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The purpose of this thesis is to develop a new service concept for people living in Finland by
using service design methods. In this busy world, people frequently have no time to organize
events on their own. Therefore, service design tools and methodology will be used as founda-
tional pillars for the case company in this thesis in developing solutions for this issue, as well
as bringing customer satisfaction from service delivery. This service concept is designed to
save time and simplify the process.

In designing this new service concept, the theory framework focuses on services in general,
ser-vice design, service design tools to understand customer requirement, and reshaping the
service delivery structure to achieve optimal customer satisfaction. Using various service de-
sign tools and framework, the objective of this thesis is to collect customer feedback and
shape the ser-vice structure accordingly. The second framework used in this thesis for design-
ing the service concept is the lean startup approach.

The focus of the design of this new service concept is on customer co-creation and involve-
ment, and is further supported by the service design process, service design tools, and lean
methodology. The foundational design process utilized in this thesis is the double diamond
de-sign model, as well as a few concepts that have been adopted from the lean startup ap-
proach. Interviews of potential customers were done in various phases to collect feedback.
Personas, stakeholder mapping, customer journey mapping, and service blueprinting were
done to under-stand the service delivery system. A Business Model Canvas was built to vali-
date the quantita-tive and qualitative value the business delivers. As a part of the lean de-
velop-ment process, the minimum viable product was launched as a Facebook page and a pi-
lot event was carried out with a pilot customer to test the service concept.

The empirical study and theoretical discussion in this thesis have shown that customers were
in need of a service concept that provides end-to-end service in order to easily organize an
event. The aim of this service concept was to provide an innovative service pertaining to so-
cial events, to which the customers could contribute their ideas and skills and thus generate
value out of the service.

Keywords: service design, lean startup, new service concept, events
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1 Introduction

1.1 Background about the case

Over the last decade or so, our lifestyles have changed. The professional aspect of our life
has assumed paramount importance, and it takes a toll on our precious time. Our social life
has also become very demanding. People are finding it increasingly difficult to plan and or-
ganize social events. For instance, they do not have enough time to organize birthday cele-
brations for their kids; whereas, on the other hand, children these days expect their birthdays
to have a theme. Planning and organizing such events can be tedious for parents. They find it
easier to organize a birthday party in a children’s play zone, which is not always a cost-effec-
tive option. Here people just drop their kids, engage them in games for a few hours and cele-
brate the birthday. At times, they might hire event planners, as they have little time to plan

the event themselves.

The rise of the digital age has altered consumer behavior over the past few years, as they can
access online media to evaluate and choose from different services. The term consumer be-
havior is defined as “the behavior that a consumer displays in searching for, purchasing, us-
ing, evaluating and disposing of products and services that they expect will satisfying their
needs” (Schiffman et al. 2007, 3). The increase in social demands results in pressure on both
the parents and the children to keep up with the times. This pressure dictates that they stay

abreast of the latest trends in emerging markets.

The event industry is no longer considered as a part of administrative work. It is now regarded
as one of the fastest growing global professions. (Silvers 2012.) In recent years, our society
has embraced the latest developments in design and methods of decoration. Traditional mid-
dle-class and upper middle-class families have been spending a lot of money on events like
theme birthdays. The event industry is a complex field that involves lots of action and co-op-
eration. Different groups of people come together to create an experience. There have been
economic, cultural and social changes in the market, and the paradigm shift in thoughts has
engendered the ideology of “value of customers”. The demand for “craftsmanship” in this
field has risen, so the objective is to offer a service with personalized touch and co-create
with customers. Creating and operating such an event is not a simple task, as it requires time,
strong co-ordination, teamwork, field experience and proper organization skills. (Silvers
2012.)

According to an online report in Telegraph United Kingdom (2015), parents now spend more
than 19,000 pounds over a lifetime for their children’s birthday. Table 1 shown below breaks

down the average cost of a child's birthday party in the UK.



Venue: £150
Entertainment: £100
Caterers for adults: £100
Caterers for children: £60
Bespoke cake: £50
Party bags: £40

Table 1: Average expenditure on a kid’s birthday according Telegraph United Kingdom (2015)

New trends are emerging in the event industry. The latest trend is theme-based birthdays. A
theme-based birthday is an event where all the birthday-related paraphernalia is selected
based on the theme. For example, in a theme based on the movie Frozen, the objects are se-
lected according to the frozen movie theme colors, which are blue and white, and the theme
characters are also selected accordingly. Similarly, for a Lego theme, the setup is according

to the Lego characters and color scheme. In an Angry Birds theme, the setup is prepared with

Angry Birds characters. Figure 1 shows the setup used in different theme-based birthdays.

Figure 1: Theme birthday decor (kidspartyhub 2015)

The world is getting digitalized, and event organizers are likewise changing their approach.
They use digital solutions in practice like online party planning, online invitations, supplies,
etc. There are plenty of event planners available in the market who organize such events.

This process is called as event styling. The thesis is about setting up a new service concept in



Finland. There is a scarcity of services related to organizing theme-based children’s events in
Finland. A few physical stores are available that offer party supplies. Therefore, the target is
to design a new service concept using service design tools and provide satisfactory customer

experience.

According to Polaine, Lgvlie, and Reason (2013, 18), as designers we can deliver real value
when we adopt the mindset of building a new service that is based on genuine insight into the
end users. Based on my personal experience of not finding proper party supplies when plan-
ning my child’s birthday, | gathered insights about the needs in the area of organizing social
events in Finland. Therefore, the idea of designing this service concept came up. The target

of this service concept will be to deliver end-to-end service and good customer experience.

1.2 Objective of the thesis

The objective of this thesis is to build a new service concept by using service design tools and
methods. This new service concept would target a service ecosystem that provides different
services related to organizing personal and social events, like birthday parties, baby showers
and graduation ceremonies. The objective is to design a new service concept using service de-

sign tools and involve the customers in the entire process of service design and development.

Lean startup methodology will be applied to support the new service development. Lean
startup concepts like the minimum viable product, looking for early adaptors and leaving the
building and learning from customers will be used along with service design tools. During the
design of this new service concept the focus will be on customer co-creation and involve-
ment. This means that the service concept will be introduced to people as a pilot landing
page and distributed among proper customer groups. This landing page will be launched via
Facebook, which allows creating a free business page to cater to the fan base. The page will
be created based on the research done in the service-understanding phase, which will entail
interviews, surveys and shadowing. This will be done using the concept of minimum viable
product from lean startup methodology and co-creating and improving the service pattern by

taking continuous feedback from customers.

1.3 Services

When we look around our surroundings, we will find services in different forms like buses,
hospitals, hotels, shops and libraries. Services have evolved from various touch points around
us like people, available information, products and our own surroundings (Design Council).

“Services are a series of interactions between the customer and the service system through



various touch points during the customer journey” Stickdorn (2010, 80). Interaction is the

process in which the customers try associating themselves to our service.

Services were previously considered as design objects. The service sector has been recognized
as a third sector beside agriculture and manufacturing. Moritz (2005) explains, that services
are considered as a support system for adding value and competitiveness to the products. In
the current market, services are a part of a complex hybrid product. For example, a cell
phone is a hybrid product that plays a very important role in these days, but without the ac-
companying services, these fancy cell phones are of little value. Therefore, in this case, the
service supported by the cell phone adds value to the product that is sold. This thesis will fo-
cus on several service development theories, and use services and service design as the back-

bone.

1.4 Introducing the case company

Celebrate Life is the new service concept that will be designed in the process of this thesis.
This is an event-organizing company that will assist parents in arranging their special event in
a unique style and hassle-free manner. The mission is to provide kids and parents a special
day together without worrying about the whole event. The business goal is to design, concep-
tualize and realize customized themes for events. We offer end-to-end services for any event,
from party invitation to return gifts. We put our attention to details and flexibility to meet
our customer's individual requirements. We style parties for baby showers, anniversaries and
birthdays for both kids and grown-ups. Be it any occasion, our focus is to turn it into a special

experience for our customers.

It is a B-C type of business that deals with activities such as:

e Customized theme decoration (customized hat, banners, posters, cut-outs)
e Lighting audio and video

e Artists and entertainers (host, games, clown, magician, face-painting, tattoo, etc.)
e Photographer

e Return gifts

e Event venue options

e Customized party supplies

e Researching the event styling

e Locating venues for customers

e Arranging theme decor for the event

e Designing the event plan

¢ Finding catering services for customers



e Return gifts, games and entertainment

e Renting out theme decors

It is a small company of four employees, who work in IT for a living. They are very enthusias-
tic and passionate about celebrating the good things in life with a special touch. We serve in
the Helsinki metropolitan area and we deliver customized party supplies all over Finland. It
can be categorized as a service company as it organizes social events and provides services
related to birthdays and other celebrations. The target is to help customers in organizing
their children’s birthday party with ease, and bring their dreams to life. The focus is to step
in as independent planners and give their special events the attention that they deserve. The
idea behind designing the business is closely linked to our interests. Here we are trying to

turn our passion into a business by channeling our creative energies in the right direction

When we were children, birthday parties most often took place at home. There used to be a
few close friends and relatives, a simple cake, balloons and music. However, there are new
trends in a rapidly changing world. Parents want to celebrate their children’s birthdays with
themes, where they can pick up their kids’ favorite animated character or colour and make it

a memorable and fun day for the kids and their friends.

Arranging a theme birthday with all the little details is not easy. The decorations like bal-
loons, table cover, backdrop, posters, cake, return gifts, etc. have to be in line with the
theme. Food and games have to be arranged. Someone also needs to click photos and attend
to guests. Often we strive too hard to make it a perfect day, and end up exhausted. It re-
quires resources, money, preplanning and time management to get all the relevant things
ready for the party. Especially in Finland, it is not always easy to get all theme-relevant sup-

plies at one place and at a cheap price.

As this is a totally new service, we decided to adopt a lean approach by introducing our mini-
mum viable product through social media. We are also constantly improving our service based

on the feed-back received so far.

1.5 Structure of the thesis

The thesis consists of six main chapters.

Chapter 1 is introductory in nature, and elucidates the purpose, the objective and the struc-
ture of the thesis. It briefly describes the case company.

Chapter 2 provides perspectives in designing new services that comprise the service dominant
logic and service concept, which is the background support for this thesis.

Chapter 3 focuses on creating the service concept using service design and lean start up.
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Chapter 4 talks about service design process theory for this thesis, based on the double dia-
mond model designed by the British council.

Chapter 5 highlights the results of the service design process.

Chapter 6 acts as the conclusion to this thesis by justifying why the service design tools were

used and how the objective of this thesis was achieved.

The theoretical background is covered by service dominant logic, new service concept and
customer co-creation. This new service concept is further supported by service design process
and tools and lean methodology. Figure 2 shows the foundation pillar of the thesis. Where we
can see that the new service concept as the outcome of the research made by service design
process. Lean startup methodology is used as the supporting system for the concept. Co-cre-
ating with the customer in building user centric design with emphasis on user. Service domi-

nant logic acts as a cover for the entire process and the new service concepts is build.
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Figure 2: The foundational pillars of the thesis (image created by Titikshya Mohanty)

2  Perspectives in designing new services

2.1 Service-dominant logic and co-creation with customer

This section focuses on service-dominant logic (SDL), which is the foundation of this thesis.

SDL will be later combined with service design method to develop the new service concept.
Vargo and Lusch (2004) published service dominant logic as the new marketing theory. They
suggest that there is a shift in focus from goods to services. SDL indicates that customers ra-

ther define and co-create value, rather than companies producing embedded goods as output.
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As mentioned by Vargo and Lusch (2008, 4), there is already a shift from manufacturing to
service economy in most of the developed countries, which implies that most of the economy
is producing services rather than goods. A service is defined as “the application of compe-
tences (knowledge and skills) for benefit of another party” (Vargo & Lusch 2008, 3). The SDL
explains service as the methods where one party does something for another party. The value

creation is achieved by co-creation between the parties involved.

Vargo and Lusch (2004) suggested a shift from goods-dominant logic (G-D logic) to service-
dominant logic (SDL), in which they put forward service, as the basis of economic exchange.
It has been mentioned in SDL that goods are considered as mechanisms that distributes these
services (Vargo & Lusch 2008). Later, the substance of the SDL was summarized as Founda-
tional Premises (FP) (Table 2).

FP1 Service is the fundamental basis of exchange.

FP2 Indirect exchange masks the fundamental basis of exchange.

FP3 Goods are a distribution mechanism for service provision.

FP4 Operant resources are the fundamental source of competitive advantage.
FP5 All economies are service economies.

FP6 The customer is always co-creator of value.

FP7 The enterprise cannot deliver value, but only offer value propositions.
FP8 A service-centered view is inherently customer oriented and relational.
FP9 All social and economic actors are resource integrators.

FP10 Value is always uniquely and phenomenological determined by the beneficiary.

Table 2: Service-dominant logic foundational premises (source: Vargo & Lusch 2008, 7)

The FP6-FP8 are of primary focus, because they bring forward the relation between the cus-
tomer and company. These are significant resources in value co-creation (Wetter-Edman,
2011, 52). Vargo and Lusch (2004, 5) pointed out that SDL is essential in recognizing and de-

veloping core competences and identifying potential customers.

As mentioned by Edvardsson et al. (2010, 5), the impact of service development is such that
the customer should be involved in value creation. This value is achieved when customers are
engaged in various stages of service development. It is necessary to observe the value of co-
creational activity and perceive how the customer interacts during the service delivery pro-
cess. Then the customers or users become the source where learning can be gathered from
their experiences. By doing this, such situations can be avoided where services are developed

and then found to be not compatible with customer’s needs.
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Co-creation with the customers and being user-centric

During the design or improvement of a new service or improving a new service there is always
involvement of different stakeholders. This process is called co-creation. Co-creation or in-
volvement is instrumental in engendering customer loyalty and long-term commitment, with
the end results being customer and employee satisfaction. In this process, there is usually a

smooth interaction between the customer and the employee. (Stickdorn, 2010, 37-39.)

Wetter-Edman (2011) has explained a concept called user-designer relation in co-creation
practices. According to this concept, services can be more successful if co-created by design-
ers and users. Figure 3 shows the user-designer relation in co-creation practices, which states
that it is a co-creation between the designers and users to build a design object. Here the de-
signers do not control the outcome, but facilitate the activity. In addition, they establish situ-

ation where more interaction takes place between them and the users.

6@5’\gn Ob/ éc *

user

designer

Figure 3: User-designer relation in co-creation practices. Wetter-Edman (2011,76)

Framework for customer integration within service development

According to Edvardsson et al. (2010, 2), the framework of customer involvement in a service
development is shown in Figure 4. The framework has information about the customers in

four modes, as the correspondent, the reflective practitioner, the tester and the dreamer dis-
tributed in two-dimensional context and situation. These modes are known as methods of cus-

tomer integration into a service to get user-related information.
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Figure 4: Framework of customer involvement (Edvardsson et. al 2010)

Mode 1: The Correspondent: In this mode, the customers are in a situation to use the service.
Then they are in a position to tell about the real problems encountered and sometimes the
solutions too.

Mode 2: The Reflective practitioner: In this mode, the customers are ordinary users who get
involved in the process by polls or surveys. The customers are not directly involved in real sit-
uations.

Mode 3 The Tester: In this mode, the customer knows about the service and is ready to test
the service in a real-life situation.

Mode 4: The Dreamer: In this mode, the customers are new to the service. They step in as
real customers and generate information on real problems faced and the corresponding solu-
tions. (Edvardsson et. al. 2010, 421.) The above four modes of customer integration are used

to get information for developing the service concept.

2.2 The service concept and new service development (NSD)

The service concept

Service concept is the core of the service designing and development. It shows how an organi-
zation serves its customers. The focus while developing a service concept is to concentrate on
customers need, brand value, effectiveness of the service, and the degree to which the ser-
vice stretches itself to satisfy its customers. Service concept connects the customer needs to
an organization’s strategy. Delivering service needs integration of several processes like man-
power and skills, and not much of the physical entities are involved in product development.
(Goldstein et al. 2002,132.)

As Gronroos (2007) mentions, service concept is the starting point in developing a finished
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package, which consists of all services that are needed to satisfy customer needs. He catego-
rized this package into three groups like core, facilitating and supporting service. The core
service is always the final target that is the reason for the service being in the market. This
core service is to be used by the end customers and there are additional supporting and facili-
tating services. A service organization faces major challenges while delivering a service con-
cept, such as taking decisions at each stage of service delivery and staying focused to deliver
the required service to the targeted customer. It is important for customers to have the im-

age of this service concept.

New service development (NSD)

New service development is a modification of an ongoing services or transformation of an ex-
isting service in another market in a different location. (Edvardsson et.al. 2000). This is ex-
plained by Johnson et al. (2000, 2) as an overall process that is used in the development of

new service offerings.

In the NSD era, there is a mindset for innovations with customers rather than with the prod-
uct. Whether it is a service or a product, it should be viewed as service logic innovation. Inno-
vation in the service requires that it should always bring in some changes in the customer’s
thought-process that brings in value to the service. When it is about providing services, the
focus should always be on the customer’s need. (Goldstein et al. 2002,123). Michel et al.
(2008, 2) state the example of the glucose monitoring machine that can be used to monitor
our own glucose levels at home. This was something that was previously done by doctors. The
design of this kind of product indicates understanding customer needs to be able to design a
well-grounded product. It enables delivering an innovative service where the customer can

combine his or her own skill to generate value out of the product or service.

Co-creation in NSD

A service is something that is generated by a process. And the customer is present during the
entire process and affects the results by adding value and quality. So, the role of a customer
must be made clear in service production (Edvardsson et al. 1996, 148-149.). Co-creation em-
braces openness. For example, Starbucks café encourages its customers to participate in the
online community to get feedback and improvement suggestions. The diversity of feedbacks
collected from different segments of the customers made the community a success. The ma-
jor learning from such an approach would be to collate a wide range of ideas and feedback

for innovative design concepts (Ind et al. 2012, 7-10.)

The intent of opening an organization for co-creation is best achieved or developed by collab-

oration. To co-create with customers, the most essential aspect is trusting people outside the
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organization. (Ind et al. 2012, 11.) Openness and transparency is indispensable for co-creation
involved in new service development. For instance, in the company Mozilla, most of the de-
velopment has come to fruition because of the commitment of customers who have voluntar-
ily contributed to the company’s progress. In the initial days, in the face of tough competition
from Microsoft, Mozilla embraced openness and the principle of co-creation. The customers
got involved as volunteers in writing the code for crucial features of the company. Both Fire-
fox and Thunderbird are outcomes of co-creation by a community of customers (Ind et al.
2012, 12-14). Co-creation involves the whole organization as a single process. New service de-

velopment is about engaging the customers in the company to shape the service design.

Service logic perspective explains that the product or service should be designed in such a
way that customers find new ways to implement the service on their own. Thus, the core in-
novation is finding new ways of solving together the customer’s problem. Figure 5 shows the
co-creation conceptual model that is proposed for success in the market (Gustafsson et al,
2012, 314). This model uses frequent, bidirectional and face-to-face communication while at-
tempting to solve a problem. This enables trust and high-quality information exchange, and is
termed as active communication (Gustafsson et al, 2012, 315). This framework gives an in-

sight into customer requirement.

Frequency

Product Market
success success

Content

Figure 5: Conceptual model of customer (Gustafsson, et.al. 2012, 315)

Getting the customers inside the boundaries of NSD

Networking with customers and involving them in your service development is considered as a
positive force. In recent days, the perception of the customer as a receiver of the outcome of
a service has changed. The customer should be considered as a co-producer who significantly

influences the outcome of a service. There are degrees of customer involvement, which range

from passive acquisition of customer feedback to fading away of distinction between custom-
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ers and designers (Edvardsson et al. 2006, 39). The most preferred level of involvement is ex-
tensive consultation and feedback. NSD depends on understanding and predicting variation in
customer needs with the help from traditional market research (Edvardsson et al. 2006, 100).
Customer participation and observation is essential in the development process. Therefore,

involving customers in NSD is a major differentiating factor compared to the process in prod-

uct development.

Chesbrough (2011) mentions that instead of a fixed object, our system in business should act
as a semi-permeable membrane where things can flow in and out throughout the journey
from the laboratory to the market place. This will lead to open innovation. Instead of re-
stricting innovation to the realm of the organization, external ideas from individual contribu-
tors should be welcomed. For example, taking a project from outside might allow the internal
team to work with the customers. Some of those technologies from the outside should be

brought in. This is how open service innovation works in bringing in the right partners.

As shown in Figure 6, this new service development will keep co-creation as the core principle
and focus on the four most important factors of NSD, that is, taking feedback from customer
at every stage, which involves co-producing the service with the customer, validation of the

service design with them and appreciating the participation of the customers.

oo™
X
New service (‘o—vmd“m
Development Validation

Parf@b %Yo

Figure 6: NSD for the thesis (image created by Titikshya Mohanty)

The activity carried out in service-based firms are different when compared to research and
development(R&D)-based firms, so the investments done in both the cases are completely dif-
ferent from each other. Results from these investments are less visible in a service-based unit
than in an R&D unit. In a service business, the offering exchanged or delivered is often not
composed of physical elements, but it is a combination of certain skills, processes, knowledge
and materials that are difficult to analyze. Marketing scholars use the term new service de-
velopment (NSD) instead of service innovation, and Sundbo et al. (2011, 25) define innovation

as “a method of making practical usages of creative idea or to develop an idea that is already
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been invented.”

3 Service design process and lean startup approach

3.1  Service design

Service design is a multidisciplinary method or an approach that integrates several design do-
mains. It is an ongoing process that does not end after the service is launched. As defined by
Mortiz (2005), service design is “the design of the overall experience of a service as well as
the design of the process and strategy to provide that service.” Service design is a tool that
helps in designing, redesigning and marketing services with the goal of delivering a better ser-
vice experience (Design Council UK). It is also a process of creating touchpoints and a way of
defining how these touchpoints interact with each other at every stage. The traditional user-
centered design or marketing approach says that designing is just for people, whereas service
design is about designing with people. “People” here not only refers to the users but also to

the people providing the service (Polaine et al. 2013, 41.)

The role of service designers is to focus on the creation of a new service concept and design-
ing the service environment. Further, they research on the cross disciplinary service develop-
ment that involves foresight and strategic work. They also plan and design the service-related
marketing and communication. In addition, they guide the development of service process
and the environment involved (Kuosa 2012, 22.) According to Stickdorn (2010, 128), service
design is a process that enables designers to consider all the stakeholders involved in the ser-
vice, and targets to keep the customer at the center of the process. This is an integrated

view that helps in understanding the customers’ needs.

3.1.1 Service design process

Several service design academics and practitioners have explained different process and
methods. These process descriptions differ according to the stages, but the main characteris-
tic remains the same. The simplest process description was provided by the British Council in
2005. This model describes the service design process. It is a linear process represented with
two connected diamonds that together explain the continuous divergent and convergent char-
acteristic of the service design process. The double diamond model has four phases - dis-

cover, define, develop and deliver as shown in Figure 7.
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Discover Define Develop Deliver

Figure 7: The Double Diamond of Service Process (The Design Council 2005)

Service design (SD) is an iterative process, and since design processes are nonlinear, it is im-
portant to explain it in the form of a structure (Stickdorn 2010,124). A simple process model,
is suggested by Stickdorn et al. (2010,122-123), which involves stages like exploration, crea-
tion, reflection and implementation. These four stages are mentioned as a basic approach to

a complex design process shown in Figure 8.

Service design thinking is an iterative process.

& bl LR |

EXPLORATION CREATION REFLECTION IMPLEMENTATION

Service Design Thinking

Figure 8: Service Design Process by Stickdorn (2010)

The SD process framework developed by Stefan Moriz is also considered important and is orga-
nized under the following six categories: SD understanding, SD thinking, SD generating, SD ex-

plaining, SD filtering and SD realizing shown in Figure 9 (Moritz 2005 122).
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eefan Morits

Figure 9: Service design process by Moritz (2005)

All the models set out by emphasize the value of understanding about the user and designing
a service. The double diamond model will be implemented in this thesis. The detail descrip-

tion of the process is given below

Discover phase:

This is the starting point of the service design process. It is the phase where one gains insight
into the new service development. Identification of user needs and development of initial ideas
are explored in this process. This mainly includes the market study and user research. Addi-
tionally, this stage involves investigation of the context, constraints and resources by gathering
data from the users of the service is carried out in this stage. One tries to identify the areas a
company should be focusing on. This method explores beyond the customer needs, motivations,
and contexts etc. It considers the client’s goals in an organized way. There are many tools and
methods that are used for service design understanding phase such as benchmarking, client

segmentation, context analysis, interviews, shadowing and so on (Moritz 2005, 124-125.)

Define phase:

After the understanding phase, comes the stage where knowledge is synthesized into insight.
This is a process of visualizing the ideas and concepts so that all the stakeholders can under-
stand it. It provides an abstract of the future solution for the stakeholders, decision makers,
and team members. In this stage, it is not required to define the detailed solution. Rather, the
focus is on a design outcome or impact. This is similarly termed as service design explaining
phase, where a shared understanding is created in a multi-disciplinary team (Moritz 2005, 142).
The tasks in this stage include the visualization of ideas and concepts, creating maps and models
for the processes, interaction using animation and role-play, and creating experiences using
prototypes and scenarios. Several other methods such as cameral journals, mood boards, per-
sonas, etc. can also be used to explain the new ideas or concepts to various stakeholders.
(Moritz 2005, 142.)

Develop phase
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This stage is about creating relevant, intelligent and innovative ideas and solutions. In a service
design project, relevant ideas must be developed, and strong concepts must be created and
worked upon to form the final solution. The ideas and solutions that are created are based on
insights and are in line with the strategy of the company (Moritz 2005, 132). The tasks in service
design generation include developing ideas, solutions and processes, creating concepts and
scenarios, finding environments, inspiration and ways to work with clients, implementing cor-
porate design and crafting evidences, touchpoints, interfaces and experiences. Some of the
tools used for this step are brainstorming, brain writing, idea interview, and experience sketch-
ing. In this stage, the internal team and key partners work with the design team to filter one
or more concepts and identify the needs that were discerned in the discovery and define phase.
(The Design Council 2013.)

Deliver phase

This stage involves developing and implementing the service or the prototype. It includes eve-
rything necessary to plan, specify and roll out a service. Service design realization can either
test a prototype or implement the complete service itself. A business plan is provided along
with a blueprint to specify how the whole system would work. (Moritz 2005, 144.) The most
important tasks in this stage are testing prototypes, models, processes and experiences, devel-
oping business plan, blueprint, processes and touchpoints and providing training, guidelines

instructions, specifications, and templates to the team. (Moritz 2005, 145.)

The tools such as blueprint, business plan, mind map, service prototype and scenario testing
etc. are used for service design realizing (Moritz 2005, 145). Moritz (2005) concludes that cus-
tomers should be involved in the complete service design process. This is the phase where the
product is finalized, produced and launched, and feedback is gathered (The Design Council,
2013).

3.2 Lean startup approach

Lean concept is a unique approach used by entrepreneurs for creating and managing their prod-
uct or business. Lean startup principle comes from the lean manufacturing revolution system
in Toyota, which was developed by Taiichi Ohno and Shiego Shingo. This is a new concept that
has become mainstream in the last few years. Lean startup approach is different from its tra-
ditional counterpart. Entrepreneurs gain certain degree of confidence in turning their business
idea into a product by using lean startup methods. They believe in concepts like sketching their
own hypothesis, starting with what is the riskiest, getting out of the building and agile devel-

opment (Blank 2013.) Having a lean startup mindset doesn’t necessarily enable a startup to be
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more successful. Failure is normally detected in a rather early phase with low cost attached to
it.

The “sketching your own hypothesis” concept advocates the replacement of the traditional
business plan with a business model canvas. Starting with the riskiest part means not to start
with the hardest part but to identify what is risky. “Getting out of the building” is described
as customer development where ideas and hypotheses are tested by taking feedback from
customers on each section of your business model. It is also believed that testing your ideas
with only friends and relatives is not the correct approach, but rather you should look for real
customers where you can get genuine feedback. In agile development, it is kept in mind that
the product is continuously developed and tested at the same time with customer feedback.

By doing this, long development cycles are avoided (Blank 2013.)

The thesis draws support from the lean startup approach. It will focus on certain concepts of
the lean startup principles like, minimum viable product, the build-measure-learn cycle and

early adopters.

Minimum viable product

Minimum viable product (MVP) is a technique that helps startups to begin the process of
learning about their product quickly, rather than going with traditional method where the
product enters the incubation period and struggles for product perfection. The goal of having
an MVP is to test the fundamental business hypothesis or idea, and to continue the process of
learning (Ries 2011,96). By having an MVP, the development of a product that a customer
never needs is avoided. The idea behind this is to quickly build a minimum set of features for
product deployment and initiate customer interaction with the product. MVP not only helps to

get a product to the market faster but is also known to be a judicious way to minimize risk.

The Zappos example cited by Ries is helpful in this context. The founder of Zappos, Nick
Swinmurn, started his business by testing his hypothesis. His customers were ready to buy
shoes online. He did not build his own inventory. Rather he approached local stores and
worked with their inventories. This gave him an idea about what people were looking for and
within a year, Zappos became a billion-dollar business. His idea was simple in a manner that
he bought shoes from the store for full price and sold to his customer thought a website. His
approach was different and he did not follow traditional methods wherein you invest time and
money for the whole product, rather he came up with the MVP. In other words, MVP is like
the smallest version of an idea or product. It is the simplest preview for which one can obtain
feedback and ensure that there is space to improve. The MVP is the initial attempt to deliver

value to the customer. If proper efforts are made in interacting with potential customers,
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their problem is tested and solution assumptions are made, then the first MVP can be called

as "the first effort to deliver validate value to known customer” (Cooper et al. 2013, 172.)

The build-measure-learn loop building the minimum to learn the maximum

The build-measure-learn cycle is a feedback loop and is supposed to be the core component
of the lean startup methodology. There are three stages in this loop, that is, build, measure,
and learn. The fundamental aim of this loop is to minimize waste. The processes keep repeat-
ing, hence the name “build, measure and learn cycle” (Figure 10). The goal in the first stage
is to build an MVP as quickly as possible. The build phase does not have to involve an actual
product, but can only be the idea of the product. The next stage is the measure phase where
the progress is checked. This involves measuring the results obtained from the build phase.
Here the response to the MVP launch is analyzed to check if there is ample interest to con-
tinue product development, and if there are features and functionalities that need to be

added or refined.

In the learn phase, learning and validating the decision of moving forward with the product is
done (Ries 2011, 108-109). Startups following lean methodology usually gear up to be in this
feedback loop (Ries 2011, 81). The most important lesson is to minimize the total time in

completing the feedback loop and which results saving money and time (Ries 2011, 75-76).

LEARN NI
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Figure 10: The build, measure and learn cycle (Extremeuncertainty 2016)

Early adopter

They are the key players when there is a new service innovation or creation of a new product.

This is a group of people who adapt to new technologies. They are easily distinguishable from
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other groups of customers especially when it comes to adapting to new technologies. (Kuosa
2012, 174.) They act as one of the most important aspects for startups. Especially in stages
where startups are in the process of polishing their product, they step into demonstration and
feedback phase. Here, the role of these early adopters becomes important and including
them is a judicious decision. (Maurya 2012,103.) It is always recommended to find early
adopters or customers who are in urgent need of the product. These customers tend to for-

give mistakes and offer genuine feedback. (Ries 2011, 68.)

Early adopters are recognized and then interviewed to confirm that our solution idea benefits
them. Then we wait for their feedback and invite them to participate in the design and vali-
dation of our idea. Customer behavior should always be considered while identifying early
adopters. For example, if we are developing a mobile application, then it would not be rele-
vant to approach a group of people who do not use smart phones (Cooper et al. 2013, 158-
159). The practical way of identifying the needs of early adopters is to release the product in
its early stages, because in the later stages, the abundance of other features will hide func-

tionality that provides visibility about the product. (Cooper et al. 2013, 173.)

4  Service design methods and tools in different phases of the development task

4.1  Discovery phase

Online survey

This is a method that collects information in a short span of time from a large group of
people. There are e-survey tools available online that help to collect data easily. Hague &
Morgan (2013, 170) explain the online survey as a method in which the interviewee has time
to think and reply to the questions asked. This research is targeted for a wider audience, and
the research subject is distributed as questionnaires that offer insight at the end of the
survey. Through this approach, the survey questions are delivered to a large quantity of
people. The questionnaires for a survey should be accurate and well thought; one of the key
features of a questionnaire is that the same question is framed in different ways and asked
repeatedly in order to validate and verify the answer. This tailoring helps proper

communication between the researcher and the respondent (Brace, 2008, 4).

While doing a survey, we should always communicate the specific questions to which the

answers are needed, ensuring that the appropriate answers are conveyed back accordingly at
the end of the survey. The questionnaires are defined as a “medium of conversation between
two people, despite that they are remote from each other and never communicate directly.”

(Brace, 2008, 4.) It is a relatively inexpensive method that can be carried out very quickly in
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comparison to traditional paper surveys, which usually become costly by the end of research
even when considering the minimum costs. Whereas online surveys often cost nothing, there
are hidden costs in traditional surveys such as the rental or purchase of recording equipment,
travel fees, and phone charges. Wright (2005) mentions in his article that online surveys (or
similar kinds of virtual communication) offer a platform for the researcher to gain access to
people who share common interests, beliefs, and activities. It also helps when communicating
with a group of people who might not be able to meet face to face or prefer to share their

thoughts online.

Shadowing

This is a practice that gives detailed insight into what a customer’s requirements are, what
they are seeking, how motivated a person is while interacting with a service, and how

they perceive a service. According to Poliane et al. (2013, 90), shadowing is also known as
participatory observation and a method for understanding the service context and customer
behavior. This is an approach that is usually done along with the user over a specified period
while they engage with a service or product (Vianna et al. 2011, 53). Shadowing can be the
act of observing an individual over a course of time in order to find patterns of actions, such
as their mood, pace, timing, or body language, to name a few. It is done by a researcher who
observes the customer while they are interacting with the service and is often recorded by
video camera or taking still images. The most important thing the researcher should keep in
mind is that they are not to intrude on the customer or influence them during this process
(Moritz 2005,197).

This method is used when there is a necessity to get an in-depth understanding of the cus-
tomer. As this is a process of following the customer while they are using a service, it gives
insight into the customer’s interaction with the service, and their behavior while using the
service (Moritz 2005,197). Often while using a service or a product, a customer will tend to
ignore the minor problems that he or she may encounter; such problems can be easily ob-

served through shadowing.

Netnography

Netnography is a branch of ethnography, done over the internet. This is a qualitative research
method that follows the ethnography technique in order to study varios areas such as online
culture and communities (Kozinets 2002). It gives access to information in an online social
situation, which may offer opportunities for consumer research and market relationships. This
also provides marketing research insight into naturally-occurring behavior, such as methods of
searching for information and word-of-mouth referrals. This is a method of secondary data

collection without being in the field. Vianna et al. (2011, 53) explain it as research done by
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using electronic media such as websites, blogs, or articles, as well as sometimes using non
electronic media like books or magazines. It is also a method to excavate data from a huge

collection of sources on the subject matter (Hague et al. 2013, 41).

Netnography is quite a flexible method in which a marketing researcher can easily choose an
area of research based on interests and skill-set (Kozinets 2006, 4). According to Kozinets
(2006), there are two preparatory steps that are necessary to be completed before being able
to concuct a netnography research: First, there should be a specific marketing research
question prepared beforehand and online forums identified pertaining to this question.
Second, they must educate themselves about these forums, groups, and people that they
want to research. The data collected during this research offers the chance to identify
opportunities and potential areas to be explored. Here we can obtain information from
different stakeholders, mostly done by extensive internet searches, browsing through blogs,
studying different websites, and reading magazines and books. The search is thus narrowed
down to online communities. It is quite cheap, simple, and less time-consuming than

traditional ethnography. (Kozinets 2006.)

Megatrends and trend-spotting

Forecasting is a method of developing one’s own vision for the future and making linear
systematic estimation and assumptions that existing trends will continue. It is about
projection and prediction of future events, as well as rating the value of changes whose
actual outcome have not been observed. (Kuosa, 2012, 24.) There are several tools for
anticipating the future of organizations. These are categorized as megatrends, trends, weak

signals, and wild cards. This report focuses on two of these: megatrends and trends.

Megatrends describe the kind of changes that are strongly present and exert a large impact
around the globe, affecting various areas of life (Hiltunen 2013, 44). Megatrends are
longlasting and take several years to develop. In comparison, trends last for a shorter period
of time, such as two to five years. Trends are defined as “flow of transformation that cannot
be changed easily it is a push of path dependency from history, which is believed to be
continued in the future” (Kuosa, 2012, 37). Trends can be improved through time series
analysis and spotted by experts who are aware of certain changes (Hiltunen 2013, 52). The
best way of spotting a trend is to look for the weak signal, which is something that deviates

from the standard situation in a known transformation (Kuosa, 2012 33).

Semi-structured interview with customers
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A semi-structured interview is a verbal interchange through which an interviewer tries to
draw information from an interviewee by asking questions. These questions are predeter-
mined and defined before the interview. Semi-structured interviews are a set of predefined,
open-ended questions prepared well in advance. (Gillham 2005, 70-79.) In the discovery
phase, it is important to understand the customer’s roles; it is also essential to see what the
customer has experienced thus far and what they expect from the service. Involving the cus-
tomer helps in exploring untouched areas that might come up as an answer to an interview
question. This is one of the commonly-used quantitative methods for collecting data. A semi-
structured interview is a flexible procedure that enables proper data collection and helps a
researcher to further understand the research topic. It is an open framework that allows two-
way communication. In this method, the background information for the research topic is al-
ready available and future investigation is required to get a clearer idea of the topic. This in-

terview method is used to observe the user's goal. (Wilson, 2013.)

Stakeholder analysis or stakeholder maps

Stakeholder maps are visual representation of the various parties involved during the service
production. With a stakeholder map, different stakeholders can be categorized according to
their importance in the service development, helping to identify the most beneficial
customers that generate cash flow. (Stickdorn 2010, 150-151.) It is a visual or physical
representation of the relationships between different parties involved in and with a particular
service. This helps a researcher to analyze and better understand who the key stakeholders
are and what value they exchange. This also gives the designers information concerning the
relations between involved stakeholders and acts as a proper tool for internal discussion

about the service process.

STAKEHOLDER MAPPING
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(c) Margaret Hagan 2014

Figure 11: Stakeholder map by Margaret Hagan (Design Process Tools 2014)
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A stakeholder map can be in many formats. Regardless of the format, any stakeholder map
should identify both internal and external stakeholders their shared relationship (Stickdorn
2010, 153). All stakeholders exchange value in some form or another. However, the important
point is to visualize how they relate. (Polaine et al. 2013,151.) Figure 11 shows the three
groups into which the map is divided: the core group, direct stakeholders, and the wide
network that is involved in the service process. For a stakeholder map, there is a side column
where relevant internal and external stakeholders are listed. These listed stakeholders are
then identified, analyzed, mapped, and prioritized. This is followed by drawing the relation-

ship between various stakeholders and the customer, as shown in Figure 12.
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Figure 12: Stakeholder map of a tour providing company (Stickdorn and Schneider, 2010)

In the discovery phase the target was to reveal:
e the relevant customer base;
o the difficulties customer faces while arranging personal events, and availability of
supplies relating to these events;
e how the customer prefers celebrating personal events;
e what the customer wants the service to be like; and

e stakeholder involvement.

Online surveying was the first method used to find out the relevant customer base and which
group of customers are interested in using a service provider to organize their personal event.
The shadowing method was chosen to find out what a customer deals with while planning
their persoanl event, as well as what the available market resources are. Netnography was
used, as it is a wide platform to research how customers prefer celebrating personal events.
Semi-structured interviewing was the most important method for collecting feedback and

reviews from customers during the service design. Lastly, stakeholder mapping was chosen for
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the internal team to understand which people are involved in the design process of the new

sevice concept.

4.2 Defining phase

Customer journey mapping

Customer journey maps provide a visualization of a customer’s experience. These maps are
made by identifying each interaction touch point in the service production from the
customer’s point of view. They can be made around personas, by virtual interactions with a
website, or physical trips. (Stickdorn 2010, 158-159.) According to Stickdorn (2010, 159) “a
customer journey map provides a high level overview of the factors influencing user

experience, constructed from the user’s perspective.”

A customer journey map is simply a structured visualization of a service user’s experience.
When a user or customer interacts with a service, it creates a touch point, and these touch
points are used to construct a journey (Stickdorn 2010,158). According to Meroni et al. (2011,
241), a customer journey map is a simplified form of a service blueprint and the birth of a
storyboard. This method is built by mapping out the journey of the customer while receiving
the service. This is also the process of identifying how the customer encounters the service

and what the key action points are during this service encounter.

According to Polaine et al. (2013,105), as soon as we begin mapping the journey it brings an
understanding of the customer’s state of mind: what they are feeling, thinking, and doing at
each point of their interaction with the service. This gives both an in-depth qualitative and

quantitative insight into the overall customer experience.

The canvas is divided into three stages: the pre-service period, service-period, and post-
service period. A certain persona is selected, and the journey of that person is visually
represented as an overall experience. In this method, touchpoints are identified and defined.
The customers’ interaction and the emotions encountered the during the journey are shown

in the map. Figure 13 shows an example of a customer journey map.
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Figure 13: Sample Customer Journey Map (Stickdorn, 2010)

Personas

Personas are “hypothetical archetypes of actual users” (Cooper 2004, 124). They represent a
particular group of customers and how they might be in person, covering information such as
their name, age, sex, occupation, nationality, hobbies, likes and dislikes, etc. Stickdorn and
Schneider (2010) discuss two kinds of personas: data-driven and ad hoc. Data driven personas
are those derived from user research, whereas ad hoc personas are based on experiences (and
sometimes assumptions). Personas can take on varios forms, and are delivered and presented
as text and images. They can be quickly created at workshops, or more detailed personas can
be created following research work. The output of the persona sketch can vary—the very
basic form can be a sketch with the user information and photographs used as support. There
might be detailed personas with in-depth information and supportive visual materials and
sometimes videos too. (Design Council UK.) In the service design process personas have
complementary functions as a character profile and can be presented or used in different
stages of design process (Moritz, 228). They fulfil the purpose of associating user information
with everyone involved, and are used for developing and verifying ideas (Vianna et al. 2011,
80).

Personas can be created with differing degrees of detail. Personas are usually given a name
for the sake of easier correlation, and can also contain images and quotes to help establish
empathy. As Stickdorn and Schneider (2010) discuss, the outcome is always better if personas

consist of a real face and have real names or quotes.
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Service poster

The service poster is a visual solution the service idea and the existing reality are linked
together (ServiceDesignTools, 2015). It conveys the concept through the use of minimal text
and use of appropriate colors. A service poster should be comprised of a picture that gives an
immediate idea of the most important features of the service concept, allowing the designers
to communicate with the stakeholders (Diana et al. 2009, 7). According to Polaine et al.
(2013, 68), these posters are ways in which people can gain insight regarding a service
through means of very little or no written material. It is also known as a service image or
service picture (shown in Figure 14). Posters are images representing the creative aspect, as
well as a method to simulate the visual and substantial proof of the services. A poster of this
nature should be designed in such a way as to immediately visualize the main features of a

service concept. (Diana et al. 2009,7-10.)

Figure 14: Sample service poster (Hem Singh Rathore, Coroflot 2011)

The target in this phase is to:
o gather knowledge to be synthesized into insight; and

e visualize crucial ideas and concepts.

Customer journey mapping is considered ideal the information collected from the discovery

phases is represented in a visualized format to better understand the customer and service
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interaction. The creation of personas helps sharpen the idea and creation of customer profile.

The service poster gives a visual idea of the service existence

4.3 Development phase

Business model canvas

“Your Business Model is the Product” (Ash Mayura)

With the Business Model Canvas, Osterwalder and Pigneur (2010, 14) introduce a way to
represent business models, which they define as “the rationale of how an organization
creates, delivers, and captures value.” This is most popular for describing, analyzing
requirements, and designing the business model of a company. The idea behind this canvas is
to focus on both the business and customer points of view. As mentioned by Osterwalder and
Pigneur (2010), this canvas is a tool that resembles a painter’s canvas, preformatted with
nine blocks and allowing one to summarize how companies intend to generate revenue. The
value proposition block is the core of the Business Model Canvas, which describes the
quantitative and quantitative values a business models aims to deliver. Figure 14 shows a

sample business model canvas proposed by Osterwalder and Pigneur

Designed for Designed by

The Business Model Canvas

A . 1) . . . .
Key Partners ’\:Vg;’ Key Activities gﬁ\ Value Propositions  {77) Customer Relatzonslup:Q Customer Segments
D= \é &

Key Resources @ Channels @

Cost Structure @ Revenue Streams =l

www.businessmodelgeneration.com 2 [CICISISKO]

Figure 14 : Business Model Canvas by Osterwalder & Pigneur (2010, 44)
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The Business Model Canvas was further developed into the Lean Canvas and the Service Logic
Business Model Canvas. These developments try to integrate more social factors and bring

customer benefit further into the foreground.

According to Osterwalder and Pigneur (2010, 21-41), the nine building blocks are described

below.

1. Key partners: the people involved such as partners, suppliers, and those who are re-
sponsible for the business model to function.

2. Key activities: the activities done in order for the business model to function, as well
as activities involved in designing and delivering the product.

Key resources: the items required to create the value proposition.

4. Value proposition: described as the reasoning behind customer preferring a certain
service over others; the value a business provide to the customers.

5. Customers segments: considered as the heart of any business model. The customer
segments define the target audience that an organization wants to reach and serve.
These can be comprised of several types. One should know which segment a business
is targeted to. For example: mass market, niche market segmented market, or
diversified platform.

6. Cost structure: costs incurred while working under a certain business model. It
consists mostly of variable cost structure and is dependent on the key resources.

7. Revenue stream: a dynamic pricing structure where prices change based on the situa-
tion of the market and on the supply and demand.

8. Channels: the medium for customer interaction throughout the different phases of
the customer life cycle, as well as the means through which a business communicates
with each customer segment and delivers value to them.

9. Customer relationship: customer relationships describe the type of relationship and

the experience that customer expects and the organizations plan to establish.

Service blueprint

Service blueprints were first introduced by Lynn Shostack in 1984. This method gives a clear
picture of the existing service and the way in which a customer uses the services. This process
can also be used for training a new employee and presenting a service to the client. Service
blueprinting is a planning tool that helps in both the innovation of new services and improving
existing services. The blueprint allows a company to test its ideas on paper and helps to find
defects. It also encourages creativity and problem-solving capability. (Shostack 1984, 139.)
Bitner et al. (2008, 68) describe services as processes or as a series of activities that are

needed for services to function efficiently. Services are dynamic and open in certain periods
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through the continuity of events. It is therefore essential to understand how customers expe-
rience a service. Blueprinting is the best way of representing these processes step by step,
and is presented in the form of a matrix that provides visual representation of a complex sys-
tem interaction. Here, different service contact points are mapped as viable and physical ele-
ments. The service blueprint map (shown in Figure 15) consists of five main elements: physi-
cal evidence, customer action, frontstage action, backstage interaction, and the support pro-
cess. The map describes these elements and their interdependencies along the service jour-

ney, also helping to pointing out defects and overlaps. (Vianna et al., 2011, 87.)

Service Blueprint - .Org
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Figure 15: Shows the service blueprint of an online coupon service for an organic food service
(Rehash.org 2012)

Figure 15 shows an area in grey shade that represents the two lines in a vertical axis, known
as the line of visibility and line of interaction. Between these two lines is the point where the
customer interacts with the service provider. The visibility line is the line that separates the
activities seen by the customer and ones hidden from them. Above the line is the process
through which a customer can viewed, heard, and observed. The internal interaction line is
the line that separates the activity that has an immediate relation to the customer

requirement (Seyring et al. 2009, 5).

Blueprints comes into use when there is a need to observe the service from different angles
and make improvement in certain areas. It can be used in different phases of service
development—if used early in a project, it acts as a valuable tool for analyzing an existing
service. This also helps to get a clear picture of different roles and their interdependencies.
Future translations of blueprints can be made into implementation plans. As plans they also

serve to communicate the service processes and employees’ expectations. (Bitner et al. 2008,
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71.)

Having a blueprint clearly shows the actions of the customers invoved in using a new service
concept (i.e. the customer engagement as a part of the service delivery process). (Bitner et
al. 2008, 74.) A blueprint will capture the entire customer service experience from their point

of view.

The target in this phase is to
e create relevant, intelligent and innovative ideas and solutions;
e develop solutions, and create concepts; and
e find environments, inspiration, and ways to work with clients, touchpoints, inter-

faces, and experiences.

Therefore, using a Business Model Canvas gives the opportunity of developing and creating
new service concepts in sections and helps in analyzing the concept in accurately and di-
rectly. Developing a service blueprint will help to create the service environment and identify
key touchpoints, as well as giving an idea about the service interface and how the user expe-

riences the service.

4.4  Delivery phase

This is the fourth and final stage of service design process. This is the phase where

we implement and deliver the final results of the service design process. Stickdorn (2010,134)
mentions that when a new service is implemented, it always includes a change process.
Implementing this change depends on the fact that everyone involved is assured of the
service concept. Moritz (2005) refers to this phase of service design as a phase where things
are made to happen, and that there should always be space for improvement. In addition,
this is the stage in which prototypes are produced and business plans are written and

delivered.

Although at this stage a service is taken to the market, it is by no means considered the end
of the service design process—the service is introduced to an environment that always
changes, so it is essential to constantly test, improve, and maintain it. (Moritz, 2005, 145.) It
is crucial within this phase to ensure that feedback collected from the customers are in taken
into account. In the beginning of this stage, certain things should be known: visions and
missions should be stated clearly, a key service list should be finalized, a key stakeholder list
should be decided, the target market should be identified, and key attributes should be
specificied. The combination of this aforementioned checklist as referred to as creative
identification. (Kuosa 2012, 77-78.)



35

There are three main objectives in this phase: launching the service, collecting customer
feedback, and sharing lessons from the development process with the core team. (Design
Council UK.) This is a stage when service performance is checked and validated. Methods like
scenario testing, service prototyping, and post-release testing are done to evaluate the service,

either in the market or within a group of people.

The design method used for this thesis during the delivery phase was to introduce the service
concept and test the service concept as a pilot Facebook business page. Collected feedback
from customers was in the form of Facebook comments and semi-structured interviews with
customers. The reason for the early introduction of the Facebook page was the MVP Launch and

post-release testing.

The service design process used for the development of the new service concept is shown in-

Figure 16.
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Figure 16: Service design process and methods used for the development of new concept (Im-

age created by Titikshya Mohanty)

5 Results from different phases of service design
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5.1 Results from the discovery phase

Online survey results

The survey for this thesis was carried out using an online tool surveycrest.com, which is a
website designed especially for conducting online surveys. The survey was opened for four
weeks, and the focus group was comprised of parents from my daughter’s daycare, local
Facebook communities, and groups and friends living within the Helsinki/Espoo area. The
survey was done in English, as the target audience was the English-speaking community in
Finland, Indians living in Finland, and expats from other countries. The audiences were
approached via email and Facebook messages asking them to fill out the survey questions
(found in Appendix 1). In total, 46 people filled out the survey, after which the survey was
categorized for further analysis. The categorizations were broken down into nationalities:
Finns, Indians living in the Espoo Helsinki area, and expat parents from other countries (such
as the UK, USA, Brazil, and New Zealand). The survey was first given to a pilot candidate who
had done this kind of survey before. The pilot candidate was able to point out a few mistakes,
which were rectified before being put forward to the real audience. After the survey was
closed, analysis of the collected information was done by using an affinity diagram as shown
in Figure 17. This is a tool by which we can gather and organize our insights (Moritz, 2005,
202). This helped us to organize our information collected from the survey and made each

group’s preferences clear.

Three important questions from the survey were selected to be analyzed. The result from the

analysis is in the form of a table (seen in Table 3 below).



Indians
yes we do prefer yes we are
theme based looking )
birthday such service price
do not get
Buy party party all related

supplies online supplies in Finland

from Uk

celebration
in a big scale

Finnish

Do not
prefer event
planners

buy party
supplies
from local store

personal and
private party
with own
families

yes we do prefer
theme based
birthday

Other expats

Kids birthday
celebrated in
kids play area

opted for
online shops

Figure 17: Survey result analysis
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Three important questions from the survey were selected to be analyzed. The result from the

analysis is in the form of a table (seen in Table 3 below).

Indians Finnish Other expats ALL respondents
(N=22) (N=18) (N=6) (N=46)
% % % %
Personal (celebrating at 14 67 17 35
home)
Renting a private venue 36 - 49 24
In a party hall or a restau- 32 6 17 19
rant
| don’t celebrate - - - -
HopLop or other play area 13 27 17 19
None of the above 5 - 3

Table 3: The results from the first survey question “How do you prefer celebrating your kids’

birthdays?”

Tables 3 shows the analysis of data from the most important question of the survey: “How did

people want to celebrate their kid’s birthday?” The aim was to know if people were inter-
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ested in having themed events, as well as if they were willing to rent private places for cele-

brations. It demonstrates that people in the Indian community were more interested in rent-

ing event places when compared to Finns.

supplies

Indians (N= Finnish Other expats ALL respondents
22) (N=18) (N=6) (N=46)
% % % %

Prefer theme- 68 50 67 61

based supplies

Non-theme based 32 50 33 39

Table 4: Survey participants’ preferences of theme-based and non-theme-based birthday dec-

orations

Table 4 shows the total results of whether or not people preferred theme-based birthday dec-

orations. It was found that all the three groups were interested in having theme-based sup-

plies. Therefore, there is a demand for theme-based supplies.

Indians Finnish Other expats ALL respondents
(N=22) (N=18) (N=6) (N=46)
% % % %

Online 36 17 33 28

Local shop 23 61 33 39

3rd party service 41 17 33 31

| don’t celebrate

None of the above 1 2

No answer 4

Table 5: Participants’ answers to the survey question “How do you prefer buying party sup-

plies?”

The idea behind the third survey question was to find out where people look for birthday styl-

ing-related supplies and if they would prefer a 3™ party for styling their event (see Table 5).

The analysis of this showed that most of the Indians (41%) said they would prefer someone do

the arrangements for them. In comparison, 61% of Finnish people said they would do the ar-

rangement on their own and prefer buying supplies from the local shops, and 33% of expats
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belonging to other nationalities said they would also prefer someone to arrange the supplies

for them.

Figure 18 shows the overall survey results in percentage. Out of the 46 respondents, 47% (22)
were Indians, 40% (18) were Finnish, and 13% (6) were expats. 68% of Indians responded that
they preferred themed celebrations, and they wanted to know more about the service we
provided. In contrast, 67% of Finnish respondents said they would like to do their own decora-
tion, preferring to buy their party supplies from local shops and celebrating their children’s
birthday without using any such service. Thirty-five percent of expats (2) said that they would
like to know more about the service and would use such a service. Therefore, it was clear
from the survey results that target the audience of pilot customers were Indian and other
non-Finnish nationalities. The survey contained the question “Would you like to have such a
service?” Most of the Indians and expats living in Finland mentioned that they would like to
know more about a service of this nature, and if given a chance they would hire someone to
organize their personal events (i.e. children’s birthdays, graduation ceremony, baby showers,

and so on).



40

4 6 People
Filled the Survey

6/% 48%

Finns said they would Indian People
like to do their own said they would
decoration for such occasion prefer some one to

organize their kids
birthday

0
395%, 50%

like to know about sh service )
People said they celebrate

theme related event

Figure 18: survey results in percentage (created by Titikshya Mohanty)

Shadowing

To supplement the ethnography process and to gain a service perspective for this research,
the shadowing method was carried out by participatory observation. A customer approached
us on Facebook who had little information about the new service concept; she was chosen as
a pilot customer for shadowing. She was an Indian living in Espoo, Finland and was planning to
celebrate her daughter’s third birthday with a princess-themed party. Her plans were to buy
the theme-based supplies from the local shop, booking a venue, arranging for a themed cake,
organize goody bags for the guests, and purchase additional supp<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>