From Muso to Academic and Back: A Time and Person-Based
Acknowledgement of Michael Kleinaltenkamp

By Ingo Oswald Karpen* and Carolin Plewa

The year 2020 sees an important milestone for Pro-
fessor Michael Kleinaltenkamp (Michael hereafter),
as he concludes his official academic working life.
This paper acknowledges the significant contribu-
tion Michael has made over the years. In particular,
using Leximancer to undertake textmining of Mi-
chael’s English language publications, we not only
uncover the underlying structure of these contribu-
tions but also explore if and how focal themes of
his research have changed, particularly considering
his close engagement with the Australasian aca-
demic marketing community. Findings indicate
foundational facets and the overall gestalt of his re-
search over time, yet also point to important differ-
ences across the time periods analysed. Finally, we
reflect on our findings from a musical perspective,
drawing on Michael’s passion for music, as we
thank him for the many jams and the rehearsing, as
well as for his support for the bands and scenes he
belongs to. For future research, it should be noted
that future acknowledgements would benefit from
cooking as a metaphor to complete the picture.

1. Introduction

Professor Michael Kleinaltenkamp is known to many in
academia: Marketing academics, specifically those in the
areas of business-to-business and service; marketing stu-
dents past and present, in particular at the Freie Universi-
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tat Berlin (FU); and of course lovers of music and good
food who had the pleasure of crossing his paths. In 2020,
his official academic career is coming to an end, 36 years
after completing his doctorate, including 28 years at the
FU. While we are certain that much more great work is to
come, this paper takes a snapshot in time and reflects on
some of the expansive contributions and the impact Mi-
chael has had on the marketing discipline, with a particu-
lar focus on his research. Indeed, while the process of de-
veloping this paper has certainly stimulated personal rec-
ollection and conjecture relating to the interactions and
experiences in engaging with Michael and his passion for
research, learning, music, cooking, and of course his fami-
ly, our written contribution remains focused on data in the
form of scholarly articles produced over the years.

The important juncture in Michael’s academic life that we
are celebrating with this special issue offers a valuable op-
portunity to reflect on two other junctures: (1) his move
from publishing his work in German language to opening
up his contributions to the world by moving to English
language journals, and (2) his active participation of, and
contribution to, the academic community in Australia and
New Zealand, starting with a visit to the School of Mar-
keting at the University of New South Wales, Sydney in
2007 /2008.

While changes to research themes and interests over time
may be expected, research is yet to investigate such
changes across these junctures. Specifically, this research
seeks to answer the question: How has Michael Kleinalten-
kamp’s research focus changed over time, specifically consider-
ing his international ventures in the Australasian context? Or,
if we would put it in the perspective of the musician: How
has Michael changed his tunes or the chords on his instrument
over time, specifically considering his engagement in different
music scenes and bands?

To answer this question, we systematically investigate the
evolution of his research, with specific attention to peer-
reviewed articles published between 2002 and 2019. Using
Leximancer as an analysis tool, we uncover the underly-
ing structure of Michael’s English language publications,
exploring if and how focal themes and concepts of his re-
search have changed, before and since 2010 (2002-2009,
2010-2019). Michael’s first publication in the Australasian
Marketing Journal of the 2010 article ‘Is Marketing Acade-
mia Losing Its Way? A commentary from a German per-
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spective’ was utilised as the juncture point to split time
periods, so as to enable a reflection on changes aligned
with the emergence of closer relations of Michael with the
Australasian context.

The results offer conceptual and relational insights into
his research priorities over time. Using the metaphor of
the many guitars and other instruments Michael calls his
own: They reflect on the strings he used and the way in
which these joined into chords, whether as a lead or back-
up, as a conductor or as part of a jam. It should be noted,
however, that of Michael’s very extensive list of research
output, the publication that arguably has had the most
significant impact was not included in this analysis as it is
in German language. At the time of writing this paper, the
article ‘Leistungsbiindel als Absatzobjekte’ (service bun-
dles as sales objects) reached 1,140 citations, making it one
of the most cited German language articles in the market-
ing discipline. While not directly included in the corpus of
articles examined in this research, a connection to this im-
portant contribution of Michael’s work is made as part of
the discussion.

This paper contributes to our understanding of the the-
matic developments of Michael’s English language re-
search over time, as it reflects on the types of international
dialogue he has shaped on service solutions with structur-
al and visual research insights. Specifically, while illustrat-
ing an overarching process-oriented view on value crea-
tion and service provision as fundamental to Michael’s re-
search gestalt over time, findings indicate important dif-
ferences across the time periods analysed, for example a
widening of Michael’s research scope and a move towards
a more actor-centric and systemic lens. Finally, this re-
search is framed by a humoristic contribution by drawing
on Michael’s passion for music to relate identified themes
and concepts to Michael’s muso nature, thanking him for
his humble and approachable self and for collaborations
over the years.

The remainder of this paper is structured as follows. Start-
ing with a brief introduction of the relevance and impact
Michael’s work has had in the German community, the
method for analysing his English language contributions
is outlined. Specifically, the method section discusses the
choice of Leximancer and the preparation of the text cor-
pus for analysis, before justifying the analysis approach
undertaken. Findings are then outlined and visualised,
starting with the individual time periods (2002-2009,
2010-2019) before offering insights derived from the over-
all text corpus. The paper concludes with a discussion of
theoretical and interpersonal implications as well as direc-
tions for future research.

2. Background: The Relevance and Impact of
Michael in the German Community

Looking back at the early years of Michael’s academic ca-
reer, his intellectual contributions to the world of market-
ing remained largely focused on German-speaking audi-
ences. Indeed, the large majority of his publications
emerged in German publication outlets without an En-
glish translation. While such restrictive access may chal-
lenge the impact of research for some, Michael’s work de-
fies such concerns. The reach and impact of his prolific
publishing record has achieved astounding success across
the German-language academic community, with many
publications achieving not just double but triple digit cita-
tion counts.

His seminal article ‘Leistungsbiindel als Absatzobjekte’,
authored in 1993 together with Werner Engelhardt and
Martin Reckenfelderbaumer, demonstrates the significant
impact Michael has had with his thought leading work.
One of the most cited marketing papers written in Ger-
man language (1,140 citations at the time of writing this
paper; current yearly citation rate of 42), the paper con-
ceptualises an integrative solutions perspective as an ap-
proach to overcoming the dichotomy between goods and
services. The impact of this paper can be attributed to its
ability to both build a foundation for the immediate re-
search advancing the area, as well as to establish such a
leap in thought that it would connect closely to a phenom-
enon that arose more than a decade later — service-domi-
nant (S-D) logic. Indeed, this research offered an impor-
tant foundation for ongoing work given the quality of its
critical discourse: The definitional and conceptual founda-
tions of service in this paper offer exceptional depth and
clarity in its argument, while also clearly demonstrating
and delineating relevant shortcomings.

Importantly, however, its impact can be attributed to the
fact that this research was ahead of its time, with its ser-
vice and solution perspective, focus on resource integra-
tion and integrative processes, as well as its conceptualisa-
tion of a comprehensive solution typology that unites a
process- and outcome-oriented perspective. It should be
noted that Michael’s research continued to build on this
seminal paper, for example in publications such as ‘Leis-
tungstypologien als Basis des Marketing’ (Solution typol-
ogies as a basis for marketing; Engelhardt et al. 1995) and
‘Synergiepotentiale zwischen Industriegiiter- und Dienst-
leistungsforschung’ (Synergetic potential between re-
search examining manufactured goods and service; Klei-
naltenkamp 2001).

Given the aim of this research to specifically consider Mi-
chael’s research foci in relation to the Australasian con-
text, it is important to note that the potential for a fruitful
connection and complementarity of Michael’s work with
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the Australasian academic marketing environment that
emerged from the late 2000s was already evident in the
German language contributions Michael developed dur-
ing the early stages of his academic career. Indeed, the in-
herent alignment between Michael’s most impactful pa-
per (1993) and S-D logic (2004 onwards), a paradigm
adopted and shaped positively by many in the Austral-
asian academic marketing community, was noted previ-
ously. Furthermore, his research advancing our under-
standing of partnerships and cooperation (e.g. Kleinalten-
kamp and Wolters 1997; Kleinaltenkamp 1997), customer
integration (e.g. Kleinaltenkamp 1995; Kleinaltenkamp
and Wolters 1997; Kleinaltenkamp 1999) and the creation
of markets through standardisations or norms align close-
ly with research areas strongly embedded in, and driven
by, the Australasian academic marketing community over
the last few decades, such as relationship marketing, val-
ue co-creation, customer and actor engagement and, more
recently market shaping, to name a few. Indeed, the latter
offers another important example of the thought-leading
nature of Michael’s research, when seeing it in light of the
recent theorising of S-D logic and market shaping groun-
ded in institutional theory.

Acknowledging Michael’s relentless efforts and contribu-
tions to elevating the standards and theoretical founda-
tions of business-to-business and service marketing in the
German academic landscape, the remaining paper specifi-
cally seeks to develop a better understanding of how his
research foci have evolved over time, with a particular fo-
cus on his English language publications and emerging
connections to the international field, specifically with a
view of the Australasian context.

3. Method

Textmining Fundamentals and Process. To understand the
evolution of research topics and foci by Michael over the
years, we pursued a Leximancer text mining analysis, in-
vestigating a specified textual corpus of journal articles
(co)authored by Michael. Leximancer is an appropriate
methodological approach in this case as it enables reliable
and valid results, while reducing human bias through au-
tomated text structuration and visualisation (Wilden et al.
2017; Smith and Humphreys 2006). That is, the software
automatically develops the underlying dictionary, text
coding, concept correlations and concept mapping (Wil-
den et al. 2017). Indeed, the analysis provides the identifi-
cation of underlying concepts (common text elements that
carry related meaning) and aggregated themes (groupings
of revealed concepts) to understand the structure of and
relationships within the textual data (cf. Wilden et al.
2017). Themes are groupings of related concepts that de-
fine the content of a theme, based on co-occurrence fre-
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quencies and overall connectedness of concepts. More
generally, Leximancer thus provides both conceptual (the-
matic) and relational (semantic) insights into the data
(Rooney 2005).

To prepare the relevant text corpus for our analysis, we
had to decide on the inclusion and exclusion of published
work by Michael. We decided to specifically focus on
peer-reviewed articles in international journals or peer-re-
viewed books/chapters. Despite publications early in his
career in English language, we focused on his key work
beginning in 2002 in international marketing journals
(‘German Approaches to Business-to-Business Market-
ing’, Journal of Business Research). Most of his publications
in the 1980s/1990s were in German language and pub-
lished in books or respective journals such as Zeitschrift fiir
betriebswirtschaftliche Forschung. In total we identified 34
relevant publications between 2002 and 2019 in English
language.

Our text mining approach largely followed the guidelines
and procedure of Wilden et al. (2017). For the purpose of
analysis and meaningful results, we also used the Lexi-
mancer default list of stop words for exclusion in the anal-
ysis (e.g. words like ‘thus’, ‘and’), while manually adding
further keywords to the stop list (e.g. ‘re’, ‘de’, ‘vol’, ‘mar-
keting’, ‘management’, ‘Kleinaltenkamp’). The exclusion
of these additional words ensured that the results are not
confounded, for example, by methodological or disci-
pline-specific biases, and that the results are better inter-
pretable in view of our research question by excluding
words that do not carry meaning to this end (e.g. are just
common words in academic writing). Indeed, the stop
words facilitate a meaningful text corpus, built as a foun-
dation for the analysis and visualisation. At the same
time, we specified similar conditions for all analyses (e.g.
enabling automatically generated number of themes rath-
er than pre-specified number; applying identical specifica-
tions for data aggregation). This ensured that results and
visualisations are comparable (akin to ‘comparing apples
with apples’).

To further aid with the analysis, we specified three time
periods for Leximancer to auto-estimate the most appro-
priate aggregated themes and related concepts, as well as
their proximity. The first time period includes the full
timespan between 2002 and 2019, offering insights into
the overall gestalt of Michael’s research interests and con-
tributions. In turn, we were seeking to better understand
the potential evolution of concepts and themes over time.
For this purpose, we split the data into the periods 2002-
2009 and 2010-2019. We applied this particular time split
mainly for narrative reasons rather than any other aca-
demic reason. That is, we were interested in how Mi-
chael’s research foci and relations changed after closer re-
lations with the Australasian context. Hence, we used the
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2010 article ‘Is Marketing Academia Losing Its Way?’ in
the Australasian Marketing Journal as a fitting split point,
following Michael’s first extended visit among the Aus-
tralasian academic context in 2007, and subsequent co-au-
thored articles with Australasian scholars (e.g. Kleinalten-
kamp, Brodie, Frow, Hughes, Peters and Woratschek 2012;
Haase, Kleinaltenkamp, Layton, Nill and Pels 2012).

4. Findings

4.1. Time period 2002—-2009

The following analysis highlights the autogenerated con-
cepts of related meanings and aggregated themes identified
by the machine-learning algorithm. Specifically, the aggre-
gated themes that emerged over this time period include
service, customer, relationship, activities and theory. These la-
bels are based on the concepts within a theme (Indulska et
al. 2012). We treat these themes and concepts as represent-
ing part of Michael’s research foci based on the underlying
relevance of concepts established through the software’s
considered frequencies and overall connectedness of terms.
The resulting proximity indicates that they often appear to-
gether in the data corpus and are visualised in Fig. 1.

To quote from the Web Appendix of Wilden et al. (2017):
“The color indicates the importance of derived themes
(i.e., if a theme comprises many concepts mentioned fre-
quently in the textual data, the relevant theme will appear
in a brighter, more red color). The size of the circles indi-
cates how many concepts have been grouped together.
The distance between concepts indicates how closely the
concepts are related; thus, concepts that are only weakly
linked semantically appear far apart (Campbell et al. 2011;
Rooney 2005).” This now leads us to the following inter-
pretation.

In Michael’s case, service emerged as the most dominant
theme among five proposed ones. As can be seen by the
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Fig. 1: Themes 2002-2009

underlying concepts, the notion of service particularly re-
lates to industrial or business-to-business marketing con-
texts, which Michael has been particularly interested in
and contributed to over the years. The focus on service
comes along with a respective emphasis on the related
theme of activities that enable or manifest service provi-
sion, also linking back to Michael’s integrative solution
perspective (Engelhardt et al. 1993). Already early on, Mi-
chael was curious about studying those processes, factors
and production aspects that make a difference to, and
more meaningfully involve, customers (see also his Ger-
man language publications on “Kundenintegration” [cus-
tomer integration]), which constitutes another significant
theme. Within a relationship frame, particularly in view of
those customers but also suppliers, the analysis further
suggests that Michael’s research factored in costs and effi-
ciencies related to transactions as well as more holistic re-
lationship value perspectives. And finally, the analysis
further reveals that Michael’s research is likely strongly
linked to or grounded in theory as a theme, given the
(co)occurrence of the term, along with behavioural and
contextual explanations or foci.

4.2. Time period 2010-2019

The visual and interpretational picture changes signifi-
cantly in the second time period, as illustrated in Fig. 2.
For example, the number of emerging aggregated themes
has increased (from five to nine). This might be due to the
fact that the second time period accounts for significantly
more articles that define the respective data corpus, with
increasing potential for academic breadth over the years.

Interestingly and importantly though, the aggregated
themes provide quite a different picture in terms of re-
search foci and connections. While service remains the
dominant focus in the second period, the concepts of rela-
tionship, activities and theory continue to emerge as key
themes. As Fig. 2 illustrates the attention shifts further

SMR - Journal of Service Management Research - Volume 4 - 2-3/2020 - p. 75—83

73.218.95,
Erlaubnis untersagt, P

3:17:31. Inhalt.

‘mit, for oder In



https://doi.org/10.15358%2F2511-8676-2020-2-3-75

Karpen/Plewa, From Muso to Academic and Back

social
theory logics
logics
work ) systems
y engagement
: engageme
. humor .I behavior
/myees collective time
L 4 service
activities service |
b2b usage
activities process
(/ ’ resources
figgn
' valug,
v cawed alue
(Q 4
ol Iatlonshlp

Fig. 2: Themes 2010-2019

away from customers specifically towards the theme of
value (creation), and the linked aspects of use value (or
perceived value) and quality across various user perspec-
tives (e.g. the focal customer, firm and supplier). Building
on these conceptual developments, engagement materiali-
ses as a significant theme in the recent stages of his re-
search (e.g. Kleinaltenkamp et al. 2019), considering a
strong interface with service as a theme. This evolution is
consistent with the more collaborative nature of value cre-
ation emerging in the general literature across this time
period, whereby value is cocreated often across a plethora
of different contributors and engagement processes.

Conceptually this is further in line with S-D logic (Vargo
and Lusch 2004; 2008; 2016), that both links to and partial-
ly drives the appearance of the theme of logic and systems
views (e.g. Edvardsson, Kleinaltenkamp, Tronvoll,
McHugh, and Windahl 2014). This stronger connection
back to S-D logic in the second time period fits with the
overall momentum of this perspective in marketing, while
also going hand in hand with Australasia’s early interest
in S-D logic and Michael’s increasing embeddedness in

costs

this academic community. Furthermore, Michael’s work
ties into the social realm of business, giving greater consid-
eration to the socio-cultural contexts in which service is
provided. Finally, humour emerges as an important theme
(e.g. Mathies, Chiew and Kleinaltenkamp 2016), which on
face value seems odd relative to the other research foci
and overall agenda. However, knowing Michael and his
‘Lebensweise’, it is no surprise that humour turns out to
play an important role even in his academic life.

4.3. Time period 2002—-2019

Putting it all in perspective, the final analysis uncovers
key concepts and themes across the entire time period, de-
fining conceptual and relational insights based on all here
included English language publications and putting them
in relative terms. At the basic level, we can see in Fig. 3
that the autogenerated number of aggregated themes in-
creases to ten.

As can be expected, some of the time period-specific
themes resurfaced or remained in the overall analysis,
demonstrating robustness of the algorithm and the rele-
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vance of these themes relative to the entire data corpus.
Among the continuous themes are customer, relationship,
value, activities, humour, and of course the notion of service.
Importantly though, it is interesting to see that the text-
mining produces a centrality of process (e.g. resource us-
age) overall. Indeed, by factoring in the entire publication
period/data set, the analysis tool suggests that resources,
resource usages and activities are best summarised in a
process view. This finding is closely aligned with Mi-
chael’s long-standing tradition of theorizing related to
customer and resource integration, and an overall integra-
tive solution perspective. Putting all of Michael’s key pub-
lications since 2002 in relation combines into a systemic
and actor-centric (rather than just customer-centric) lan-
guage and priorities, connected through (service) processes
that enable value and relationships to materialise. Indeed,
actors emerges as the more integrative and substantiated
term, considering both individual and collective actor
phenomena (aggregated, hierarchical perspective) such as
collective engagement (Kleinaltenkamp et al. 2019), as
well as focal actor-transcending phenomena (horizontal
perspective) such as across the value network from sup-
pliers to buyers. Given this more holistic view, the theme
of systems comes as a complementary theoretical focus.
The stronger focus on systems might also be reflective of
the contextuality of value creation that Michael has given
increasing attention to. Finally, the results show the rele-

80

Fig. 3: Overall Themes 2002-2019

vance of social context as morphed into institutional con-
siderations, which Michael has theoretically leveraged
particularly in recent years (e.g. Karpen and Kleinalten-
kamp 2019). On the flipside, the previous themes of en-
gagement, theory, and logics, for example, do not feature
prominently enough anymore by way of statistical co-oc-
currences and proximity to appear as overarching themes.
Overall, the analyses reveal important time-bound speci-
ficity between 2002-2009/2010-2019, while offering a ho-
listic view on his research priorities overall.

5. Discussion

5.1. Theoretical and Interpersonal Implications

This paper acknowledges the wide impact and contribu-
tion Michael Kleinaltenkamp has made over the years,
both within the German academic environment and the
international marketing landscape, such as the Austral-
asian academic community. Michael’s impact is reflected
in the number of publications and citations of his seminal
articles in German language journals (e.g. Engelhardt et
al. 1993), as well as seminal books or book chapters (e.g.
Kleinaltenkamp 1997; 1998). If we were to take the per-
spective of the music world, we can only imagine the
gold, platinum or even diamond records hanging in the
poolroom as Australians would say.
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Michael has also successfully supervised about 40 PhD
students, for example, and was paramount to the busi-
ness-to-business and service marketing discipline devel-
opment in Germany. He has published in leading interna-
tional marketing journals (e.g. Journal of Marketing) and
has served as (Co)Editor in journals relevant to his fields
of interest. In this paper we are particularly interested in
the evolution of Michael’s research foci over time; specifi-
cally, if and how these have changed, considering his in-
creasing internationalisation and ventures in the Austral-
asian context. Hence, how have Michael’s tunes emerged;
how did he bring various strings into play as he increas-
ingly immersed himself in different scenes and bands at
opposite side of the globe?

Using Leximancer as an appropriate analysis tool, we
demonstrate conceptual and relational developments
within Michael’s English language research here consid-
ered. Specifically, we find significant differences across the
time periods 2002-2009, 2010-2019 and overall 2002-2019,
in terms of his areas of attention as derived based on text
corpus (co)occurrences and proximities. Without repeating
details here, we can see a widening of research scope and
emerging priorities. Interestingly though, the overall time
analysis puts all considered publications into perspective
and shows the gestalt of Michael’s research interests and
contributions; for instance, away from just customer or
supplier centric thinking to generic actors and a more sys-
temic and institutional lens. Fundamental to Michael re-
mains his process oriented view of value creation and ser-
vice provision, potentially facilitated through conducive
relationships, actor engagement, humour and otherwise
meaningful social contexts. In musical terms, Michael’s
musical repertoire and joining of strings and instruments
expanded over time, as he not only led a number of bands,
but also more broadly shaped musical futures by conduct-
ing, performing and jamming. Reflecting on the many jam-
ming sessions, in particular, Michael’s ability to carry the
rhythm and to both play the lead but also invite and sup-
port others to do the same are second to none.

Michael’s endeavours in the Australasian environment in-
creasingly show a strong link to complementary thinking
and conceptualising, resulting in a range of subsequent
joint publications with Australasian-based researchers
(e.g. Roger Layton, Roderick Brodie, Pennie Frow, Adrian Pay-
ne, Tim Hughes, Kaj Storbacka, Suvi Nenonen, lan Wilkinson,
Louise Young, Christine Mathies, Ingo Karpen, Carolin Plewa,
Jodie Conduit, Laszlo Sajtos, Siegried Gudergan and Tom
Chen). His impact and contribution is, however, not just
limited to these direct outcomes. Indeed, Michael has been
an active and integrated member of the Australasian com-
munity since at least 2007. Since then, Michael has, for ex-
ample, been (1) a visiting professor at various Austral-
asian universities (e.g. University of New South Wales,
University of Western Australia, RMIT University and
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The University of Adelaide). His engagement deepened
over time with (2) becoming a regular presenter and men-
tor at ANZMAC conferences and respective doctoral col-
loquia.

He has further (3) collaborated with multiple Australasian
researchers and universities on organising and co-hosting
events (e.g. Co-creation in Service and Customer Engage-
ment Symposia); has (4) continued to expand his research
projects with Australasian academics; and finally (5) is
even involved in further connecting research initiatives
between Berlin and Australasia in the future (e.g. MAS-
HIN Workshop in Berlin). These combined efforts have
significantly shaped, and will continue to shape, the Aus-
tralasian academic environment. In turn, this environment
has and continues to shape Michael’s research as well.
This mutual (market) shaping is the outcome of an open
mindset and an endless desire to learn and advance our
human understanding, a reason why the authors and
many in the academic community look forward to contin-
uing jamming and performances, beyond the official ca-
reer ending.

Finally, the link of the characteristics of his muso-nature
and their associations with Michael’s research foci high-
light the explanatory power of cognitive dissonance theo-
ry, whereby Michael has achieved consistency and harmo-
ny, while reconciling both academic and personal interests
into a coherent and authentic narrative; offering impor-
tant learnings for young academics.

Despite these achievements, plenty of research opportuni-
ties prevail. For instance, even though researchers have re-
cognised the complementarities between Michael’s inte-
grative solution perspective (Engelhardt et al. 1993), his
customer integration theorising (e.g. Kleinaltenkamp
1997; 1998), and both S-D logic (Vargo and Lusch 2004) as
well as service logic (e.g. Gronroos 2006); we still lack an
attempt to more fully embrace the similarities and differ-
ences across these perspectives, and how their conceptual
views may mutually contribute to each other. Indeed,
seeking to further integrate these different perspectives
might offer an opportunity to further advance founda-
tional theorising in marketing.

5.2. Limitations

The empirical findings of this paper are based purely on
Michael’s English language publications in the years
2002-2019. However, there is a significant body of Ger-
man language writings across journal articles, books, book
chapters and case studies, particularly in the 1990s. It
would be interesting to study whether there are further
language-based differences that are also of conceptual and
priority nature. For example, there are quite a few key-
words that have a similar origin across these two lan-
guages, such as ‘customer integration’ or ‘Kundenintegra-
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tion” (German equivalent). Some overlap could hence be
expected while differences might emerge due to varying
research priorities.

Future research could also explore how author networks
around the communities that Michael is embedded have
evolved. While there might be ongoing collaborations and
contributors over time (inner co-author circle), differences
in second and third tier networks are likely to have
emerged (outer co-author circle). Co-citation analysis
might be another opportunity to further understand and
acknowledge research clusters associated with Michael’s
work and beyond, potentially shedding light on further
common themes.

Finally, the intention of this paper is to honour the signifi-
cant impact and contributions Michael has offered to the
discipline. Rather than putting theoretical interest and
contribution first, we shamelessly acknowledge that put-
ting Michael first is the spirit of this endeavour.
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