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Due to the rapidly changing environment, especially people working in knowledge intensive 
professions need more effective ways for learning continuously. At the same time technology 
enables us to build learning networks and form connections from which we can derive 
knowledge. Based on the principles of the learning theory called connectivism, this thesis 
aims to create a service concept which helps knowledge workers to grow and strengthen their 
personal learning network and thus enable their informal personal learning in the context of 
their working life. The service concept was designed for a case company Markkinointi-
instituutti as a development project.  
 
Customers play an active role in learning and training services since the learning process is by 
nature interactive and collaborative. In order to create learning service offerings which have 
real impact in customers’ working life, it is vital to understand value creation. The theoreti-
cal part of this thesis discusses the paradigm shift in value creation from the industrial era 
value-in-exchange and goods-dominant logic to service and customer-oriented approaches of 
service and customer-dominant logic. According to these new views, value is created in cus-
tomer processes and is customer driven. This shift in value creation has profound implications 
on service innovation which are discussed in this thesis. The new value creation and innova-
tion paradigms are fundamental for the designed service concept since it is based on value 
co-creation and creating resource constellations for and with the customer.  
 
Service design and the Lean startup approach are presented as frameworks and methodolo-
gies for designing successful service concepts. Both have been used in the empirical part of 
the thesis. Service design was a logical choice because it focuses on understanding both the 
customers and the context, which are both fundamental for the value creation logic of the 
service concept in question. The Lean startup approach, on the other hand provides practical 
tools especially for validating the business model for the service concept.  
 
The design process followed loosely the double diamond design process but the process also 
had elements from the Lean startup approach. Customer insights were gathered with qualita-
tive research using contextual interviews. The findings were formed into two personas. Ser-
vice blueprint was used as a tool for identifying new opportunities for value creation. The 
service concept was developed with the help of a strategy profile and concretized with a ser-
vice ad. The business model was built and validated with the help of Lean Canvas and by pi-
loting the actual service. The pilot was a platform to co-design the service with customers 
and stakeholders. The pilot group consisted of case company personnel and external custom-
ers. The results of the pilot are presented in this thesis in the form of a customer experience 
journey. 
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Työelämän nopeiden muutoksen vuoksi etenkin tietointensiivistä työtä tekevät tarvitsevat 
tehokkaampia tapoja oppia jatkuvasti uutta. Samaan aikaan tekniikka mahdollistaa henkilö-
kohtaisten oppimisverkostojen rakentamisen ja yhteyksien luomisen, joiden avulla tietoon 
pääsee käsiksi. Tässä opinnäytetyössä on kehitetty palvelukonsepti, joka auttaa tietotyöläistä 
rakentamaan ja vahvistamaan henkilökohtaista oppimisverkostoaan. Tämä mahdollistaa pa-
remmin jatkuvan ammatillisen kehittymisen. Oppimisteoreettisena viitekehyksenä toimii kon-
nektivismi. Palvelukonsepti on suunniteltu kehitysprojektina Markkinointi-instituutille. 
 
Asiakkaiden rooli oppimis- ja koulutuspalveluissa on aktiivinen, koska oppiminen prosessina on 
interaktiivista ja kollaboratiivista. Kun suunnitellaan oppimispalvelua, jonka halutaan vaikut-
tavan asiakkaan työntekemisen tapoihin, on välttämätöntä ymmärtää arvonmuodostumista. 
Lopputyön teoreettinen osa käsitteleekin arvonmuodostumisen paradigmamuutosta. Teollisen 
ajan logiikasta, jossa arvo nähtiin vaihdon välineenä ja se sisältyi tuotteisiin ja tavaroihin, on 
siirrytty palvelu- ja asiakasorientoituneisiin liiketoimintalogiikoihin. Niiden näkökulmasta arvo 
muodostuu asiakkaan prosesseissa ja arvonmuodostajana on asiakas. Tässä opinnäytetyössä 
käsitellään, millaisia vaikutuksia arvonmuodostumisnäkökulman muutoksesta on palveluinno-
vatioille.  
 
Opinnäytetyössä esitellään palvelumuotoilu ja Lean startup viitekehyksinä ja menetelminä, 
joiden avulla menestyksekkäitä palvelukonsepteja on mahdollista kehittää. Molempia hyödyn-
netään työn empiirisessä osassa. Palvelumuotoilu on looginen valinta sillä se keskittyy ymmär-
tämään sekä asiakasta että hänen kontekstiaan. Molempien ymmärtäminen on keskeistä kehi-
tetyn palvelukonseptin ytimessä olevan arvonmuodostusajattelun kannalta. Lean startup -
lähestymistapa on puolestaan hyödyllinen erityisesti liiketoimintamallin validoimisessa.    
 
Suunnitteluprosessi mukailee löyhästi double diamond -muotoiluprosessia, mutta siinä hyö-
dynnetään myös elementtejä Lean startup –lähestymistavasta. Asiakasymmärrystä hankittiin 
kvalitatiivisin menetelmin kontekstuaalisia haastatteluja hyödyntäen. Tulokset tiivistettiin 
kahteen persoonaan. Service blueprint -työkalun avulla tunnistettiin uusia mahdollisuuksia 
arvonluonnissa. Palvelukonseptin kehittämisessä hyödynnettiin myös sinisen meren arvoprofii-
lia ja konseptia konkretisoitiin kuvitteellisella mainoksella. Liiketoimintamallia kehitettiin ja 
validoitiin Lean Canvas -työkalun avulla ja pilotoimalla palvelua. Pilotti toimi yhteiskehittämi-
sen alustana, jossa palvelua kehitettiin yhdessä asiakkaiden ja sidosryhmien kanssa. Pilotti-
ryhmä koostui asiakkaista ja case-yrityksen omasta henkilöstöstä.  Pilotin tulokset tiivistettiin 
asiakaskokemuspoluksi. 
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1 Introduction

 

“Our only security is our ability to change.” -John Lilly 

 

The world is changing really fast now days and the ways of working and learning are trans-

forming. Especially among knowledge workers new skills are needed and on the other hand 

some may become obsolete almost overnight. As the futurist Alvin Toffler has said: “The illit-

erate of the 21st century will not be those who cannot read and write, but those who cannot 

learn, unlearn, and relearn.”    

 

But how do people learn in working life? According to the Institute for Research on Learning, 

formal training only accounts for 20 percent of how people learn their jobs. Most people learn 

their jobs by observing, asking questions, through trial and error or other unscheduled, large-

ly independent activities (Attwell 2007, 2) thus learning is mostly informal. Human resources 

professionals in organizations often recognize the importance of informal learning. For exam-

ple many are advocates of the so called 70-20-10 framework. The framework is said to be 

rooted on research carried out through the 1980s at the Center for Creative Leadership (CCL) 

in North Carolina. According to this framework only around 10 % of professional development 

is achieved by formal learning such as training programmes. The other 90 % is informal learn-

ing which occurs when we are doing our daily work. Approximately 20 % comes through col-

leagues and networks and as much as 70 % constitutes of just doing and developing your work. 

(70-20-10 Forum.) 

 

Most workplaces today are equipped with some kind of tools that bring together people and 

content artefacts in learning activities to support them in constructing information and 

knowledge. These learning environments are important outcome of the learning process. 

They should be rather personalized than monolithic. (Wild et el. 2008, 1.) Personal learning 

environment (PLE) is comprised of all the tools we are using in our daily lives for learning 

(Attwell 2008, 4).  

 

PLE can be seen to include a Personal learning network (PLN) which according to Cooke 

(2011, 9) consists of the learner and her contacts and colleagues with whom they surround 

themselves. From the perspective of Connectivism, a learning theory for understanding learn-

ing in the digital age, a PLE is the PLN. Ability to create and deepen contacts and connections 

is essential for learning and success. In fact making connections should be seen as learning 

activity. We derive our competence from forming connections and therefore the capacity to 

form connections between sources of information, and create useful information patterns, is 

required to learn in our knowledge economy. (Siemens 2004.) Connections can be built and 

fostered by making use of digital tools and networks. Still there are many knowledge workers 
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who don’t use this enormous power of learning networks to their fullest potential. According 

to experience the usual reasons mentioned are lack of knowledge, skills and time.    

  

How are educational institutions responding to these changes in environment? Do they share 

the views on informal learning and importance of learning networks? Traditionally informal 

learning has not been on the agenda of educational institutions and especially not on the 

agenda of companies providing training services for professional development. Maybe it 

should be!  

 

According to futurist and consultant Ross Dawson, education is one of the industries that is 

going to be crunched (Dawson 2013). He sees that the focus of education is shifting dramati-

cally from institutions to individuals. Students are able to access better resources online than 

in classrooms and peer recognition will becomes more valuable than certificates and degrees. 

Educational institutions should enable uniqueness of students through learning designed for 

the individual.  

 

Against this backdrop a question arises how training companies and educational institutions 

could help especially people doing knowledge intensive work in creating their own personal 

learning environment which enables them to learn more effectively. Could the skills needed 

in building personal learning network be somehow promoted? 

 

1.1 Objective of the thesis 

 

This thesis is conducted as a development project for a case company, Markkinointi-

instituutti. The aim is to create a new service concept which enables knowledge workers to 

foster their constant, personal learning and helps them to build their professional personal 

brand. This will also benefit their employers and the wider workplace community.  

 

Service concept is defined here as in the Tekes Vocabulary of Service Business (2012): “a ser-

vice concept is description of a service idea and the principle to be followed in the produc-

tion of a service product. A service concept may be more or less detailed according to the 

purpose for which it is used. A service concept that serves as a basis for a business’s activities 

should include a revenue model as well as an idea of the most central properties of the ser-

vice, the value created by the service for a customer, and the resources needed to produce 

the service. One service concept may relate to several service products.” 

 

Next the background for the thesis is discussed and research questions are explained in detail. 
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As stated earlier there is clearly a need for continuous innovation for education industry due 

to the rapidly changing environment and evolving customer needs. Based on then current cus-

tomer and trend insights innovation opportunities around informal learning and personal 

learning environments were explored. Could a service be designed which would help custom-

ers to build or tune their PLEs which would facilitate and accelerate their informal personal 

learning? PLEs and the framework for building a Personal learning environment for a 

knowledge worker are discussed in more detail in the following chapter, but in order to ex-

plain the research questions it’s necessary to introduce the framework briefly.  

 

PLE framework was built on the learning theory of connectivism and on the concept of per-

sonal learning environment. In Figure 1 framework containing six dimensions is illustrated. 1) 

Using open & closed learning resources to full potential, 2) Organizing work, tasks, note-

taking and keeping track with new ideas, 3) Learning & self-management skills, 4) Building a 

professional personal brand, 5) Effective information discovery and seeking and 6) Profession-

al networks & communities 

 

Each dimension is linked with digital tools and services but also skillsets and attitudes. The 

focus of the thesis narrowed down to two dimensions of the framework: Building a Profes-

sional personal brand and Networks & communities. These dimensions can be seen to form a 

Personal learning network (PLN). 

 

 

 

Figure 1: Framework for building a Personal learning environment for a knowledge worker by 

Kirsi Hanhisalo & Mervi Rauhala 
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It became soon obvious that the whole PLE framework is quite ambitious endeavor including 

various tools and skillsets. The only feasible way to design a service concept seemed to be by 

working iteratively; starting with some dimension of the framework, build a pilot and learn 

and co-create with customers. This would also be in line with the business goals.  

 

In order to design a financially successful service concept it was decided to narrow the focus 

down to the PLN dimension because it was thought to have most business potential. In the 

connected, digitalized world companies would benefit a lot from employee advocacy. For ex-

ample according to Edelman Trust Barometer report from 2013, 63 % of people trust employ-

ees and only 21 % trust the CEO to provide honest information about a company and its cus-

tomer service (Edelman Trust Barometer 2013, 8). Thus the service concept can be seen as 

having a marketing and PR-value for businesses.  

 

The mission of the case company is to enable visible change for customers and their work-

place: their way or working should be improved in a way that can be perceived. Role of the 

customer is very central in learning services. The previous knowledge, motivation, values, 

attitudes and skills of the customer have a tremendous effect on how they construct new in-

formation; how it is filtered and interpreted (Ambrose et al. 2010). And when applying the 

new knowledge and skills at work, there are countless of factors which can either enable or 

prevent it. The value for customer is emerging or sometimes unfortunately is destroyed 

throughout time and is greatly depended on the context where customer is meant to apply 

the new knowledge and skills. Understanding the value creation logic is vital in creating 

learning services which have real impact.  

 

To articulate the research problem precisely this thesis investigates how a service concept, 

which helps knowledge workers to create a personal learning network enabling their personal 

learning in working life, can be designed with service design and Lean startup tools. The 

methodologies and tools used in the empirical part of the thesis rise a sub research question: 

how do service design and Lean startup differ as innovation methodologies and can they 

complement each other during the service design process. This thesis also aims to discover 

how well does the value creation paradigm of service logic correspond with the service con-

cept. To find the answers to this question, this thesis examines value creation and innovation 

from the perspective of service logic.  

 

1.2 Structure of the thesis 

 

This thesis has a theoretical part and an empirical part. The first chapter briefly introduces 

topic, background and key concepts for the thesis. It also sets the research questions and jus-

tifies their relevance.  
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The second chapter Personal learning in the digital age explains the background for the ser-

vice concept designed in this thesis. It highlights the relevant learning theories and concepts 

from the field of educational sciences. The third chapter Customer-centric value creation and 

innovation discusses the paradigm shift in value creation and its implications on service inno-

vation. The fourth chapter Creating innovative services with service design and Lean startup 

approach examines and compares the chosen methodologies; service design and Lean startup. 

 

The empirical part starts from chapter five Design process for the personal learning concept. 

It explains the overall design process and describes the methods and tools used during the 

process. 

 

The final chapter Conclusions summarizes the research and the key findings of this thesis.  

 

This Figure 2 illustrates the structure of the thesis and how the theory, methods and the de-

signed service concept are related. 

 

 

Figure 2: Structure of the thesis and relations between theory, methods and outcome  

 

1.3 Delimitations of the thesis 

 

Since this thesis serves a real development project for a case company and is very practice-

orientated it focuses only to the theoretical frameworks most useful for the actual service 

concept design. Therefore it won’t discuss service innovation nor the theories behind service 

concept in that much detail.  
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It is also important to point out that some of the frameworks referred to in this thesis are 

known and used widely in business life but have not been researched academically.  

 

As explained earlier in the beginning of the development project the plan was to create a 

service concept for creating a personal learning environment but due to the lack of time and 

other resources it was decided to focus first on just one dimension of the personal learning 

environment; personal learning network.  

 

Due to the nature of the development project all the aspects of the service concept won’t be 

presented since the information is considered delicate. For the same reason case company 

capabilities are discussed only in brief. The ultimate goal of the development project is to 

launch the new service to market, but that is not anymore in the scope of this thesis. This 

thesis reports the design process, piloting the service and introduces the feedback and learn-

ings. 

 

2 Personal learning in the digital age  

 

The subject of this thesis is designing a service concept for personal learning in working life. 

It is necessary to introduce the context for the service concept in more depth and highlight 

the relevant learning theories.  

 

In this chapter this thesis discusses why from the point of view of educational sciences there 

is need for the skills the service concept promotes. In addition to this it will examine the 

trends and expert opinions on the future of work, education and learning since they have in-

fluenced the thinking and views on customer needs which led to the initial service idea and 

kicking off the development project. 

 

2.1 Connectivism: learning theory for the digital age 

 

According to Siemens (2004) the three learning theories behaviorism, cognitivism, and con-

structivism most often utilized in the creation of instructional environments, were developed 

before learning was really impacted through technology. This is problematic because theories 

that describe learning principles and processes, should be reflective of underlying social envi-

ronments. Siemens states that these theories also fail to describe how learning happens with-

in organizations.  

 

Siemens argues that a central tenet of most these traditional learning theories is that learning 

occurs inside a person. Even social constructivist views which hold that learning is a socially 

enacted process, promotes the principality of the individual in learning. According to tradi-
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tional learning theories learning does not occur outside of people. Learning can’t be stored 

and/or manipulated by technology. Basically learning theories are concerned with the actual 

process of learning, not with the value of what is being learned. In a networked world, the 

manner of information we acquire would also be worth exploring and yet the traditional 

learning theories don’t focus on that. (Siemens 2004.) 

 

In his milestone article Siemens (2004) wants to conceptualize a new learning theory: connec-

tivism. According to Dunaway (2011, 676), connectivism is a theoretical framework for under-

standing learning. It posits that learning takes place when learners make connections be-

tween ideas located throughout their personal learning networks, which are composed of nu-

merous information resources and technologies. Knowledge emerges from an individual’s 

learning network when she recognizes connections between concepts, opinions, and perspec-

tives that are accessed via Internet technologies: web search engines, online information re-

sources and databases. Connectivism holds networked information technology as a significant 

part of learning processes. 

 

Connectivism is an integration of principles explored by myriad theories, most notably con-

nective knowledge, social constructivism and network theory. Connectivism can be seen as 

application of network principles to define both knowledge and the process of learning. These 

networks are internal, as neural networks, and external, as networks in which we communi-

cate. (Dunaway 2011, 676.) Connectivism reflects the many shifts in contemporary cultural 

narrative including increased recognition of systems, complexity, and interrelatedness. 

(Tschofen & Mackness 2011, 125). 

 

Mainprinciples of connectivism are presented in the Table 1. 

 

Principle 1 Learning and knowledge rests in diversity of opinions.  
 

Principle 2 Learning is a process of connecting specialized nodes or information 
sources.  
 

Principle 3 Learning may reside in non-human appliances.  
 

Principle 4 Capacity to know more is more critical than what is currently known  
 

Principle 5 Nurturing and maintaining connections is needed to facilitate continual 
learning.  
 

Principle 6 Ability to see connections between fields, ideas, and concepts is a core 
skill.  
 

Principle 7 Currency (accurate, up-to-date knowledge) is the intent of all connectivist 
learning activities.  
 

Principle 8 Decision-making is itself a learning process. Choosing what to learn and the 
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meaning of incoming information is seen through the lens of a shifting reali-
ty. While there is a right answer now, it may be wrong tomorrow due to al-
terations in the information climate affecting the decision. 

 

Table 1:  Principles of connectivism (Siemens 2004) 

 

Even if the individual is the starting point of connectivism, personal knowledge is seen to 

comprise of a network, which feeds into organizations and institutions, which in turn feed 

back into the network, and then continue to provide learning to individual. This knowledge 

development cycle allows learners to remain current in their field through the connections 

they have formed. (Siemens 2004.) The emphasis is on the importance of networked infor-

mation resources throughout the processes of learning (Dunaway 2011, 675). 

 

2.2 From knowledge to skills  

 

Connectivism emphasizes the abilities to form connections and spot patterns and states that 

knowledge is comprised in a network. Role of individual knowledge or information is not seen 

that relevant and there is a shift from knowledge and information to skills and networks.  

 

This shift from knowledge to skills is showing up is many trend reports and expert views. The 

Finnish Innovation Fund Sitra published a trends list in 2014 consisting thirteen mega trends 

which are illustrated in the Figure 3.  

 

 

Figure 3: Thirteen mega trends (Sitra 2014) 

One of the trends is called Skills are challenging information. As the humanity’s collective 

information base is becoming easier to access, the ability to utilize that information becomes 
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more important than knowledge itself. School systems and educational institutions have to 

transform accordingly. (Sitra 2014.) The public discussion very often evolves around schools 

but learning in the working life should transform maybe even more. We have a large group of 

adults in Finnish working life who are lacking in skills and who have not yet grasped the possi-

bilities of digital tools. As the world is more and more digitalized this gap widens and be-

comes more and more problematic. Some people use even the term “digital Darwinism”. 

 

Many research firms and reports have suggested what will be relevant skills for tomorrow’s 

work. For example the Institute for the Future for the University of Phoenix Research Insti-

tute published a report Future works skills 2020. The report introduces ten important skills 

based on six global change drivers which are presented in the Figure 4. 

 

 

 

Figure 4: Future work skills 2020 

 

Connectivism is very well in line with all the skills but especially with the new media literacy, 

sense making and virtual collaboration. Among the learning sciences there has been a recog-

nition of the dramatically changing nature of what it means to be literate today. It is ex-

pected that individuals have a diverse set of cultural competencies and skills to navigate the 

participation in a global society and various forms of digital communication. It is still very 

relevant to emphasize reading, writing, and numeracy skills, but they should not be the only 

focus. Otherwise the broader changes in the cultural, social, and economic landscape are ig-
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nored and so is the speed of access to technologies and information that are now prevalent. 

Hence there is a need for “multiliteracy” skills. In multiliteracy skills the scope of the tradi-

tional literacy is extended to include the diversity of media and all the modes of communica-

tion now available to learners. It also includes the varying contexts in which media and com-

munication are utilized. According to Dawson & Siemens (2014), despite the evolving theories 

there is an acceptance that multiliteracies also involve an increasing set of social skills that 

draw upon an ever expanding set of technologies, media, and discourses.  

 

2.3 Personal learning environments 

 

As stated already in the introduction most workplaces are today equipped with some kind of 

tools that bring together people and content artefacts in learning activities to support them 

in constructing information and knowledge. These learning environments and their construc-

tion and maintenance makes up the most crucial part of the learning process. In fact learning 

environment is an important part and outcome of the learning process. It should not be con-

sidered just as a stage where to perform “learning play.” This should move learning environ-

ments from being learning management systems and monolithic platforms into being person-

alized learning environment which are customizable by learners. (Wild et al. 2008, 1.) 

 

It is crucial to understand that a personal learning environment (PLE) is not an application or 

software. A PLE is comprised of all the tools we are using in our daily lives for learning. Many 

of the tools are so called social software which allows people to connect, collaborate and 

share. These tools are adaptable and responsive to changing learning needs and goals learners 

have. (Attwell 2008, 4.)   

 

This view on PLEs is still too limited and bit outdated. A PLE should be considered to also in-

clude devices, networks, people, content and services one uses for professional purposes. The 

main thing is that a tool, service or network has some kind of significance for personal learn-

ing.  

 

2.4 Personal learning Networks 

 

When considering PLEs networks deserve extra attention. From perspective of connectivism 

PLE actually is the personal learning network (PLN). Ideas of collective knowledge and com-

munities of practice are central for PLNs which are built upon the theories of social learning 

and connectivism. PLN consists of the learner and her contacts and colleagues with whom 

they surround themselves. These networks don’t always meet face-to-face or in real time. In 

fact the learner does not even have to personally know the knowledge collaborators. (Cooke 

2011, 9.)  
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Personal learning networks are beneficial because they facilitate global learning and provide 

opportunities for collaboration that may not otherwise be feasible. PLNs enable continuous 

and affordable professional development opportunities. (Cooke 2011, 1, 9.)  

 

Undoubtedly the role and impact of our personal learning networks becomes all the more sig-

nificant as our working life gets more complicated and connected. Being nodes of a diverse 

learning networks allows us to feed new knowledge and fresh ideas in to our organizations 

and enable learning at the workplace. And as we share and contribute to our networks we are 

also building our professional personal brand and acting out as important digital and analog 

touch points for a company brand. 

 

Technology is just a tool but in a way it is interesting to think that for example a smart phone 

or a tablet can be also seen as a physical representation of personal learning environment 

containing applications, access to social networks, books, magazines and other learning tools 

and resources. Very often the problem is that this informal everyday learning is so informal 

that we have not purposefully and intentionally built ourselves an environment which would 

be optimal regarding our professional goals, need and ambitions. 

 

2.5 Presenting the case company  

 

Markkinointi-insituutti, Institute of Marketing (MI) trains both individuals and companies. De-

spite the name Markkinointi-insituutti wants to establish itself to be more like a training com-

pany than a learning institution. End customers are working adults who want to develop 

themselves professionally and adopt new, better ways of working. Studies are not fulltime. 

They are designed so that they can be completed alongside a full time job.  

 

The training programs and areas include: Assistant work, Entrepreneurship and business, Fi-

nance and investment, HR and personnel management, International business, Logistics and 

procurement, Management and leadership, Marketing and communications, Product develop-

ment, Real estate and estate management, Sales, customer relationships and customer ser-

vice and Competence-based qualifications. (www.markinst.fi.) 

 

There are 90 people working directly at Markkinointi-insituutti and in extension to that, the 

company has network of around 100-200 professionals who work as trainers or coaches in the 

training programs. Main office is in Helsinki and another office in Oulu which employs 10 peo-

ple. (www.markinst.fi.)  

 

http://www.markinst.fi/
http://www.markinst.fi/
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3 Customer-centric value creation and innovation  

 

In this chapter the focus turns from context to theoretical framework of this thesis. Theory 

part examines value creation which is the core purpose and central process for all economic 

exchange (Vargo et al. 2008, 145). When there is a shift in this core paradigm it has implica-

tions on many areas of business including innovation. How should innovation be seen and 

seized from the new value creation perspectives?  

 

From the academic point of view value creation is not that simple a concept. In fact there has 

been on ongoing debate on value creation in service marketing literature for many years. (eg. 

Arantola-Hattab 2013, 32; Ojasalo & Ojasalo 2015) Even though the theoretical framework of 

this thesis is focused on value creation, the academic debate is quite briefly discussed since 

the nuances between the different logics are not that relevant considering the practical the-

sis objectives and goals of the development project.  

 

3.1 Paradigm shift in value creation 

 

We live in a world where businesses and organizations face a complex landscape. It is also 

very clear that a new empowered customer has emerged. Customers are better-educated and 

better-informed. They are more creative and they are equipped with Internet-enabled infor-

mation. This requires a shift from traditional and company-centric ways of implement value-

creating activities to more customer-centric approaches. (Bhalla 2011, ix.) During the past 

ten years, the academic discussion has shifted from traditional thinking of sequential value 

creation process to emphasize the active role of the customer in value creation (Ojasalo & 

Ojasalo 2014). 

 

In 2004 Vargo & Lucsh (2004,11) conceptualized a view they call Service Dominant logic (SDL). 

According to SDL logic a company cannot create value; it can only offer value propositions 

and the consumer must determine value and participate in creating it through the process of 

coproduction. This new paradigm was challenging the old paradigm: Goods Dominant logic 

(GDL). GDL holds that the roles of the company (the service producer) and the customer (con-

sumer) are distinct and value creation is a series of activities performed by the company and 

value is measured by exchange transaction. (Vargo et al. 2007, 146) Vargo & Lusch (2004, 2) 

state that GDL is not customer-centric and there is a need for new worldview, a new domi-

nant logic. According to them this new logic (SDL) challenges the very foundations of econom-

ics (Vargo et al. 2008, 147). 

 

Vargo & Lusch (2004) are by no means the only ones arguing a need for different world view 

and logic. Prahalad & Ramaswamy (2004, 5-6) are addressing the same issues: meaning of val-
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ue and the value creation processes should move from a company and product centric view to 

more personalized consumer experiences, and customers should be seen active participants. 

Companies can no longer operate so that the only customer involvement happens at the point 

of transaction. The whole nature of company-customer interaction should be seen as a locus 

of co-creation of value.  

 

Similar views on customer-centricity in value creation have been discussed within the Nordic 

school of marketing. Grönroos (2006) points out that there was an abundance of research in 

service marketing between years 1977-2004 where service-based models were developed and 

according to the research tradition of the Nordic school, service logic means that the compa-

ny facilitates processes that support customers’ value creation. Because customer is involved 

with these interactive processes, companies and customers are co-producers of the service 

and co-create value, but the customer may be a sole creator of value as well.   

 

3.1.1 What is value? 

 

Before going deeper into value creation it is relevant to ask what value is for customers. Aca-

demics (eg. Vargo et al. 2008, 146) admit that value is an elusive term. In this thesis value is 

defined as Grönroos (2008, 303) defines it: “Value for customers means that after they have 

been assisted by a self-service process or a full-service process they are or feel better off 

than before”.  

 

Grönroos & Gummerus (2014, 216) see that when conceptualizing value, the term value-in-

use has gained such widespread acceptance that it is the best way to define value. Value-in-

use is always determined and created by the user. Even the verb is creating value, it should 

be emphasized that value can also emerge from a resource integration process, and that in 

fact can be the normal case. Value-in-use does not exist in a singular point in time. It rather 

evolves as a cumulative process during usage of service. Process may also include destructive 

phases where negative turns are taken. 

 

3.1.2 Value creation in Service-Dominant logic and Service logic 

 

Next service-dominant logic and service logic are presented in more detail. Their key aspects 

are highlighted in order to position the theoretical framework of this thesis more firmly. 
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Service-dominant logic is rooted to 10 foundational premises presented in 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 proposition 

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 phenomenologically determined by the beneficiary 

 

Table 2: Ten foundational premises of service-dominant logic (Vargo et al. 2008, 148) 

 

Value results from the beneficial application of operant resources, which in some occasions 

might be transmitted with the help of operand resources or goods. Operant resources are of-

ten invisible and intangible. They can be core competences or organizational processes. Op-

erant resources are likely to be dynamic and infinite. Because operant resources produce ef-

fects, they enable humans both to multiply the value of natural resources and to create addi-

tional operant resources. Operand resources are usually goods and exportable things and thus 

tangible and finite. (Vargo & Lusch 2004, 3.)  

 

From SDL perspective value is not in goods or in exchange. Because of this premise value is 

co-created through the combined efforts of companies, customers, and other actors and enti-

ties related to any given exchange but ultimately the value is always determined by the bene-

ficiary (customer) To put it other way value is co-created by the service offerer and the ser-

vice beneficiary through resource integration. (Lusch & Nambisan 2012, 1.)  

 

According to SDL there is no value until an service offering is used or experienced and in or-

der that to happen, offerings must be integrated with other market-facing (company) and 

non-market-facing (personal/private or public) resources. For example a car has no value for 

a person unless she has skills to drive it, a driver’s license so that she is not breaking a law, 

access to fuel and roads to drive on. (Vargo et al 2008, 148.) So value is created when service 

offering is used.  

 

When Vargo & Lusch (2004) first published their views on SDL they used a term value-in-use to 

emphasize the way value is created. Later the term value-in-use has developed into broader 
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view value-in-context. Vargo et al. (2008, 149) state that SDL had captured this equivalence 

of participants and their roles in one of its fundamental premises: all economic and social 

actors are resource integrators but also time, place and network relationships are relevant for 

value creation.  

 

Grönroos et al. (2014, 206) have proposed an alternative view called service logic (SL) and 

they are criticizing SDL for being based on a metaphorical view on co-creation and value co-

creation. They also see that SDL is firm-driven since the service provider is seen to drive val-

ue creation and therefor wants to make a distinction between SDL and service logic. SL has a 

more analytical approach for value creation. Value is seen to be customer driven; it is creat-

ed in the customer processes. However in some circumstances, service providers have a pos-

sibility on engage with their customers and co-create value with them. So service providers 

are not restricted offering only value propositions. In some situations they can directly influ-

ence customer’s value fulfillment. (Grönroos & Gummerus 2014, 206.)      

 

Grönroos & Gummerus (2014, 208) state that SL provides managerial principles related to val-

ue creation. According to SL service is the use of resources in a way that facilitates custom-

er’s value creation by supporting their everyday practices may those be mental, physical, 

possessive or virtual. Therefor the goal of marketing is to enable reciprocal value creation 

among the actors by engaging the service provider with customer’s processes with service as 

the facilitator.  

 

Throughout the customer’s value-creating process, value-in-use evolves in a cumulative pro-

cess or sometimes is destroyed. Between customers and individuals in their ecosystem, there 

are social value co-creational activities that influence customer’s independent value creation 

process. (Grönroos & Gummerus 2014, 208.) 

 

In a customer’s value generation sphere, which is closed to the service provider, custom-

ers/users, create value in the form of value-in-use, emerging out of or being created from 

integrating new resources with existing resources and applying skills and knowledge previous-

ly held. Value-in-use is uniquely, contextually and experientially perceived and determined 

by customers. Companies as service providers are value facilitators in a value generation 

sphere closed to the customer (provider sphere) such that they develop and provide potential 

value-in-use for customers/users. (Grönroos & Gummerus 2014, 208.) 

 

If a platform of co-creation is established, service provider can through direct interactions 

among the actors in the value generation process, engage with customer’s value creation and 

opportunities for co-creation of value arise thus companies are not only restricted in making 

value propositions. Using a platform of co-creation companies as service providers can 
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through direct interactions actively influence customer’s value fulfillment and keep promises 

made. The value generation process is illustrated in the Figure 5. 

 

 

 

 

 

 

 

 

 

Figure 5: Value generation process: value creation and co-creation according to the service 

logic (Grönroos & Gummerus 2014, 218) 

 

3.1.3 Value creation in Customer-dominant logic  

 

Recently a third view has been proposed: Customer-dominant logic (CDL). CDL argues to be an 

alternative to GDL and SDL. It introduces a new perspective: the customer’s reality and life is 

the starting point, not the visible service processes or even encounters or relationships. (Voi-

ma et al. 2010, 4). Customer is positioned in the center, not the service providers, interac-

tions or the service system. Approach differs from traditional customer orientation by shifting 

the viewpoint even further to the customer’s side. CDL is not focused on what companies are 

doing to create services customers are preferring, it is focused on what customers are doing 

with the service to accomplish their goals. (Heinonen et al. 2009, 4.)  

 

With this heavy focus on the customer, even SDL is seen too provider dominant. It is consid-

ered to be a more advanced company based view. The following quote from Heinonen et al. 

(2009, 2-3) highlights well the essence of CDL: “What needs to be addressed is how value 

emerges for customers and how through a sense making process customers construct their 

experience of value of a service provider’s participation in their activities and tasks.” 

 

According to Voima et al. (2010, 2) applying CDL perspectives implicates following conclu-

sions: Value is seen to form in cumulated reality of the customer and it can’t be seen always 

actively and mutually created. Value is not restricted to cognitive or even a resource per-
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spective. It is socially interpreted and experienced in experimental-phenomenological man-

ner. Value needs to be seen from a longitudinal and multi-contextual perspective encompass-

ing multiple different personal and service related value frames. Value is not isolated since 

the reality of the customer is interconnected with the realities of others.  

 

Figure 6 demonstrates the key differences between provider-dominant logic and customer-

dominant logic. 

 

Figure 6: The provider-dominant versus customer-dominant logic of service (Heinonen et al. 

2010, 542) 

 

Heinonen (2009, 9) stresses that value emerges mostly beyond the visibility of companies. 

Therefor companies should try to understand the value creation processes of embedded in 

customer’s contexts and practices. Building on social construction theory, CDL sees context as 

dynamic and dependent on the role of the customer and also position and interaction within a 

social structure.  

 

Central question for companies is how they can support ongoing activity of the customer and 

their experience structures (Heinonen 2009, 13). Rather than focusing on involving their cus-

tomers in co-creation, service companies should focus on involving themselves in the custom-

er’s business or life and in order to understand their customers more deeply, companies 

should revise their mindset, tools and approaches. (Heinonen 2009, 15.) They should do for 

example more in-depth ethnographical studies (Heinonen et al. 2010). 

 

3.1.4 Customer-centric value creation 

 

What conclusions should one draw from the discussion on different academic views on value 

creation? When considering the objective of this thesis the most relevant issue lies in the un-

derstanding of the paradigm shift for customer-centric value creation and what implications it 

has on innovation. In this thesis value creation is seen to be a cumulative process evolving 
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over time. Value is created in the customer’s processes and in their lives. Value is not always 

actively created by the customer; it can also emerge and is dependent on the context of the 

customer. Since this thesis seeks practical contributions the terminology of value creation 

logics is simplified following the example of Ojasalo & Ojasalo (2015) who are using the term 

service logic to cover all the three contemporary customer value focused business logics: Ser-

vice-dominant logic, Service logic and Customer-dominant logic.  

 

3.2 Service logic and innovation 

 

This thesis focuses next on innovation since adopting service logic has profound implications 

on it. How is innovation seen from service logic perspective and where should the focus be 

when finding new innovation opportunities?  

 

3.2.1 Defining (service) innovation 

 

Innovation can be defined as “result of recombining or re-bundling diverse resources that cre-

ate novel resources that are beneficial (i.e., value experiencing) to some actors in a given 

context; this almost always involves a network of actors, including the beneficiary (e.g., the 

customer).” (Lusch & Nambisan 2012, 16)  

 

Should there be a difference between service innovation and product innovation? According to 

service logic all innovation is service innovation since service is the fundamental unit of ex-

change. (Vargo & Lusch 2004, 6) As explained earlier SDL defines the creation of value in a 

customer-centric way; value it is not in the goods or services per se. This makes the tradi-

tional dichotomy between goods and service obsolete. (Lusch et al. 2007) According to Lusch 

the traditional way of seeing innovation is still based too much on goods-dominant logic and it 

focuses on innovation from a manufacturing point of view. Innovation should be seen from a 

service driven perspective. (Lusch 2013, 8-10)   

 

Michel et al. (2008, 50) state too that all innovation is service-logic innovation. They define 

innovation simply as “finding new ways of co-solving customer problems, whether they are 

fully recognized or completely latent to the customer.” They argue that despite the fact 

whether the customers have recognized their needs or not, the disruption to the customers’ 

behavior and to the way how they recognize and realize value, is the opportunity to manage 

innovation. Companies should innovate the customer’s role to create value and alter how 

they integrate value and reconfigure their value networks and seize the opportunities this 

approach to innovation provides. Michel et al. (2008, 53) propose that in successful service-

logic innovation at least one role of the customer (byer, user, payer) was changed and that 

service-logic innovations are triggered by embedding know-how into objects, changing the 
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integrators of resources, and reconfiguring the value constellation, or combining any of these 

forces. 

 

According to Michel et al. (2008, 52) the main tasks that form the core of the service-logic 

innovation are understanding the service that a customer requires from an offering, improving 

the integration of value with the customer, reconfiguring value constellations to exceed cus-

tomer expectations, and continuously inventing new value propositions. 

 

Lusch & Nambisan (2012, 1) are introducing a broadened conceptualization of service innova-

tion which emphasizes four factors: innovation as a collaborative process involving a diverse 

network of actors, service as the application of specialized competences for the benefit of 

another actor or the self and as the basis of all exchange, the generativity unleashed by in-

creasing resource liquefaction and resource density and resource integration as the funda-

mental way to innovate. 

 

When innovation is seen through the service logic lens, value creation goes beyond company’s 

activities and includes customers and stakeholders through co-creation. The attention is not 

only in the company and its customers, but in the entire service ecosystem. (Lusch 2013, 8-

10) which offers an organizing structure for a network of actors to come together to exchange 

resources and co-create value. (Lusch & Nambisan 2012,1)  

 

Mele et al. (2014, 630) stress the need for framing and managing innovation processes in 

companies from a SDL perspective. There is a clear need to move innovation beyond the con-

ceptualization: from “products and services” to “service and value” and from “buyer-seller 

dyads” to “ecosystem relationships” and from “closed/linear process” to “open/co-created 

process”. 

 

Lusch & Nambisan also point out service platforms which facilitate access to resource bundles 

and thus serve as the venue for innovation. Edvardsson et. al (2010, 6) state the same idea of 

resource integration in bit different words. They claim that if service innovation is seen 

through the service logic lens, the main challenge is to create an attractive value proposition 

and put together a constellation of resources that are required for value co-creation. To be 

successful, this new way of value co-creation should provide great customer experiences.  

 

3.2.2 Customer role in service innovation 

 

According to service logic customer should be seen as operant resource on which the firm can 

draw to foster innovation and competitiveness (Vargo and Lusch 2004). Empirical findings 

support this suggestion. For example Ordanini & Parasuraman (2011, 18) discovered in their 
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study that in the innovation process employees, business partners, and customers are all op-

erant resources. 

 

When discussing service innovation it is relevant to ask what the role of the customer is. 

When seen from service logic perspective there are three different roles which depend on the 

service exchange and what kind of resource integration is to be achieved. (Lusch & Nambisan 

2012, 31-32) The three roles are illustrated in the Figure 7. 

 

 

 

 

Figure 7: Customer roles in service innovation 

 

This list could have a fourth role which would be that of an investor as Ordanini et al. (2011, 

244) suggest. According to them customer’s role has recently expanded also to include in-

vestment support through crowd-funding.  

 

4 Creating innovative services with Service design and Lean Startup approach 

 

This report now moves on from the theory to introduce the methods and tools used in empiri-

cal part of the thesis: service design and Lean startup. Both are popular, contemporary inno-

vation methodologies with a large community of practitioners. 
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Many academics admit that service logic is not very easily applied to business practices and 

despite their good intentions many companies seem to operate according to goods-dominant 

logic. Also many tools and models used in new service development and service innovation 

have been created from the GDL world view. They are very provider-dominant and focus on 

processes controlled by the company. (Ojasalo & Ojasalo, 2014.) Managers should be aware of 

the dominant logic and how it affects the decision-making process (Mele et al. 2014, 631).  

 

It is relevant to ask in this thesis how suitable are these methodologies, service design and 

Lean startup, in realizing service logic and how do they contribute in creating innovative ser-

vice concepts? The debate around these two methods is discussed: how do practitioners and 

academics view their usefulness and focus? 

 

4.1 Need for customer-centric innovation methods 

 

It might be hard to find a business today that would argue against the importance of innova-

tion. The question is why are they not doing it? For one, innovation is hard. Studies show that 

almost half of the new products and services are not on the market anymore five years after 

launch. (Zeithaml et al. 2008, 187) This is how poorly established companies are doing with 

their new offerings and startup companies are performing even worse. A recent research by 

Shikhar Ghosh reveals that 75 % of start-ups fail (Blank, 2013, 4). Reasons for failing in new 

service offerings and business ventures vary, but the ultimate root cause is of course that for 

one reason or another, the new offering just didn’t find enough customers willing to pay 

enough money for it.  

 

What is the best way to raise your odds in succeeding? How to identify innovation opportuni-

ties that will succeed in the market and create viable, new business and desirable services? As 

Lance Bettencourt (2010, xx, 1) puts it, all innovation experts agree that innovation entails 

the generation of valuable concepts based on understanding of customer needs. The focus 

must be in the customer, not in the service solution. Literature suggests that the best way to 

tap into customer needs and to find, new innovative ways to help them create value, is to co-

create the new offerings with customers. Collaborating with customers turns them into an 

operant resource on which the company can draw to foster innovation and competitiveness 

(Vargo & Lusch 2004). There is clearly a need for customer-centric innovation methods. 

 

People are in the core of all services. Without users/customers there is no service. Therefor 

the focus should be in understanding how the customer perceives and creates value. In order 

to make sense of their value creation, companies have to understand the reality of the cus-

tomers, their needs, expectations and values. (Tuulaniemi, 2011, 71.) Service design searches 

for opportunities to improve the ‘value in use’ by exploring and trying make sense of custom-
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er value co-creation in its real context (Sangiorgi 2012, 98). Lean startup on the other hand 

has in its core the idea that biggest waste is creating a product or service that nobody needs 

and this concept is naturally highly relevant for any strategy or method aiming to create inno-

vations (Mueller & Thoring 2012, 2).  

 

Innovation is not only something new, but it also is economically viable and technically feasi-

ble. However the pioneer of design thinking Tim Brown (2009, 19) adds one more criteria. He 

argues that an idea must be not only viable and feasible but also desirable as Figure 8 dis-

plays.  

 

 

 

 

 

 

 

 

 

 

Figure 8: Criteria for successful innovation, (Brown 2009)  

 

Companies might focus too much on the feasibility and viability. They start with a new tech-

nological invention, or with a business model, but user’s view is forgotten. These attempts 

fail, because the solution does not solve an actual problem for the user and therefore is not 

desirable. (Mueller & Thoring 2012, 6.) It can be argued that customer-centric innovation 

methodologies and tools will not only improve the service experience and help in identifying 

the customer needs, but also increase the chance of new service offering to succeed in the 

market. In this thesis customer-centric innovation approaches, service design and Lean 

startup are used in designing a service concept in order to meet all the above mentioned cri-

teria: feasibility, desirability and viability. 

 

4.2 Introducing service design  

 

In this chapter service design; methodology used in the empirical part of this thesis is intro-

duced. However it is important to emphasize that service design is not seen only as a set of 

methods or a toolkit or even as a process but as more profound way of thinking about ser-

vices, innovation and business in general.  
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Service design can in fact be seen as a way to realize service logic within a company. Princi-

ples of service design support service logic since the process, and outcomes of service design 

are focused on what customers want to achieve and what do they do with the help of the ser-

vice. Also many methods and approaches of service design, such as gaining deep insights with 

qualitative research helps in forming a picture of customer needs and their world. (Ojasalo & 

Ojasalo 2014.) 

 

What is service design? According to Stickdorn (2010) it is as “an interdisciplinary approach 

that combines different methods and tools from various disciplines. It is a new way of think-

ing as opposed to a new stand-alone academic discipline.” Stickdorn argues that service de-

sign in fact should not be defined in a way which might constrained its evolution. Tuulaniemi 

(2011, 15) notes the same thing. Service design practices what it preaches and is developing 

constantly.  

 

Moritz (2005, 39-40) defines service design as “the design of the overall experience of a ser-

vice as well as the design of the process and strategy to provide that service. It is about un-

derstanding client, organization and market, develop ideas, and translate them into feasible 

solutions and to help implementing them. It is involved in the ongoing lifecycle of services 

and offers continuous evolution.”  

 

Sometimes service design is seen as design thinking applied in service development and inno-

vation but for example Polaine et al. (2013, vii) see that service design is distinct from design 

thinking because it is also about doing design and implementing it.  

 

4.2.1 Principles of service design 

 

Stickdorn (2010) states that service design thinking has five basic principles. Service design is 

user-centered. Service should be experienced through the customer’s eyes. Service design is 

co-creative meaning that all stakeholders should be involved in the design process. Service 

design is sequencing and service should be visualized as sequence of interrelated actions. Ser-

vices should also be visualized in terms of physical artefacts so service design can also be 

seen evidencing. Finally service design is holistic. The whole environment of the service 

should be taken into account 

 

4.2.2 Service design from value creation perspective of Service logic 

 

How does service design see value creation? Kimbell (2010) says service design helps organiza-

tions and stakeholder co-create value. She says that although many disciplines have some-

thing to contribute to service design marketing claims to have done that in significant ways. 
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She states that marketing is about creating and building relationships with customers to co-

create value and this idea has diffused through contemporary design and service design in 

particular. It is relevant to include Kimbells view in this thesis since there is not much aca-

demic discussion related to how service design and service logic are linked. It is yet worth 

noting that Kimbell referrers to the original views of service-dominant logic and she seems to 

be using the term co-create value in way that remains ontologically bit unclear.  

 

Wetter-Edman (2011, 99) claims in her licentiate thesis where she conceptualizes service de-

sign, that design practice is the type of competence that complements and pushes the reali-

zation of a service-dominant logic1. If an organizations adopts the service-dominant logic per-

spective, the role of the users and their contexts becomes central if they want to understand 

value creation. Wetter-Edman has compared SDL and design thinking; where do they overlap 

and she comes to the conclusion that SDL concept of value-in-context is equivalent to the 

focus of design on touch-points and use of different visualization techniques developed to 

communicate temporal and intangible aspects. (Wetter-Edman 2009, 10.) 

 

4.3 Introducing Lean Startup approach 

 

The other important toolset for the empirical part of this thesis is the Lean startup approach. 

Although Lean startup is not considered particularly service orientated, it offers great tools 

and methods for service innovation by focusing also deeply on customers and aiming to create 

sustainable business models. After all, a new service offering might totally fulfill customer 

needs and help them create value splendidly, but not in a way that creates viable business for 

the company itself.  

 

Being a fairly new concept, especially for service designers, it is relevant to explore Lean 

startup more deeply. The main principles and methods of Lean startup are explained. Thesis 

also discusses how Lean startup can contribute to service innovation, and what are the main 

differences compared to service design. 

 

4.3.1 Principles of Lean startup  

 

The principles, methods and ideas of Lean startup date back to 2008 when Eric Ries first 

coined the term. Steve Blank introduced a concept of customer development in his book Four 

steps into epiphany in 2003 by arguing that startup companies aren’t just smaller versions of 

larger companies and managing them should be done differently. The focus should not only be 

in the product but marketing and finding customers was as crucial. (Blank 2013.)  

                                                 

1 Wetter-Edman is referring spesifically to Service-dominant logic. 
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Ries came up with Blank’s ideas of customer development and combined them and his learn-

ings as entrepreneur with Japanese Lean ideology. Lean manufacturing was originally devel-

oped at Toyota Company by Taiichi Ohno and Shigeo Shingo. It altered the way supply chains 

and production systems were run. One of the key concepts of Lean thinking is the value- 

waste -dichotomy and the importance of recognizing what activities create value and which 

are creating waste. This is also in the core of the Lean startup approach. All activities should 

be done in a manner that maximizes value and minimizes waste. (Ries 2011, 28.)  

 

Today the Lean startup is a global movement joining together entrepreneurs and intrapre-

neurs2 to discuss and apply Lean startup ideas. There are organized communities in over hun-

dred cities around the world (Ries 2011, 16) and even business schools have started to teach 

the Lean startup principles and methods (Blank 2013, 4).  

 

The main principles of Lean startup approach are: 1) Entrepreneurs are everywhere. In small 

new companies and large enterprises alike, 2) Entrepreneurship is management. It requires 

management which is suitable to the conditions of extreme uncertainty, 3) Validated learn-

ing. The ultimate goal of the start-up is to learn how to build a sustainable business, 4) Build-

Measure-Learn is the fundamental activity where start-up turns ideas into products and meas-

ure how customers are reacting on them. If they are not responding positively, it’s time to 

pivot, which means a bigger course change in the strategy. (Ries 2011, 17-18.)  

 

Ries (2011, 30) stresses that “the goal of a startup is to figure out the right thing to build—the 

thing customers want and will pay for—as quickly as possible.” Therefor Lean startup actually 

is a new way of developing innovative new products that emphasize fast iteration and cus-

tomer insight. Maurya (2012, 4) states that startups start with an initial vision and a plan A of 

how to realize that vision. Usually the plan A however won’t work. The plan has to be sys-

tematically tested and refined accordingly. Because validated learning is the most important 

yardstick of start-up progress, it should be measured objectively. Ries (2011, 117) has devel-

oped a technique called innovation accounting to provide a framework for this. Idea is to find 

simple, actionable metrics which help you validate if you are making progress.  

 

Lean startup concept was developed in the Silicon Valley among the venture capital funded 

technology startup companies. Is it really applicable to more established companies as well? 

Blank actually sees that the Lean startup approach may deliver its biggest payoff for large 

companies. Small, already established companies could also really benefit from the approach. 

(Blank 2013.) Ries argues the same. He doesn’t even consider startup to be a company. Ac-

                                                 

2 Intrapreneurship is the act of behaving like an entrepreneur while working within a large organization. (Wikipedia 

accessed 4.1.2013)  
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cording to his definition, startup is a “human institution designed to create a new product or 

service under conditions of extreme uncertainty”. (Ries 2011, 37.)  

 

When using the terminology of the Lean startup approach it is important to remember the 

origins. One goal was to help startups not to focus too much on developing their service while 

neglecting to find paying customers and create a sustainable business model. Therefor the 

concept of customer development has to be understood from that point of view, and not try 

see it through the lens of service logic. According to Cooper & Valikovits (2010) customer de-

velopment process, which is in the core of Lean startup, has these four basic phases which 

are illustrated in the Figure 9: Customer Discovery, Customer Validation, Customer Creation 

and Company Building. 

 

 

Figure 9: Customer development process, Cooper & Valikovits (2010, 9)  

 

4.3.2 “Leave the building” to learn from customers  

 

Maurya (2012, 8) states that a startup goes through three stages which are: 1) Prob-

lem/solution fit, 2) Product/market fit and 3) Scale.  

 

In the first stage, the key question is whether a startup has a problem worth solving. Is it 

something the customers will want, are they willing to pay for it and can the problem be 

solved? The philosophy is that there has to be a sufficient level of “customer pain”. Without 

that, they won’t be paying for a solution. According the Lean startup methods, this principal 

question of problem/solutions fit, is attempted to solve by using a combination of qualitative 

customer observation and interviewing. The famous quote from Steve Blank goes: “Leave the 
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building” (Blank 2003, 85). Because of the great uncertainty, startups needs extensive con-

tact with their potential customers in order to get sufficient insight (Ries 2011, 92). 

 

Talking to customers is the fastest way to learn. Maurya (2012, 71) argues that the first cus-

tomer interviews should be about learning “what you don’t know you don’t know” and be-

cause of that surveys or focus groups won’t help much. Surveys assume that the question to 

ask, are already known and in this case the questions are not clear. It’s fair to say that Lean 

startup approach relies heavily on qualitative research. One of the important things to dis-

cover in problem/solution –fit stage is to discover if and how the customers are currently solv-

ing the problem. The techniques can include informal observation and structured customer 

interviews. Parallel to validating the customer problem, startup validates the customer seg-

ment that has the problem. (Maurya 2012, 82.)  

 

According to Maurya, interviews should preferably be done with open ended questions in 

face-to-face situations so that body language and expressions are seen. They tell a lot how 

the customer is really feeling and thinking. Quantitative research can be useful later when it 

can verify the results, but initially, one should always start with interviews. When a startup is 

trying to test the problem/solution fit, and validate whether they have found problem worth 

solving or not, they should try to validate what customers are saying in an interview. If a cus-

tomer for example states that a problem discussed in the interview is of significance, it 

should be validated by the fact that she is currently trying to solve the problem somehow. 

(Maurya 2012, 72-74.)  

 

Later the validation might come through a fact that a customer is actually willing to sign up 

and pay for the product (Maurya 2012, 138). This is a good principle to keep in mind regarding 

every kind of customer research. “Don’t ask customers what they want, measure what they 

do” (Maurya 2012, 73). 

 

4.3.3 Engaging early adapters     

 

The Lean startup methodology aims at integrating customers in a constant feedback loop. Al-

so after validating the problem/solution fit, the customers are kept tightly in the process. 

Preferably a startup should find early adapters who are willing to co-create the product and 

who also are the first paying customers.  

 

Early adapter is one of the key concepts in Lean startup. Early adapters are customers who 

want to be the first ones to adopt the new product or service. They may not want the product 

to be too ready and polished, but rather to use their imagination to fill in what the solutions 

is missing. (Ries 2011, 97.)  
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Early adapters are extremely valuable for startups. When the startup is in a stage where the 

new solution concept is more defined, it’s time to make a demo and conduct solution inter-

views. In this stage it’s wise to also include some new prospects in addition to early adapters 

and customers who have been with the product since the problem/solution fit stage. (Maurya 

2012, 103.)  

 

4.3.4 Validated learning  

 

Ries (2011, 18) states that startups don’t exist to make stuff, money or even customers. They 

should focus on learning how to build a sustainable business. This learning is to be validated 

in a scientific manner by formulating hypotheses and then running frequent experiments. Ex-

periments help testing weather the vision of the start-up is viable. Ries points out that many 

current business and engineering philosophies, such as design thinking, focus on the quality of 

customer experience. From a startups point of view, that is not that beneficial since a start-

up is in a situation where they don’t who the customer is. Startups should in fact be willing 

compromise with their traditional professional standards and focus on the process of validat-

ed learning. The validated learning consists of learning loops as illustrated in the Figure 10. A 

competitive advantage comes from going through these build-measure-learn –loops faster 

than anyone else. (Ries 2011, 108-109, 111.)  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 10: Build-Measure-Learn –feedback loop (Ries 2011, 81; Maurya 2012, 12)  
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4.3.5 Minimum viable product 

 

Minimum viable products (MVP) are essential for validated learning. MVP helps startups to 

start the process of learning as fast as possible. It is important to notice that the goals of MVP 

are different than in using a prototype or a concept test. Main goal of a MVP is to test the 

business hypotheses, not to get feedback or help improve the design or technical features. 

(Ries 2011, 96.) MVPs can range from very simple tests to prototypes. Deciding what kind of 

MVP to use in which stage of the startup lifecycle, requires judgement. The only rule that 

applies in every situation is that when in doubt, simplify. (Ries 2011, 98.)  

 

Blank & Dorf (2012, 200) encourage startups to create low fidelity MVPs as soon as the com-

pany is started in order to test whether anybody else shares the same vision for customer 

need or problem. Low fidelity MVP can be as simple as a website describing the severity of 

the customer problem, showing some drafts and mock ups for the solution and encouraging 

people to sign up to learn more. The solution prototype can be made quickly with PowerPoint 

or other easy tools.   

 

One of the most famous MVPs in tech start-up scene is the video made by Dropbox CEO Drew 

Houston. A 3 minute video shows how the cloud based file sharing service Dropbox works. 

Houston cleverly planted some tech circle inside jokes in the video which were appreciated 

by the community of technology early adopters. Dropbox got 75 000 people to sign up to their 

beta waiting list almost overnight. The company wanted to validate whether there was inter-

est in the kind of file sharing service they were planning to build, and the video helped them 

validate their assumption. Thus it was a minimum viable product. (Ries 2011, 100-101.) 

 

4.3.6 Lean startup from value creation perspective of Service logic 

 

For the working economic reasons it was not possible to make a rigorous conceptual analysis 

on how Lean startup is in line with service logic view on value creation, but some conclusions 

can be drawn.  

 

Ries (2011, 38) for example says that startups are using many kinds of innovations from novel 

scientific discoveries to bringing a product or service to a new location and that the most im-

portant element of startup innovation is the level of uncertainty: Will the new offering find 

customers who are willing to pay for it? According to this view Lean startup is not interested 

in value creation logic behind the innovation as such. The focus is elsewhere. It does not nec-

essarily mean that Lean startup tools would somehow be in conflict with applying service log-

ic in innovation as in some extend the empirical part of this thesis demonstrates. 
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4.4 Lean startup and service design as customer-centric innovation methodologies – where 

do they overlap and where do they differ? 

 

As stated in the introduction of this thesis the sub research question is related to methods 

and tools used in the design process. As presented earlier there are views that design practic-

es can push service logic and help companies realize it in practice (eg. Wetter-Edman 2011, 

99). There has however been no academic attempts to explore how well Lean startup goes 

together with service logic, therefor the focus is on more practical aspects: how do Lean 

startup tools contribute to service innovation and what are the key differences between ser-

vice design and Lean startup as innovation approaches? Lean Startup has many similarities 

with service design but there are also differences.  

 

For the sake of precise terminology it is also relevant to clarify that many of the sources used 

are referring to design thinking not service design. Also it’s worth mentioning that due to the 

lack of academic sources, this thesis turns to practitioners. 

 

 

4.4.1 Discussing Service design and Lean startup as innovation methods: views from practi-

tioners 

 

Furr & Dyer (2014) discuss popular innovation methods and present their views on which 

methodology works best in different phases of the innovation process. According to Furr & 

Dyer (2014) innovation process has four stages: Insight, Problem, Solution and Business model. 

Each part of the process is relevant in order to create a successful and scalable business.  

 

The Figure 11 illustrates their view that design thinking covers three phases on the process 

from Insight to Solution, but does not offer tools for the Business model –phase. Lean startup 

on the other hand does not cover Insight and Problem phases, only Solution and Business 

model. Based on their views the methodologies are focusing on different phases. 
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Figure 11: Innovation process and which tools work best in which phase (Furr & Dyer 2014) 

 

What do Lean startup practitioners view service design and vice versa? It’s important to no-

tice that Lean startup practitioners commonly use the term product which of course has a 

quite goods-dominant logic ring to it (eg. Ries 2011; Maurya 2012; Blank 2013). Eric Ries does 

not talk about service design but he does refer to design thinking. He states that the design 

thinking focus on the quality of customer experience is not useful for startups since they 

don’t know who the customer is. Startups should just focus on the process of validated learn-

ing. (Ries 2011, 108-109, 111.)  

 

Tenny Pinheiro (2014), entrepreneur and service design practitioner who has developed a 

framework he calls Service startup, argues that Lean startup as such is not the best way to 

create innovative new services but when properly combined with design can be a great asset. 

Pinheiro also argues that Ries’s view on design thinking is of the point and he has misunder-

stood design, its origins, and underlying purpose. According to Pinheiro Ries seems to confuse 

design thinking with a product development idea or placing it mistakenly on the context of an 

ideation technique.  

 

Pinheiro (2014) refers to the milestone article of Vargo & Luch (2004) and SDL and goes on 

blaming Lean startup for being product driven. He compares the approaches on six different 

terms as shown in Table 3 and comes up to the conclusion that there are such deep conceptu-

al conflicts that one can’t for example take a tool from one approach a mix it with the other. 

This view seems pretty radical. 
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Service design Lean startup 

Service design is service oriented Lean is product oriented 

Design searches for solutions throughout a 

holistic approach, mixing practices and 

fields. 

Lean is based on scientific thinking, and as 

such it preaches the pursuit of a solution 

through specialisation and division (cohorts), 

analysis and tests. 

Design is outside-in and co-participative, 

and involves the end-user in the early stag-

es of conception. 

Lean is inside-out and it involves the creation 

and hypotheses first, then the involvement 

of users in testing and validation procedures. 

Design welcomes variation and believes that 

in variation lies the source of potential in-

novations. 

Lean is about reducing variation in produc-

tion and believes that this reduction helps to 

better predict what you will get out of the 

resources you are committing to the process. 

Design is empathy driven. All value created 

is rooted to the deep understanding of how 

people live, work and relate to others. The 

ability to deep dive in the users world and 

get valuable insights out of it is an intuitive 

ability for designers. 

The TPS, Lean’s precursor, has Genchi Gem-

butsu, a philosophy that states that a prob-

lem to be solved needs to be understood 

where it takes place. This philosophy in-

spired the phrase often used by startups: 

“get out of the building.” Even though Gen-

chi calls for some empathy, it is still a trou-

bleshooting approach, not a pre-design em-

pathy building practice 

An organization, product, or service can’t 

create or deliver value. It can only propose 

value, since value it cognitively created in 

the user’s mind. This is the basis of the be-

lief that service journeys are always co-

created between the provider and the user. 

Value is created and delivered by the organi-

zation. 

 

 

Table 3: Comparing service design and Lean startup (Pinheiro 2014) 

 

Even though Pinheiro (2014) is referring to SDL in his book, his definition of value differs from 

the service logic view of value creation. He states that value is cognitively created in users 

mind while service logic stresses that value can also emerge over time and is not restricted to 

cognitive or even a resource perspective. It is socially interpreted and experienced in experi-

mental-phenomenological manner (eg. Grönroos & Gummerus 2014, 208; Voima et al. 2010, 

2).  



 39 

4.4.2 Expert interview 

 

According to Moritz (2005, 193) talking with specialist and experts can reveal insights and 

help in understanding the new environment and the professional outside perspective is help-

ful in establishing a new network of understanding. In this thesis the expert interview was not 

used in designing the concept but to make sense of the methods and tools.  

 

In order to understand better how Lean startup tools are used in developing new services and 

how they are compared to service design, Risto Sarvas, D.Sc.(Tech.) was consulted in January 

2015. He is a researcher and teacher at Aalto University and service design lead at software 

design and development company Futurice. Futurice uses both service design and Lean 

startup methods in their client projects. The interview was conducted face to face and lasted 

about an hour. The goal was to find out how Sarvas sees the two methodologies; service de-

sign and Lean startup, and how they differ according to his experience. 

 

Sarvas sees that neither service design nor Lean startup have yet established themselves very 

strongly and therefore it’s interesting to explore them. Sarvas sees that when a company dis-

covers that optimizing their current business model is no longer enough to keep them compet-

itive and they have to explore new opportunities Lean startup approach is useful. They can 

help companies on their path from being production oriented technology-centric companies 

into customer-centric service companies. Lean startup is a framework in which the messy in-

novation process can take place. It provides a systematic approach and rigor that drives the 

innovation efforts. 

 

Sarvas feels that Lean startup differs from service design in use of quantitative data for learn-

ing. Service design does not make use of analytics and technology enabled quantitative data 

as Lean startup does. Sarvas also sees that in service design the team members often present 

different disciplines such as designers, engineers and marketers and the team members tend 

to stay in their traditional roles within the design team. In startup world there is of course no 

room for such luxury. The resources are very limited and the roles can’t be carved in stone.  

 

Sarvas also stresses that service design as an approach does not focus on the business viability 

of the new service. It can fall in the same pit as user-centric design; focusing on users holds 

within the assumption that there are people already using the service. What about all the 

potential customers who have no clue that such a service exists? Lean Startup focuses much 

more on acquiring users than optimizing the user experience, and from a business perspective 

it is more important to get users than to plan the experience for existing users. 
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Sarvas sees that one of the best contributions of Lean startup is the emphasis on continuous 

learning since learning is elementary for all change. Sarvas also highlights the Lean startup’s 

focus on validating hypotheses. As Eric Ries has said, even smart people tend to fool them-

selves. When you make hypotheses and write them down and then go out to validate them 

with real customers fooling yourself becomes impossible. 

 

4.4.3 Lean startup and design thinking 

 

There are not many academic sources which analyse the differences between Lean Startup 

and service design. In fact the only paper seems to be by Mueller & Thoring (2012) in which 

they are comparing Lean startup and design thinking – not Lean startup and service design. 

Their method is based on literary review which led to a discovery that the two communities, 

lean startup and design thinking do not seem to interact or cite each other very often. Meth-

ods and tools the communities use are quite similar but are called with different names. 

Mueller & Thoring see that there is a great potential for both communities to learn from each 

other’s strategy. (Mueller & Thoring 2012, 2.) They even suggest that the two methodologies 

should be merged in to concept called “lean design thinking” (Mueller & Thoring 2012, 9). 

 

From the point of view of this thesis, it is not that relevant to compare the process of Lean 

startup and design thinking. There is however few interesting notions to be highlighted. Re-

garding the innovation process, the lean learning cycle of build-measure-learn can be applied 

to different levels of a project. It covers the whole process but can also be used on a micro-

level to very specific design decisions and details. So the learning cycle allows to zoom into 

sub-processes whilst design thinking processes are applicable only to the entire problem. 

(Mueller & Thoring 2012, 4.) 

 

Another important view is the starting point of the innovation process. In Lean startup there 

is normally right from the beginning some business idea or a vision for a new service. In de-

sign thinking the user problem is not preconceived and the process starts with extensive re-

search before idea generation. (Mueller & Thoring 2012, 7.) Mueller & Thoring (2012,9) in fact 

suggest that if someone already has a business idea she wants to launch to the market, then 

lean startup might be the right approach whilst if someone is only looking for potential busi-

ness ideas, design thinking would be the better strategy.  
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Mueller & Thoring (2012, 6) compare design thinking and Lean startup on altogether 16 fac-

tors which are presented in the Table 4. 

 

Table 4: Comparing design thinking and Lean Startup as innovation methodologies (Mueller & 

Thoring 2012, 6) 

 

 

5 Design process for the personal learning concept 

 

This chapter discusses the empirical part of the thesis: the development project conducted 

for the case company Markkinointi-instituutti. The design process for the service concept is 

presented and how methods and/or tools were used is explained. The outcomes and findings 

are also described. 

 

Since the service concept was designed as team work it is in order to clarify which part of the 

work was conducted by myself, the author of this thesis, and which parts were done with my 

colleague Kirsi Hanhisalo or rest of the case company project team. This Figure 12 illustrates 

the process and demonstrates how work was divided. 
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Figure 12: The phases of the design process and how work was divided 

 

5.1 The overall design process and methods  

 

In training services it is very typical to jump right into the learning goals and outcomes and 

then start planning what kind knowledge and skills are needed and how they would be best 

learned during the training program. The overall service experience might not be on the 

agenda at all. Still it is common knowledge that the core of the training service concept is by 

no means the only thing facilitating customer’s value creation. Often the peripherals might 

turn out to create even more long term value such as the possibility to network and meet col-

leagues from different companies and exchange experiences and get peer support. The value 

can emerge in customer’s life a long time after the service experience.  

 

In this project service design methods were used in order to have a more holistic view on cus-

tomers and thus create them better service experiences. On the other hand, there was a 

need to create new business so the business viability dimension had to be present all the 

time. Even though there had been customer insights and trend scouting before the initial ser-

vice idea started to form, the real starting point for the development project was a strong 

hunch that there was a growing customer need for the service in question. Due to these fac-

tors, Lean startup tools were seen to be very useful too.  

 

Each service design project is different with different goals and therefor there is no one spe-

cific right way of using service design methods and tools. Work is done iteratively and meth-

ods often have to adjusted, improved or even modified. The first step of service design pro-

cess should be the design of the process itself. (Stickdorn, 2010.) The design process was 

planned based on the initial ideas on innovation opportunities, business goals, previous cus-

tomer insights, resources and the timeframe available. The aim was to create a service con-



 43 

cept which helps customers create themselves a personal learning network to support their 

personal learning and career goals.    

 

The overall process follows loosely the Double diamond design process which has four phases:  

 Discover: initial idea/inspiration often sourced from a discovery phase in which user 

needs are identified 

 Define:  interpretation and alignment of these needs to business objectives  

 Develop: design-led solutions developed, iterated and tested   

 Deliver: resulting product or service is finalized and launched in the relevant market 

 

The Double diamond design process model was developed by the Design Council in 2005. It is 

graphically based on a diagram looking like a double diamond which describes the divergent 

and convergent stages of the design process as shown in the Figure 13. The figure also shows 

which tools and methods were used in which part of the design process of this thesis. Double 

diamond is also called 4 D model since each name of the different phases starts with a D: Dis-

cover, Define, Develop and Deliver. (Tschimmel 2012, 9.) 

 

 

 

 

Figure 13: The Double Diamond model of design process and phases of the development pro-

ject of this thesis (Design Council) 

 

It is very important to notice that the process was iterative. Different tools were experiment-

ed according which seemed to serve and help in that particular phase of the process best. For 

example a strategy profile was drafted quite early in the process in order to position the ser-

vice idea better and to compare it with other competing service offerings.  
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Right from the start of the development project a goal was set to pilot the service with ex-

ternal customers and case company employees. The real, yet experimental pilot was consid-

ered to be an ideal way to co-design the service. At the same time the pilot would serve as a 

Lean startup style minimum viable product. The idea was that customers participating the 

pilot would have to be so interested they are willing to pay something for it. The pilot would 

also be a way to validate if interest in the service would translate into a viable business. 

 

5.2 Discovery: finding the customer problem and setting the initial hypotheses  

 

Where and how do you start finding innovation opportunities? According to Kumar (2013, 17-

19) there are different mindsets related to sensing an intent: Sensing Changing Conditions, 

Seeing Overviews, Foreseeing Trends, Reframing Problems and Forming an Intent. In designing 

this service concept the discovery-phase made use of all these fore mentioned mindsets.  

 

5.2.1 Starting from the learner 

 

Initially there was a lot of existing customer insight due to the almost daily encounters with 

case company customers. The trends related to working life and education have also been 

monitored actively and regularly. Based on these views innovation opportunities around in-

formal learning and personal learning environments were explored. Could a new service be 

designed which would help customers accelerate their informal personal learning in working 

life?  

 

The internet is filled with excellent digital tools, relevant learning resources and professional 

communities but the customers don’t know these opportunities or can’t make use of them. 

Maybe there is a need for a service which would facilitate a customer in creating herself a 

value and resource constellation which promotes her informal, personal learning. This think-

ing corresponds well with the service logic perspective on innovation. As Michel et al. (2008, 

50)  state companies should innovate the customer’s role to create value and alter how they 

integrate value and reconfigure their value networks and innovation also comes from recon-

figuring the value constellation of a customer.  

 

5.2.2 Mock up Service ad 

 

Service design uses many visualization tools for different purposes. There are techniques such 

as tomorrow’s headlines and service posters. They are fictional articles or advertising images 

of the service which have two benefits. On the other hand they force the designers to ask 

themselves how the service will be communicated to the customers. The images also allow 

designers to share their thoughts with other stakeholders. (Diana et al. 2009, 7.) 
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A fictional service ad was drafted in a very early stage of the design process. Figure 14 illus-

trates the ad. The goal was to make the still quite elusive service idea more concrete and to 

communicate it within the case company.  

 

 

 

 

Figure 14: First draft of the mock up service ad 

 

To be honest the first draft of the mock up service ad was not very useful. Based on stake-

holder feedback it did not help in communicating the value proposition and benefits of the 

service.  

 

The tool was not totally useless though because it turned out to be helpful for the project 

team in crystallizing the benefits of the service idea. It also helped in discovering the need to 

find customer-friendly terminology and not use the specialists jargon about PLEs, PLNs and of 

informal learning. 

 

 

5.2.3 Service blueprint for getting new ideas and identifying value creation opportunities 

 

Service blueprinting is a well-known technique which helps in describing the service process 

through a step by step interaction between the customer, the service staff and the backstage 

(Diana et al. 2009, 5-6). Typically a service blueprint has five components: Customer actions, 

Onstage/visible contact employee actions, Backstage/invisible contact employee actions, 
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Support processes and Physical evidence as illustrated in the Figure 15 (Bitner et al 2008, 72-

73). 

Figure 15: Service blueprint for overnight hotel stay (Bitner et. al 2008, 76) 

 

According to Bitner et al. (2008, 67-68) service blueprinting is effective, adaptable technique 

and is strongly customer focused. It can be used for service innovation, improving quality of 

the service, designing the customer experience design, and drive strategic change focused 

around customers. The technique is often used in designing new services since service blue-

printing results in a visual rendering of the service process and also describes the underlying 
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organizational structure being therefore very useful in the concept development stage of ser-

vice development. (Bitner et al. 2008, 70.) 

 

In this design process the service blueprint technique was used for finding new ideas and dis-

covering possibilities based on an existing service. There was a need to understand the pro-

cess for case company’s individual customers more profoundly – not to visualize the service 

concept. A service blueprint focused on one specific part of the process: signing up as an in-

dividual customer for some of the courses or training programs of the case company. The 

blueprint illustrated in the Figure 16 showed that there are many important touch points al-

ready in this part of the customer’s process. For example customer service chat has to be 

prepared to answer potential customer questions. The blueprint also provided ideas what the 

customer and service provider could do in the pre-service phase in order to prepare for the 

actual learning service.  

 

Figure 16: Service blueprint of the signing up process  

 

5.2.4 Research through contextual interviews  

 

Service design places emphasis on qualitative research methods which are drawn from user- 

and human centered design traditions but also from the social sciences. Goal is to gather in-

sights into the needs, desires, experiences and motivations of people using and providing the 

designed services. (Polaine 2013, 38.)   
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Like Polaine et al. (2013, 40) conclude insights generated through qualitative research help 

designers to understand the chaos and emotions that are characteristic for us humans; de-

signers are interested in people's needs, behaviors and motivations. Insights should provide a 

holistic understanding of the customer but also give knowledge about business requirements, 

constraints, market opportunities and risks.  

 

It is fair to say that research philosophy was a mixture of both service design and Lean startup 

approach. There was a vague service idea, some good guesses and hypotheses based on 

existing customer insight and current trends, but the guesses and hypotheses had to be 

validated.  

 

The hypotheses were that customers are feeling a sense of stress and a maybe even feeling of 

not being in control. They are to some extend aware of the digital possibilities and services 

that could be used for personal learning and also building their personal professional brand 

but are lacking time and sometimes skills in order to seize the potential. 

 

Five interviews were conducted during November 2013. Four of the interviews were done in 

site and one via Skype. The second phase of interviews were conducted during the spring of 

2014. The second phase consisted of 20 interviews. This phase of the project is explained in 

detail later.  

 

Goal was to recruit interviewees among people who do knowledge intensive specialist work 

and for whom continuous personal learning is especially important. This was an easy task 

since Markkinointi-insituutti has a large individual customer base who usually are satisfied and 

willing to recommend the services to others as well. All the interviewees were case company 

customers or previous customers so it was obvious they valued educating themselves and up-

dating their skills. 

 

There was four goals for the first interviews: 

1. Define the customer problems was the most important research goal. It was vital 

to get more first-hand information how the customers experience their work life and 

how do they currently develop themselves on a daily bases in their jobs and are there 

any problems related to this. The problems should be so present in customer’s lives 

that they or better yet their employers are willing to pay in order to get them solved.  

 

2. Get insights about possible customer segments. Are there any patters appearing? Do 

some customer groups find the service idea more attracting than others? It’s not pos-

sible to find the right market or draw very profound conclusions about customer pro-
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files with such a small group of interviewees but hopefully they would give guidelines 

for the next steps. 

 

3. Find the right terminology It is easy to slip into using professional terminology which 

is not familiar to potential customers. It was imporatnt to discover how the 

interviewees perceived the terminology and even more importantly what were their 

ideas about right wordsings. What would be understandable and appealing to them? 

 

4. If possible find some early adapters who are willing to co-innovate and co-design 

the service. According to Lean Startup approach you should focus on finding early 

adapters to innovate the service with. The aim was to find at least 1 or 2 people who 

would be willing to participate somehow during the next phases of the project. 

 

Interviewing technique was contextual interview. Curedale (2013, 176) states about this 

method that usually the researcher just listens and does not impose tasks. There were one 

task related to the interview but mostly it was about asking an open ended question and lis-

tening. Interviews were conducted as on site visits even if they were more time consuming 

then doing the interviews on phone or via conference call such as Skype. As Portigal (2013, 3) 

states, interviews should be always done in the real context if possible. Four of the five inter-

views were conducted on the physical surroundings where the interviewees actually work in 

order to get more in touch with their everyday working life. This was the ethnographic ap-

proach of the research.  

 

The interviews were recorded with an audio recorder and some pictures were took from the 

site. Figure 17 is one example.  

 

 

 

 

 

 

 

 

 

 

 

Figure 17: A picture taken from the workplace of one the interviewees 
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The interview had more four main themes and some loosely formulated questions related to 

that theme. The themes and questions were: 

1. Work: how is the daily work life of the interviewee like and how do they manage it, 

do they work remote, how is the balance with work and personal life? 

2. Personal learning in working life: how does the interviewee take care of her profes-

sional development, what services does she use, are there any obstacles for continu-

ous learning? 

3. Technical devices: what technical devices does the interviewee use and for what pur-

poses? 

4. Terminology: how does the interviewee perceive the following terminology: 

metaskills, worklife skills, PLE personal learning environment, PLN personal learning 

network, non-formal learning, MOOC)? 

 

In the end of the interview the image of the personal learning frameworks was presented for 

the interviewee and the service idea was explained. The idea was to get spontaneous reac-

tions and hopefully find some early adapters especially interested in the service idea.  

 

Finally the interviewees were asked to draw a mind map of their personal learning environ-

ment (PLE). For example what networks, people, tools and learning resources would they in-

clude into their PLE. 

 

5.2.5 Key findings from the first interviews 

 

The key findings were was that the customers were experiencing the assumed problems. Al-

most everyone stated that they were expressing some amount of stress in their work and had 

the sensation that they didn’t have time for developing their professional skills on the job. 

The calendar was filling of acute and ad hoc assignments. In an environment like this the cus-

tomer problem is that they should make room for something else like professional learning 

and they are unable to do that.  

 

One hypotheses was that people felt they were not doing all the things they kind of felt they 

were pressured to do such as having their professional learning network and their own digital 

footprint and personal brand in order. This was the case with people who felt some dissatis-

faction in their work. People, who seemed happy, said that they had decided not to focus on 

that and spend any time and effort on it. The problem was not so acute that they were likely 

to pay for solving that.  

 

This finding indicated that the potential early adapter might be the people who don’t feel 

that content about their current jobs and that there should be room for choice. Customers 
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seemed to embrace the possibility to elect the kind of elements that would be relevant for 

their individual professional situation and the personal need to develop at that particular 

moment.  

 

The findings of the first interviews also led to think that if the ambitious PLE framework had 

to be narrowed down, the dimension including professional networks and personal profession-

al brand would be most interesting for customers. Thus it would be the most potential area 

from where to start.    

 

Interestingly most of the interviewees wanted to draw a strict line between work and free 

time especially when they had small kids. The idea of learning professionally relevant things 

on their free time seemed too much to ask. After the kids are finally put to bed, they would 

rather hang out in Facebook or read interior decoration magazines or fashion blogs instead of 

checking professionally interesting Twitter feeds - if they were to spend their evenings on-

line at all. Many stated that after staring so much the screen during work day they don’t want 

to do that anymore on their free time. This gives some guidelines in designing the service and 

especially in targeting it to people with small children. 

 

There were things that were problematic in the interviews. It was challenging to stay neutral 

while having an ownership to the service idea even if the interviewees didn’t know that. May-

be it would have been better to use someone not having an emotional connection with the 

project. But on the other hand it’s a two way street. Like Portigal (2013) says, interviewing 

and meeting the people helps build empathy and for good design empathy is crucial. Meeting 

the potential customers and getting to know their world first hand is important too.  

 

After the first interviews the service idea seemed to have potential. Ideas for many potential 

customer groups surfaced but at the same time it was clear that it would be impossible to try 

to chase them all at once. A decision was made to focus just on one or two customer groups 

and pilot and co-create the service concept with them. Against this backdrop it was im-

portant to find potential early adapters and plan what kind of insights and validations were 

still needed to move on with the service idea. 

 

5.3 Define: validating the customer problem and defining the solution  

 

5.3.1 Lean Canvas 

 

Simultaneously with the qualitative research the service concept was roughly outlined using 

the Lean canvas. Maurya says in his teaching material How to Create your Lean Canvas that 

Lean canvas is a perfect tool for brainstorming possible business models, prioritizing where to 
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start, and tracking ongoing learning. Lean canvas is an adaptation of the Business model can-

vas by Alexander Ostervalder and Yves Pigneur (2009). Each customer segment needs a sepa-

rate canvas and Maurya advices to start from the customers and their problems since the 

“Problem-Customer” pair usually drives the rest of the canvas. The next sections of the can-

vas should be filled in the order illustrated in the Figure 18. 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

Figure 18: The Lean canvas and in which order to fill the sections (Maurya, accessed 

27.3.2015) 

 

It is quite possible to leave sections blank since Lean canvas is an organic document evolving 

over time.  When sketching the canvas, one’s should focus to the present: based on the cur-

rent stage and knowledge, what are the next set of hypotheses that need to be tested to 

move on with the product. (Maurya 2010.)  

 

In the design process for the personal learning service, Lean canvas was at that moment con-

sidered to be more useful than the original business model canvas since the customer prob-

lems and customer segments needed to be validated first. The first draft of Lean Canvas was 

sketched on November 2013 and it had the initial ideas presented in the Figure 19. The name 

of the service idea changed after this first draft. 
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Due to the resource constraints it was important to identify the so called early adapters, cus-

tomers who would benefit from the service the most and who would also be willing to take 

part in the service pilot. Lean canvas was a useful tool in setting hypotheses and a having a 

more clear focus. 

 

Figure 19: First draft of the Lean Canvas for the service concept 

 

The next version of the Lean Canvas is left out of the thesis report since it is considered con-

taining delicate information. 

 

5.3.2 Blue Ocean strategy profile  

 

When developing a new service, positioning it in the customers mind is important. Commer-

cialization should be on the agenda right from the start. In this design process a blue ocean 

strategy profile was used as a tool positioning the service. Strategy profile is a tool for visual-

izing strategies. It was presented in the famous management book Blue ocean strategy by Kim 

& Mauborge (2005). 

 

Many of the project team members work in close contact with the customers and follow the 

training industry and competition closely. Based on this knowledge and the customer insights 
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from the first interviews, six factors of competition and three competing learning services 

were chosen as illustrated in the Figure 20.  

 

In an ideal situation, the focus would have been even more strongly on the customers by dis-

covering first what do they perceive as competing services and do they really perceive the 

chosen value factors. Due to the resource constraints this was not possible. Still the strategy 

profile proved out to be a great tool for visualizing how the service idea was planned to facili-

tate value compared to other learning or training services.  

 

 

 

 

Figure 20: Blue ocean strategy profile for the service idea 

  

5.4 Second set of Interviews  

 

The first set of interviews during November 2013 gave lot of knowledge and provided relevant 

findings. It also gave good guidelines for the second set of interviews.  

 

During the second interviews the goal was again to interview primarily people who do 

knowledge intensive specialist work and for whom continuous personal learning is especially 

important. Altogether 20 interviews were conducted during the spring of 2014 by four mem-

bers of the case company project team.  
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An interview toolkit was prepared which included the goals for the interviews and aim for the 

research, instructions and interview questions. The interviewees were recruited among case 

company customers and network of people conducting the interviews.  

 

5.4.1 Affinity diagramming 

 

After the second interview phase it was to time to gather all the data and insights and make 

sense of it. Affinity diagramming is a process for externalizing and clustering meaningfully 

insights from research and keeping designers grounded in data when designing. Affinity dia-

gramming is an inductive process. Insights are not grouped in predefined categories. They are 

clustered bottom up. (Hanington & Marting 2012, 19.)  

 

Clustering insights is a way to analyze the research data. All the insight statements are writ-

ten down to sticky notes in few phrases and then the insights are sorted. Analyzing the clus-

tering patterns gives a better understanding of the topic and provides a foundation for gener-

ating concepts. (Kumar 2013, 141).  

 

Analysis was completed by reading through the notes from all the interviews, first and second 

phase and writing down to sticky notes everything that seemed at all relevant. After the data 

was on sticky notes as insight statements they were clustered for identifying patterns as 

shown in the Figure 21.  

 

After few hours of work there were nine topics which were given these titles: 1) Digital world 

and me, 2) Work, 3) Hurry, 4) Stress, 5) Life outside work, 6) Support, 7) Network, 8) The ser-

vice concept and 9) Learning. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 21: Clustering insights 
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The next step was to make the clustered insights actionable and make sure they are taken 

into account in the design process. 

 

5.4.2 Creating Personas  

 

According to Goodwin (2009, 229) personas are archetypes which describe the goals and ob-

served behaviors of potential users and customers. They encapsulate and explain the most 

critical behavioral data in an engaging way so that designers and other stakeholders can more 

easily understand, remember and relate to it. Dijk et al. explain (2010) that persona is a fic-

tional profile representing a particular group that is developed based on the insights gathered 

during the research phase. Character is fictional, but the features and motivations are real 

and data driven.  

 

Personas are meant to be emotionally and socially engaging and they should be considered as 

storytelling devices. Persona is usually given a name and is somehow visualized. Persona has 

sets of goals and a narrative which often describes her mental models, attitudes, environ-

ment, skills and frustrations or any other information that is critical for understanding the 

behavioral patterns. Goodwin (2009, 229) believes that storytelling is a more engaging way to 

use persona than just listing bullet points.  

 

Goodwin (2009, 231-232) also argues that personas are useful tools in designing all services 

and products which will be experienced or used by humans. Personas can be useful in variety 

of activities such as defining and designing the product/service, communicating with the 

stakeholders, building consensus, motivating and rallying a design team around a shared goal, 

marketing the product/service, developing documentation and even prioritizing bug fixes in a 

digital service. Personas should be regarded mostly being for product/service definition and 

design tools but their role can evolve during the design process. In the early stage of the pro-

ject personas help in envisioning what users need most form the product/service. On a later 

stage personas are useful in generating ideas and iterating solutions. Designers should make 

decisions with a shared image of the user in mind. Personas should influence all the aspects 

of the design but they can also help in making technical or business decisions. (Goodwin 2009, 

231-232).   

 

Why do personas work? Goodwin explains (2009, 234-235) that they help us relate to users in 

a more human way when they are not presented as abstract ideas but as humans. Personas 

are easy to empathize with. Our minds are engaged in unique ways by other humans. We as 

people are also especially keen on creating models and archetypes in order to makes sense of 

our environment.  
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In this design process, personas turned out to be a great way to make the insights engaging, 

actionable and easy to communicate. This became clear as the findings were presented for 

the case company audience which gave positive feedback. The customers really came alive 

with the personas and short narratives about their lives and professional development as the 

Figure 22 demonstrates. The other persona is attached in the end of this thesis as Appendix 1.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 22: “Kaisa”, other one of the two personas based on insights 

 

5.5 Develop: Ideating the Service concept  

 

When designing a learning service there are many factors to consider. There are naturally 

learning goals and methods to be planned, but the overall experience should also be consid-

ered.  

 

In this process it was a conscious decision not to over plan in advance the learning content 

and activities since the whole idea of piloting the service was to discover the best choices 

with the customers according to their needs. The pilot would serve as a co-creation platform 

where the service could be co-designed. 

 

5.5.1 Brainstorming the pilot service  

 

With two brainstorming sessions, the essential elements for the pilot were identified which 

are illustrated in the Figure 23. Potential solutions were ideated accordingly.  
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Figure 23: Three elements for the service pilot   

 

It was decided that the pilot would consist of four half day face to face sessions and different 

ways of holding the individual coaching sessions would be tested out. A metaphor from physi-

cal training was chosen and it gave shared language for the pilot. Just like personal trainers 

tailor individual training programs according to person’s health and fitness goals and starting 

level, the service should work according to same principles. 

 

It is not relevant to describe the learning content and activities in this thesis in detail. What 

is relevant however is the fact that all the content and activities should be designed so that it 

is possible to address different kind of needs. It was also decided that the weekly time a per-

son would be investing could not be over 2 hours. 

 

The methods and ways to gather feedback and document all new ideas how to improve the 

learning experience and impact were also ideated. An online survey would be used but only 

after the first kick off session to get some quick feedback. Quantitative survey was not seen 

as an ideal way to gather feedback since the pilot would give an excellent possibility to get 

more in depth feedback and insights through informal interviews. Short, informal discussions 

with both external customers and case company employees were considered to be the most 

important and most effective way to learn and develop the service. It was also decided that a 

learning journal would be kept to keep track of all the ideas and findings throughout the pi-

lot.  

 

5.5.2 Recruiting the pilot group 

 

The first mock up service ad was created in the discovery phase in order to concretize and 

communicate the back then fuzzy ideas and benefits of the service. This time the goals were 

different. The second service ad was for recruiting pilot customers and communicating them 

how the pilot was scheduled. This ad was almost a real thing since it was designed according 

to case company visual brand guidelines.  
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The pilot group had altogether 10 members. There were six case company employees and four 

external customers who represented potential customer groups. One of the customers partic-

ipating the pilot was interviewee in the first set of contextual interviews from fall 2013 which 

demonstrates that the goal to find early adopters was met. 

 

According to Lean startup philosophy you need to get validation for your hypotheses. The 

strongest validation is that a customer is willing to pay. Therefor external customers did pay a 

small fee for taking part in to the pilot. It was also considered to be a way to engage partici-

pants and ensure their commitment.  

 

5.6 Deliver: Piloting the service and summarizing the learnings  

 

The service pilot run for almost two and a half months and it had multiple touch points from 

emails and learning management system to coaching and training sessions.  

 

There was a kick off and a closing seminar, two learning sessions and altogether four coaching 

sessions conducted either face to face or via video conferencing and instant messaging service 

such as Lync or Skype.  During the kick off session, the goal to co-design, testing and trying 

out different tools was communicated.  

 

Structure of the pilot is illustrated roughly in the Figure 24. 

 

 

 

 

 

 

Figure 24: Structure of the service pilot 

 

5.6.1 Co-designing the service through the pilot 

 

Pilot development and testing is a way to test innovation solutions in their real context where 

they function as real offerings. Piloting requires same kind of planning as launching the actual 

service, only the scale is different. (Kumar 2012, 305).  
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In this design process piloting was also a way to develop and co-design the service. The pilot 

turned out to be an ideal way to co-design a service with the customers and other important 

stakeholders, case company employees. All participants were asked to actively state their 

learning needs and what they wanted to achieve and the learning content and activities were 

designed accordingly. It was especially easy to leave something out and create new content 

depending the customer needs since the pilot gave the chance to experiment together. Every-

thing didn’t have to be so well planned and put together in advance. The pilot provided the 

possibility to test different kind of learning content and activities, tools and approaches to 

achieve the best learning results, customer experience and benefits. Also having real, paying 

customers in the pilot pushed to create better solutions and forced to keep up with the dead-

lines. Working like this can be seen to have some similarities with agile development.  

 

5.6.2 Gathering insights during the pilot and summarizing the learnings with customer expe-

rience journey 

 

Pilot testing usually includes measuring market acceptance, getting customer feedback and 

observing engagement with the offering (Kumar 2012, 305). During this pilot, a learning jour-

nal was kept throughout the pilot by the project team to keep notes and collect ideas and 

thoughts. Customers taking part of the pilot were interviewed during the pilot and so were 

few of the case company employees as well. There was also an electronic survey after kick of 

day to get feedback on customer reactions. 

 

The service pilot was a wonderful learning journey for all the stakeholders. It provided deep 

insights and helped in discovering what was really relevant for customers. It generated a huge 

amount of ideas how to improve the service experience and enhance learning so that it would 

result in improved ways of using digital tools. In fact there were so many findings, learnings 

and ideas that it became essential to put them in a format which would make them actiona-

ble. Customer experience journey was chosen as a tool for summarizing the key findings.  

 

Service design uses many tools for visualizing the service journey. Mapping the experience 

enables holistic understanding of interaction with the service or the organization from the 

perspective of the customer (Kimbell 2014, 86). A customer journey map provides a struc-

tured yet vivid visualization of a user’s service experience. The tool is engaging and details 

the service interactions and experiences in accessible manner. First the touch points are 

identified. Touch points can be virtual interactions, face to face encounters or physical trips. 

Then the touch points are connected together in a visual representation of the overall experi-

ence. (Van Dijk et al. 2010.) 
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It would have been impossible to include all the touch points and still have a holistic view on 

the service hence the most critical touch points for the customer experience were chosen to 

be illustrated in the customer experience map. The customer experience map is attached in 

the end of this thesis as Appendix 2.  

 

The customer experience map summarizes both positive and negative experiences based on 

customer feedback and insights gathered during the service pilot. Direct quotes from the cus-

tomers are included to ensure their voice gets heard. Also customer feedback is very engag-

ing, convincing and powerful. The customer experience map is intended to be a tool when 

developing the service in the future and therefor it also has a section where an ideal experi-

ence is described to make sure the most important findings will be taken into account. 

 

As said earlier it is easy to forget the overall experience and just focus on learning goals, con-

tent and methods. The experience journey map also helps in focusing to the overall experi-

ence. 

 

5.6.3 Service concept 

 

According to Bettencourt (2011, 190-191) service concept is description of the service and 

how it is satisfying customer needs. Concept should specify what service is providing for cus-

tomers and how service delivery system is designed to provide both customer and business 

value. The differentiating features should be highlighted and connections between service 

processes and features and what outcomes customers are trying to accomplish should be 

clear.  

 

As it was stated in the introduction of this thesis service concept is defined in this thesis ac-

cording to the Tekes Vocabulary of Service Business (2012) and it can be more or less detailed 

according to the purpose for which it is used.  

 

Table 5 describes the concept by using an adapted version of a Service Concept Worksheet 

Template by Bettencourt (2011, 191). Some of the details are left out and service concept is 

described here in a more general level.  

 

Concept name: 

“Verkkovaikuttamisen valmennus” 

Concept description: 

Constant, informal learning is a must in today’s rapidly changing conditions. In fact it con-

stitutes around 90 % of all professional, work related learning. This service is targeted to 

knowledge workers. It enables and improves their personal informal learning in working life 
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by helping them to create a personal learning network and making use of free digital tools 

available. This is done by addressing the individual needs and goals of the customer by us-

ing learning methods such as coaching.   

 

Concept features: 

Service helps the customer to identify their 

individual professional strengths and profes-

sional networks by using easy to use tools 

and create personal goal how to improve. 

Service trains customers hands on to use 

digital tools and services to enable  

 

Feature justifications: 

Customers want to feel in control of their 

life and have a sense balance. They want to 

make use of the digital tools and services 

and stay up to date but feel this is hard to 

accomplish with their busy working sched-

ules. Therefor having personal support and 

planned learning program with deadlines is a 

must.  Customers want to feel they are ap-

preciated professionals who provide new 

ideas and improvements at their workplace 

but also are interested how their personal 

professional brand is seen outside the com-

pany. They want to have a digital footprint 

which not only benefits them but their em-

ployer. Customers want to feel connected 

with colleagues from different companies 

and have meaningful learning connections 

and want to discover new, more efficient 

ways to foster their professional networks. 

Key design dimensions: 

Customer’s individual learning needs, life 

and career situations are addressed by using 

coaching and other personal learning meth-

ods.  

Key service system characteristics:  

Service is based on using competence and 

knowledge of the case company employees. 

Technology has an important role by ena-

bling the coaching sessions to be conducted 

efficiently and pleasantly without traveling.  

 

Table 5: Service concept described with Service concept worksheet template 

 

Within the case company there are tools and information systems where new service offerings 

are described and they were also used for this service concept. However this documentation 

is left out from this report since the service concept designed is a real service launched to the 

market and some of the information is considered delicate.  

 

 

6 Conclusions 

 

This thesis was conducted as a development project for a case company Markkinointi-

instituutti. The aim was to create a service concept which enables knowledge workers to cre-

ate a personal learning network to enhance their personal learning in working life. Service 

concept was designed with service design and Lean startup tools which generated a sub re-
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search question: how can Lean startup tools complement service design process, how do 

these two customer-centric innovation methodologies overlap and what are the biggest dif-

ferences. Thesis also set out to discover if the service concept in question corresponds with 

customer-centric value creation paradigm of service logic.  

 

The main theoretical framework of the thesis is customer-centric value creation and its impli-

cations on innovation. The empirical part of the thesis set out to prove that the chosen cus-

tomer-centric innovation methods enable creating and piloting a service concept in question.  

 

In the theoretical part of the thesis the context for the service concept was set out by intro-

ducing the underlining learning theories behind the service idea. These theories along with 

megatrends and views on skills needed in the future, justify the urgent need for building a 

personal learning network and environment for knowledge workers and why new innovative 

learning services are required.  

 

Connectivism is a modern learning theory emphasizing the importance of technology, net-

works and new literacies. Learning is not only happening within the individual. On the contra-

ry in today’s digital and networked world we derive our competence from forming connec-

tions. The other important input from the educational sciences is the concept of learning en-

vironment which should be seen as an important part outcome of the learning process, not 

just a stage where learning takes place.  

 

After creating a basic understanding of the context the main theoretical framework of the 

thesis was presented by introducing modern, customer-centric value creation theories: Ser-

vice-dominant logic, Service logic and Customer-Dominant logic. Regarding the research prob-

lem the nuances between the logics are not that relevant. It is more important to evaluate 

what implications the shift in value creation paradigm has on innovation and how innovation 

should be seen from service logic perspective.  

 

The thesis proves that service logic does indeed correspond well with the initial service idea 

since the service is explicitly facilitating customers in their own value creation processes by 

enabling them to make better use of all the resources available. Empiric part of the thesis 

also shows that service design and Lean startup are suitable methods in pursuing innovation 

from service logic perspective.  

 

As it has been stressed throughout the thesis, learning services are by nature collaborative 

and there is a strong value co-creation aspect. Case company, Markkinointi-instituutti as a 

service provider has opportunities to co-create value with customers during countless interac-

tions. At the same time learning services are often designed by focusing just on the 
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knowledge, skills and with which methods they are learned best and the overall service expe-

rience is forgotten. By using service design methods it was possible not only realize service 

logic but to ensure more desirable customer experience. Since the development project was 

aiming to create new business, Lean startup tools were helping especially in building the 

business model.  

 

These two customer-centric innovation methodologies were discussed in some detail in order 

to make sense how do they can contribute in customer-centric innovation. The findings were 

that methodologies do differ. Lean startup focuses on validated learning and creating viable 

business whilst service design is more focused on understanding the customer, their context 

and using those insights in creating great service experiences. But as the empiric part of the 

thesis shows, it is beneficial to combine these different approaches, methods and tools in or-

der to create solutions which are economically viable, technologically feasible and desirable 

to customers. Some practitioner views considering the difficulties in mixing service design and 

Lean startup tools turned out to be wrong at least in this case. 

 

The service concept was piloted with external customers and case company employees which 

turned out to be a great way to create a new learning service in collaboration with the cus-

tomers and other stakeholders. It can be argued that most interesting discovery and contribu-

tion of this thesis was the conclusion that the service pilot can be seen as a co-creation plat-

form where value is co-created and the service is partly co-designed to match the customer 

needs in an ideal way.  

 

What contributions can this thesis be seen to make? It can be argued that all case studies and 

academic papers which are bridging the gap between the academia and the practitioners and 

theory and practice are of great value. This thesis hopefully provides ideas and learnings that 

especially service developers in education and consulting industries can benefit from.  

 

This thesis also calls out for new, innovative learning services. In the future it is vital that all 

educational institutions and training providers start to see learning differently and provide 

services to support that view. In the connected and digital world, it is not about knowledge 

anymore; it is also about relevant skills and how to form meaningful learning networks and 

create better personal learning environment and networks. The old saying “Knowledge is 

power” can be rephrased in many ways. One of the best new ways of putting it is “Access is 

power”.  

 

It is certain that the speed of change is not going to slow down. On the contrary. In this rapid-

ly changing environment indeed the only security will be in our constant ability to change and 

adapt.  
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