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[bookmark: _Toc2]Article summary:
1. This article discusses the evolution of service-dominant (S-D) logic, which has been consolidated, extended, and elaborated upon over the past decade.
2. The article explores the concept of service ecosystems to identify the role of institutions in value cocreation and briefly reviews institutional theory in marketing and other social science literatures.
3. It offers a fifth axiom that recognizes the role of institutions in value cocreation and points toward future directions for S-D logic theory development and research.
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May be slightly imbalanced: The article presents the information in a generally reliable way, but there are minor points of consideration that could be explored further or claims that are not fully backed by appropriate evidence. Some perspectives may also be omitted, and you are encouraged to use the research topics section to explore the topic further.
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The article is written by two authors who have extensive experience in the field of service-dominant (S-D) logic, making it a reliable source for information on this topic. The authors provide evidence from various sources to support their claims, such as citing previous works from other scholars in the field. Additionally, they provide references to back up their statements throughout the article. 
The article does not appear to be biased or one-sided; rather, it provides an objective overview of S-D logic and its evolution over time. Furthermore, it presents both sides of any argument equally and does not appear to be promotional in nature. 
The only potential issue with this article is that it may be missing some points of consideration or evidence for certain claims made; however, this could be due to space constraints or simply because there is no additional evidence available at this time. 
In conclusion, this article appears to be trustworthy and reliable overall; however, readers should keep in mind that more research may need to be done before drawing any definitive conclusions about S-D logic or its implications for marketing thought and practice.
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· Service-dominant logic implications
· Service-dominant logic marketing
· Service-dominant logic applications
· Service-dominant logic theory
· Service-dominant logic research
· Service-dominant logic customer experience
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