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The aim of this bachelor’s thesis was to create a new service using service design meth-
ods for Sealing Solutions LLLC, a construction services company in the Upstate of South
Carolina, USA. The main goal of the thesis was to use service design methods to create
a new consumer service for Sealing Solutions that increases the number of jobs won
through the free basement inspection program, improves customer satisfaction in post
sales, and reduces the strain on management in managing the basement repair services.

The theoretical framework focuses on how marketing theory relates to services market-
ing theory as well as service design thinking. The process leading to the choice of ser-
vice design theory is meant to be clear through the theoretical framework.

Qualitative research methods were used to gather customer data, which was presented,
in a workshop with stakeholders and the new service was co-created with stakeholders
using service design methods.

The service redesign took insights gathered from service design tools and used them to
make a holistic approach to the design of the new service, taking into account all per-
spectives. The new service design was then analyzed from a services marketing per-
spective and a plan for implementation was created.
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1 INTRODUCTION

The purpose of this thesis is to use service design thinking and tools to improve the de-
sign and marketing of the business to consumer wet basement repair services of Sealing
Solutions LLC. Sealing Solutions is a construction contracting company operating in
the Upstate of South Carolina, USA. The company does work in both residential and
new construction waterproofing and sealing as well as various specialty applications.
For the purposes of this thesis, the focus will be on the B2C wet basement repair ser-

vice.

The company provides labor intensive, highly specialized wet basement repair services
to homeowners all around the Upstate of South Carolina. Wet basements are a huge
problem in the Upstate of South Carolina due to poor drainage in the largely red clay
soil. Sealing Solutions has the experience and tools to repair water intrusions, and offers
a permanent fix to a potentially dangerous problem. The problem is very widespread in
the Upstate due to poor code enforcement in the past, but a majority of the jobs that are
bid through the free basement inspection service are not won. Additionally, many cus-
tomers who have hired Sealing Solutions are unhappy with the level of service after the

contract has been fulfilled.

The research within the thesis will attempt to gather information from former clientele
and former potential clientele regarding reasons for hiring and not hiring Sealing Solu-
tions as well as troubleshooting problems with post sales service that lead to customer
dissatisfaction after services are rendered. Internal stakeholders will also be interviewed
and involved in a workshop with the goal of using co-creation methods to design a new

service based on internal and external feedback.

1.1 Company and Background

Sealing Solutions was incorporated in 2008 as a limited liability corporation by Tomas
Nyblom in Greenville, South Carolina. The company was purchased as Red Rocks
LLC., which included all equipment as well as contracts with local builders, many of
which remain today. After the purchase, the company was renamed Sealing Solutions.

Sealing Solutions began as a B2B contractor in the residential construction industry,
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waterproofing concrete foundations for nationwide builders in the Upstate of South
Carolina. In the recession of 2008, the business of waterproofing new construction
houses took a hit and different applications for Sealing Solutions’ expertise had to be
explored. A supplier referred a client in Greenville with a leaking basement, and Sealing
Solutions accepted the job and completed it, fixing the basement issue and diving into a
brand new industry. Customers were extremely pleased with the results and word-of
mouth spread, resulting in more and more wet basement repair work, to the point that it
eclipsed new construction waterproofing and the company decided to dedicate market-

ing resources to this service.

A website was created and a marketing campaign was launched online offering wet
basement repair solutions from Greenville’s leading waterproofing contractor. Free in-
spections were offered and more personnel had to be taken on to accommodate the
growing workload. Word of mouth jobs were keeping Sealing Solutions very busy, but
the free basement inspections were not resulting in many won jobs. The problem also
arose that the wet basement repair estimates, being highly specialized services, were
taking all of the owners’ time as estimators with his specialized skillset were not easy to
come by. Because of his resources being stretched so thin, other areas of business began
to suffer as well as post sales service. As the owner scratched his head at why these
basement inspections were not resulting in many won jobs, the decision was made to
analyze the current service as well as customer sentiment to design a new streamlined
service which results in more engagements as well as increased sales and customer sat-

isfaction.

1.2 Research Questions

The main research questions for this thesis are directly related to the intended delivera-
ble of a redesigned consumer service for Sealing Solutions. The issue that Sealing Solu-
tions is currently having is that management is being stretched too thin, and the service
requires too much involvement from management in the service process. Jobs are also
being lost and customer satisfaction is not as good as it could be. Due to the nature of
the problems in customer satisfaction as well as management and daily operations, it is
concluded that co-creation between stakeholders must be used to hear all perspectives

on the problem and ensure that the solution is tailored to all those affected. Thus, the
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following research questions were chosen as guidelines for the research and overall
goals for the thesis. How can Sealing Solutions use service design and co-creation with
clientele and stakeholders to design a new service? How can Sealing Solutions eliminate
the problem of lost jobs and improves customer satisfaction? What are some of the
things preventing customers from moving forward with their basement repairs? How
can a service relying heavily on the owner’s expertise move away from the need for
hovering management and turn the service into an easily marketable and manageable

product offering?

1.3 Structure and limitations

This thesis will be structured in the following way: First the research methodology will
be defined and give an overall idea of how the research questions will be approached.
Then, the theoretical framework will define marketing concepts, services marketing,
service dominant logic. Subsequently, the relation of these concepts to service design
thinking will be explored. Next, the theory backing the thesis is a combination of mar-
keting theory and service design theory. Then the service design process and tools will
be introduced, showing the tools that were used in co-creating the service with custom-
ers as well as the co-creation process and mindset of a service designer. Then the devel-
opment project will be introduced, giving the project outline, presenting all research and
data gathered, as well as presenting the solutions that were created through co-creation
with the stakeholders. The development project will then be analyzed and concluded in

the final chapter.

The limitations of this thesis are a result of the short timeframe of completion. Service
Design theory relies partly on prototyping and analyzing the success of new service
designs, but due to the nature of the thesis timeframe, no prototyping could be done. A
prototyping plan will be created and implemented in the commissioning organization as

the new service is implemented.



2 RESEARCH METHODOLOGY

In understanding customer opinions as well as searching for redundancies and maximiz-
ing efficiency in a construction services organization, traditional research methods fall
short of creating a full picture of the situation. A traditional marketing plan could not
solve the research problem. Because the limitations of the 4Ps of marketing services,
marketing theory is more helpful in creating a marketing plan for this construction ser-
vice, but falls short of providing the tools to redesign the customer experience with the
organization. Due to this inability, in this thesis service design methods have been cho-
sen as the main research process, while traditional marketing theory and services mar-

keting serve as a backbone and a frame of reference for the design of the new service.

2.1 Research Process

The research was performed using service design methods and tools as well as co-
creation. This process was chosen because it gives an accurate portrait of internal and
external perspectives on the service, and allows input from both perspectives in the de-
sign of a new service. Taking into account all stakeholder problems allows the group to

find the best solutions for everyone involved.

Service design methods were first used to create a current customer journey map based
on qualitative research methods. Former clientele were surveyed with open-ended ques-
tions regarding their experiences with Sealing Solutions. Participants were selected
from Sealing Solutions’ former client and recent estimate database. Customers were
selected at random and because of this selection process, a random selection of both
won and lost jobs was created. Customer opinions were recorded in the form of insights

that were recorded onto the predetermined framework of a customer journey map.

When the customer journey map was created, a workshop was held where company
stakeholders were given a qualitative survey looking for their perspective on the same
problems, which were found in the customer perspective research. After the data was
collected, the issues were discussed openly in the workshop to improve information
flow. After the discussion, a co-creation session began to recreate the customer journey
in a brand new service blueprint. The service blueprint was created by the group and

recorded onto a Service Blueprint map.



After the workshop, qualitative analysis of all of the results of the service design tools
takes place, analyzing the significance of the results from a services marketing perspec-

tive.
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3 THEORETICAL FRAMEWORK

3.1 Marketing

Marketing is a term used to describe a process of identifying and meeting human and
societal needs. Marketing has been defined as “the activity, set of institutions, and pro-
cesses for creating, communicating, delivering, and exchanging offerings that have val-
ue for customers, clients, partners, and society at large.” According to Kotler and Arm-
strong (2012, 6), human needs are “states of felt deprivation”, including physical (food,
clothing, etc.), social (belonging, love), and individual (self expression, etc.) Marketing
is the process of competing to meet those human and societal needs with products and

services. (Ama.org 2016; Kotler & Armstrong 2012, 6.)

The AMA definition of marketing narrows the broad concept down into the following

four categories: (Tanner & Raymond, 2011, 8)

1. Creating: The process of collaborating with suppliers and customers to create
offerings that have value.

2. Communicating: Broadly, describing those offerings, as well as learning from
customers.

3. Delivering: Getting those offerings to the consumer in a way that optimizes
value.

4. Exchanging: Trading value for those offerings.

In the instances above, the term ‘value’ has been defined as “the benefits buyers receive
that meet their needs”. Value is a personal weight given to the product or service by the
customer to gauge how well and efficiently it met the customer’s needs. (Tanner &

Raymond 2011, 10).

The four categories of marketing are generally rephrased as the 4 P’s: (Tanner & Ray-

mond 2011, 8.)

1. Product. Goods and services (creating offerings).

2. Promotion. Communication.
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3. Place. Getting the product to a point at which the customer can purchase it (de-
livering).

4. Price. The monetary amount charged for the product (exchanging)

The discipline of Marketing Management has constantly evolved since marketing was
first defined. The evolution of marketing management has led to the creation of various
ideas of how marketing should be done. The concepts are Production, Product, Selling,

Marketing, and Holistic (or societal) marketing. (Kotler & Keller 2012, 17-19).

The production concept focuses on maximizing efficiency to create products that are
widely available and affordable. This concept has been used since the industrial revolu-
tion as the driving force behind industrialization.

The product concept focuses on differentiation of product. This concept stands on the
premise that consumers buy products based on performance, quality, or feature differen-
tiation.

The selling concept relies on the need for salespeople and aggressive sales techniques to
sell products. This concept stands on the belief that without a focus on sales, the prod-
ucts would not sell.

The marketing concept first arrived in the 1950°s and focuses on actively changing the
strategy of marketing based on sensed changes in the consumer landscape.

The holistic marketing concept includes internal, integrated, performance, and rela-
tionship marketing. Holistic marketing is the close collaboration between these disci-
plines, which results in “development, design, and implementation of marketing pro-
grams, processes, and activities that recognize their breadth and interdependencies.”
Holistic marketing often takes an integrated perspective, using customer data to tailor
marketing strategies to the customers’ complex needs and the changing marketplaces.

(Kotler & Keller 2012, 17-19; Kotler & Armstrong 2012, 10-11.)

Today’s marketers are most often taking the holistic marketing approach rather than the
outdated marketing concepts of the past. This approach is so often selected because of
increased market competition as well as an increasingly savvy customer base. Recent
innovation in software and data storage has also made data increasingly available to
marketers as well as between departments of an organization. Because of this fact, in
order to remain competitive, organizations must use their resources and information to

create the most custom tailored marketing strategy for their clientele. FIGURE 1 illus-
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trates how a holistic marketing approach integrates all marketing aspects into a single

concept. (Kotler & Keller 2012, 18-19.)

Senior Products &
Marketing  management Other services
department T departments Communications Channels
Internal
marketing

Sales revenue - Performance

marketing
Brand & .~
customer equity \
Ethics \ Community Customers Partners
Environment Legal Channel

FIGURE 1. Holistic Marketing (Kotler & Keller 2012).

The marketing discipline covers such a wide array of theories and ideas that when relat-
ing marketing to a chosen topic one must be selective in the theories used and ap-
proaches taken to application. In relation to services marketing and service design in
today’s increasingly efficient and competitive service industries, the Integrated, Internal,
Performance, and Relationship marketing approaches must be used as part of a holistic

marketing approach. (Kotler & Keller 2012, 18-19.)

3.1.1 Services Marketing

Services make up the bulk of today’s economy across Europe and in developed econo-

mies around the world. (Lovelock, Patterson & Wirtz 2011, 4).

Though traditionally difficult to define, services have recently been defined as “any act,
performance, or experience that one party can offer to another and that is essentially

intangible and does not result in the ownership of anything, but nonetheless creates val-
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ue for the recipient.” Early research into services sought to differentiate them from
goods. Lovelock and colleagues did this by focusing particularly on four generic differ-
ences: intangibility, variability, perishability of output, and simultaneity of production
and consumption. These qualities together help to define services as different from
products, and thus, eliminating product-service confusion. (Lovelock & Wirtz 2014, 7;

Lovelock et al. 2011, 7-13.)

When marketing services, there are many more variables than in products, since every
part of the service experience is embodied in the service. Lovelock and colleagues ar-
gued that services marketing needs to be a fully integrated and synergistic process, be-
cause of the complicated nature of services. Lovelock and colleagues argue,” Marketing
in a service economy cannot be divorced from other functions and needs to be incorpo-
rated in an overall, customer-focused management perspective.” Services marketers
must be fully in-tune with all aspects of the organization, as well as having decision-
making control over many of these processes to ensure a synergistic, uniform brand

across the entire service. (Lovelock et al. 2011, 17.)

With the distinct nature of services, especially where interaction between service pro-
viders and customers are involved, a new model for integrated service marketing and
management has been created, based on the traditional model of the 4Ps of marketing.
These are the 8Ps of integrated service management. The 8Ps incorporate every aspect
of traditional marketing, but include the experiential and management aspects to service

marketing promotion that are left out of the original 4Ps. These eight components are:

* Product elements

* Place and time

*  Process

* Productivity and quality
* People

* Promotion and education
* Physical evidence

¢ Price
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The biggest difference between the 4Ps of marketing and the 8Ps of services marketing
is the addition of people, process, productivity, and physical evidence. These additions
give some insight into the need for integration across the entire organization. The addi-
tion of ‘people’ warrants the need for human resources involvement; and means that
recruitment, training, and management needs to be in sync with branding and marketing
goals to ensure a unified brand is presented. The addition of ‘processes’ brings in logis-
tics and operations management to the mix, understanding that the efficiency of service
processes as well as the ease of customer-facing processes is imperative to a quality
brand experience as well as to the creation of value for the customer. ‘Physical evi-
dence’ draws on the human need for visual cues when working with services to remind
them of the organization involved and lend a professional and unified appearance to the
service. The artifacts that consumers take from services are often the only physical rem-
nants of the experience, and thus they must be approached and executed with the utmost
care. Physical evidence includes the addition of overall service design, branding, and

graphic design. (Lovelock et al. 2011, 18; Lovelock et al. 2011, 26-28.)

According to Lovelock et al. (2011), “Firms whose managers succeed in developing
integrated strategies will have a better chance of surviving and prospering. Those that
fail to grasp these implications, by contrast, are likely to be outmaneuvered by competi-
tors who are more adept at responding to the dramatic changes affecting the service
economy.” As the service economy becomes increasingly competitive, the average effi-
ciency of service organizations increases as a result. In order to remain competitive to-
day, a firm must function as one organism, reacting to customer data and predicting
future trends, creating integrated marketing programs, and developing new products and
services while maintaining an efficient organization that maximizes the value delivered

to the customer.

3.1.2 Value Chain

The Value Chain is a tool proposed by Harvard’s Michael Porter to identify different
ways of creating greater value for the customer. The model looks at the overall chain of
activities needed to design, develop, produce, market, deliver, and support the products.
The Value Chain breaks down the activities into five primary and four supporting ac-
tivities. The primary activities are inbound logistics, operations, outbound logistics,

marketing, and service. The secondary activities are procurement, technology develop-
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ment, human resource management, and firm infrastructure. In successful firms, these
activities are all coordinated into departments focused on individual processes. These
processes include market sensing, new offering realization, customer acquisition, cus-
tomer relationship management, and fulfillment management. (Kotler & Keller 2012,

34.)

Porter’s Value Chain tool helps in integration throughout a firm of a core-marketing
plan. By using Porter’s Value Chain tool, marketers can sense whether value is being
created efficiently for customers as well as innovating and ensuring that the firm will
continue to create value as technology and market conditions develop. The lacking fac-
tor in Porter’s Value Chain is the addition of the customer into the equation and a focus
on co-creation of value that is imperative to customer value creation in a market where

technology constantly progresses and competitors come and go much more frequently.

3.1.3 Service-dominant logic

According to Polaine and colleagues, “Applying the same mindset to designing a ser-
vice as to designing a product can lead to customer hostile rather than user friendly re-
sults”. Service-dominant logic is an approach to marketing recently introduced by Ste-
phen Vargo and Robert Lusch. According to them, products are valued for the service
that they provide. With this approach, all products can be considered as services. This
approach also recognizes that consumers want value no matter how it is delivered,
whether it is via a product, a service, or a combination of the two, Value is the impera-
tive variable. (Polaine, Lgvlie & Reason, 19; Lovelock et al. 2011, 9-10; Tanner &
Raymond 2011.;.)

The critical distinction between goods dominant and service dominant logic lies in the
distinction of ‘service’ rather than ‘services’. According to Lusch and Vargo (2006, 30-
33), the distinction between ‘service’ and ‘services’ in relation to service-dominant log-
ic lies in the shift in thinking from operand to operant resources. This shift is from re-
sources (such as raw materials), which require a service to become valuable to resources
that, in themselves are the process of creating value. With this shift in definition of ser-

vices, lies an entirely new philosophy in regards to managing and marketing services.
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This leads to the creation of the service-centered view. The service-centered view is a
cycle of marketing and management that takes into account the service-dominant logic
to co create with customers and remain proactive in the pursuit of innovative and cut-

ting edge services. The service-centered view is as follows: (Vargo et al. 2004, 5.)

1. Identify or develop core competences, the fundamental knowledge and skills of
an economic entity that represent potential competitive advantage.

2. ldentify other entities (potential customers) that could benefit from these compe-
tences.

3. Cultivate relationships that involve the customers in developing customized,
competitively compelling value propositions to meet specific needs.

4. Gauge marketplace feedback by analyzing financial performance from exchange
to learn how to improve the firm’s offering to customers and improve firm per-

formance.

The service-centered view initially focuses on developing core competencies. These can
be any qualities of the enterprise which set the enterprise apart from competition or
which the enterprise excels at specifically. These types of competencies can range from
owner expertise to specialized technology, large workforce, strategic partnerships, or

certifications.

The service dominant view then identifies a potential client base for these competencies
and searches for a viable place in the market to establish a position. This can be accom-
plished through market research. In finding potential client bases, it is important to con-
sider all options of individuals or firms who could benefit from the core competencies

of the firm in question.

The view then stresses the importance of cultivating relationships with customers that
involve developing customized services to meet the customers’ ever changing and di-
verse needs. This process is a co-creation of value in the purest sense between the or-

ganization and the customer.

And finally, the service-centered view gauges the marketplace feedback by analyzing
financial performance with the intent of improving performance. Using this step to ana-

lyze the financial success of the products and services that were co-created with the cli-
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ent is imperative to ensure that the value created during the co-creation process is not
only beneficial to both parties, but is sustainable for the future of the service and firm.

(Vargo et al. 2004, 5-6.)

In utilizing this approach, customers can be involved throughout the process of creating
the product or delivering the service to aid in conceptualization, delivery, or consump-
tion as a co-creator of value. The service-centered view is adaptive to market changes
and conditions because it is customer-centric while remaining market-aware.

(Vargo & Lusch 2004, 5.)

The service-centered view of marketing creates a firm that is always striving to make
better value propositions than it is competitors. The focus placed in marketing of core
competences places marketing at the core of the organization and created a need for
integration within the organization between departments with a focus on marketing to
ensure that the core competencies are the focal point of organizational strategy. (Vargo

& Lusch 2004, 5.)

The service-centered view of marketing builds on the importance of value creation out-
lined in services marketing theory and Porter’s Value Chain but places a greater focus
on the co-creation of value between client and service provider. The value that is creat-
ed using the service-centered view of marketing is not only reflective of a proven mar-
ket need, but also is constantly audited for financial viability in the firm. This process,
or cycle of innovation reflects a market shift towards more specialized services, tailored
to the customer and a marketing focus on customer service extremely prevalent in to-

day’s service industries.

3.2 Thinking

Service design thinking allows the use of traditional design methods to work with
stakeholders in the organization to co-create value. A vague concept with no common
definition, service design thinking can be defined differently as it relates to different
projects. As it relates to this research, it is a mindset of approaching complex problems
using modern design principles. According to Stickdorn, service design thinking can be
categorized as user-centered, co-creative, sequencing, evidencing, and holistic. (Stick-

dorn & Schneider n.d., 34.)
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Service design thinking is user-centered. When creating a service for a customer, it is
imperative to view the service from the customers’ perspective. As a service designer,
one can deal with a wide variety of clientele, from managers to employees, to engineers,
and of course — end-users. The user is the individual whose experience is being ana-

lyzed and created. (Stickdorn & Schneider n.d., 36-37.)

Service design thinking is co-creative. Perhaps the biggest differentiation between tradi-
tional marketing processes and the process of service design is the idea of co-creation.
Co-creation allows the service designer to easier get into the user-centric frame of mind.
According to Stickdorn, “Putting the customer at the centre of a service design process
involves facing the reality that potentially there is more than just one customer group,
and each group possesses different needs and expectations.” (Stickdorn & Schneider,

n.d. 38-39).

Service design thinking is sequencing. When designing a service, one is designing a
series of interactions that sometimes overlap, but always follow a sequence of time.
Services follow a three-step process of pre-service, service, and post-service. This pro-

cess is the basic framework of every service. (Stickdorn & Schneider n.d., 40-41.)

Service Design Thinking is evidencing. Service Design must create evidence of an in-
tangible service, or the customer will be unaware that it has taken place, and not so
pleasantly surprised at the bill. A service designer must create evidence throughout the
service of the behind-the-scenes value that is being created for the user. (Stickdorn &

Schneider n.d., 42-43)

Service Design Thinking is holistic. Given the nature of services, there are many varia-
bles that contribute to the customers’ overall experience of a service. Service designers
must take into account as broad of a range of factors as possible to ensure that the ser-
vice runs smoothly and that nothing has been overlooked. (Stickdorn & Schneider n.d.,

43-44)

According to Polaine, Lgvlie and Reason, “Service design can be traced back to the
tradition of industrial design that was defined in the 1920’s by a close-knit community

of American designer”. These designers wanted to use design principles as well as the
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new technologies of industrialization that had been developed during the war to solve
common problems and improve the quality of life for the average person. Something
similar can be said of service designers today. Service designers aim to use common
design principles and theory as well as innovations in technology to improve the quality
of services and the customer experience of today. Sasser and colleagues (1978) have
defined Service Design as designing, managing and improving the service delivery sys-
tem. This system includes everything from the conceptualization of a new service offer-

ing to a customer’s post sales service experience. (Polaine et al 2013. 18-19)

According to Lucy Kimbell, “Of all the disciplines that have something to contribute to
service design, marketing is probably the one that can claim to already have done so in
significant ways.” The new 8Ps of marketing, as referenced earlier in the thesis, as well
as the holistic marketing approach and service dominant logic all contribute to the addi-
tion of Service Design Thinking to the thesis framework. In co-creating a new service
along with stakeholders and clientele in a way that is holistic, creates value for the end
user, and contributes to an overall marketing strategy, service design tools have been

chosen as a key methodology.
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4 SERVICE DESIGN PROCESS AND TOOLS

4.1 Service Design Process

The service process is one that is never finished. The process consists of stages that can,
at any point in time be revisited as the process moves backwards and forwards through
the steps. Marc Stickdorn describes this process as the iterative service design process.
According to Stickdorn, “though design processes are in reality nonlinear, it is possible
to articulate an outline structure”. The process is iterative in approach, meaning that it
requires repetition and contains many variables that are difficult to place in a specific
order. Thus, many iterations of a design process must occur in order to reach the goal of
a design that fulfills the service design thinking guideline of being holistic. The many
variables are reflections of the 8Ps of Services marketing that were previously men-
tioned in the thesis and are a representative of the holistic approach to marketing that is
taken when service design tools are used in business. In the book, “This is Service De-
sign Thinking.”, Stickdorn uses the Squiggle (Figure 2) as a visualization of the service
design process. Many routes and repetitions are taken in order to reach the final goal. It
is a linear process, but one that includes many different iterations and repetitions within

itself. (Stickdorn & Schneider n.d., 124-127.)

FIGURE 2. (The Squiggle. Damien Newman, Central inc.)
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The service design Process takes a similar approach to modern design disciplines’ in
implementation. It follows a double diamond approach of discovery-definition-
development-delivery. The search is broadened and narrowed multiple times in order to
reframe the research and ensure that nothing is left out in the search for the most holistic
approach. The iterative four steps proposed my Mark Stickdorn is a universal service
design framework created out of the current service design processes. These steps are
exploration, creation, reflection and implementation. They represent the steps taken by
service designers often to meet the final goal of designing a new service based on in-

sights. (Stickdorn & Schneider n.d., 124-127.)

Exploration refers to the initial broadening of the double diamond approach. The goal is
to take a step back, collecting as much data as possible regarding the service in order to
make the most educated decision as possible, regarding the problem to be solved. In this
approach, qualitative research methods are often utilized to gather broad customer data
that will lead to insight, which drives innovation. According to Polaine, Lovlie, and
Reason, the focus, when gathering insights, is on the fifth P of marketing, People. In
this stage, “[the designer] works with people to inform the design of a service” (Stick-

dorn & Schneider n.d.128-129; Polaine, Lgvlie & Reason 2013., 38.)

Creation refers to the concept design phase. It is closely related to the reflection stage,
but involves creating concepts to solve the problems brought forth by insights from both
the exploration and reflection stages. According to Marc Stickdorn, “It is crucial to in-
clude all the main stakeholders and work with interdisciplinary teams that include cus-
tomers, employees, and management...” in creating new concepts. This co-creation is
the most imperative facet of service design, and truly what differentiates service design

from traditional marketing disciplines. (Stickdorn & Schneider n.d.130-131.)

Reflection is the stage that builds on the ideas generated in the creation stage, picking
them apart through testing and prototyping. The next stage in the process is implemen-
tation, but more often than not, the reflection stage leads right back to the creation stage.
Service design tools are often used to test created concepts through role-play, prototyp-
ing, and focus groups during this stage. For the purposes of this thesis, a plan for reflec-
tion will be created, but time constraints only allowed the researcher to begin the itera-

tive service design process. (Stickdorn & Schneider n.d.132-133.)
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Implementation is the phase during which the process of change takes place. In this
stage, designers must take great care, and truly embrace the holistic nature of service
design to ensure that all necessary departments are included in the transition in order to
remain unified in the often-changing goals of an organization in flux. According to
Stickdorn, [when employees] “contribute to the prototyping of certain service mo-
ments”, [they have] “a clear vision of the concept”. Due to the co-creating nature of
service design, this stage is often relying mostly on organizational stakeholders to im-
plement the created vision for the new service. Again, due to the short timeline of this
thesis, an implementation plan will be created, but was not able to be implemented in

the given time window. (Stickdorn & Schneider n.d.134-135.)

4.2 Customer Journey Map

The customer journey map is a tool used to help the service designer and organization
stakeholders better understand the customer journey through their service. According to
Stickdorn and colleagues, “A customer journey map provides a vivid but structured vis-
ualization of a service user’s experience.” They are generally organized into touch
points, or the different steps of the service process. The other axis on the journey map
generally gives insight into the customer experience during the corresponding stage.
Journey maps often include customer thoughts, actions, feelings, and overall experi-
ence. When properly completed, customer journey maps provide a very insightful por-
trait into the feelings that are influencing customer satisfaction as well as the thinking
and feelings that influence a purchase decision. An example of a customer journey map
through an online service providing organic food delivery can be found in FIGURE 3.

(Stickdorn & Schneider n.d., 158-159.)
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Customer Journey Map - Rehash.Org
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FIGURE 3. Customer Journey map (i-scoop 2016)

Constructing a customer journey map begins with the definition of the touch points be-
tween service provider and customer. The most important aspect of creating a customer
journey map is the proper definitions of these touch points. Once the touch points are
properly defined, the diagram must be co-created with customers to ensure an accurate
picture of the customer journey is created. This can be done through workshops, inter-
views, surveys and observation, or through analytics, but ideally through a face-to-face
client to service provider interaction. When customer journey maps have been imple-
mented correctly, they can work in unison with customer personas to increase the con-
nection between the service interaction and the actual customer in the eyes of the ser-

vice designer. (Stickdorn & Schneider n.d., 158-159.)
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4.3 Service Blueprint

Service Blueprints are one of the oldest service design visualization tools used in ser-
vice design today. According to Kalback (2016), “A blueprint encourages creativity,
preemptive problem solving, and controlled implementation. It can reduce the potential
for failure and enhance management’s ability to think effectively about new services .
The service blueprint is the overall layout of the service in the form of a timeline of the
service. The service blueprint is separated, like the customer journey map, into the cus-
tomers’ stages of the purchase and work process, but on the other axis, one can see how
the customers’ actions coincided with company operations and what type of evidence is
given to the customer of their dealings with the organization.

FIGURE 4 is an example of a service blueprint created for a health services company.
The top area illustrates the physical evidence as well as the patient and reception ac-
tions, while the bottom area that is grayed out illustrates the actions that happen behind
the scenes, which the customer is not always aware of. Service Blueprints are immense-
ly helpful because they help the designer to visualize the customer experience and see

what the customer does and does not see in the service process.

Service Blueprint of Presby Neuro Clinic

PATIENT Wait in . .
ACTIONS “ “

ONSTAGE -~ - -~ -~ -~
CONTACT ( 4 ( 4 4
PERSON o . . : ¢

FIGURE 4. Service Blueprint (Servicedesigntools.org 2016)
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S DEVELOPMENT PROJECT

5.1 Case Project and Timetable

The case project was a cross-disciplinary project of designing a new B2C service for
Sealing Solutions. Service design methods and tools were used to gather customer data,
hold a workshop, and design a new service blueprint for the organization. The data was
then analyzed from a perspective of Services Marketing, analyzing the impact on the

company’s marketing plan.

The entire process took place over the course of 6 weeks. The exploration began during
the last weeks of March 2016, beginning with the creation of a client list and formation
of the questions, and leading to the customer interviews. Once customer data was ac-
quired, cooperation with management was needed to schedule a workshop with Sealing
Solutions employees. A morning in April was chosen when the schedule could be
cleared and the laborers and crew foreman were free, as well as the owner of the com-
pany. After all data was gathered, the process of analysis and implementation plan took

a few weeks, ending with the completion of this thesis, on the 15" of May, 2016.

5.2 Exploring

In exploring the nature of the service problem, the research questions were kept in mind
of improving the percentage of jobs won after estimation as well as post-sales satisfac-
tion. These were known problems within the organization, while not driving factors in
the exploration phase; they were certainly confirmed during the research. The explora-
tion phase included a brief competitor analysis as well as both an external and internal

perspective of the problems with the service.
5.2.1 Competitor Analysis
In the Upstate of South Carolina, many residential building contractors exist who would

be willing to take on residential waterproofing projects, but do not actively market resi-

dential water damage repair.
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There is only one other contractor specializing in the exact area as Sealing Solutions.
Sealing Agents is a large, national sealing contractor based in Charlotte, North Carolina.
Sealing Agents, like Sealing Solutions, operates in commercial, residential new con-
struction, and B2C services industries. Both companies’ service offerings are very simi-
lar and jobs are often lost to Sealing Agents. Due to Sealing Agents being a national
contractor that is simply franchised in the Upstate, many customers are turned off by the

lack of management expertise in the basement repair department.

Other than Sealing Agents, a few franchise competitors exist offering internal fixes for
basement moisture issues. These services are much cheaper than the full-service ap-
proach taken by Sealing Solutions, but do not offer permanent solutions, and compro-
mise the comfort of internal spaces with water intrusion, sump pumps, and internal
drains. Sealing Solutions does not offer these products, and though they are an alterna-
tive solution for the customers’ problem, Sealing Solutions uses the myriad of benefits
over these internal fixes in marketing and does not compete closely with these franchise

businesses.

5.2.2 Customer Perspective

In accordance with Vargo and Lusche’s Service Dominant logic, Relationships were
cultivated with the consumer in order to develop more compelling value propositions

for the consumer, and meet their specific needs. (Vargo et al. 2004, 5.)

Due to the nature of the research question, the customer perspective was recorded
through qualitative research. First, an interview outline was created (Appendix 1) chron-
icling the process from the moment the water problem is noticed to the last interaction
with Sealing Solutions. In the interview, the process was split into stages, which repre-
sented each major stage in the service process, starting with discovery, research, initial
contact, and leading to post sales service. The stages were then recorded as stages of a
customer journey on a journey map (appendix 2). The rows of the customer journey
map include thoughts, feelings, and experience. The intersection between rows and col-
umns chronicles the customer’s thoughts, feelings, and experiences through every step
of the process. The customer journey map was meant to record the customer’s experi-

ence as well as satisfaction throughout the course of the service.
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The research took place in the form of a phone interview with both previous clients and
previous potential clients who were given an estimate but never followed through. The
interview list was created chronologically from the list of clients who sent contact re-
quest forms to the website. Because of this, it was a realistic sample of the percentage of
jobs that are won and lost. During the interview, the script was followed closely, and
through active listening, the interviewer recorded customer sentiment at each stage of
the process in the form of key words and phrases, as well as overall experience at the
various stages. The descriptive words and phrases were recorded onto sticky notes after
every call and placed on the corresponding square of the customer journey map. FIG-
URE 5 shows the journey map after the sticky notes had been placed and overlapped

during the interview process.

" B FOLLOW UP &
ESTIMATE DECISION MAKING i WARRANTY
—

FIGURE 5. Customer Journey Map

After all of the calls had been placed, the journey map was complete and the responses
were written onto the map, highlighting negative, positive, and neutral responses sepa-

rately. FIGURE 6 shows the completed journey map when the customers’ response
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were recorded and highlighted based on the sentiment, with green representing positive,

orange negative, and yellow as a neutral response.
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FIGURE 6 Complete Journey Map.

At the initial discovery phase, all customers conveyed similar feelings. All interviewees
discovered the problem themselves and everyone in the sample seemed to have major
moisture issues in their basements and crawlspaces. Customers used words like “miser-
able”, “terrible”, “fearful”, and “frustrated” to describe their feelings about the initial
discovery of the problem. The customers’ thoughts were on the high cost of these re-
pairs and worries of health concerns, and all customers described the overall experience

of discovery as a poor one.

The research and planning phase was similarly overwhelming for the average customer.
All customers, except for one who received a recommendation from a friend of Sealing
Solutions had a hard time finding contractors in the area to solve their problems. Cus-
tomers searched on Google, read reviews, called different contractors and found Sealing
Solutions’ website. The average customer seemed to be looking for somebody local

who was knowledgeable and could offer different types of fixes. Their feelings at this
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stage were “overwhelmed”, “dizzy”, “nervous”, and “desperate”. Overall the research

and planning stage is an unpleasant experience for the average customer.

The initial contact with Sealing Solutions brought about a more positive sentiment on
average. The customers called the number on the website to schedule a free basement
inspection. They appreciated that the employee ‘sounded knowledgeable” and that
scheduling was prompt. Though overall quite uneventful, customers had positive expe-

riences with their initial contact with the service provider.

During the estimate stage, customers said they met with the estimator and looked at the
problem together. They asked questions and the estimator replied. Overall customers
said the estimator seemed knowledgeable and gave many options. A few said it seemed
expensive, even at the estimation stage. Upon receiving the price estimate, customers
often felt “shocked”, and even “terrible” at the high costs demanded by the quotation.
All customers echoed the same issue with the estimate phase: “hard to get an estimate”.
They remarked that there was “no follow-up” after the estimate was sent, “no contact”,

and that the estimator was often “unresponsive”.

The crucial decision making process often took a few weeks to a month on average,
with a few customers deciding against the service. Customers’ thoughts were that they
loved the confidence Sealing Solutions had in the fix and that they themselves believed
in the solution. They were turned off by franchises and looking for a more genuine or-
ganization. They felt that Sealing Solutions was trustworthy, looked for expertise from
Sealing Solutions, and also looked for honesty from the contractor. The feeling custom-
ers got at the decision making stage was that the job would be done right. The overall
experience was that the customers who went ahead with the work either trusted Sealing
Solutions the most, or went with the cheapest option. A few customers added a sugges-
tion that estimators be more personal in their delivery of quotations, meeting the poten-

tial client to go over possible solutions and answer any questions that one may have.

During the work phase, most clients oversaw the work to some degree, either through-
out the process or just sporadically. Jobs took up to 8 days to complete. Some customers
were unsatisfied at how long it took and some said that the workers seemed professional
and that it seemed like “a lot of work”. One customer remarked that he “felt bad for the

workers” because it seemed like such a tough job. Their sentiments were mostly that
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they trusted the process, and it felt good to have it done. Overall, many customers
would recommend Sealing Solutions at the work stage, and many remarked that the
problem was left solved and the jobsite left clean. One customer remarked that his job

still had not been finished.

Most of the negative feedback was observed in the follow-up and warranty section,
though it was overwhelmingly from only two dissatisfied former clients. They said that
they called a few times, emailed photos, and had a couple of minor issues. They re-
marked on the poor communication and that some did not feel the job was complete.
One dissatisfied customer remarked that he felt ripped off because of the poor post sales
communication, though his job was completed properly. The overall sentiment in post
sales was that there was poor follow-up, no communication, and dissatisfaction with the

lack of warranty paperwork.

5.2.3 Internal Perspective

The internal perspective was recorded at the start of the workshop. Stakeholders in the
company including the interviewer, president of the company, crew foreman, and labor-
er, representing every level of management in the small firm, were present for the morn-
ing workshop. The workshop took place early in the morning on a workday with bagels
and coffee. Stakeholders were immediately given a questionnaire (appendix 3) regard-
ing their personal opinion regarding the research questions, as well as asking for any
suggestions or comments about Sealing Solutions as a whole. The questionnaires were

filled out individually and then reflected on as a group.

Overall employee sentiment echoed the lack of professionalism and organization in the
estimation and quotation process as well as the need for better physical evidence (in the
form of uniforms, brochures, etc.). Everyone involved in estimation remarked that the
often-extended period of time between inspection and delivery of quotation is a proba-
ble cause of many lost jobs. Stakeholders remarked that they agree that the customer is
looking for confidence and felt that when they were confident of a fix during estimation,
the job was more likely won. They remarked on a shortage of managerial resources,
contributing to the estimate woes as well as post-sales issues. They also recognized that
leaving a job completely cleaned made callbacks less likely and seemingly improved

customer satisfaction.
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5.3 Creation

When the stakeholders were finished giving their perspective on the need for solutions,
they were presented with the customer journey map created from the customer perspec-
tive. The customer journey map had many similarities with employee sentiment, such as
in the need for a shorter response time between inspections and delivery of quotation.
As the stakeholders were presented with this survey data, a discussion was begun noting
all of their additional ideas, given the new customer input. These ideas served as the
insights driving the need for change in the service as well as providing justification for

the main research problems. These in-depth insights were as follows:

* The customer is stressed out from the very beginning

*  Online presence could be more comforting and informational

* Customers were generally displeased during the pre-work and post-work phases
and generally pleased with the work being accomplished.

* Employee confidence is hugely important

* More physical evidence/ info at the initial contact may comfort the homeowner

* Must be clear with the customer during estimation stage what the potential fixes
are and what they could cost

e Estimates should be delivered promptly and followed up with a personal call

* Customers generally trust Sealing Solutions’ expertise

* Customers often simply cannot afford the fix

¢ Communication needs work

* A dedicated salesperson is needed in order to service customers properly

* Documentation of fix may improve post sales satisfaction

These in-depth insights were created based on the internal and external perspectives as
well as during the brainstorming session and are directly relatable to the main research
questions of increasing the number of jobs won and reducing the reliance on the owner
in management. These insights provide valuable qualitative data with which the stake-
holders were naturally able to formulate possible solutions to the research problems.

After the brainstorming session, a blank service blueprint was presented to the stake-

holders. The interviewer then informed them of the next task: to use both customer in-



33

put and internal analyses to recreate Sealing Solutions’ wet basement repair services in
a way that solves the research questions as well as issues brought up in internal and ex-
ternal analyses. The entire exercise took about three hours, and an entirely new service

blueprint (FIGURE 7) was co-created by the organization’s stakeholders, taking into
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account both qualitative research and the insights derived therein.

FIGURE 7 (Co-creation Service Blueprint)

From the very beginning more care is given to the customer in the research and plan-
ning stage. As soon as customers find Sealing Solutions online, the website would in-
clude detailed service information and an online diagnostic tool would be implemented
to prepare customers for the shock of the scope of fixing their problems. They could
either call Sealing Solutions or schedule a basement inspection online through an auto-
mated system in order to reduce time spent taking sales calls. A full time salesperson
and project manager would be appointed to answer sales calls as well as checking and

appointing resources for the basement inspections.

When an estimate has been scheduled, an email confirmation would be sent to the
homeowner including a time window and how to prepare for the basement inspection

(clearing a path to the problem areas, documenting water issues, etc.). The email con-
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firmation would need to be automated or written by the salesperson. At this stage, the
salesperson would schedule the estimator and ensure that all necessary information is
shared in the schedule. When the estimator arrives, the client meets the estimator and
pinpoints his/her issues, explaining the situation. The estimator inspects the property,
using a guidebook written by Sealing Solutions to determine possible roots of the prob-
lem. The estimator will then share photos of different repair solutions as well as a bro-
chure including product and finance information. The estimator then takes photos to
include in the estimate and measurements to aid in estimation. No later than the day
after the inspection, all estimates will be created, approved by management, and
emailed to the client. The e-mailed estimate will include multiple solution options as
well as a credit application. The salesperson will keep a record of all sent estimates and

follow up with a call 1 day and 1 week later, as well as an email 1 month later.

When the customer decides to go ahead, they simply fill out the credit application sup-
plied in the email, which will prompt a confirmation email as soon as they are approved.
Upon approval, the customer is contacted by the salesperson to confirm the schedule,
and the confirmed schedule time is sent in a confirmation email, along with basic in-
formation on what to expect next. Behind the scenes, the crew foreman will ensure that

materials are ordered and on hand as soon as the schedule are confirmed.

When the crew arrives at the house, the foreman meets the homeowner to get approval
of a work release, locate utilities, and inform of the scope of the work and preliminary
timeline. The equipment is delivered and the work is scheduled in 3 trips: 1d dig and
wash, 1d seal, and 1d fill and clean. The employees are only present as work is being
done and jobs are finished in no more than three to four days. As the job is completed,
the foreman meets the homeowner, presents the work approval paperwork which has
been prepared by the salesperson, the homeowner signs the paperwork and receives a
certificate of completion. The customer is then presented with a paper invoice as well as
an emailed invoice. When payment is received, in the form of a credit card, check or
online payment, warranty paperwork is provided and explained. If financing is used, the
homeowner signs the waiver, and the salesperson must procure payment from the finan-
cier. After the service is complete, the homeowner will receive a follow-up email at 30

days to check on things and request a recommendation.
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In FIGURE 8, the service blueprint has been cleaned up and presented in a legible and
easy to follow chart. The boxes move chronologically from left to right, with each color
representing a different stakeholder in the organization. The third line from the top rep-
resents the line of visibility, or customers’ line of sight and the y-axis line on the right

represents the point when work commences and the job has been awarded.
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5.4 Reflection and Implementation Plan

In the service dominant logic, the fourth premise is the need for analysis of marketplace
feedback to ensure financial performance and efficiency of the firm’s offering. This is
essential in this new service design, as valuable resources were allocated to the service.
Marketplace feedback will need to take place in order to ensure that jobs are being won

using the newly designed service, as well as ensuring that jobs remain profitable.
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For the purpose of this thesis, time constraints did not allow prototyping of the rede-
signed service or any implementation of the service blueprint. An implementation plan
has been created which includes prototyping and reflection in order to ensure the quality

and viability of the new service before the organization is too invested in the project.

The reflection phase of the service design process serves as the pilot program of the
process. In this phase, the crew foreman will be promoted to the sales position and put
in charge of the implementation of the changes. A designer will be hired as a freelancer
to create brochures, email templates, and online scheduling and diagnostic tools, as well
as the i.t infrastructure to handle the information, and a standardized price list for esti-
mates will be created to simplify the estimating process and reduce wait times. Financ-
ing will be arranged through a local bank, and paperwork will be kept on hand. The pi-
lot implementation will begin as soon as all documents are created and the systems are
in place. The estimates will immediately be done according to the new service design,
and a pilot program of 3 jobs will also follow the service blueprint. All costs will be
counted as business expenses, but the number of jobs estimated vs. won will be record-
ed and compared to the previous figures. Profitability of the three pilot jobs will be rec-
orded, averaged and compared with the average profitability percentage prior to the new
service design. After a few months, depending on the results of the profitability anal-
yses as well as the percentage of jobs won, another workshop will be held where we
assess the success of the pilot program with stakeholders in the organization and decide

on what changes must be made and whether further implementation is a viable option.

Following the reflection phase, when changes have been made and the service has been
streamlined, implementation will include further investments in infrastructure to handle
an increased workload due to the more efficient bidding and estimation processes. To
aid in implementation, the influence on holistic marketing plan will show how the dif-

ferent departments must react to the newly redesigned service. (Vargo et al. 2004, 5)

Internal Marketing

Internal marketing of the newly redesigned company culture will take place in the form
of the workshops. As stakeholders are co-creators in this newly redesigned service,
marketing the change internally is only a matter of training employees in their new roles

and ensuring that stakeholders stick to the new plan even as problems arise.



37

Integrated Marketing

The marketing campaign touting the newly redesigned service must be created by the
marketing department; services must be correctly defined and planned out in collabora-
tion with management and the diagnostic tool must incorporate managerial expertise in
assisting customers in researching their problems before they are brought to Sealing
Solutions. Communications also include newsletters and confirmation emails as inspec-
tions are scheduled and estimates are sent. These emails must reflect Sealing Solutions’
strategy of providing the best solution for water problems as well as provide educational
material to clientele to better understand the nature of the work that is to be done, and

what types of things are influencing the high costs of the service.

Performance Marketing

As the reflection phase of the service design process continues, feedback will be gained
internally and externally to ensure that the service redesign is meeting the research goals
as well as adapting to future problems and improving customer satisfaction. As a culture
is created around the basement repair service, brand equity will increase as Sealing So-
lutions becomes synonymous with trustworthiness and expertise in an industry that is

plagued by franchises and unskilled contractors.

Relationship Marketing

Relationship marketing will be continued in the form of email newsletters when the
customers provide contact information to the newly designed web platform. The sales-
person checking in after estimates are sent as well as after the work has been completed
will improve relationships with potential and existing customers and customer testimo-

nials will share the customer service provider relationship with the customer base.

Eventually, more sales staff as well as additional foremen will need to be hired to han-
dle the increased workload and as scheduling gets more difficult, more crews may be
needed to complete the work. Workshops will continue to be held every two months to
continue the assessment of the success of the program as well as to reframe and reeval-
uate the service processes to ensure that the organization can be proactive in solving
organizational problems and ensuring maximum organizational efficiency as well as

customer and stakeholder satisfaction.
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5.5 Analysis

The added salesperson serves to decrease the strain on management while increasing the
customer’s personal interaction with the organization. An estimating and employee
guidebook will be created to reduce strain on management further and allow more esti-
mating staff to be easily trained to know what to look for in wet basement issues. More
follow-up emails as well as brochures and physical evidence are intended to remind the
customer of the service provider long after the estimate has been provided in the long
decision making process and follow-up emails and calls are in place to ensure that the
client does not forget their wet basement issues. A plan for implementing financing op-
tions has been created because of the high cost of the service as well as the large num-
ber of customers who were stressed about the high cost of the repair or simply could not
afford it. Pre and post work waivers have been added to ensure that the customer feels
that the work is completely done before the crew leaves the site. This is an effort to in-

crease post sales satisfaction and reduce the number of callbacks down the road.

From a perspective of Services Marketing, the new service design makes many changes
to the marketing plan of the organization. The 8Ps of marketing offer a perfect portrait
of the scope of the changes to the organization that will be brought by the newly rede-

signed service. The new additions to the 8Ps of Services Marketing are as follows:

* Product elements

o Streamlined product offerings will be created and offered through the

online diagnostic tool.
* Place and time

o More interactions will be moved online as the diagnostic takes place
through the online tool, estimates can be scheduled online, and all con-
firmations happen through email.

o Time spent waiting for a reply from the service provider will be greatly
reduced as resources are allocated to place a greater focus on customer
service.

*  Process

o The entirely new process is streamlined to assist in management process-

es and improve efficiency throughout the organization

* Productivity and quality
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o Productivity is increased as a service plan ensures that crews know what
to do at all times
o Service is designed for the completion of multiple jobs at once, increas-
ing productivity.
People
o The addition of the dedicated Salesperson and Project Manager creates a
responsible party for the entire b2c department, reducing management
strain and improving customer relationships through increased reactions
with stakeholders.
Promotion and education
o The estimator guidebook will assist in creating a culture of education
across the organization.
o Promotion will happen in the form of the new marketing campaign, tout-
ing the newly designed service as well as online diagnostic tool.
Physical evidence
o New Uniforms, Brochures, website, email confirmations and certificates
of completion all contribute to the new physical evidence offering.
Price
o No changes to the price will take place as a result of the new service de-

sign.
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6 CONCLUSION

The purpose of this thesis was to redesign the business to consumer services of Sealing
Solutions to solve the research problems of low customer engagement numbers after
free estimates, poor customer satisfaction after the service, and overly management in-
tensiveness of the current service offering. Service design tools were determined to be
the most effective tool at creating a holistic approach to solving these internal and ex-
ternal issues. Service design thinking was used in conjunction with co-creation methods
as well as qualitative research to gather customer data outlining customer sentiment
with the current service offering as well as internal sentiment with organizational issues.
A customer journey map was created and analyzed during the workshop held with com-
pany stakeholders and a new service blueprint was created, taking into account the new-
ly discovered information regarding internal and external sentiment. The service blue-
print outlines the service from start to finish and covers all customer interactions with
the service provider as well as what Sealing Solutions needs to do in order to implement
these changes. An implementation plan was then created using Vargo and Lusches Ser-
vice Dominant Logic and the entire plan was analyzed from a services marketing per-

spective.

Overall, the newly redesigned B2C service seems to be adequate in offering a solution
to the problems plaguing Sealing Solutions in the wet basement repair department. The
new plan will now be implemented, but the service design process will continue
throughout implementation, always taking a step back, holding workshops, and continu-
ing the workplace culture of co-creation to ensure that Sealing Solutions is always on

the cutting edge of creating value both internally and externally.
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Appendix 1. Interview Outline

CUSTOMER INTERVIEWS —DISCUSSION GUIDE

I am a student researcher looking for information regarding your recent experience with
Sealing Solutions. Would you kindly take a few minutes out of your day to discuss your
experiences with me to help us better our services and ensure that you have had a satis-
factory experience. I'm going to quickly move through the entire work process—from
start to finish, and would ask you to kindly comment on your feelings and experiences

along the way.

1. Background: Tell me a little about your experience? How did you notice the
moisture issued in your basement? Was it a major problem or a minor prob-
lem at the time? How did you feel about having to have this work done?

2. Research: How did you find Sealing Solutions? What modes of research did
you use? Did you research the issue yourself before calling someone out to
see ?

3. How did you initially contact Sealing solutions? What were your thoughts
after the initial contact with Sealing Solutions? Was it a positive Experience?
How did you feel about Sealing Solutions as a professional contractor?

4. Estimate: Did you meet the estimator on site? How did the experience with
the estimator go? Did he attempt to explain the issues to you? Did eh prepare
you for the scope of the work? Did the estimator seem knowledgeable? How
did the cost estimate make you feel?

5. Decision Making: How difficult was the decision making process? How long
did it take you to make the decision? Did you have to contact Sealing Solu-
tions or did they contact you to check on the status? What were the im-
portant factors that affected your decision making? Could something have
made the decision easier? What was your level of trust in Sealing Solutions?
What was their level of professionalism?

6. Work Phase: Were the workers prompt in starting your job? Did you oversee
the workers? How did you feel about the level of professionalism of the

work staff? How would you describe the experience of having the work done
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at your house? Did you trust in the process as you saw them working? Do
you feel like enough was done? Was the site left in a good condition?
Follow Up: Was the problem sufficiently solved? Were there any call backs?
Did post sales service meet your expectations? Would you recommend Seal-
ing Solutions to a friend?

Suggestions: Do you have any suggestions that could improve your experi-

ence overall?



Appendix 2. Customer Journey Map
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Appendix 3. Stakeholder Questionnaire

Workshop #1

What do you think are some areas needing improvement in our estimating process?

What do you think are some areas needing improvement in our customer service pro-

cesses?

What do you think are the main reasons that we do not land jobs and how would you

propose to improve them?

What do you think is the main cause of customer dissatisfaction? How can we improve

that?
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Appendix 4. Service Blueprint
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