industry. 

CASES COMPANY MAIN SERVICE 
ADDITIONAL 

SERVICES 
INTERVIEW TYPE 

CASE 1 Nudie Jeans Repair 
Redesign/ repurposing and 

recycling projects 
Skype interview 

CASE 2 Beibamboo Leasing/ Renting Special laundry Skype interview 

CASE 3 I:Collect 
Collecting/ Sorting/ 

Recycling 
 Skype interview 

CASE 4 Klädoteket Clothing library 
Swapping events, laundry 
service, Redesign activities 

Personal interview 

CASE 5 180 Redesign workshops  Skype interview 

CASE 6 Kleiderkreisel 
Swapping Platform, 
Online Marketplace 

Offline swapping events Written interview 

CASE 7 Cirqle Information platform  Written interview 

 

 

 

 

 

 



 

 

 

Table 2. Company profile. 

Company Description 

Nudie Jeans 

Nudie Jeans is a Swedish clothing brand focusing on Denim products.Additional 
to selling the jeans, the Nudie shops offer a repair service for their products. For 
customers who do not live close to a repair shop, the brand offers to send a repair 
kit free of charge. If items cannot be repaired, the company takes them back in 
exchange for a discount on new items. 

Beibamboo 

Beibamboo is a Finnish brand, focusing on garments for newborn and premature 
babies. The business started as a service for mothers to rent products for their 
newborns. Customers could choose between different packages of clothing 
which would be delivered to the front door or to the closest retail partner. 
According to the fast growth of babies the sizes could be adapted. However, due 
to a lack of personal and investors the company had to stop offering the service 
currently. Nevertheless the founder wants to reintegrate it as soon as possible 
which is why this case was still valid for this study. 

I:Collect 

I:Collect is a subsidiary of the Suisse SOEX Group. It is specialized on collecting, 
sorting and recycling textiles in collaboration with retail partners. I:Collect 
provides drop-off containers for customers at the point of sale of their retail 
partners, which in return offer discount vouchers for the customers. The 
collected garments will be sorted according to 350 criteria and afterwards sold 
for reuse or recycled. 

Klädoteket 

Klädoteket is a clothing library in Göteborg, Sweden. Most of the offered 
garments were collected by the founders and bought from various sources. 
However this clothing library additionally collaborates with designers that 
borrow their products to the clothing library for a period of 3 months. Members 
of the clothing library pay a monthly membership and are able to bring a limited 
amount of garments at a time. Exchange of these garments to other ones offered 
in the library is however endless. 

180 

180 is a redesign initiative by the English graffiti artist “Moose” as well as the 
Swedish textile engineer and artists Amanda Margareta Ericsson. Since 2009 
Amanda has curated and developed a travelling exhibition and workshop called 
"The Life of a Dress" that has been visiting several countries all around the globe. 
During these workshops participants are encouraged to challenge current 
structures and ways of thinking around materials and making. 



 

 

Kleiderkreisel 
Kleiderkreisel is the German subsidiary of the Lithuanian mother company 
Vinted.com. It is an online platform for consumers to sell, swap buy or just give 
away their unwanted garments. 

Cirqle 

Cirqle is a smartphone application founded in Stockholm, Sweden. The purpose 
of the app is to show and guide users to the closest possible textile drop-off to 
their current location. As a reward the user gets discounts in participating retail 
stores. 

 

 

4.5 Data collection/ Interviews 

 

The data collection process of this multiple case study was conducted through semi-structured 

interviews. 7 of the identified service providers have been interviewed of which 4 were Skype 

interviews, 2 were answered in written form and communicated via E-mail, and 1 was held in person. 

The interviews took between 30 and 45 minutes and were conducted in English since the language of 

the study is English and to avoid bias through translating. The interview guide based on the conceptual 

framework can be seen in the Appendix 1.  

 

As DiCicco-Bloom and Crabtree (2006) highlight, semi-structured interviews have the purpose to 

contribute to a base of conceptual and theoretical knowledge, as stated in previous chapters of this 

study, to build on the meanings that businesses’ experiences hold for the participants. The semi-

structure allowed to compare the content of the interviews of the different cases but still provide 

enough space to ask more in-depth about emerging fields of interest (Bryman, 2012), “to explore 

meaning and perceptions to gain a better understanding” (DiCicco-Bloom and Crabtree, 2006). It 

furthermore encouraged the participant to share rich descriptions of the phenomenon of Service 

Innovations and ER. The interviews aimed for participants to explain their current Service Innovation 

in which they cover responsibilities by providing this service. Furthermore the informants were asked 

to describe their collaborations, networks, platforms and ownership of products while applying the 

service to get insights in the openness of their innovation process.  

 

  



 

 

4.6 Data analysis method 

 

The interviews were recorded and transcribed with the help of the transcribing software InqScribe, 

which made it possible to adapt the speed of the recording for better understanding so no valuable 

data went missing. A comparative analysis approach was used to systematically analyze, identify and 

report patterns i.e. themes according to the research question and the interview goals (Hvass, 2013). 

The transcriptions were coded with the computer- assisted qualitative data analysis system NVivo to 

extract the following meaningful, groups: Current responsibilities, current service, motivation, 

openness, circular economy, innovation and challenges. The groups were afterwards compared in 

between the different cases and were further developed and supported with representing quotations 

from the transcribed interviews. The focus of the coding process relied on concepts, expressions, ideas 

and patterns as proposed by Hvass (2013) that discussed Service Innovations within ER schemes and 

related to the motivations, drivers, challenges and opportunities to these concepts. Furthermore the 

description of openness and ownership of the participants were considered. The different groups as 

well as the suitable codes and representing examples can be seen in the  Appendix 2. 

 

4.7 Validity and Reliability 

 

4.7.1. Internal and External Validity 

 

‘Internal validity’ is considered the backbone of qualitative research (LeCompte and Goetz, 1992) and 

provides reliability to the connections between theory and empirical findings, referred specifically to 

the data analysis section of the study (Yin, 1994). Consequently, in order to insure a high level of 

validity within this study, a clear conceptual framework to guide the empirical research and an 

interview guide to steer interviews toward the studied subject were established and connected the 

outcomes of the research with reviewed literature. The interview questions were created based on the 

theoretical framework and so is the structure of the analyzed findings in the table as well as in the 

written text. Findings based on the Service Value web are visualized in blue, whereas the Extended 

Responsibilities are highlighted in blue.  

 



 

 

‘External validity’ is also referred to as ‘generalizability’ and is based on the belief that theories proven for 

one phenomenon must be equally valid not only in the context in which they were researched but also 

in other scenarios (Gibbert et. al, 2008). Even though statistical generalization is not possible for 

qualitative research, analytical generalization considers generalizing from empirical data collection 

instead of population as done in this study (Yin, 1994). Eisenhardt (1989) states that a cross-case 

analysis investigating 4 to 10 cases provide a foundation for analytical generalization. This paper 

studies 7 cases and is therefore within this scope. Additionally clear rationales for the criteria of the 

critical case selection were stated and details about each case and the research context are given to 

make the sampling choice comprehensive for the reader (Gibber et. al, 2008).  

 

 

4.7.2. External and Internal Reliability 

 

‘External reliability’ relies on the replicability of a study in order to reduce researcher bias and 

interpretation during the analysis (Bryman, 2012, Gibbert et. al, 2008). A detailed and clear guide for 

future researchers to enable the replication of this this study is presented through the research paper 

specifically found in the methodology - Service Innovation for Extending Responsibilities model in 

Chapter 3 - interview guide and transcripts used during the research.  The research topic is focused 

on the concepts of a ‘Service Value Web’ and ‘Extended Responsibilities’ within post retail activities 

in the textile and apparel industry. However, both concepts have been separately applied in different 

contexts in existing literature. Nevertheless the connection of these general concepts as tested in this 

study is not limited to the textile and apparel industry, but can be generalized to other industries with 

an equivalent approach. Hence, external reliability is represented in this study due to its capability to 

be generalized throughout a variety of social scenarios, specifically focused on various service 

scenarios and their effect on Extended Responsibility (LeCompte and Goetz, 1992; Cho & Trent 

2006).  

 

Furthermore, referring to ‘internal reliability’ the authors participated reviewed each other's work and 

cross referenced theoretical and empirical data (LeCompte and Goetz, 1992) 

  

  



 

 

 

Chapter 5: Results and Findings 

 

This chapter summarizes the results and findings of the interviews. Firstly a case-by-case analysis is presented to verify 

the findings in detail. Additionally a table summarizes the following results of the different cases, case by case: main 

service in focus, additional activities, Service Innovation, co-creators, the scope of the service as well as the covered Extended 

Responsibilities.  

 

This study analyzed 7 companies in the European textile and fashion industry addressing post-retail 

Service Innovations and how these service offerings envelope existing Extended Responsibility. The 

different cases are analyzed in more detail subsequent to place the two phenomena investigated in 

context to each other.  

 

Case 1: Repair service of own brand 

 

The main focus of repair services is to extend a product's life, while at the same time creating customer 

loyalty through the experience provided. Customers can bring back their used garments to the repair 

shops to get it mended or altered. This service applies as an “[...] extra service [...] “at the end of the 

value chain, post-retail in the consumer phase initiated by the consumer. Thus, through the activities 

to prolong the product's lifetime, a service system is created in order to extend the brands 

responsibility and business model to a product-service system. The main focus of the business is 

however not the service, but the product.  

 

The brand takes over informative responsibility through the communication of production processes, 

as well as material descriptions online on their website and social media. Additionally, the repair service 

gets promoted by the sales and repair staff in the stores. Furthermore the brand performing this 

Service Innovation is physically responsible for the products when mending and altering them to 

prolong the life of the garments. However the service provider only focuses on their own products in 

the service offering and does not include other textiles or brands, hence it is rather closed Service 

Innovation.  

 



 

 

The interaction and co-creation with the environment during the service offering is limited to “[...] just 

with the customers [...]” during the limited amount of time that the consumer spends in the repair shop 

and possibly through online communication. The consumers are able to mention detailed 

predilections for the repair of their garments, however they are not actively involved in the service 

experience. The brand shares special user stories on their website, but the online forum where 

customers can exchange their brand experience was not initiated by the brand itself, but by engaged 

customers.  

 

Moreover single projects with other companies and nonprofit organizations are possible, the 

collaborations were however not actively initiated by the brand, but more likely by the other companies 

(“Well, they asked us [...] we would never search for that kind of [...] publicity or that kind of thing”). The service 

provider that offers a repair service for their own products keeps the responsibilities and the control 

within its own company (“[...] we don't need a third party [...]”).   

 

The life-cycle thinking of the repair brand “[...] starts earlier [...]”, upstream, when designing the 

products before the service offering and focuses on non-hazardous materials, good quality as well as 

“[...] a product that could last [...]”. However at the end of a garments life, when the products cannot be 

repaired or resold as second hand, they are repurposed to caps, upholstery or rag rugs. Furthermore 

“[...] small collections [...]” were produced out of recycled garments in collaboration with a recycling 

company, but the recycling is not part of the service anymore. However the downstream effects are 

limited to the collection of garments of the own brands, prolonging their lives, reuse and small 

recycling projects.  

 

The biggest challenge is customer awareness and engagement. “Even though we have been doing this for a 

few years, a lot of customers still don't know this, that you can turn them [the garments] in for repairing [...]” and 

they intend to “[...] increase the amount [...] we actually get back [...]” as future service opportunities and 

additional responsibilities. Furthermore the brand “[...] want[s] to extend the repair service, we have always 

done as much as we can... we usually say we only do jeans, but if someone would come in with a denim shirt we try to 

fix them as well [...] we aim to do everything that we feel we can do in agreement with the customers, but we are not 

tailors so we do the best we can. So I’d say, to fix even more things for customers”. By including other garments 

than only jeans, the brand takes over additional physical responsibility for its own products.  



 

 

Case 2: Renting of own brand 

 

The second case investigated provides another Service Innovation by renting the brand’s own 

products. This service is not at the post-retail phase of a product, but this product-service system 

provides an alternative approach to traditional retailing. The service applies however at the end of the 

traditional value chain and the brands business model is focused on the product, not the service.  

The company takes additional responsibility for their products by renting, distributing and laundering 

the products. The producers of the products maintain ownership of the garments, which means the 

brand is interested in taking care of the products (“[...] if there was a tiny hole we repaired it [...]”) to gain 

as much value as possible. Besides the ownership, the brands also cover a higher level of physical as 

well as informative responsibility. However the service is limited to the brands own products and does 

not include textiles from other companies, which makes this Service Innovation also rather closed. 

Through agreements with logistic partners which distribute the products from “door to door” as well as 

laundries as a considerable part of the service offering, consequently the service provider also issues 

outsourced financial responsibility.  

 

The interaction and co-creation is focused on the consumer in this model as well, however the 

relationships based on renting contracts are even more closed compared to the repair service. 

Additionally, the renting system automatically engages the customer for a longer period of time and 

puts the satisfaction of the customers in focus. However the service experience is also relatively weak 

as the consumer only influences the service by demanding different sizes and customizing the 

distribution and does not actively co-create.  

 

Design for longer life, reusability and recyclability were considered during the design and development 

of the products. Therefore, when owning the products throughout their whole life, the company does 

not need to worry about collecting garments. Even though the brand gets all their products back 

eventually, they have no downstream initiatives to reuse or recycle the discarded garments through 

fiber-to-fiber recycling or reuse in different contexts.  

 

Additional to customer engagement, the logistics factor has proven to be a big challenge for this 

system, where logistic companies as well as retail stores where “[...] people could come and pick up the parcel 



 

 

[...]” are crucial. Considering that products need to be delivered in a flawless state after being used, 

the brand is collaborating with laundry services as well.  

 

The investigated brand had to stop offering the renting service “[...] due to lack of personnel [...] I was doing 

more or less everything on my own so it became too time consuming to package and then also to follow up, you know I 

didn’t have a system, a proper system [...] I kept kind of reminders in my email, about who to send bills to at what 

time. But, I was making all the bills in my machine, but they had to be saved and then emailed”. However, the CEO 

of the brand wants to reintegrate the service offering as soon as possible and is planning on “[...] having 

a kind of swap place through our website [...] just a place where people can trade”. Hence, these initiatives envelope 

additional informative, as well as physical responsibilities in a more open way.  

 

Case 3: Collecting, sorting and recycling  

 

The collecting, sorting and recycling of textile products is not a new phenomenon in the textile 

industry. However, this phenomenon has developed into a service offering, where third party 

companies organize the collection, sorting and recycling for the manufacturer and retailer of the 

products, and can become “[...] a provider of secondary raw materials [...]” as an alternative for virgin 

materials which is fed back into the circular economy of the manufacturers. The aspects of this Service 

Innovation focuses now more on environmental, rather than only social aspects.  

 

The service is applied in the post-retail phase, after the consumer phase. The service provider works 

with retail partners and offers return containers in its partner’s stores where consumers can drop their 

unwanted textiles. By providing the space for the containers, as well as offering the consumer some 

sort of incentive to give back their unwanted garments, the retailer takes extended physical 

responsibility, based on the collaboration with the service provider. The service provider itself takes 

increasing physical responsibility through the collection, sorting and recycling of post-retail garments. 

The level of informative responsibility towards the consumer is indirect, since the service provider 

does not focus on communication with the consumers, but leaves this responsibility to its retail 

partners. Nevertheless, there is information about their Service Innovation available online and 

accessible to everyone. The informative responsibility of the service provider is focused on “[...] the 

very complex infrastructure of the production chain [...]” considering, this “[...] is a global challenge that we are 



 

 

engaging here and this is something that is not in our hands only and therefore we need to come together and sit down on 

one table, the whole industry, from retailers, producers and all of them [...]”. Additionally outsourced financial 

responsibility is taken by the service provider when collaborating with logistic companies to do the 

distribution of the textiles for them.  

 

Moreover the service provider is “[...] in constant exchange with our retail partners and producers and also their 

design teams [...]” and it is ”[...] absolutely vital that the partner knows their production chain because only if we know 

them we can start working together with their producers and settle those new routines and new procedures in those facilities 

[...]”. By feeding back experiences with the collected garments to the design and development 

department of the retailer, impacts on the design of the products are possible but do not lie within the 

responsibilities of the service provider. However, the service provider depends on the retailer and 

producers and vice versa which makes the interaction “[...] very, very transparent [...]” and co-creation 

necessary, which leads to a stronger service experience for all parties involved. The “[...] constant 

exchange of information leads to an improvement of our service offering every day [...] because learning about each other 

creates space for new approaches [...]” and by “[...] understanding, where our partners want to go to makes it a whole 

lot easier to align the strategies [...] that leads to much faster improvement.” Moreover the service provider 

established an internet “[...] database [...] where we make the knowledge available in order to close the loop [...] 

and the alliance is the platform to do that.” Collaborations with universities and research institutes have been 

proven to be helpful as well. “The engagement with our retail partners has changed [...]” since the service 

provider's customers are retail and manufacturing firms (“It is set among the industry participants, everyone 

knows that they need to integrate some sort of sustainability strategy.”  

 

The service provider takes the whole product life-cycle into consideration by “[...] looking at the whole 

supply chain when we are doing fiber to fiber recycling [...] “and creates a network of many actors by “[...] offering 

a system where our retail partners can take on producer responsibility as we are organizing the whole chain from collection 

up until the recycling and the reintegration into their production chains [...]”.  

 

However “[...] the most important challenge is [...]“ the consumer engagement and awareness (“[...] at the 

moment all systems or initiatives that are out there collecting used clothing only collect roughly 20% of our textile waste, 

80% is still being discarded through the normal garbage and that in itself is a challenge for us but we want to upscale 



 

 

that number, we want to collect more, that is the first challenge that we need to overcome a more conscious treatment with 

textiles).”  

 

In the future the service provider is “[...] going to extend our service level to not just collection on the retail floor 

but maybe through an online services and maybe raise another possibility to not only collect the clothes but also recycle 

them.” They additionally “[...] need further technologies to cope with various fabric and materials that are used to 

make our clothing items [...] I’m talking about poly cotton mixes and so on, so right now most of our recycling procedures 

are mechanical recycling procedures but we definitely need to integrate further chemical recycling procedures into our 

facilities.” Therefore the service provider wants to take additional informative and physical 

responsibility by engaging with more retail partners and collection solutions and by improving 

technologies towards a closed circular model. By entering an online service, the innovation process 

might open up more as well.  

 

Case 4: Renting of multiple brands 

 

Similar to the renting of own brand case, this Service Innovation rents out multiple brands to 

consumers in a clothing library. The Service Innovation replaces the traditional retail model, but is not 

limited to the products of one brand only. However the garments offered through the service are only 

available to fee paying members.  

 

The main part of the garments the clothing library offers are second hand, which were assembled 

from private sources, charities, producer or designer donations. Additionally, the clothing library 

offers designer items which are still property of the designer and are only borrowed to the clothing 

library. As mentioned before, the clothing library takes physical responsibilities, but also informative 

responsibilities as a result of “[...] try[ing] to spread the word and [...] despite from having this wardrobe we also 

do the different events where we focus on environmental or sustainable fashion so we always try to remind people why we 

do this and how they can help.” Similar to the renting of own products, small repair services as well as 

collaborations with laundry services are included in the Service Innovation as well, hence, the service 

provider pays for the laundry of the products and takes outsourced financial responsibility.  

 



 

 

The clothing library serves as a network for designers, businesses as well as members where every 

participant “[...] can also be a part [...] how can I do, how I help and affect [...] can with [...] close relationships to 

all our [...] partners because it is easier to work like that and we can help each other out as well.” The clothing 

library is furthermore, a space that promotes “[...] discussions in the fashion world[...] ” and wants to “[...] 

be a platform [...] where we can benefit from each other from both, customers and corporations [...] and discuss and have 

events and workshops and also rent the space for designers.” All partners in the network are co-creating the 

service experience by contributing to and determining the assortment and therefore the core of the 

business.  

 

The clothing library is built on the idea of “[...] consume clothes in an environment friendly [...] fun, new way 

[...]” but with a circular mindset where they can “[...]be part of the whole chain in a different way[...]” where 

“[...]people can hand in their clothes and when the clothes[...] are torn or destroyed and you can't use them we would 

like to be part of something, where we can recycle it and at the end maybe those things can come back here again.”  

 

Since clothing libraries are a rather new phenomenon to reduce overconsumption and one way 

towards sustainability within the fashion industry it is supported by the government, charities and 

various environmental organizations. Moreover collaborations with universities and research institutes 

help to explore the business concept and future opportunities and threads.  

 

The biggest challenge is to engage consumers in the new way of consuming clothes and to find “[...] 

a channel for more clothes [...] to collect all the garments [...] in every closet.” The clothing library is working on 

a possible solution for garments to be recycled that cannot be reused anymore. Furthermore they want 

to co-create with more designers and organize further redesign events. A direct exchange with a charity 

organization to get more garments for the library is currently in progress as well. Future projects of 

the clothing library are thriving for additional responsibilities and a network in line with a circular 

economic thinking. 

 

  



 

 

Case 5: Redesign initiatives 

 

Redesign initiatives are based on the idea of redesigning unwanted garments into new products, which 

goes beyond repair on a post-retail level. Customers are given the opportunity to bring their old items 

to a redesign workshop to have them changed or to modify them themselves.  

 

Through offering a suitable space, tools and materials as well as skills and knowledge the service 

provider takes extended physical and informative responsibilities for third parties’ textile products and 

connects people to share best practice through a common platform (“I tell them about how I've been doing 

it and then I might ask what they are doing or how they've been doing”).  

 

The customers get directly engaged in the co-creation process and are able to make changes according 

to their personal preferences. The service provider takes the role of a facilitator, but allows the 

consumer to create themselves, which results in a strong service experience. The process is usually 

open for anybody to participate and the garments used are not limited to specific brands. This makes 

the Service Innovation very open but does not have impacts on the upstream effects of design and 

development of the products and its impacts on the environment. Currently, this Service Innovation 

involves mainly consumers and is more attractive to creative, artistic people to get “[...] inspired to do 

their own projects and their own business [...]”. “Some collaborations with businesses [...]” that sponsored “[...] their 

old leftovers and materials that they couldn't sell [...]” are possible, however these businesses do not yet engage 

in the co-creation process. Redesign workshops have often been part of cultural or artistic events as a 

part of textile exhibitions. Collaborations with universities to explore past, current and future ways of 

redesigning and its motivations have been helpful as well.  

 

The organizer of the redesign workshops wants to accumulate all her post-retail garments at one 

central base and considers to reopen a webshop for redesigned dresses in the future. If the online 

shop will be limited to her own garments or transforms into a platform for redesign designers is not 

clear yet. Further redesign workshops and collaborations are definitely possible. Additional 

responsibilities will be in the form of information exchange and physical responsibility for the 

garments.  

 



 

 

Case 6: Swapping platform 

 

The online consumer-to-consumer swapping platform gives consumers the opportunity to sell, swap 

or give away their unwanted post-retail garments “[...] to give them a new [and therefore longer] life." The 

service provider does not own or physically get in touch with the products at any given time but, 

manages the distribution, payment and communication system and hence builds the basis for the 

consumer to take physical and outsourced financial responsibility. The focus of this Service 

Innovation is on informative responsibility and on creating a service experience through a consumer 

platform. Becoming a member is free of charge and is open to anybody. Furthermore every user can 

decide which items he or she wants to swap, sell or just give away and is not limited to any specific 

brands.  

 

The service provider “[...] tries to create a long lasting and valuable relationship with members by [...] building a 

strong community. It has the features of a social networking service. It provides communications between team and 

members and it allows members to communicate directly via messages and in forums. Our team uses many different 

channels to get in touch with members.” The interaction with the consumer is mainly through the website 

where they “[...] give our members the possibility to speak about things they care about. Moreover we want to bring 

people together, we offer members the possibility to speak directly with each other [...] moreover there is a blog and all 

members are invited to write blog posts. In general we encourage members to share their stories, outfits or whatever is on 

their mind.” The members provide the products to the service which is why the Service Innovation 

could not exist without co-creation (“Based on this interaction with the community we try to improve our platform. 

Our members are the stars of our platform and we try to make it better for them.”)  

 

Besides the online interaction the service provider also organizes physical events in collaboration with 

“[...] partners [that] should have similar values [...], to engage with customers. The communication between all partners 

is “[...] in a respectful and open way and to trust others.”  

 

The service provider works only with consumers which means that they do not have any impact on 

product design or development, but they are “[...] very interested in members’ feedback when it comes to the 

development of our platform. Therefore we run frequent surveys and researches, invite members to meetings in our office 

or ask for feedback in the forum.” The main goal of the platform is to create a service experience together 



 

 

with its users. The lifetime of garments gets extended by this Service Innovation, however alternatives 

to disposal were not discovered in the current service offering. In the future, the service provider 

wants to “[...] put even more time and work into the improvement of the platform [...]” and tries to expand in 

more countries. Additional responsibilities are not planned to be implemented in the service offering.  

 

Case 7: Information Technology Application 

 

The investigated Service Innovation offers a network of businesses and charities through an 

application platform to any consumer who downloads the application on his or her mobile device. 

The download is free of charge and therefore open and accessible to anybody with a smartphone or 

tablet. The application shares information with the users where to hand in unwanted garments and 

offers different reward possibilities at any of the retail partners. The service applies post-retail, at the 

end of the consumer-phase but reengages the consumer into a new purchase as well (“It’s applied in 2 

places. 1: when the consumer is buying and, 2: when the consumer is returning something.”)  

 

Like the swapping platform, the service provider does not own or has physical contact with the 

products at any given time, but takes a very high level of informative responsibility. Furthermore, the 

service provider promotes the consumer and its collection partners to take physical responsibility 

informing the consumer about drop-off places. Additionally the business partners take physical 

responsibility as well, by taking back the products. “This creates a collaboration between companies, 

organizations and individuals to work together towards a more sustainable consumption [...]” by “[...] creating a 

platform.”  

 

It is not of importance which brands the consumer wants to drop-off, however rewards are only 

offered by retail partners of the service provider. Projects with different research institutes and 

universities support the service provider with information regarding improvement possibilities and 

consumer behavior. The service provider interacts with the consumers through the applications which 

is like a “[...] game in reality where you can integrate your own progress and friends’, compete against each other and 

with each other that gives the opportunity to make a difference together.” Furthermore it helps the retailer and 

collector to interact with consumer and creates a strong service experience.  

 



 

 

Moreover, the company tries to engage with consumers through offline “events such as flea markets” and 

thinks about “[...] making our own infrastructure and offer as a service to the partners where we pick up everything 

that is collected. We’re also thinking about starting our own stores where customers can leave things.” This means the 

service provider considers to take offer additional responsibilities, in particular physical responsibilities 

in the future and change from a service provider to a product-service system. The current service 

offering focuses on the collection of products, but leaves the final responsibility to the collaboration 

partners organizing the collaboration. Table 3 lists the investigated cases and summarizes their Service 

Innovation as well as the Extended Responsibilities.  

 

The following table summarizes the findings of the single cases investigated. The columns marked in 

blue represent the Service Value Web whereas the column highlighted in green highlights the 

Extended Responsibilities. The ‘Co-creators’ - as well as the ‘Scope of service’ column additionally represent 

the openness of the Service Innovation.  



 

 

Table 3 Critical case results. 

Cases Company 
Main 

Service 
Additional 

services 
Service 

Innovation 
Co-

creators 
Service 

Value Web 
Scope of 
service 

Extended Responsibilities 

Case 1 
Nudie 
Jeans 

Repair 
Redesign/ 

repurposing and 
recycling projects 

Traditional 
service 
offering 

Own 
customers 

Weak 
experience, 
customers 

not actively 
involved in 
co-creation 

process 

Only own 
products 

Informative responsibility 
Physical responsibility 

Ownership 

Case 2 Beibamboo 
Leasing/ 
Renting 

Special laundry 
Traditional 

service 
offering 

Own 
customers 

Weak 
experience, 
customers 

not actively 
involved in 
co-creation 

process 

Only own 
products 

Informative responsibility 
Physical responsibility 

Ownership 
Outsourced financial 

responsibility 

Case 3 I:Collect 
Collecting/ 

Sorting/ 
Recycling 

 
Product-
service 

network 

Business 
partners 

Medium 
experience, 
depend on 
each other, 

strategy 
alignment 

Products of 
retail 

partners 

Informative responsibility 
Physical responsibility  
Outsourced financial 

responsibility 



 

 

Case 4 Klädoteket 
Clothing 
library 

Swapping events, 
laundry service, 

Redesign 
activities 

Product-
service 

network 

Customers 
and 

businesses 

Medium 
experience, 

all actors 
co-create 

assortment 

Own 
products, 
company 
donations 

and 
borrowed 
designer 

items 

Informative responsibility 
Physical responsibility 
Outsourced financial 

responsibility 

Case 5 180 
Redesign 

workshops 
 

Product- 
service 

platform 
Consumers 

High 
experience, 
participants 

actively 
involved in 
co-creation 

process, 
service 

provider 
only 

facilitator 

Products of 
workshop 
participant

s and 
business 

donations 

Informative responsibility 
Physical responsibility 

Case 6 
Kleider-
kreisel 

Swapping 
Platform, 

Online 
Marketplac

e 

Offline swapping 
events 

Service 
platform 

Consumers 

High 
experience, 

service 
depends on 

user co-
creation 

Any 
product 

Informative responsibility 
(very high) 

Case 7 Cirqle 
Informatio
n platform 

 
Service 

platform 

Consumers 
and 

businesses 

High 
experience, 

service 
depends on 

user co-
creation 

Any 
product 

Informative responsibility 
(very high) 



 

 

 

 

Chapter 6: Analysis and Discussion 

 

This chapter analyzes the findings and discusses the results in connection to the theoretical background. The aim of this 

chapter is to find conclusions and answers to the proposed research questions and the contribution of the study towards 

reviewed literature.  

 

As previously explained, Service Innovations in post-retail initiatives by companies to extend their 

responsibilities were not discussed within existing literature. It was therefore the aim of the interview 

to get insights into the connections between the offered service experiences and the Extended 

Responsibilities. In detail, this thesis investigated how different Service Innovations differ in their 

openness towards its environment and which Extended Responsibilities the services cover.  

 

Traditional service provider 

 

Producers that offer a service as an addition to their product value chain, as investigated by Porter 

(1985) were classified as traditional service providers. The service does only apply for the provider’s 

own products and customers as it was observed in case 1 and 2 and is therefore within the company’s 

boundaries and follows a closed innovation process (Chesbrough, 2011b). The provider does not 

necessarily own the products during the service offering as shown in case 1 but in general only offers 

the service for products, produced by the provider and focuses therefore on a goods-dominant logic 

(Vargo, Maglio and Akaka, 2008). Physical responsibility is taken by the brand in offering the services 

by prolonging the products’ lives as it was evident in case 1 and 2. The upstream initiatives are well 

communicated through online marketing and in their stores. Further informative responsibilities are 

taken through material descriptions, transparency in production and company affairs as it was seen in 

case 1 and 2 (Lindhqvist, 2000 and Tojo, 2004). Downstream initiatives are however not expected to 

extend the current service offering, including only products from the same brand, other than offering 

the service to more customers.   

 



 

 

Since the traditional service providers follow a closed innovation process a high control of intellectual 

property is important and collaborations with other parties that could e.g. get engaged in downstream 

activities are rare (Chesbrough, 2006b). Interactions and co-creation with the environment are limited 

to the company’s customers and products as it was observed in case 1. The involvement and co-

creation is weak, since it does not put the consumer in focus, but mainly the products. The boundaries 

of the service are very clear and can hardly be adopted to personal preferences as it was evident in 

case 1 and 2. Furthermore other actors and their knowledge are not involved in the co-creation. This 

means that sharing of best practice or collective learning is not promoted (Glachant, 1999) which 

could help to overcome challenges for downstream activities and further responsibilities. Even though 

other actors exist that could help the traditional service providers to change more towards a circular 

economy, the core of these business models is still the products and to offer as many as possible to as 

many customers as possible. The environmental impacts of the service would be easily measurable 

since it only offers the service to its own consumers.  

 

Network 

 

Network service provider offer a service to different partners and creates a business-to-business 

network with the service in the center. Both sides of network partnerships benefit from a mutual 

exchange (Ekström and Salomonson, 2014), however the different partners of the network provider 

do not interact with each other as observed in case 3 and 4. The offered service is applied for other 

businesses and can therefore not exist without collaboration, co-creation, shared information and 

strategy alignment. This makes networks a more open Service Innovation (Chesbrough, 2011a, 

Chiaroni, et al. 2010) in comparison to traditional service provider.  

 

The service provider is aware that the process starts with the consumer, however consumers are not 

necessarily directly engaged in the service provider's network as observed in case 3. Consumers are 

able to find information about the network service provider online but the connector focuses on the 

businesses and it is the responsibility of other network members to engage the consumer for the 

benefit of both, its own business and the service provider. The informative responsibility of the service 

provider is hence limited to businesses as it was evident in case 3. Since the service provider depends 



 

 

however on the consumers’ textiles the Service Innovation depends on the co-creation with the 

business partners.  

 

By interacting and co-creating with its business partners, the service provider is able to extract external 

knowledge and internalize it (Chesbrough, 2011a). The elicited tacit knowledge from the interaction 

with one business partner (Chesbrough, 2011b) can then be used to improve the whole network and 

to share intellectual property and best practice with other business partners as shown in case 3 and 4. 

What information is shared with the different business partners depends however on the connector.  

 

The service covers a high level of physical responsibility and provides the opportunity for consumers 

as well as producers to take responsibility as well as it was observed in case 3. The connector is able 

and willing to collaborate and promote collective learning to thrive towards a circular economy. 

Downstream activities are in the focus of the Service Innovation, however considering a mutual 

information exchange with producers there is a high chance of upstream improvements as well if the 

service provider communicates a need for it as it was the case in case 3 and 4. During the service 

offering the provider might own the product, however the service provider manages any kind of 

textile. Even though, the environmental impacts of the Extended Responsibilities include the service 

provider as well as the business partners, which makes the measurement of the impacts more complex 

than in the case of traditional service offerings, there are still clear boundaries.  

 

Platforms 

 

Platforms can be applied in different ways. There are physical platforms as observed in case 5, which 

provide physical resources for users to interact with each other and co-create directly on the product. 

Furthermore there are online platforms for consumer-to-consumer exchange as seen in case 6 as well 

as online platforms that engage both, consumers as well as businesses as it was evident in case 7. In 

consumer-to-consumer platforms the users however can take both sides, the business role as well as 

the customer role.   

 

Due to the nature of online technologies, online platforms have a higher democratization of 

innovation by being able to open to more participants (Chesbrough, 2011a) than physical platforms. 



 

 

By providing the platform, the service is in the core of the business concept as observed in case 6 and 

7 and does not focus on the product (Mina, Bascavusoglu-Moreau and Hughes, 2014). Without users 

who use and interact on the platform Service Innovation cannot even exist, which puts platforms on 

the highest level of openness (Chesbrough, 2011a). Online platforms engage with endless amount of 

users and have the chance to take over a high level of informative responsibility as it was evident in 

case 6 and 7. Opposite to physical platforms who provide resources to prolong a product's life and 

partly own them as it is the case in case 5, online platforms do not come into contact with the textiles 

and hence do not take over physical responsibility as shown in case 6 and 7. However the co-creation 

of the online platforms and its environment goes so deep that it facilitates a framework for consumers 

as well as for businesses to take on physical responsibility (Chesbrough, 2011a).  

 

Traditional service providers are focused on offering a service for their customers as in case 1 and 2 

whereas networks are interested in business relationships as observed in case 3. Platforms are a way 

to engage with both and stimulate them to interact and co-create. The origin of the products is not of 

importance at all and any brand can be included in the service. In platforms that include producers as 

it was evident in case 7, upstream changes are possible. However consumer platforms like case 6 do 

not have the chance to consider design or development decisions and processes. Since the consumers 

only have influence on the end of life of garments, consumer platforms focus on downstream changes. 

Since online platforms are accessible for anybody, the service is offered to a much bigger audience.  

 

So far, platforms are a great opportunity to engage consumers and partly to interact with businesses, 

however the service only communicates information, hence additional physical involvement such as 

sorting or recycling to close the product lifecycle to a circular model cannot be solved by a platform. 

The platform only gives the chance to engage and create collective learning. This means businesses 

that are interested in taking Extended Responsibility can find suitable partners through a platform as 

presented in case 7.  

 

To measure the environmental impact of the responsibilities covered by the platforms is very difficult, 

since the origin of the products is not always known and due to the extensive network of members. 

 

The discussed findings are summarized in the following 2 figures: 



 

 

 

 

Figure 8. Effects of Service Innovation on Extended Responsibilities in the post retail textile and clothing industry. 

 

 

Figure 8 shows the connection between the Service Value Web and the Extended Responsibilities and 

therefore answers RQ 1. The results of this thesis present, that platforms have the highest level of 

service experience as explained in the service value web. This is based on the fact that platforms engage 

and co-create with more actors compared to networks and traditional service providers. Furthermore 

Service Innovations provided by platforms are dependent on engagement and co-creation of its users, 

to elicit tacit knowledge and to be able to design experience points. The service offered in the end 

does not necessarily have to be provided by the platform itself, but it guides the user to the suitable 

actor. This leads to a strong service experience between the platform providers an all actors involved.  

 

On the other hand, traditional service providers cover the most Extended Responsibilities as defined 

in the model of Service Innovation for Extending Responsibilities in chapter 3.  

 

Networks connect with other businesses, however the network partners might not interact with each 

other which is why the service experience is not as strong as it is for platforms. However networks 



 

 

are usually not the owner of the products in focus which is why they take less responsibilities than 

traditional service provider.  

 

 

 

Figure 9. Openness in Extended Responsibility activities in Service Innovations. 

 

Figure 9 shows how innovation increases with a more open Service Innovation and answers RQ 2. 

Companies that produce their own products and apply the service at the end of the traditional linear 

value chain are less open in their approach even though they cover the most ER. Traditional service 

providers prefer maintaining control over their value chain and interact less with other actors than 

networks or platforms. The less service providers are attached to the products they offer the more 

actors they involve in their service offering.  

Chapter 7: Conclusion 

 

This chapter reveals the overall conclusions of the research. In addition it discusses the practical as well as scholarly 

contributions and gives recommendations for future studies in regards to this topic.  



 

 

 

 

Summary 

 

The purpose of this study was to explore Service Innovations in the post-retail textile industry and 

how they affect Extended Responsibilities. This multiple case study gave insights into 7 different 

service offerings within the post-retail textile industry and compared the Service Innovation processes 

as well as the Extended Responsibilities covered by these services.  

 

The results show that the openness of Service Innovations depend highly on the interaction and co-

creation with a company’s environment. However companies that are more open have benefited from 

the collective learning and in the extreme cases depend fully on other actors to participate in their 

service offering. Furthermore companies that have a stronger relationship to the products e.g. 

producers or companies who own the products are less open to share relevant intellectual property 

and best practice.  

 

However, companies with an increased open Service Innovation do not take over more Extended 

Responsibilities, therefore less than closed service innovators. Nevertheless being more open and 

communicating with more actors and consumers facilitates a framework to co-create with and for 

others (consumers and businesses) to take over Extended Responsibilities. Through an increasing 

awareness and involvement the positive impact on the natural environment might therefore be bigger 

by co-creating with a bigger audience.  

 

Product focused service provider’s biggest challenge has been customer engagement and collection of 

bigger amounts of garments. This can be based on the fact that these brands only engage with own 

customers and products. Platforms that focus on the service to bring people together instead of the 

product on the other hand struggle mainly with financial stability, because the main services to the 

consumers are offered for free. Since garments are nevertheless physical products, someone has to 

take physical action. Connecting producers and other actors who want to embrace Extended 

Responsibility through platforms with each other and consumers would therefore make the biggest 

impact on the environment and open up the service offerings for all participants. 



 

 

 

Academia Contribution 

 

Existing literature focuses on Extended Producer Responsibility schemes following those policies 

enforced by governments, most of which are limited to producers or importers. This research however 

revealed existing voluntary initiatives championed by different actors in the value chain, not only 

producers or importers. Furthermore, scholarly discussions about the possible responsibilities that a 

company can undertake for their products are just too brief. This study puts the identified 

responsibilities into a practical context and gives insights into the execution of the responsibilities. 

Additionally this research gives insights in how Service Innovation affects Extended Responsibilities 

and by that connects two concepts that are necessary for a business to innovate within a circular 

economic business model.  

 

Practical contribution 

Services as well as environmental consciousness are two rather new phenomena but will be of 

increasing importance in the future for businesses to survive. Therefore this research shed light on 

service opportunities that take environmental responsibility. The investigated cases include mature 

businesses as well as start-ups and can be a role model for entrepreneurs or established companies 

that want to expand their business strategy towards services in ER schemes. Furthermore this study 

revealed possible future Service Innovations for the investigated cases. 

 

Future research 

Limited by the scope of this study the environmental impacts of the different responsibilities 

discovered could not be analyzed. A quantitative study that measures the impacts of the different types 

of responsibilities is required. Furthermore an understanding about the economic gain as well as the 

different levels of value creation through the various services is needed.  
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Appendix 2: Group analysis with related codes and examples 

 

 

 

Node 
Classification 

Codes Quotes 

Current 
Responsibilities 

 "[...][Physical:] Sorting facility is in Germany [...] we are working according to the principles of the 
waste hierarchy, that all clothing items [...] that are still wearable go into a reuse or forwarded as 
second hand clothes, and the ones that are recycled, the majority, yeah the majority of the fibers is 
forwarded to the automotive industry as insolation and isolation materials and the smallest part is 
being upcycled and we are doing, we are working on fiber to fiber recycling process there [...]" 

   

Current Service 

 "[...] We say that everywhere clothing items are being sold but we want to collect, because that is 
always the starting point and we want to, we ourselves want to offer a system or we are offering a 
system where our retail partners can take on producer responsibility as we are organizing the whole 
chain from collection up until the recycling and the reintegration into their production chains." 

   

Motivation 

Business 
Opportunity 

"[…] The idea started in Lithuania in September 2008. Justas and Milda, the founders of Vinted, 
joined a party in Lithuania’s capital city Vilnius and Milda came up with the idea of a second hand 
market place in web." 

Social Need "[...] started in Germany, when there was a big flood in Hamburg and the red cross started to collect 
used clothes in order to help out for the people, and in a very short time, they gathered so many 
clothing items that they themselves could not process and that’s how they started to, that’s how 
they started to collect used clothing and forward them to developing countries or countries where 
there is a demand for it." 



 

 

Aesthetic 
Concern 

"[...] I think I started my main motivation must have been to partly to play with it like how, the 
creativity within it, that you don't have any borders so you can just play around, and you can create 
new concepts rather than just new garments, so that’s why the visual part was really important 
because this communication can also be done worldwide with the visuals so a way to communicate 
and ahhm put questions out regarding production and consumption of fashion and clothing." 

Personal 
Concern 

"[…] daughter was born prematurely, and that you saw the need from creating these clothes, to be 
comfortable and wearable and also to solve the problems that mothers are faced with when these 

situations happen." 

Openness 

Networking "[...] we have [swedish] it's school in Gothenborg for like for designers and seamstresses and they 
are and [...] also [...] Högskolan Boras is part of it because there this (who) is also a professor [...] 
like marketing and consumption[...] have this PR company that will promote our concept." 

  

Platform 
Thinking 

"[...] peertopeer marketplace and tries to create a long lasting and valuable relationship with 
members by making the Vinted team visible and accessible and building a strong community. It has 
the features of a social networking service. It provides communications between team and members 
and it allows members to communicate directly via messages and in forums. Our team uses many 
different channels to get in touch with members. This includes Emails, notifications, promo boxes or 
even offline meetings and researches" 

Not Owning "[...] selling, swapping and giving away items to other members who give them a "new life". It’s 
comparable to flea markets. Clothes, shoes and accessories no longer have to be simply thrown 
away. So what we do is providing a platform, where people can do all that things and which brings 
forward a long lasting usage of clothes." 

Communication "[...] no matter with whom we communicate, we always try to stick to our values and to 
communicate in a respectful and open way and to trust others. The relationship with our 
collaboration partners is always friendly but also focused, since we try to achieve a certain goal with 
our collaboration." 

   



 

 

Circular Economy 

Sustainable 
Fashion 

"[...] we wanted to be a good alternative, I mean in the fashion industry you have a lot of bad options 
and we wanted to have something opposite. Like you can consume clothes in an environment 
friendly way so that was basically our main idea and also it was a fun new way of consuming clothes 
instead of owning everything you could share a wardrobe together with other people and you could 
change and you could still be trendy and update with your outfits but not at the cost of the 
environment [...]" 

Environmental 
Concern 

Waste 
Management 
and Disposal 

"[...] Waste hierarchy, that all clothing items that are still wearable go into a reuse or forwarded as 
second hand clothes, and the ones that are recycled, the majority, yeah the majority of the fibers is 
forwarded to the automotive industry as insolation and isolation materials and the smallest part is 

being upcycled and we are doing, we are working on fiber to fiber recycling process there." Circular 
Economy 

Change in 
Consumption 

"[…] our mission is to make secondhand first choice, so we want to change people’s ́ mindset about 
what the secondhand aspect means." Product Quality 

and Originality 

Redesign and 
Repair 
Initiatives 

"We have a lot of user stories in our webpage for example and it’s something that you are supposed 
to promote to make them your second skin and a part of that story and that process of also taking 
care of them. If you spend more time with your jeans than you with your friends, it’s a natural part 
and that you fix them when they need that you take care of them and that they are made to last for 
a long time." 

Recycling […] small (recycled) collections we've done it a few times but then it was in collaboration with the 
denim producers, we don't own any chain that way, we are just the clothing company, yeah there is 
collaboration." 



 

 

Design for long 
life 

"[...] the heart of (the company) that [...] are the aspects of the environment, the quality the product 
changed to make something that originally that Maria could stand for a product that could last, we 
have had this kind of goals throughout the first one we did was that we changed to organic cotton 
in 2006." 

Fashion 
Industry 
Critique 

"[…] and everyone at one end is working on beauty and like making everything so pretty, but then 
at this side it was just ugly and all the effects the pollution, how people were working in the factories 
it didn't make sense to me […]" 

   

Innovation 

New Service 
Opportunities 

"We are going to release a platform 2.0 that engages more people when you hand things in. We will 
make it more of a game in reality where you can integrate your own progress and friends’, compete 
against each other and with each other that gives the opportunity to make a difference together. 
We also create and attend different events like flea markets." 

Information 
Exchange 

"The customer downloads and uses the app, gets info of where to hand in and what you get for 
handing things in and also gets directions and rewards. This creates a collaboration between 
companies, organizations and individuals to work together towards a more sustainable 
consumption." 

Improvement 
Research 

"We need further technologies to cope with various fabric and materials that are used to make our 
clothing items äm I’m talking about poly cotton mixes and so on so right now most of our recycling 
procedures are mechanical recycling procedures but we definitely need to integrate further chemical 
recycling procedures into our facilities." 

Future 
Responsibilities 

"[…] we have discussed to make our own infrastructure and offer as a service to the partners where 
we pick up everything that is collected. We’re also thinking about starting our own stores where 
customers can leave things." 

Service 
Innovation 

"[...] We are going to release a platform 2.0 that engages more people when you hand things in. We 
will make it more of a game in reality where you can integrate your own progress and friends’, 
compete against each other and with each other that gives the opportunity to make a difference 
together. We also create and attend different events like flea markets." 



 

 

Challenges 

Customer 
Engagement 

"[...] a lot of our customers have been nudie customers for a long time, so it’s also, it’s also like, you 
wanna be helpful you don't wanna be like if you have pair of jeans cause people change in 
appearance and you may change your style and sometimes you have jeans laying around at home 
so we are always like, remember if you have if you have an old pair you’re not using at the moment 
or if you don't wanna use. When you [buying] drop it in and you get a 20% discount at least, if you 
wanna repair them more up." 

Convenience 
for Customer 

"The customer downloads and uses the app, gets info of where to hand in and what you get for 
handing things in and also gets directions and rewards. This creates a collaboration between 
companies, organizations and individuals to work together towards a more sustainable 
consumption." 

New Business "So maybe we will see what happens with that but we have an idea if people hand in like really 
valuable cloths that we can use that you get like you collect points and eventually that could buy a 
free membership something so like inside that so the customers are like really involved [...]" 
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