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Tapausyritys Lainalokerolla oli kohdennetetulle asiakaskunnalle suunnattu, lainaamiseen ja 
vuokraukseen perustuva liikeidea ja tätä liikeideaa haluttiin tutkia onko sillä mahdollisuuksia toimia. 
Suunnittelututkimuksen tarkoituksena oli tutkia pienelle asiakaskunnalle suunnattua palvelua ja 
luoda tapausyritykselle liiketoimintamalli, jossa asiakkaille tarjotaan laadukkaita tuotteita pientä 
käyttökorvausta vastaan. 
 
Työssä tutkittiin, oliko Lainalokeron liikeidea toimiva ja millaisia palvelukokemukset voisivat olla. 
Työssä analysoitiin tapausyrityksen markkinoita, selvitettiin mahdollisia kilpailijoita ja luotiin 
liiketoimintamalli palvelumuotoilun työkaluja hyväksikäyttäen.  
 
Tutkimuksessa huomattiin, että Lainalokeron tarjoamalle palvelulle voisi olla kysyntää ja liiketoimin-
tamalleja voisi olla useampi erilainen, riippuen kohdeasiakkaan luonteesta. Palvelua lähdettiin 
tutkimaan palvelumuotoilun visuaalisilla työkaluilla. Näitä työkaluja olivat esimerkiksi Service Blue-
print ja prototyping.  
 
Tutkimustyön tuloksena saatiin Lainalokeron tarjoamille palveluille muutamia erilaisia liiketoimin-
tamalleja, joita voidaan käyttää pohjana yrityksen strategiana ja ansaintamalleina mikäli yritys pe-
rustetaan.  
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The case company, Lainalokero, had a business idea aimed at a targeted customer base, based 
on lending and renting, and the aim was to investigate whether this business idea had potential for 
operation. The purpose of the design study was to investigate a service aimed at a small customer 
base and to create a business model for the case company, in which customers are offered high-
quality products in exchange for a small usage fee. 
 
The work investigated whether Lainalokero's business idea was viable and what kind of service 
experiences could be. The work analyzed the case company's market, investigated potential com-
petitors, and created a business model using service design tools. 
 
The study found that there could be demand for the service offered by Lainalokero and that there 
could be several different business models, depending on the nature of the target customer. The 
service was studied using visual service design tools. These tools included Service Blueprint and 
prototyping. 
 
The research resulted in several different business models for the services offered by Lainalokero, 
which can be used as a basis for the company's strategy and earnings models if the company is 
founded. 
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1 INTRODUCTION 

The sharing economy and rental business refer to a new type of economic model where individuals 

can share or rent assets, such as homes, cars, and personal items, to others. The sharing economy 

has been facilitated by the rise of the internet and mobile technologies, which have made it easier 

for people to connect and transact with one another. 

 

One of the most well-known examples of the sharing economy is Airbnb, which allows individuals 

to rent out their homes or rooms to travelers. Other examples of the sharing economy include ride-

sharing services such as Uber and Lyft, and peer-to-peer car rental services like Turo. These ser-

vices allow people to earn money by renting out assets they are not using, and they offer more 

flexibility and convenience to those who use them. 

 

In the rental business, companies own a fleet of assets, such as vehicles or equipment, and rent 

them out to individuals or businesses. This type of business has been around for a long time and 

is often seen as a more traditional form of the sharing economy. Examples of the rental business 

include car rental companies like Hertz and Enterprise, and equipment rental companies like 

Ramirent and Cramo. 

 

Overall, the sharing economy and rental business are big market sectors and are growing rapidly, 

driven by increasing consumer demand for more flexible and convenient access to goods and ser-

vices. However, these businesses also raise new regulatory and legal questions, such as how to 

ensure the safety of consumers, protect privacy, and regulate pricing and competition. 

 

The rental business in Finland is well-developed and offers a variety of options for customers in 

need of rental services. Whether you are looking to rent a car, a piece of equipment, or even a 

boat, you can find a variety of rental companies in Finland offering these services. 

 

Equipment rental is also a popular service in Finland, and there are many companies that specialize 

in renting out various types of equipment, such as construction equipment, tools, and party equip-

ment. These companies cater to both individual consumers and businesses, and they offer equip-

ment for a wide range of purposes, from DIY projects to large construction jobs. 
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Overall, the rental business in Finland is well-established and offers a variety of options for cus-

tomers in need of rental services. Whether you are looking to rent a car, equipment, or a boat, you 

can find a company in Finland that can meet your needs (Table 1.). 

 

Table 1. Equipment rental company in Finland 

Equipment rental company Market orientation Home page 

Renta B2B and B2C https://www.renta.fi/ 

Alma Ajo (Alma Media Oy) B2C, B2B and C2C https://www.nettikone.com/ 

Cramo B2B and B2C https://www.cramo.fi/fi 

Ramirent B2B and B2C https://www.ramirent.fi/ 

Hygglo Oy C2C https://www.hygglo.fi/ 

Liizi Oy B2C https://www.liizi.fi/ 

Harmaja 10 Oy B2C and C2C https://www.skipperi.fi/ 

 

It is difficult to found suitable statistics about shared economy market share in Finland as it is so 

fragmentary. It includes business like flea markets and recycling companies. Lainalokero can be 

considered as a B2C equipment rental company, therefore we should look rental and leasing mar-

ket share in Finland. From Tilastokeskus stats (Table 2.) we can see that rental and leasing markets 

were 2,27 milliard euros in 2018 and 3.26 milliard euros in 2022. From henkilöstökulut (personnel 

costs) column we can evaluate that there are more people working in this sector in 2022 and this 

indicates that the market is booming. (OSF 2024.) 

https://www.renta.fi/
https://www.nettikone.com/
https://www.cramo.fi/fi
https://www.ramirent.fi/
https://www.hygglo.fi/
https://www.liizi.fi/
https://www.skipperi.fi/
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Table 2. Yritysten tilinpäätöstiedot (oikeudellinen yksikkö) muuttujina Toimiala (TOL 2008), Yri-
tyksen suuruusluokka EU-määritelmän mukaan, Tiedot ja Vuosi 

 

1.1 Development project for Lainalokero 

This thesis service design project is made for the needs of a company that will be founded later. 

The company is called Lainalokero. The focus of the thesis is on designing the company’s business 

model using service design, but also the results of the development project will be used to develop 

the services provided by the company. 

 

Lainalokero will be branded as a nature saving and sustainable shared economy company. It will 

be operating in microeconomics like a housing company. Its main business will be renting high 

quality equipment for inhabitants of housing companies. This thesis work will determine what kind 

of services and equipment Lainalokero will provide. Earning mechanism will be studied also on this 

thesis work. 

 

As mind map (Figure 1.) shows, there are lots of things to do and think about how those sections 

are solved (MindMup 2024). This thesis does not solve all of those issues, but it will focus on end-

to-end services on high level. Mind map can be reviewed in bigger picture on appendix 1. 
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Figure 1. Mindmap of Lainalokero (Screenshot of https://app.mindmup.com/) 

1.2 The objective, purpose, and approach of the thesis 

The starting point for establishing the Lainalokero is a customer-centered holistic approach. There-

fore, the goal of this thesis is to collect views from Lainalokero's staff and future customers in a way 

that enables concrete base to the company's digital business models. This thesis utilizes the per-

spective of service design, focusing particularly on the development of services in a digital context. 

The results discovered give Lainalokero an understanding of how customers experience 

Lainalokero's digital services and what kind of functionality they value. The results determine the 

direction for the development of the company's services. The purpose of this thesis is to create 

feasible operating models for the new digital rental service company Lainalokero. Potential cus-

tomers and background people of the organization participate in the research, and operating mod-

els are created based on these collected insights. The result is a new concept for a digital self-

service rental service. 
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The focus and scope of this thesis comprise the whole design process excluding the launching of 

the new company. It is crucial to know customers and understand their operations, therefore the 

importance of the early phases of the service development process is important. Lainalokero will 

be a customer centric company, and its services must fulfill customers’ needs and insights from 

their perspective. The goal is to acquire a vast array of insights about the desires and needs of the 

customers and to communicate those insights to the team of Lainalokero involved in the design 

process. In the later phase of the design process, the views are transferred into an easily commu-

nicated and preferably visualized form. 
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2 SERVICE DESIGN 

Service design is the process of creating and improving the design of services in order to meet the 

needs of customers and users. It involves taking a user-centered approach to design, focusing on 

the experience and outcomes that people desire from a service, as well as the systems and pro-

cesses that support it. (Miettinen 2017.) (Koivisto, Säynäjäkangas, & Forsberg 2019, 39) states 

that using service design in the development of services creates better customer satisfaction, 

stronger management of the service offered and an increase in turnover. With well-designed ser-

vices, it is possible to generate additional income, as users are often willing to pay more for spe-

cialized and exceptionally well-executed services. With globalization, customers have access to an 

increasingly wider selection of services from different service providers, which leads to more edu-

cated and demanding users. For a functioning company in an increasingly crowded market, it is 

crucial to stand out by innovating new service concepts or developing existing ones. (Koivisto et al 

2019, 55-62.) 

 

Service design can be applied to a wide range of services, including digital services, physical ser-

vices, and even public services such as healthcare or transportation. It encompasses a variety of 

disciplines, including user research, design thinking, prototyping, and testing. “Service design is 

about concretizing abstract content into something that can be easily shared, understood, dis-

cussed, and prototyped together” (Miettinen 2017).” 

 

The process of service design typically involves several stages, including research and analysis, 

ideation and prototyping, testing and validation, and implementation and delivery. During each 

stage, designers work as coordinators between all users and stakeholders to understand their 

needs, preferences, and behaviors, and to develop solutions that meet those needs effectively and 

efficiently. (Miettinen 2017.) 

 

Some of the key outcomes of service design include improved customer satisfaction, increased 

efficiency and effectiveness of services, and greater innovation and creativity in the design of new 

services. Service design is an essential tool for businesses and organizations looking to stay com-

petitive and meet the changing needs of their customers and users. (Miettinen 2017.) 
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The service design process, like other design processes, is not linear, but it is possible to outline 

the structure of the process (Stickdorn & Schneider 2012, 117). There are several different frame-

works that aim to create that outline, but there is no golden rule or guideline on how to choose 

which framework to follow in each service design process. The first challenge many designs teams 

face is identifying and designing the right process for the task at hand. (Stickdorn & Schneider 

2012, 126.) Several models of the design process have been published in the field of design think-

ing applied to innovation and business, but the "Double Diamond" introduced by the British Design 

Council in 2005 has been used as a reference in this project (Design Council s.a.). 

2.1 Double Diamond 

The process of service design and design thinking is often presented based on the "Double Dia-

mond" Process model introduced by the British Design Council in 2005. (Koivisto et al 2019, 43). 

The Service Design Double Diamond is a visual framework that outlines the process of designing 

and developing a service, based on a human-centered approach. It is called "double diamond" 

(Figure 2.) because it consists of four stages arranged in two diamond shapes, where the first 

diamond represents the problem space or research phase where designers explore the problem, 

including its multifaceted nature, and determine with a clear definition of the problem. That's where 

most of the unique qualities and value of design lie, including creativity and uncertainty. The second 

diamond represents the second stage as the solution space or the implementation phase, where 

ideas are created, prototypes are visualized and tested. At the end of this phase, the final product 

is created and provided to the end user. (Elmansy 2024.) 
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Figure 2. The Double Diamond design thinking process adopted from (The Design Counci, 2024) 

 

The Double Diamond design process is an intensely collaborative team practice that requires full 

understanding and integration between team members. Therefore, efficient team and venue selec-

tion is essential. Team members must represent different areas where they are important for the 

project. Taking this factor into account ensures that team members handle different areas, espe-

cially in complex design projects. (Elmansy 2024.) 

 

Overall, the Service Design Double Diamond provides a flexible and iterative process for service 

design that emphasizes user-centered thinking and a collaborative approach. Each phase has sev-

eral tools and methods to use and can be chosen freely if those have been seen suitable for current 

project. (Design Council s.a..)  
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2.2 Discover phase 

In this stage, service designers explore the problem space, collect information and seek to under-

stand the needs, behavior, motivations, and pain points of the users as well as the social and 

cultural context of the activity are of particular interest. The Discover phase is different, which 

means that all ideas, thoughts, and information that come up are taken into account and incorpo-

rated into the tools used. This step is held in high regards vagueness as the team doesn’t have a 

clear idea about the problem, as in agile and lean processes. Based on the tools used to conduct 

this step the support of creativity is applied. Service design offers plenty of tools and variations of 

methods to do that. This involves conducting research, gathering data, and analyzing insights to 

gain a deep understanding of the user's perspective understand. Common discovery phase’s tools 

are research and customer journey. (Koivisto et al 2019, 44-46.) 

 

2.2.1 Research 

Research is a typical way to investigate existing problems that need to be solved. In service design 

the research section provides a wide selection of potential research methods to collect data and to 

visualize, synthesize, and analyze the collected data. According to the book This Is Service Design 

Methods we mostly use qualitative methods and particularly methods based on ethnography.  

The methods of data collection are structured in five categories. (Stickdorn, Hormess, Lawrence;& 

Schneider 2018.) 

 

1. Inline Desk research:  

— Preparatory research 

— Secondary research 

 

2. Inline Self-ethnographic approaches 

— Autoethnography 

— Online ethnography 

 

3. Inline Participant approaches 

— Participant observation 
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— Contextual interviews 

— In-depth interviews 

— Focus groups 

 

4. Inline non-participant approaches 

— Non-participant observation 

— Mobile ethnography 

— Cultural probes 

 

5. Inline Co-creative workshops 

— Creating personas 

— Journey mapping 

— System mapping 

 

In this thesis work I decided to use Inline Desk research, online survey, personas, and customer 

journey as research methods. 

 

CASE LAINALOKERO - RESEARCH  

Before, housing associations had goods that residents could borrow. For example, a club room for 

birthday parties or an impact drill for a small home renovation. This usually required someone to 

manage the keys or these loanable things, which was a hassle for that person. Lainalokero began 

to develop from the idea that the housing association's lending idea could be digitized and mod-

ernized. Lainalokero's business idea was a service platform that offers products and services for 

microeconomies such as housing associations. 

 

First, I considered the company's product range and services from the point of view of sustainable 

development, which should also meet the needs of customers and serve the largest possible target 

audience in the micro economy. These could be, for example, large and expensive devices that 

are rarely needed. According to the working group's research, renting equipment to customers 

would make the most sense from a sustainable development point of view. 

 

Next, I set out to find out if such or a similar service is already available. According to my research, 

the rental services on the market are focused on serving as many customers as possible and within 

a wide geographical radius. For example, https://www.hygglo.fi/ Consequently, I concluded that 

https://www.hygglo.fi/
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Lainalokero should develop its own rental service concept. While reflecting on human behavior in 

general, I found that humans want to get things as easily and with as little effort as possible. Pref-

erably also for free. 

2.2.2 Survey 

One of the most used data collection methods is a survey. As a method, the survey is fast and 

efficient. The weakness of the survey is considered to be the superficiality of the information pro-

duced, as well as the evaluation of the respondents' attitude to the survey. (Ojasalo, Moilanen, & 

Ritalahti 2015, 121.) 

 

The survey is applicable to the research of many kinds of issues and topics. However, it is important 

that the author of the survey has found out the necessary information about the topic in advance, 

so that the questions clarify the right problem. In order to design the questionnaire, it is therefore 

necessary to obtain enough information on the subject so that the research is both reliable and 

comprehensive. (Ojasalo et al 2015, 130-132.) 

 

The questions should be cast in such a way that they are easy to understand and do not lead the 

respondent. You must also remember to define which questions are really relevant for the research, 

because the survey must not be too long. It is a good idea to test the survey with friends or a 

colleague, for example, to make sure that the respondent and the person asking the questions 

understand the questions in the same way. (Ojasalo et al 2015, 130-132.) 

 

CASE LAINALOKERO - SURVEY  

 

On social media, I sent an invitation to a survey that tried to understand the life situation of the 

respondents and what kind of products and services they were interested in and how much they 

would be willing to pay for it. Outcome would determine standard products and services provided 

by Lainalokero. 

 

The majority of those who took part in the survey were working middle-aged people who live in an 

apartment building in southern Finland (Figures 3. to 6.). See all questions and answers in Appen-

dix 2. 
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Figure 3. Answers to question 1. Age 

 

Figure 4. Answers to question 2. Are you (profession)? 

 

 

Figure 5. Results to question 4. Residence? 
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Figure 6. Answers to questions 5. Do you live in? 

Only a few of the respondents lived alone, the others either with their spouse and/or children. 30% 

of respondents also had pets (Figure 7). 

 

Figure 7. Answers to question 3. Do you live in the same household? 

The survey tried to find out what kind of products or services people are interested in. In the survey, 

an attempt was made to divide products that would have a high degree of use into products that 

would not be used much. The answers show that people are particularly interested in renting clean-

ing equipment that is expensive and not needed for everyday cleaning, like textile cleaners. (Fig-

ures 8. & 9.). People were also interested in renting a means of transport (car or bicycle), which 

they would also use often (Figures 8. & 9.). The least amount of people was interested in yard care 
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products, such as lawn mowers or leaf shears (Figure 10.). This is explained by living in an apart-

ment building. 

 

Figure 8. Answers to questions 8. Select 3 devices in 3 categories from the list I would use it often 

 

 

Figure 9. Answers to questions 8. Select 3 devices in 3 categories from the list I would use some-
times 
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Figure 10. Answers to questions 8. Select 3 devices in 3 categories from the list I would use it rarely 
or not at all. 

According to the survey, the devices are wanted to be rented using either the phone's App or a 

laptop browser (Figure 11.).  

 

Figure 11. Answers to question 9. Would you rather make a rental inquiry? 

 

The majority of respondents considered a day or a shorter time to be a suitable rental period. For 

this time, they would be willing to pay 40€/day or 5-10€/hour. There was some variation in the 

willingness to pay because the price depends on the device or service (Figure 12. & 13.). 
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Figure 12. Answers to question 10. Would you rent the device? 

Figure 13. Answer to question 11. What would be an appropriate cost for a rental? 

 

In addition to the products for rent, people were interested in the services of companies in the 

vicinity and the products that could be ordered through Lainalokero (Figure 14.). 

The survey confirmed that there would be demand and a market for a company like Lainalokero. 

The results of the survey confirmed Lainalokero's ideas about the products and services it would 

start offering in the first phase. 

 

Figure 14. Answers to question 12. What kind of additional services would you like?  
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2.2.3 Customer journey 

The customer journey map visualizes a person's experience over time. For example, a customer 

journey map can visualize the customer's experiences of the different stages of using the service, 

physical or digital product. All the different stages of the customer’s journey can be described for 

this journey, from identifying the need to using the service again. (Stickdorn et al 2018.) 

 

Customer journey maps are human-centered tools, and not consist of only the stages in which the 

customer interacts with the company, but all the most important stages of the experience should 

be disclosed. Customer journey maps are excellent tools for finding gaps in customer experiences 

and filling them with possible solutions. With the help of the customer journey, existing experiences 

and possible future experiences can be visualized. Like a movie is structured as a series of scenes, 

a customer journey map is structured as a series of steps (often called events, moments, experi-

ences, interactions, activities, etc.). (Stickdorn et al 2018.)  

 

Customer journey maps make intangible experiences visible and facilitate mutual understanding 

among team members. They can be used to visualize data in a simple and empathetic way, but as 

with any database, the quality depends on the quality of the data based on the database. Customer 

journey maps aim to present one typical or particularly interesting case of the service, and not the 

entire service with all its complex options. (Stickdorn et al 2018.) 

 

Individual routes 

It should be noted that even though a certain service production process is planned for the service, 

the customers go through this process, forming their own individual route. This is because things 

can be done in several different ways, and because the service provider can offer the customer 

several alternative ways and channels to consume a certain stage of the service process. Service 

design aims to outline the most common different customer journey as a basis for design. (Innokylä 

2024a.) 

 

Customer journey 

The building blocks of the customer's service experience are service touch points, service points 

and the customer journey. The customer journey forms the whole service and customer experience 

that creates value for the customer. The formation of the customer journey is influenced by both 

the production process set by the service provider and the customer's own choices. The customer 
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journey describes what the customer perceives on the time axis of the service and how he experi-

ences the user interface of the service. It also includes the stages of pre-service and after-service 

in addition to the actual service. (Innokylä 2024a.) 

 

The structure of the customer journey 

The customer journey acts as a service umbrella. Under it, the service is visually described and 

systematically studied using many methods. Each service is made up of a series of episodes or 

episodes or a set of sub-services, which together form the entirety of the service that generates 

value for the customer. A single episode is called a service moment. A service moment is therefore 

a single event of the service experienced by the customer. (Innokylä 2024a.) 

 

Service moment 

Each service moment consists of a set of touch points. Touch points can be tangible things through 

which the service is experienced: facilities, objects, people or interaction processes. In what envi-

ronment does the service take place, what objects are included in the service, how is the service 

produced and how do people participate in producing the service? With the help of touch points, it 

is possible to design each service moment as desired and to meet the customer's needs and ex-

pectations, and with them the experience of using the service is formed. All the touch points of the 

service must be carefully considered and skillfully planned, which touch points are important and 

essential for the customer, and which touch points bring a lot of value to the customer at the least 

cost, in order to create a clear, consistent and unified service experience for the customer. (Innokylä 

2024a.) 
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CASE LAINALOKERO – CUSTOMER JOURNEY 

 

For case Lainalokero, I used customer journey online template from uxpressia.com (UXPressia 

2024). Customer journey picture (Figure 15.) is below but it can be found in bigger form on appendix 

2. 

 

 

Figure 15. Print screen from uxpressia's Customer Journey template 

 

Before using service (in Figure 15. yellow area) 

 

Our customer Seija, is a resident of a apartment company. Their family consist of a husband and 

their 2 daughters. Older daughter is about to graduate and there will be big celebrations at their 

home. Their youngest childeren is still a infant and may consume lots of time and there has not 

been time for proper cleaning. Seija decided that she need time to deep cleaning of the apartment 

and may need some professional tools for that. Seija do not know where to get those equipment 

and start asking. 

 

After browsing many web pages and reviews about cleaning products, she knew what she needs.  
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When she realized what kind of equipment she need for cleaning, she started to search service 

providers and offers about this or similar products.  

 

She found out that other offers are much more expensive than LAINALOKERO’s price, which is a 

new service provided by their apartment company. Seija haven’t heard their local LAINALOKERO 

service before. 

 

During using service (in Figure 15. green area) 

 

To use application, she need to go through easy user activation process and book desired product 

for wanted rental period. Booking and payment verification was easy transactions as rental fee is 

invoiced by wanted method. She wanted to use Mobile pay.  

 

After booking process, Seija will receive a notification that wanted product is reserved for her and 

notification contain all needed information to access delivery.  

 

When her rental date comes, activation codes for LAINALOKERO’s rental box are activated and 

product can be received from LAINALOKERO box. Rental packet consist all needed accessories 

and instructions so those are ready to use without hasle.  

 

During use, Seija noticed that product was not operating as it should and she contacted to 

Customer Support of LAINALOKERO. After a short troubleshooting by Service agent, Seija was 

informed that replacement unit is available on another box and activation code of the box was sent 

to her. During the graduate party everybody was saying that the house looked pristine.  

 

After using service (in Figure 15. purple area) 

Seija was happy that cleaning was so easy with that professional product and she decided to use 

it more often to keep their home pristine every week.  
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2.3 Define phase 

In the second phase of design thinking, the user problem will be defined as what wants to be solved. 

Once sufficient amount of information is gathered, the problem statement will be identified and 

articulated. During this stage, the qualitative and quantitative data we obtained during the discovery 

stage are analyzed and insights will be created from it. Gathered information will be the basis to 

define a problem statement and guide the ideation process. A clearly stated problem description 

will guide the designers throughout the design process. Those descriptions will clarify the under-

standing of what features and functions users need in order to solve their problems. (Abhirami b 

2024.)  

 

2.3.1 Personas 

Personas are fictional characters, which created profile are archetype based upon real research in 

order to represent the different user types, such as a group of users, that might use service, product, 

site, or brand in a similar way. Created personas are used by the service designer which helps 

them to understand users’ needs, experiences, behaviors and goals. (Stickdorn et al 2018.) “The 

special aspect of a persona description is that you do not look at the entire person but use the area 

of focus or domain you are working within as a lens to highlight the relevant attitudes and the 

specific context associated with the area of work.” (Nielsen s.a..) 

 

Working with personas has several advantages. It's easier to remember interesting details about 

research results by creating a user from existing data. It's also a more creative way of doing things. 

By creating something visual and alive from the target group (and statistics), it helps the designer 

better understand the target group, because the target group (and statistics) becomes something 

visual and alive. Designers are likely to be able to relate to the target group and care about it. 

Another reason for using personas is to avoid self-centered design for products or services. By 

using personas, the focus shifts from yourself to the person actually using the service, and all de-

cisions are based on the intended user of the service, not yourself. (Nyström & Sjögren 2012, 99-

115.) 
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CASE LAINALOKERO - PERSONAS 

Because the structure of residents of housing associations varies and changes over time, 

Lainalokero's fictional personas try to describe different residents, and their needs related to hous-

ing. The personas in question may not live in the same housing association, but these personas 

and their needs certainly appear in every housing association at some point in the history of the 

housing association. 

 

For the case of Lainalokero’s personas, I used Innokylä’s personas (Figures 16. to 18.) template 

(Innokylä 2024b). On these personas templates I have described 3 different but typical inhabitants 

of the housing company. Each of these have different levels of challenges towards 

LAINALOKERO’s services. Their expectations and experience of the service vary due to personal 

differences. Common for all personas are need for cleaning.   

 

 

Figure 16. Print screen of salesperson Seija Soppa persona template 
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Figure 17. Print screen of student Ville Vasuri persona template 

 

 

Figure 18. Print screen of pensioner Eija Eskelinen persona template 
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2.3.2 Value proposition 

The value proposition canvas (Figure 19.) was originally developed by Alexander Osterwalder and 

the Strategyzer company (Strategyzer 2024). The value proposition canvas is a framework to de-

scribe and visualize how a business creates value for customers in the form of pain relievers and 

gain creators from the products and services. That helps designers ensure that there is a fit be-

tween the service idea and the market. It gives a detailed and visualized look at the relationship 

between customer segments and value propositions, highlights roles involved, pains and gains and 

how the service eventually matches with the proposition and its pain relievers and gain creators. 

(sdt s.a..) 

 

 

Figure 19. Value Proposition Canvas designed by Gust de Backer (Backer 2024) 

Below are Gust de Backer’s description and explanation of the canvas sections (Backer 2024).  

 

Customer Profile 

The Customer (Segment) Profile describes a specific customer segment in your business model. 

 

• Jobs: what your client is trying to accomplish (‘getting the job done’). 

• Pains: describes bad outcomes, risks and obstacles for your customer in getting a ‘job 

done’. 

• Gains: the outcome of what your customer is trying to achieve in concrete benefits. 
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Customer Jobs 

A ‘Customer Job’ is something your customer is trying to achieve in work or in his life, Jobs are 

divided into: 

 

• Functional Jobs: the customer is trying to find a solution to a specific problem, such as an 

air conditioner for the heat, a washing machine for the laundry or a heater for the cold. 

• Social Jobs: the customer wants more status or prestige, such as buying branded clothing 

or purchasing a luxury car. 

• Personal/Emotional Jobs: the customer is looking for a certain feeling, such as the feeling 

of security, joy or safety. 

• Supporting Jobs: this helps the customer accomplish a task, such as comparing different 

products. 

It is important to make sure that the different Customer Jobs are broken down by the degree of how 

important they are to the customer. 

 

Customer Pains 

The ‘Customer Pains’ describe what gets in the way of your customer before, during and after 

getting a ‘Job done’: 

 

• Undesired outcomes, problems and characteristics: functional pains, such as that the so-

lution doesn’t work, that the customer’s status is down or it’s not fun to do. 

• Obstacles: things that stop the customer from getting their ‘job done’, such as lack of time 

or the price of a solution. 

• Risks (undesired potential outcomes): what can go wrong, such as losing prestige or get-

ting fired. 

Also with the Customer Pains, it is important to subdivide them according to how important they 

are to the customer. 

 

It is helpful to know exactly how extreme the pain is. The customer may indicate that she does not 

want to wait for a solution, but then it is up to you to find out the maximum amount of time the 

customer is willing to wait. 
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Customer Gains 

With the Customer Gains the outcome and end result is described, these can be divided into 4 

different types: 

 

• Required Gains: without this type of gains the solution you offer will not work, a washing 

machine needs to get your clothes clean. 

• Expected Gains: this type of gains is what the customer expects at the very least, even if 

the solution works without them. For example, a washing machine must be able to run 

different programs. 

• Desired Gains: these are the gains that customers would like and which they could think 

of themselves. Think for example of the installation of the washing machine in the house. 

• Unexpected Gains: these are the gains that go beyond the expectations of the customer, 

customers would not initially think of. Like not needing detergent in a washing machine. 

The gains should also be as concrete as possible, try to express them in numbers. In addition, it is 

also important to subdivide the gains according to how important they are to the customer. 

 

Value Map 

In the Value Map, you’re going to describe exactly what you offer and how it helps the customer 

with their ‘Job to be done’ 

 

Product and Services 

This is a listing of everything you offer to the customer, everything the customer might find in your 

store. There are 3 types of products and services: 

 

1. Physical/tangible: physical products. 

2. Intangible: copyrights or services. 

3. Digital: Video, printable instructions, MSDS (Material Safety Data Sheet). 

It is important to subdivide your Products and Services based on how important they are to the 

customer. 
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Pain Relievers 

The Pain Relievers describe how your product or service is going to take away the customer pain… 

 

It is not necessary to have a specific pain reliever for every pain, but the most important pains 

should be taken away. 

 

As with all the previous components, it is important to subdivide them based on how important they 

are to the customer. 

 

Gain Creators 

The Gain Creators describe how your product or service will ensure that the Customer Gains are 

achieved. Again, the Gain Creators don’t have to achieve every gain, but they do have to achieve 

the most important gains. Make a subdivision based on how important it is to the customer. 

 

Fit 

Vaughan Broderick (Broderick 2024) describes how you achieve a fit between your customer profile 

and the value map when your customer is (almost) ready with his wallet after hearing your value 

proposition. There are 3 types of fits: 

 

1. Problem-Solution Fit: you have evidence that you have the right jobs, pains and gains and 

your value proposition aligns with them. 

2. Product-Market Fit: you have evidence that your products, services, pain relievers and gain 

creators have traction in the market. 

3. Business Model Fit: you have proof that your value proposition can be poured into a scal-

able and profitable business model. 
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CASE LAINALOKERO - VALUE PROPOSITION 

 

There were lots of different variants of value proposition canvas, but I used Peter J. Thomson’s 

design version (Figure 20.). Value proposition canvas can be reviewed in bigger picture in Appendix 

5. 

 

Figure 20. Screen capture from LAINALOKERO's power point Value Proposition Canvas 
(Strategyzer 2024) 

Customer Profile 

The Customer Profile is described as a resident of the apartment housing company. There isn’t just 

one like resident profile, but there are common things what can be added as a one customer profile.  

 

Customer Jobs 

As Customer Profile is determined as a resident of apartment these jobs are common jobs what I 

think that they may do regardless is resident old, young, married or single. As a resident of an 

apartment, you have to do cleaning tasks from time to time. Sometimes deeper cleaning and more 

often just a small cleaning task. Small tasks can be managed easily by tools you have at home, but 

deeper cleaning tasks may need special tools to be managed. These special tools you normally 

don’t have at home. Residents may feel sad when their home is dirty but when she cleans her 

home she will feel emotionally better. Sometimes residents have to do some renovation, and it 
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cannot be done without proper tools. It may give frustrating feeling to do renovation job with totally 

wrong tool. 

 

Customer Pains 

Residents of apartment may be frustrated of her dirty home and wondering how she can manage 

it as she had only a short time to do it. She noticed that the sofa was dirty, and she could not get it 

clean, just a bucket of water and brush. She also realized that the hall cabinet needs a new screw, 

and it needs to be drilled into the concrete wall. She knows that she cannot do that with her existing 

tools. These can be postponed for a while but need to be done eventually. 

 

Customer Gains 

A customer may do her tasks somehow with her existing tools but with these specific tools, tasks 

are easier, faster, safer and even enjoyable to do. She may even feel happiness when she realized 

how difficult it was do earlier compared with these specific tools. 

 

Value Map 

LAINALOKERO offers tools and services for apartment company’s residents. Tools are focusing to 

be used for house cleaning and small renovations. These tools are typically expensive, big and you 

don’t need those so often that it is sense to own them. These tools are like steam cleaner and 

textile cleaner.  

 

Pain Relievers 

Using LAINALOKERO’s tools customer can do tasks much shorter time than without these tools. 

These tools make jobs much easier, and some tasks are not even possible to do without these 

tools. Using these tools makes customer tasks safer and improves ergonomics. Some of these 

tasks may feel unpleasant to do but with these tools it may feel like fun.  

 

Gain Creators 

These tools are easy to use, and instructions are clear. In case there are some issues related to 

tools, LAINALOKERO customer support will help to get the job done. Tools are designed for pro-

fessionals so those are efficient and ergonomic. Tools like steam cleaner do not use any detergent 

so it fit perfectly for person who is allergic to perfumes. 
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Fit 

LAINALOKERO’s value proposition is achieved a fit between our customer profile and the value 

map if we use these 3 types of fits as a measure: 

 

1. Problem-Solution Fit: LAINALOKERO’s products and services provide solutions for the 

customers’ jobs, pains and gains. 

2. Product-Market Fit: My research and survey prove that LAINALOKERO’s products, ser-

vices, pain relievers and gain creators have traction in the market. 

3. Business Model Fit: Global shared economy markets, my research and survey prove that 

LAINALOKERO’s value proposition can be poured into a scalable and profitable business 

model. 

 

2.4 Develop 

In the develop phase, alternative solution models and concepts are devised for the identified prob-

lem or opportunity. The resulting understanding of customer needs and possibly different ideation 

methods are used as help in ideation. The key is to build prototypes, visualize ideas and simulate 

experiences to promote thinking and creativity. Solutions are also co-developed in workshops with 

customers, staff and other stakeholders by utilizing the criticism and creative suggestions for im-

provement presented by the participants. (Koivisto et al 2019, 47.) 

2.4.1 Service Blueprint 

The background of the service blueprint, i.e. the visual description of the service system, is Shos-

tack's process analysis method. Shostack's method is based on time and movement planning re-

lated to project planning and information system and software planning. (Innokylä 2024c.)  

 

A service blueprint is a diagram that describes the entire service delivery process by listing all the 

activities and actions that take place at each stage as performed by different roles. The service 

plan is built in such a way that first all the actors involved in the service process are listed on the 

vertical axis and all the steps necessary to deliver the service are listed on the horizontal axis. The 

resulting matrix allows for a flow of activities that each role must perform during the process, 
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highlighting activities that the user can see (above the visibility row) and those that occur in the 

back office Roles can be performed by people or other types of entities (organizations, depart-

ments, artificial intelligence, machines, etc.). (Bitner, Ostrom, & Morgan 2007.)  

 

CASE LAINALOKERO- SERVICE BLUEPRINT 

 

Lainalokero’s Service Blueprint is described on Figure 21. Customer enter Lainalokero’s web page 

first time. Picture can be reviewed in bigger scale in Appendix 6. 

 

 

Figure 21. Service Blueprint board (Screen capture from Miro 14.10.2024) (Miro 2024) 

 

Web page 

Web pages are responsible and simple. The landing page is instructive, and she easily found a 

place to get access services. She had received an email from the apartment manager which in-

cluded access initials to proper page. These access initials are prepared by LAINALOKERO system 

administration based on housing company’s resident registers.  

 

User registration wizard or Login if existing user 

After simple registration process she have entered her own housing company’s web page where 

she can browse available services and products. 

 

Web site services 

After simple registration process she have entered her own housing company’s web page where 

she can browse available services and products. 
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Reservation process 

Reservation process info her that equipment is available for wanted period. During rental process 

she have to confirm that rent for that time is x € and it will be added to monthly apartment mainte-

nance cost invoice. She wants to rent steam cleaner for next weekend. 

 

Notification of available rental 

She verify rental and get notification with access code via email that equipment is available on 

wanted pick up time. 

 

Lainalokero boxes 

When weekend arrive, she goes to LAINALOKERO boxes location to collect her rental equipment. 

 

Specific Lainalokero box 

When weekend arrive, she goes to LAINALOKERO boxes and use given access code to open 

specific equipment box door.  After the cleaning job she get back to the LAINALOKERO box and 

set previously given access code to open the door. 

 

Receipt 

After the door is closed, she will receive a receipt of returned equipment. 

 

2.4.2 Prototyping 

In design thinking, we want to learn about the desirability and functionality of the plans with the help 

of prototypes, experiments and testing, accelerate creative thinking and reduce the risk of failing in 

development. Prototypes can be, for example, visualizations, character models or functional user 

interfaces that communicate and illustrate an idea or concept about a product or service (Figure 

22.). The aim is to implement the prototypes as simply and cost-effectively as possible. In testing, 

the aim is to present raw and unpolished prototypes of ideas, so that people dare to give feedback 

on them and pay attention to essential points in giving feedback to support development at an early 

enough stage. In general, however, the quality level and the amount of detail of the prototypes 

increase as the iterations progress. The designer must avoid sticking too much to his own ideas 

and tolerate failure, because the ideas presented in the tests may not always correspond to the 
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thoughts of the people evaluating them. Prototyping and testing may sound laborious to implement, 

but above all they speed up the innovation process (Koivisto et al. 2019). One of biggest benefits 

of prototyping is that it helps avoid costly changes once a service is in production. 

 

 

Figure 22. Prototyping (Stickdorn et al 2018) 

 

According to Design Council (Design Council s.a.), experience prototyping is a way of testing new 

service ideas or designs for specific touchpoints. Experience prototypes provide a glimpse into 

what the experience will be like and allow the design team to test and fine tune their solutions with 

potential users. They also make it easier to build buy-in from potential partners and other stake-

holders. (Design Council s.a..)  

 

This Is Service Design Doing defines (Stickdorn et al 2018) three main reasons why prototyping 

is used in service design: to explore, to evaluate, and to communicate (Figure 23.): 

• Explorative prototyping (or prototyping to explore) is used to create new options and new 

future solutions based on a given initial service concept or idea (or a previous prototype). 

• Evaluative prototyping is used to understand how people experience the future that our 

prototyping suggests. Sometimes you will carefully evaluate your hypotheses in formal 

testing, and sometimes you will do more lightweight tests on the fly. 
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• Communicative prototyping is used to communicate important aspects of your project to 

selected audiences. 

 

Figure 23. Prototyping process (Stickdorn et al 2018)  

 

CASE LAINALOKERO - PROTOTYPE 1 

In this prototype (Figure 24.), Lainalokero's services are offered to a housing association or prop-

erty manager, and each resident of the housing association is responsible for the service fees and 

the loan themselves. 

 

 

Figure 24. Screen capture from Miro's Protype1 Service Blueprint 
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Web site 

Residents have been told about the housing association’s new service and the resident goes to the 

Lainalokero.fi website, which tells about the company's services and operations. You can easily 

find the Sign up or Login section on the website. 

 

User registration wizard or Login if existing user 

When you log in for the first time, the registration wizard starts, asking you various questions so 

that a user profile can be created and associated with the right housing association and the apart-

ment. 

 

Web site services 

After registering or logging in, the user comes to the website of his own building association, where 

he can see the services and products on offer. 

 

Reservation process 

When the resident finds a product or service he wants to borrow, the reservation system starts in 

the background, which appears to the user as a Wizard-type step-by-step reservation system. The 

reservation system shows the daily or hourly rent as well as the times when the service or device 

is already reserved. After finding the desired free time, the reservation system asks for possible 

additional services. As the reservation progresses, the user must accept the invoicing in the way 

he chooses and finally approve the reservation on the summary page, which shows all the neces-

sary information, the device or service, the time and the cost of the borrowing period in question. 

 

Notification of available rental 

After the reservation confirmation, the user receives information (SMS, email, etc.) about the quote 

time, as well as access to the code in the compartment of the device in question. 

 

Lainalokero boxes 

Equipment that can be borrowed can be retrieved from LAINALOKERO’s box on the building as-

sociation's premises. 

 

Specific Lainalokero box 

The borrower has a valid code for the slot of the desired device at the desired time. By entering the 

code in question on the numeric keypad, the lock of the compartment of the desired device opens 
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and the information about the opened compartment goes into the system. The compartment con-

tains the device with instructions for use and possibly additional accessories such as detergent 

powders. 

When the loan is over, the user brings the device back to the locker and enters the code so that 

the correct locker opens. The device is returned to the compartment and the door is closed, and 

information about the returned device and information about the end of the loan are entered into 

the system. 

 

Receipt 

After some time, the user receives a receipt for the end of the loan. The receipt contains instructions 

on what to do if the device was or was faulty during use. 

 

CASE LAINALOKERO - PROTOTYPE 2 

Lainalokero’s Prototype 2 Service Blueprint is described on Figure 25. In this prototype, 

Lainalokero's services are offered to a housing company or property manager, who are responsible 

for customer information and handling invoicing for the services used by the residents through 

maintenance fees.   

 

 

Figure 25. Print screen of Miro board: Service Blueprint of Prototype 2 

 

 



  

42 

Web site 

Customers enter Lainalokero’s web page for the first time. Web pages are responsible and simple. 

The landing page is instructive, and she easily found a place to get access services. She had 

received an email from the apartment manager which included access initials to proper page. 

These access initials are prepared by LAINALOKERO system administration based on housing 

company’s resident registers.   

 

User registration wizard or Login if existing user 

After simple registration process, she has entered her own housing company’s web page   

 

Web site services 

After registering or logging in, the user comes to the website of his own building association, where 

she can see the services and products on offer.  

 

Reservation process 

She wants to rent a steam cleaner for next weekend. Reservation process info her that equipment 

is available for the wanted period. During rental process she has to confirm that rent for that time 

is x € and it will be added to monthly apartment maintenance cost invoice.  

 

Notification of available rental 

She verifies rental period and cost and then she will get notification with access code via email that 

equipment is available on wanted to pick up time.  

 

Lainalokero boxes 

When the weekend arrives, she goes to LAINALOKERO boxes area.  

 

Specific Lainalokero box 

At Lainalokero boxes she uses the access code given to open specific equipment box door. That 

box contains the rented product including needed accessories and instructions to use equipment. 

After the cleaning job she got back to the LAINALOKERO box and set the previously given access 

code to open the door to return the product. After closing the door, the system registers the return 

date to the Lainalokero’s system.  
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 Receipt 

After the return date is registered, she will receive a receipt of returned equipment within a few 

minutes. 

 

2.4.3 Business Model Canvas 

By Design Counsil the business model canvas (Figure 26.) is a visual tool for describing and de-

veloping business models. Created by Alex Osterwalder and popularized in his book Business 

Model Generation, it can be applied to both new and existing services. (Design Council s.a..) 

 

Figure 26. Business Model Canvas 

 

Customer Segments 

These are the different groups of people or organizations your business aims to reach and serve. 

Understanding your customer segments helps you tailor your value proposition to meet their spe-

cific needs. 

 

Value Propositions 

This defines the unique value your products or services provide to your customer segments. It 

explains why customers should choose your business over competitors. 
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Channels 

Channels describe how your company communicates with and reaches its customer segments to 

deliver your value proposition. This can include various distribution, sales, and marketing channels. 

 

Customer Relationships 

This element outlines the type of relationship your company establishes with specific customer 

segments. It can range from personal assistance to automated services. 

 

Revenue Streams 

Revenue streams represent the cash your business generates from each customer segment. This 

can come from direct sales, subscriptions, leasing, and other revenue models. 

 

Key Resources 

These are the critical assets required to deliver your value proposition, reach your markets, main-

tain customer relationships, and earn revenue. Key resources can be physical, intellectual, human, 

or financial. 

 

Key Activities 

Key activities are the crucial actions your business must perform to operate successfully. These 

activities directly relate to creating and delivering your value proposition. 

 

Key Partnerships 

This component identifies the network of suppliers and partners that help your business model 

work. These partnerships can optimize operations and reduce risks. 

 

Cost Structure 

The cost structure outlines the major costs involved in operating your business model. It includes 

expenses related to key resources, key activities, and key partnerships. 
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CASE LAINALOKERO – BUSINESS MODEL CANVAS 

 

 

Figure 27. Print screen of Miro board's Business Model Canvas 

Customer Segments 

In Lainalokero’s case, there can be seen two customer segments. One and most important group 

of people is residents of the apartment housing company. This group determines their need for 

services. Another customer segment is apartment housing companies. This segment provides ser-

vices for residents.  

 

Value Propositions 

Lainalokero will provide numerous benefits for their customer. Services grand access to high end 

or premium products. These products make tasks easier and faster. Without holding these products 

in own apartment frees locker room for another things. 

 

Channels 

Lainalokero will have active social media channels to promote their services and deliver information 

about company. Networking and public speaking will increase awareness of the company. For ex-

isting customers there are dedicated internet home pages which is used for delivering support and 

open communication with customers 

 

 



  

46 

Customer Relationships 

These dedicated internet web pages are used for customer interaction. From there customers also 

will find contact info for the real person, like phone number. There may be third party partners who 

provide services and are also dedicated to customer relationship improvements.  

 

Revenue Streams 

This business idea is based on small streams. The base business unit is designed for microeco-

nomics and the goal is to manage many microeconomics. Base revenue from one microeconomics 

comes from monthly service fee of apartment housing company and residents’ rental fees over a 

year. 

 

Key Resources 

Working wireless connections are mandatory to provide these services and products. If connectivity 

is not working, then services are not available. There will be a need for people to keep their wheels 

spinning and support for customers. Products for rent need to be available too. If it is under mainte-

nance all the time, then it will affect customer satisfaction. 

 

Key Activities 

To keep business wheels spinning and oiled there need to be people to maintain products availa-

bility, listen to customers and update catalog based on customer’s needs.  

 

Key Partnerships 

Social network influencers are needed to promote Lainalokero, companies which provide products 

to Lainalokero are key partners, with those there have to be win-win agreement. If they do not 

provide repair services for those units, then a reliable repair service partner is also mandatory. 

 

Cost Structure 

Each base business unit has more or less the same cost structure. There will be costs for con-

structing Lainalokero boxes and purchasing products for these boxes. Then monthly operating 

costs are like connectivity costs and services contracts.  
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2.5 Deliver 

In the deliver phase, the aim is to narrow down and identify from the generated ideas such alterna-

tives that are functional and meet the set goals. In this phase, alternatives are tested with custom-

ers, staff or other stakeholders. The resulting solutions are also evaluated from the point of view of 

technical feasibility and economic profitability. At the end of the phase, the goal is to produce a 

defined idea or concept of the service, on the basis of which a decision can be made whether the 

developed solution will be implemented or not. (Koivisto et al 2019, 46.) 

 

The final stage of the Service Design Double Diamond is delivery. This stage is about turning the 

refined solution into a fully realized service that meets the needs of the users. The team delivers 

the service and continues to iterate and refine based on user feedback. (Koivisto et al 2019; 46.) 

2.5.1 Scenarios 

According to the Design Council (Design Council s.a.) design scenarios are stories of a future sit-

uation or service. Design scenarios create a concrete story about possible future services or, in 

this case, alternative earning models. They help to create a common understanding and enable a 

meaningful discussion. Although scenarios are used as a tool in strategy and management disci-

plines, in service design they are mostly used as communication tools and emphasize storytelling 

and narrative. (Design Council s.a. .) 

 

Figure 28. Business model scenarios (Stickdorn et al 2018) 
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CASE LAINALOKERO - SCENARIO 1 

 

Business plan  

1. Business idea:  

Goods lending/rental service aimed at apartment building residents. The devices are rented online 

and picked up from the Lainalokero in the housing association's property against a pin code, etc. 

First, products are offered that do not make sense to acquire at own expense. Expensive, rarely 

used, etc. Later, fixed-price services from nearby companies, such as tire change, can be added 

to the service. 

The products are significantly cheaper for residents than from other rental points. It can even be 

"free", depending on how the housing company/property manager bills the residents. In addition, 

the products are as close as possible without having trouble to pick up/return to, for example, a 

shopping center.   

 

2. Customers: Customers are the residents of the housing association and the housing as-

sociation. Residents pay for the services used directly to the Lainalokero, and the housing associ-

ation pays for the maintenance of the service or monthly fee. 

 

3. Products and services: The products are expensive and high-quality professional equip-

ment that is needed less often. For example, a textile washer for washing solid fabrics, such as a 

sofa. When purchased for your own private use, the device is expensive in terms of purchase price 

and used a few times a year. As a joint procurement, operating costs remain low. The products and 

services are shaped according to the needs of the residents of the housing association. 

 

4. Turnover: The sale of the company would be a monthly system fee for the housing com-

pany (online service + Lainalokero box) and a possible maintenance/leasing contract for the hous-

ing company. Residents will pay for their use of the product. Each individual transactions cause 

costs and may affect the price. This business model is not profitable for housing company, they are 

just providing the services for apartments’ inhabitants. To minimize the cost of use, the monthly fee 

of the system should be as low as possible. 

 

The high pricing of the products is not meant to reduce usage, but rather to set the pricing as low 

as possible so that recurring small batches turn into big incomes every year. Since lending and 

refunding takes place automatically, personnel costs do not affect pricing. The Lainalokero box is 
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one service element that contains x number of products and services. The Lainalokero box is spe-

cific to the housing company, and each one's pricing aims to make an annual profit. A flat basic 

income is achieved with the maintenance contract and system fee. 

The basic Lainalokero has 2-4 compartments and 2-4 rental devices. The system fee covers the 

rental system, the maintenance contract agreed to the purchase price for each device, in which 

case the purchase price is covered and exceeded within the scope of the contract. Each rental 

event will result in additional sales. If every resident of 100 apartments used all 4 devices once over 

a year, there would be 400 rental transactions (100*1 + 100*1 + 100*1 + 100*1). If rental pay is 5€ 

per rental, the rental sales of one Lainalokero Box per year would be 2000€ (400*5€).  

 

The system fee may be around 40€/month, i.e. 480€ per year.  

A maintenance contract would be 15€/month on average, i.e. 180€ per year each product and for 

all 4 products it would be 720€ Total sales would be 2000€+480€+720€, i.e. 3200€. (Table 3.) 

 

Table 3 summarizes costs and profits for Lainalokero and housing company.  

 

Table 3. Scenario 1 Profits and Costs 

LAINALOKERO HOUSING COMPANY 

COSTS PROFITS COSTS PROFITS 

Installation costs Monthly system fee Monthly system fee  

Operating costs Rental fee Maintenance contract  

Money transfer costs Maintenance contract Additional invoices, 

like equipment repair 

service 

 

 Additional invoices, 

like equipment repair 

service 

  

 3200€ 1200€  

 

5. Risks: Competition, increase in purchase prices, equipment constantly out of use. 
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CASE LAINALOKERO - SCENARIO 2 

 

1. Business idea:  

Goods lending/rental service aimed at apartment building residents. The devices are rented online 

and picked up from the Lainalokero in the housing association's property against a pin code, etc. 

First, products are offered that do not make sense to acquire at own expense. Expensive, rarely 

used, etc. Later, fixed-price services from nearby companies, such as tire change, can be added 

to the service. 

The products are significantly cheaper for residents than from other rental points. It can even be 

"free", depending on how the housing company/property manager bills the residents. In addition, 

the products are as close as possible without having trouble to pick up/return to, for example, a 

shopping center. 

 

2. Customers: Customers are the residents of the housing association and the housing as-

sociation. Residents pay for the services added to their apartment monthly maintenance costs and 

the housing association pays for the maintenance of the service or monthly fee and 4 times a year 

centralized rental fees of the users. 

 

3. Products and services: The products are expensive and high-quality professional equip-

ment that is needed less often. For example, a textile washer for washing solid fabrics, such as a 

sofa. When purchased for your own private use, the device is expensive in terms of purchase price 

and used a few times a year. As a joint procurement, operating costs remain low. The products and 

services are shaped according to the needs of the residents of the housing association. 

 

4. Turnover: The sale of the company would be a monthly system fee for the housing com-

pany (online service + Lainalokero box) and a possible maintenance/leasing contract for the hous-

ing company. Use of the products are invoiced by housing association company. When usage is 

invoiced by housing association company, no additional transactions fees need to be considered. 

This business model may be profitable for housing company, or at least rental fees may cover their 

costs of providing the services for apartments’ inhabitants. To minimize cost of use, the monthly 

fee of the system should be adjusted with rental fee. 

 

The high pricing of the products is not meant to reduce usage, but rather to set the pricing as low 

as possible so that recurring small batches turn into big incomes every year. Since lending and 
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refunding takes place automatically, personnel costs do not affect pricing. The Lainalokero box is 

one service element that contains x number of products and services. The Lainalokero box is spe-

cific to the housing company, and each one's pricing aims to make an annual profit. A flat basic 

income is achieved with the maintenance contract and system fee. 

The basic Lainalokero has 2-4 compartments and 2-4 rental devices. The system fee covers the 

rental system, the maintenance contract agreed to the purchase price for each device, in which 

case the purchase price is covered and exceeded within the scope of the contract. Each rental 

event will result in additional sales for housing company and LAINALOKERO. If every resident of 

100 apartments used one device once a year, there would be 400 rental transactions (100*1 + 

100*1 + 100*1 + 100*1 If rental pay is 5€ per rental, the rental sales of one Lainalokero Box per 

year would be 2000€ (400*5€). If that profit is shared a 50/50, 1000€ would goes to LAINALOKERO 

and another 1000€ would goes to housing company profit.  

 

The system fee may be around 40€/month, i.e. 480€ per year.  

A maintenance contract would be 15€/month on average, i.e. 180€ per year each product and for 

all 4 products it would be 720€ Total sales would be 1000€+480€+720€, i.e. 2200€. (Table 4.)  

 

Table 4 summarizes costs and profits for Lainalokero and housing company. 

 

Table 4 Scenario 2 Profits and Costs 

LAINALOKERO HOUSING COMPANY 

COSTS PROFITS COSTS PROFITS 

Installation costs Monthly system fee Monthly system fee Rental fee (50/50) 

Operating costs Rental fee (50/50) Maintenance contract  

Money transfer costs Maintenance contract Additional invoices, 

like equipment repair 

service 

 

 Additional invoices, 

like equipment repair 

service 

  

 2200€ 1200€ 1000€ 

 

5. Risks: Competition, increase in purchase prices, equipment constantly out of use. 
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2.5.2 Choosing business model 

Providing direct payment for inhabitants or rentals will cause more costs for LAINALOKERO but 

also no profit for housing company. Each transaction with a bank or credit company costs and that 

will increase pressure to add these costs to rental price. If direct payment is not allowed and rental 

fees are operated through property management company, then costs per transaction are reduced 

to a minimum and do not have a significant effect on yearly operating costs. Directing rental fee 

through housing or property management company that would bring income for them and reduce 

their yearly costs, even might bring some profit. 

 

At this stage when I do not have a detailed overview of how property management companies are 

willing to handle these rental costs in their accounting, it is hard determining best business model. 

It may be so that some property management companies are willing to start partnership with 

LAINALOKERO but some may say that it will cause more costs than actual profits for them. From 

LAINALOKERO point of view it would be the most efficient business model if invoicing were from 

company to company, then generic operating costs from invoicing would be minimized. If a busi-

ness is established, then it requires more detailed calculation of all business model variations and 

possibly some kind of hybrid mode or 2 different kinds of operating mode.  

 

The service concept itself seems to be quite solid but the earnings mechanism and sharing costs 

and profits may require further scenarios before the business model or models are suitable for the 

market. Like how housing company would cover their costs and provide these services without 

increasing monthly maintenance fees too much. 



  

53 

3 CONCLUSIONS 

The purpose of this design study was to create a business model for the case company, which can 

be used in establishing the company through experiments. For this purpose, it was found out 

whether there is a demand for the case company's business idea in Finland, what the prevailing 

market situation is like and what kind of services or products the customers are interested in. The 

business idea of the case company started from assumptions, which, as the research progressed, 

held up quite well. 

 

The tools were operational environment analysis (research), customer profiling (personas), cus-

tomer survey (survey), service path (customer journey), value proposition, service blueprint, proto-

typing, business model canvas and scenarios. The research started by researching the sharing 

economy and rental market and the companies operating there. The research showed that the 

market is growing strongly, and no comparable competitor was found for the case company, even 

though there are many companies on the market that compete for the same customers, i.e. indi-

vidual consumers. 

 

One of the most crucial things when creating a business is to understand the customers. Therefore, 

the planning of the case company's services started with a survey aimed at potential customers of 

the case company. The purpose of the survey was to find out what kind of products and services 

would be of interest to customers, as well as what those products and services would cost. The 

survey showed that there would be a demand for the case company's products and services. 

 

The double diamond model of service design was used to create the service model of the case 

company, and the tools used were visual tools such as service blueprint and value proposition. The 

visual tools of service design made it easier to understand who the customers are and what brings 

them value. 

 

The research showed that there would be a demand for the business idea of the case company 

and the service concept created in the research could work as a business model for the company 

to be founded. The research showed that there are several different earning opportunities for the 

service in question and these options could be offered to customers, depending on the customer 

targets. In my opinion, the design study was quite successful and achieved the goals set for it. The 
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results of the design study could be used by the case company when establishing the company, 

and the research tools could be used for further development of services. 
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4 DISCUSSIONS 

I have seen some similar applications near shopping malls or in the shopping mall. Those applica-

tions are somehow struggling if I have understood that correctly. My business idea may have the 

possibility to prosper if the foundation is solid and all hard work like business model or markets 

reviews is done properly. My idea was to start with simple and needed products, but it allows the 

possibility to extend rental catalog to more expensive equipment or even nonmaterial products like 

digital products or subscription. Those items may be like co-ownership car or on demand service 

like Netflix.  

 

My idea of the evolution of a microeconomy rental platform can be developed for all digitalized 

services, such as booking a single free sauna session and managing the associated sauna heater. 

A microeconomy can include just one housing company or several housing companies of a specific 

property management company. Having more housing companies under one service portal offers 

a wider selection of rarely needed and more expensive products, such as cars. If there are more 

potential users, such as for cars that invest in an expensive car, it can make it potentially profitable. 

 

The business idea is simple and requires few resources to operate effectively. The idea that small 

streams become a big stream is realized in this business idea and is easily scalable. This could 

have the makings of an Airbnb-like international success story or one of thousands of stillborn 

ideas. 
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