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The purpose of this thesis was to productise the web design service of the commissioning 

company, and more specifically, streamline the process of ordering and developing 

websites. The aim was to design and implement an easy to use order and development 

process for websites, that was co-created with customers and could be further built-upon 

in the future by the commissioning company. 

 

To reach its aims, the thesis first introduced the theoretical framework of human-centred 

design to help in navigating the design process that was completed as part of the second 

phase of the thesis, the quantitative research into the ordering process that was based on 

an order form designed to automate many of the time intensive and costly meetings and 

other forms of more traditional communication involved in the web design process’ 

beginning.  

 

The quantitative research was conducted in three stages, with the first stage having been 

the development of an initial order form based on the existing experience and knowledge 

of the commissioning company about the information required to build a website for a 

customer. Four customers submitted the order form and received the first version of their 

website, after which feedback was gathered. The second stage introduced two new order 

forms, the first of which was based on the initial form having been improved upon using 

the theoretical framework and insights gained previously in the thesis. The second form 

in stage two was an improvement on the initial form made based on the feedback that was 

gathered from the customers in stage one. Two separate sets of four customers submitted 

the forms and their feedback was gathered.  

 

Finally, stage three of the research process was to build and test a fourth and final order 

form based on the feedback of all eight customers from stage two, which was then 

submitted by a further four customers, and whose feedback was gathered and analysed to 

find out whether the thesis had succeeded in building an easy to use order and 

development process for websites. 

 

The results showed that customers preferred to have personalised human contact during 

the order process over automation, however, the aim was completed as the ordering and 

development process was easy to use and the commissioning company decided to use it 

in their service as a form to gather initial project details upon which the first version of 

the website can be efficiently built by a developer of theirs. 
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Tämän opinnäytetyön tarkoituksena oli tuotteistaa sen toimeksiantajan verkkosivustoja 

tarjoava palvelu tehostamalla verkkosivustojen tilaamista ja kehittämistä. Tavoitteena oli 

suunnitella ja toteuttaa helppokäyttöinen tilaus- ja kehittämisprosessi verkkosivustoille, 

joka suunniteltaisiin yhteistyössä asiakkaiden kanssa. Prosessin täytyi myös olla 

toimeksiantajan jatkokehitettävissä tulevaisuudessa.   

 

Opinnäytetyö lähestyi prosessin suunnittelua ja toteutusta ensin ihmislähtöisen 

suunnittelun ja sen käsittämien metodologioiden kautta, jonka jälkeen, käyttämällä 

hyödyksi laadullista tutkimusta, suunniteltiin ja toteutettiin verkkosivustojen tilaus- ja 

kehittämisprosessi. 

 

Laadullinen tutkimus toteutettiin kolmessa vaiheessa. Ensimmäinen vaihe koostui 

tilauslomakkeen luomisesta, jonka pohjana käytettiin toimeksiantajan olemassa olevaa 

kokemusta ja tietotaitoa verkkosivustojen suunnittelusta, ja niiden toteuttamiseen 

vaadittavista pohjatiedoista, jotka asiakkaalta tulee kerätä. Neljä asiakasta täytti 

lomakkeen, ja heille toimitettiin ensimmäinen versio verkkosivustosta heidän 

tilauslomakkeellaan antamien tietojen perusteella, jonka jälkeen kerättiin palaute ja 

kokemukset lomakkeesta ja sen toimivuudesta. Seuraavassa vaiheessa luotiin kaksi 

tilauslomaketta, joista ensimmäinen pohjautui ensimmäiseen lomakkeeseen, ja sitä 

paranneltiin opinnäytetyön teoriaosuudessa saatujen oppien kautta. Toinen lomake 

pohjautui myös ensimmäiseen lomakkeeseen, mutta sen parantelu pohjautui 

ensimmäisestä lomakkeesta kerättyihin palautteisiin ja kokemuksiin. Tämän jälkeen 

kahdeksan asiakasta täyttivät lomakkeet, neljä asiakasta lomaketta kohden, ja heiltä 

kerättiin palautteet ja kokemukset tilauksen sekä sivuston ensimmäisen version 

toimituksen jälkeen. 

 

Lopulta kolmannessa vaiheessa luotiin neljäs tilauslomake toisen vaiheen lomakkeiden 

palautteiden ja kokemusten perusteella, jonka täytti neljä asiakasta, ja joiden palautteet ja 

kokemukset kerättiin myös tilauksen sekä ensimmäisen sivustoversion jälkeen.  

 

Näiden viimeisten palautteiden ja kokemusten analysoinnin perusteella todettiin 

opinnäytetyön onnistuneen tavoitteessaan luoda helppokäyttöinen tilaus- ja 

kehittämisprosessi verkkosivustoille, joskin palautteista ja kokemuksista havaittiin myös 

asiakkaiden halu henkilökohtaiseen, ihmistenväliseen viestintään tilauslomakkeen 

täyttämisen jälkeen. Havaintoa hyödynnettiin palvelun kehittämiseksi asiakkaiden 

toivomaan suuntaan. 

Asiasanat: ihmislähtöinen suunnittelu, web-suunnittelu, tuotteistaminen, yhteiskehittely 
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1 INTRODUCTION 

 

The purpose of this bachelor’s thesis is to productise web design services and streamline 

the order and development process of a website. The result will benefit both the web 

development company and the customer, as the process of going from an idea of needing 

a new website to a finished creation is shortened from the usual two-three-month project 

into a simpler order and get delivery within two weeks type of transaction.  

 

The aim of this bachelor’s thesis is to design and implement an easy to use order and 

development process for websites, that is co-created with customers and can be further 

built-upon as more customers order websites in the future. 

 

This bachelor’s thesis is commissioned by Brandster Oy, a Finnish digital agency 

specialising in WordPress web design and WordPress upkeep and maintenance, to allow 

for a smoother customer experience and faster development of WordPress websites under 

their Edulliset Verkkosivut (a direct translation would be ‘affordable websites’) brand. 

The separate Edulliset Verkkosivut brand specifically caters to small and medium sized 

businesses by using more automated and templated solutions to allow for a lower price 

point than one would find with a traditional custom-built WordPress theme. 

 

Defining the aim of the thesis turned out to be a rather complex phase, as the scope of the 

research must be limited to a sensible portion of the overall business, yet there are factors 

such as upselling, more complex websites and custom development work to be 

considered. The first consideration in relation to this thesis and its scope is the type of 

websites that are going to be developed through this order process under the Edulliset 

Verkkosivut brand. Additionally, the concept itself creates a danger in the form of a client 

ordering a website unsuitable for the streamlined and productised development process 

to produce, therefore the order and development processes must be carefully considered 

and kept tightly bound together throughout the thesis and its theory and research.  

 

After consideration, it was decided that only simple websites, defined as websites with a 

maximum of 10 pages in addition to the homepage, without any ecommerce, scheduling 

or otherwise custom-built features, would be sold through the EV brand. Thus, the 

ordering and development process can focus on more traditional websites, which are not 

the core business of the client company, but rather there to present the company and its 
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competencies to potential clients. It was also decided that the final order form should be 

created in a way that it directs customers with more advanced needs to contact the 

commissioning company directly for them to be able to discuss the project in detail. 

 

The second factor to be considered was upselling graphics design, WordPress hosting and 

maintenance services as well as other potentially beneficial services, that would create a 

recurring revenue stream for the commissioning company. 

 

For the sake of simplicity and clearer focus of the order form, it was decided that upselling 

would be left out of the website order process and would be separately introduced in 

complementary materials and handled via after-sales, separate of the focus of this thesis. 

 

The problem that arises from this decision regarding upselling leads to the third factor 

requiring consideration to be able to define the aim of the thesis, which is the hosting. All 

websites require hosting in one form or the other, which means that before the 

development can begin, the hosting provider should be selected. The minimum 

requirements of WordPress, the content management system (CMS) that will be used, are 

not extremely demanding, but additional features such as security and capable staff are 

equally important (Wordpress.org, 2018). 

 

Ideally the commissioning company would like for the Edulliset Verkkosivut customers 

to use the hosting they provide, but without upselling during the order process this proves 

to be difficult. The solution for this was for the commissioning company to provide free 

WordPress hosting for their web design customers for the first 60 days, after which the 

customer is not locked into a contract, though they must handle the relocation of the site 

themselves if they wish to move to a different hosting provider. The idea is that the 

commissioning company will sell their own WordPress hosting, on top of which the site 

is already built and exists on, to the customer before the 60 days is over. 

 

Thus, the scope of the thesis has been defined, resulting in a clear and achievable aim. 

 

1.1 The importance and value of streamlining and productising web design 

 

Web design is not a new hit industry, which means that it has proven to be an industry 

with customer demand and it has evolved from the days of static HTML websites to 
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include user friendly solutions such as content management systems to make it easier and 

more affordable for everyone to build or acquire their very own website.  

 

An existing industry that has had time to build up competition from a variety of different 

providers, in addition to the do-it-yourself (DIY) services offering website builder and 

content management system platforms that make it easier than ever to build your own 

website without hiring a freelancer or an agency, makes it increasingly difficult to enter 

the market and claim a share of the customer base. This makes it crucial that the problem 

being solved by streamlining the web design service exists, instead of just being a problem 

that the commission company wants to solve. Thus, the aim of designing and 

implementing an easy to use order and development process for websites, that is co-

created with customers. 

 

According to research by CB Insights (PICTURE 1), the number one reason that startups 

fail is due to a lack of need for their solution. User-centred design and the methodologies 

such as service design and design thinking are used as part of the theoretical section of 

this thesis to combat this precise situation. By focusing on the user aspect, feedback and 

co-creation of the streamlined service, the risk of creating and productising a service that 

no one needs is minimised. (CB Insights, 2018) 

 

PICTURE 1 Reasons why startups fail. (CB Insights, 2018) 

Productising the web design service makes it easier to purchase, therefore increasing the 

efficiency at which the product can be sold (Parantainen, 2007, p. 38). This results in a 
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higher volume of sales, while also making sure that the commissioning company will not 

fail to deliver on their promise due to the proper documentation of the productised service, 

which makes developing the website easier and more efficient (Parantainen, 2007, p. 12). 

 

However, web design, even though it is a service, not a product, is a one-time purchase 

for most companies and individuals. This means that web design and development 

companies are required to acquire more customers or build further functionalities or 

additions to existing websites and for existing clients. When it comes to more complex 

and extensive websites, ecommerce stores and companies relying on their websites to 

bring in most of their business, continuous work exists. These types of clients are for 

agencies focused on fewer client accounts with higher budgets and more extensive needs, 

rather than small and medium-sized enterprises (SMEs) looking for simple websites to 

showcase their business and brand. (Rosen, 2017) 

 

This in turn makes it harder for web design companies focusing on small and medium-

sized businesses as their main client base to rely on existing clients as their main revenue 

stream, resulting in the need for sales volume. Streamlining the commissioning 

company’s service and turning it into a product allows for a better margins and higher 

volumes, while the possibility of upselling to happier clients will bring monthly and 

annual recurring revenue (MRR/ARR) to the table, providing stability for the company 

during quieter periods of website orders. 

 

The target customers for this service are small and medium-sized businesses, who want 

their website done fast with minimal time commitment on their part. Their website is not 

a major source of revenue for them, thus they are willing to stay hands-off from the project 

before it is time to add the finish touches and make revisions. 

 

1.2 The technology used in developing the websites 

 

The commissioning company is a WordPress specialist, which leads to websites built 

under the Edulliset Verkkosivut brand to follow suit and be WordPress based. WordPress 

is an open-source content management system (CMS) that as of October 2018 powers 

32.1% of all websites (W3techs, 2018).  
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To be able to provide the Edulliset Verkkosivut websites at an affordable price with fast 

turnaround time (TAT), the themes used by WordPress will not be custom built, but a 

commercial product called Divi will be used instead. Divi is a theme that comes with a 

page builder and ready-made templates, as well as an easy way to create custom templates 

out of client projects that don’t have a suitable template available, resulting in reduced 

development time for future customers in a similar industry (Elegantthemes.com, n.d.).  

 

The use of themes and templates does not mean that the sites will not be customised, as 

each website will be styled to suit each specific customer and their business. The use of 

themes and templates will simply provide a basis upon which to build for a faster and less 

time-consuming development process.  

 

Instead of custom building a theme for each customer, as many agencies currently do, 

Edulliset Verkkosivut websites will be built with custom child themes and utilise an 

existing theme and template framework, lowering the cost from thousands, or often tens 

of thousands, to hundreds, possibly a thousand or two, depending on the complexity of 

the client project. This also reduces the development time and difficulty significantly, 

allowing the commissioning company to operate at a high margin despite the lower price 

of each website, due to faster development times and the ability to employ more cost-

effective junior level developers instead of experienced experts. 

 

1.3 The competition and the client base 

 

Edulliset Verkkosivut will have competition, but the number of direct competitors is 

reduced by: 

 

1. Being affordable. Major agencies who don’t give any pricing information on their 

website, and whose services generally around five figures or more are not direct 

competitors. Providing pricing and specifications will also indicate to customers 

looking for highly complex systems and custom design and development that this 

is not a service for them. 

 

2. Fast turn-around-time (TAT), meaning that both entrepreneurs and businesses 

who, rather unfortunately, don’t place too much value on their website and those 

who don’t have the resources, time being the key here, to get too involved in the 
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web development process, can get new websites fast and without a high time 

constraint on their part. Competition-wise this benefits Edulliset Verkkosivut 

compared to smaller boutique agencies, that can generally provide lower pricing 

due to a single developer taking the customer from scratch to a finished website 

in the space of two or three months. Customers who want constant hand holding 

and continuous personal involvement in every step of the process are not suitable 

customers, which is portrayed by the fast turn-around-time. 

 

3. Easy to understand and grasp what you’re getting in return. As the aim of this 

thesis is to design and implement an easy to use order and development process 

for websites, it only makes sense that the third and key competitive advantage and 

customer benefit is the easy to understand concept and product that the customer 

is purchasing. Web design compared to selling a pair of shoes is highly complex 

and involves thousands of components that the customer doesn’t necessarily 

understand, or even want to understand, thus creating a very simple and easy to 

follow ordering, development, and delivery process is vital. 

 

1.4 The web design and research process 

 

To better understand the process and the focus of the thesis, a process chart for the entire 

web design service, from the sales funnel to the development and delivery, is necessary. 

The process chart (FIGURE 1) on the following page displays the three main phases and 

gives a clearer understanding of the focus of this thesis, the order form, and its part in the 

process. 



11 

 

 

FIGURE 1. The process displaying the focus of the thesis, the order form. 

 

The research process, portrayed below in FIGURE 2, begins with Form 1, which is 

created based on existing knowledge of the commissioning company. This form is then 

followed by two forms, Form 2 and Form 3, out which Form 2 is based on Form 1, but 

improved by using the theoretical frameworks presented in this thesis. Form 3 will be 

improved based on the feedback gathered from the customers who filled out Form 1. 

Form 4 will be created based on the feedback received from the customers who filled out 

Form 2 and Form 3.  

 

 

FIGURE 2. The research process. 
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For the order form to be successful it needs to be easy to fill out and not cause the 

customer to drop out while in the middle of filling it out, as the funnel already sells the 

customers on the idea that they need a new website and that the ordering process is easy 

and minimal effort required on their part. The order form must thus collect the necessary 

information, form an agreement between the customer and the commissioning company, 

and provide enough information for the developer to design the first version of the 

website. For the commissioning company to be able to deliver on the promise of a 

minimum effort website delivery, he first version needs to be as close as possible to the 

result the customer is satisfied with, or the revisions will provide a high workload for the 

customer as well. 

 

The website development process itself is not a focus of the thesis, however the order 

form is designed and tested in a way that it provides sufficient information for the 

developer to build the customer site and tries to provide them with information that speeds 

up the development process. Therefore, the aim of the thesis includes the development 

process, as it is designed and implemented during the streamlining and productisation of 

the web design service and its ordering process. The development process can then be 

improved and customised to further suit the needs of the commissioning company after 

the thesis is complete. 

 

A crucial aspect of the development process to understand in terms of this thesis, is that 

the order form is intended to cut out most of the communication between the client and 

the developer, thus simplifying the experience of ordering a website and getting a website 

as a product delivered. However, the development process is based on three separate 

phases, called initial delivery, revisions and deployment. The order form and reduced 

levels of additional communications only apply to the stage of the process that takes place 

between the order form and the first phase, delivering the initial website. After the initial 

website is delivered, the customer is needed for revisions, if they require any, and their 

permission is also needed for the deployment of the site to go live. Therefore, it is 

important to note that the communication between the customer and the developer after 

the initial delivery is necessary, and thus out of the scope of streamlining and productising 

within this thesis. The same theories can later be applied to the latter phases by the 

commissioning company should they wish to streamline and productise those phases as 

well. 
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2 STREAMLINING THE WEB DESIGN SERVICE 

 

Completing a software development or web design project based on the customer’s vision 

can be extremely difficult due to multiple people with different roles required throughout 

the process working together for a single goal. This begins with the customer, who might 

be able to explain what they are looking for, yet what they are looking for might not 

reflect their true needs (Jääskeläinen, 2010, p. 154). Usually the customer is in contact 

with a project manager, a project leader or a sales agent, which means that the person the 

customer is explaining their ideas and requirements to might not necessarily be the person 

who develops the website, or even understands the underlying technology (Jääskeläinen, 

2010, p. 157). 

 

The project manager then needs to be able to document the customer’s need specifically 

enough, that the team of designers and developers can use the information to plan, design, 

and develop the resulting website or software, all the while understanding that the 

customer’s actual needs might differ from the specifications received by the project 

manager. (Jääskeläinen, 2010, p. 157) 

 

 

PICTURE 2. The difficulty of understanding customer needs and communication within 

the project team. (Kamens, 2016) 

 

Often the communication of what is going on in the web development process is not 

clearly communicated to the customer, or the customer would need to have extensive 

knowledge and understanding of the technology and process to be able to contribute with 

their requirements, thoughts, and feedback. The documentation that is provided by the 

project team can be confusing, or even worse, unnecessary, which results in wasted man 

hours and costly manuals that the customer never uses (Jääskeläinen, 2010, p. 158). 
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Communication in the commissioning company’s web design process is extremely 

important, as the project manager is replaced by an order form and the goal is to have no 

need for additional contact between the developer and the customer before the first 

version of the site is delivered. Typical website projects consist of interactive 

communication between the agency or developer and the customer, where common 

understanding is ensured by way of video conferencing, face-to-face meetings, phone 

calls and other more involvement-based communications methods (PMBOK, 2013, p. 

295). The additional value brought to the customer by communication is important to 

acknowledge, as the meetings and phone calls provide the customer personalised 

attention. However, these are usually time-intensive methods of communication, and thus 

the elimination of these interactive communication methods is a crucial aspect in 

streamlining the order process. 

 

The order form thus needs to replace this interactive communication by way of 

bidirectional push communication, where specific recipients receive the information they 

need from the other party in a way that the information delivery is ensured, but the 

understanding of the information or actual reach of the recipient is not guaranteed. 

Common ways of push communication include emails, letters, memos, and reports. 

(PMBOK, 2013, p. 295)  

The order form, which when submitted sends an email containing the customer responses 

to the developer, must therefore be designed in a way that the developer can understand 

the contents of the email without the need for further clarification. The basic 

communication model portrayed in FIGURE 2 on the following page shows an additional 

push communication coming back from the receiver to the sender, called the 

acknowledgement message. The order form should thus include a response that is sent to 

the customer, the sender of the initial transmit message.  
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FIGURE 3. Basic communication model (PMBOK, 2013, p. 294). 

 

The term noise is used to collectively represent the various potentially compromising 

factors affecting the transmission, or understanding, of the message. The noise in a 

website project consists of at least unfamiliar technology, lack of background knowledge 

or information, and industry specific terminology (PMBOK, 2013, p. 293). Reducing 

noise in the order form and the order confirmation message is thus necessary, and the 

feedback gathered in the research should reflect this. Continuous testing, monitoring, 

controlling and improving of the communication between the customer and the developer 

during and after the thesis has been completed is of crucial importance (PMBOK, 2013, 

p. 296-297). 

 

Customer expectations need to be managed and directed for the project to reach a 

successful conclusion, because delivering websites for customers on a tight or low-end 

budget who are looking for inspiration for their own website based on sites such as 

Amazon and Google is impossible without causing serious quality and schedule issues 

(Website Builder Expert, 2018). Showing examples of sites created for previous clients 

through the service and offering them templates to find styles and ideas they like would 

provide a solution to directing them to a style and level of web design set by the 

commissioning company. Another alternative is to ask for websites of their competitors 

or in the same industry that the client likes, thus giving visual reference to the developer 

and allowing the customer to showcase potentially difficult to explain features or styles 

they wish to have on their own site (Brown, 2018). 
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A highly efficient development workflow is necessary, as many of the competitors are 

agencies with teams of developers, designers and project managers handling website 

projects. According to developer type research by Stack Overflow (PICTURE 3), 57.9% 

of developers are back-end developers, 37.8% are front-end developers and 13,1% are 

designers, whereas 48,2% identify themselves as full-stack developers (Stack Overflow, 

2018). 

PICTURE 3. Stack Overflow Developer Survey 2018 (Stack Overflow, 2018). 

 

Each project, whether web design or in-house communications software project, has 

multiple areas of responsibilities that need varying skillsets, which is why commonly each 
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project is handled by a team that consists of multiple people with different areas of 

expertise. In a website project, responsibilities are usually categorised as shown in 

PICTURE 4 below. 

 

PICTURE 4. Different responsibilities of web developers (Kharchenko, 2018). 

 

Back-end developers are focused on the server-side of building web applications, and 

their work and the complexity of said work is rarely visible to the customer (Pasqualis, 

2017). Back-end developers are usually also responsible for resolving any bugs and issues 

that arise during project. Front-end developers are responsible for developing and 

implementing the visible aspects of the websites or web application that the user interacts 

with (Amos, 2016). Full-stack developers are developers who can handle both the 

responsibilities of front-end and back-end developers. The front-end developer will 

handle client-side development and the back-end developer will focus on the server-side 

development, which usually includes database creation and content management system 

(CMS) development (Kharchenko, 2018). 

 

In addition to the web developers and project managers, a designer is commonly a part of 

the team. The designer is responsible for the user experience and the visual outlook of the 

site, making sure that the website is not only functional, but easy to use and represents 

the brand image of the client company. The distinction between a web developer and a 

web designer is not always made by even professionals, but it exists and plays a critical 

role in each website project (Snow, 2016). The scale of the project in question is an 
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important aspect to consider though, as often on smaller projects, such as the websites the 

commissioning company wishes to develop through the Edulliset Verkkosivut brand, a 

single web designer or develop, handles the entire website project with the help of tools 

and set practices and partners (Siteimprove, 2014). This is also the way the 

commissioning company will handle the website projects for their Edulliset Verkkosivut 

customers. 

 

An infrastructure as extensive as a website project team is expensive to the agency as well 

as the customer, and websites built by agencies for ecommerce companies and enterprise 

clients range in cost from 5000$ for a smaller webstore to upwards of 25 000$ for more 

extensive websites and customer requirements (Digital.com, 2017). However, in the 

recent years competition has become increasingly brutal in the web development industry, 

as more efficient tools and platforms are developed for solo web designers to complete 

entire web development projects and freelancers from all over the world being able to 

compete more efficiently against local agencies and web developers. This is evident in 

the pricing of websites quoted on multiple websites that have price estimations starting at 

under 300€ for a one to five-page website (Expert Market, 2018). The quality of the 

website acquired at under 300€ cannot be assessed as the site in question does not list any 

references for the different price points. 

 

Price has become a tool for competition in the web design industry mainly due to the high 

number of freelancers and companies specialised in cheap web design, evident by the 

under 300€ website estimates. This is made possible either by way of using less man 

hours per project due to the technology used, or by way of being in a country with lower 

income and cost of living levels. Companies located in Europe and North America 

generally cannot compete in price against a freelancer from, for example, India, where 

the nominal per capita income was 1820$ in 2017 according to the World Bank, whereas 

the number in the United States is 58 270$ in the same fiscal year (Data.worldbank.org, 

2018). 

 

Due to this income discrepancy, web designers and agencies based in Europe and North 

America must use other methods to differentiate themselves and justify their pricing. No 

single developer can master all the different skills required for completing a custom 

website project and complete the project faster than a team of dedicated professionals, 

each focusing on their area of expertise, be that graphics design or back-end development. 
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This provides an advantage to agencies with higher project costs as they can justify their 

pricing by their level of expertise, credibility, resource and support (Bozek, 2018). 

Differentiating a lower cost website is more difficult, due to the lack of a budget for a 

team of developers and designers, and the focus is thus shifted to price and customer 

experience. Websites can be acquired with nearly every imaginable budget, thus making 

it important to differentiate with a superior customer experience and professional quality 

website as the result, instead of entering a price competition (Brinker, 2018). 

 

The commissioning company aims to deliver websites at a price-level similar to that of 

most freelancers, and therefore the customer experience needs to avoid pitfalls of typical 

freelancer website projects, including low or no accountability, slow turn-around time 

and difficulty of managing the project (Bozek, 2018). By streamlining and productising 

the web design service, the commissioning company can provide a better experience for 

potential customers at that price level. The pricing also guarantees that the web design 

product is available to SMBs whose website is not at the core of their business, thus it 

does not justify an investment as sizeable compared to companies that could face 

potentially devastating losses should their website endure downtime or glitches making 

it impossible for customers to, for example, purchase products from the website (Wolfe, 

2018). 

 

Streamlining the web design service and productising it allows for a better customer 

experience, which as an investment is paying off to companies. Adobe’s research found 

that companies investing in customer experience were nearly twice as likely to have 

exceeded their top business goals in 2017 (Abramovich, 2018).  

 

The approach to streamlining the web design service consists of having the framework, 

human-centred design (HCD), under which the methodologies most suited to 

streamlining this web design service have been selected. All methodologies include tools 

and procedures relevant to the methodology, which will then be used to create the most 

optimized web design service in conjunction with the needs of the customer (PICTURE 

5). 
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PICTURE 5. HCD / UCD Framework and common methodologies used (Simonds, 2016) 

 

Human-centred-design (HCD), design thinking and service design share many of the 

same methods and tools, but human-centred design is thought of as a framework due to 

its core principle of ensuring the human aspect of design is not forgotten, while not 

prescribing any specific tools to be used (Barbaroux, 2018). Service design and design 

thinking, however, are considered methodologies, as they are bodies of methods, rules, 

postulates and procedures (Merriam-Webster, n.d.). 

 

The methodologies that will be used in this thesis to accomplish the aim of designing a 

streamlined web design order process, within the chosen human-centred design 

framework, are service design, design thinking, and user experience (UX) design. Design 

thinking, while not portrayed by Simonds in PICTURE 5, is considered to be one specific 

implementation within the frameworks of HCD and UCD (Barbaroux, 2018).  

 

User interface design, or UI, is not part of the methodologies chosen due to the nature of 

the thesis not being about software development. User interface design is a crucial aspect 

when designing web applications or user software, but user experience design is enough 

for the order form, which is the focus in this thesis. 

 

Experience design (XD) falls between service design and user experience design, as it 

focuses on covering all the interaction touchpoints between the user and the company, 

additionally placing emphasis on culturally relevant solutions, whereas user experience 
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design is focused on the customer interaction touchpoints of a specific product or service, 

and service design considers the wider service from a human aspect (Simonds, 2016). 

Therefore, the combination of service design and UX design is better suited for the 

purposes of this thesis. 

 

2.1 Human-centred design 

 

Human-centred design is a framework to designing products and services that considers 

human perspectives during the design process (Elisia, 2017).  It can be integrated into 

different design and development processes and is complementary to existing design 

methodologies. There are six principles to human-centred design that the approach should 

follow according the International Standards Organisation ISO (ISO, 2010, p. 5). These 

six principles according to ISO (2010, p. 5) are: 

 

1. Basing the design on explicit understanding of the users, tasks and environments 

2. Involving the users throughout the design and development phase 

3. User-centred evaluation drives and refines the design 

4. The process is iterative 

5. The whole user experience is addressed by the design 

6. Multidisciplinary skills and perspectives are included in the design team 

 

In PICTURE 5, on the previous page, another framework titled as user-centred design 

(UCD) can be seen together with human-centred design, and while the two share a host 

of similarities, an important differentiating factor between the two can be seen in the name 

already. User-centred design is focused on users and their interactions with the 

technology, whereas human-centred design focuses on the human aspects and 

perspectives of each customer. With the use of user-centred design as a framework, 

systems can be designed to support the users and their use of the software or technology 

that is being designed. For years technology and software design were technology-

centred, focusing on what the technology can do, rather than what the user needs and how 

the user uses the software or technology, and user-centred design is a replacement of this 

technology-centred framework. It emphasises the organisation of technology around 

user’s goals, tasks and abilities (Endsley and Jones, 2004, p. 9-10). 
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Due to the variety of ways to define and understand user-centred design, some researchers 

have even brought up the argument that it is in fact dead. However, the argument is based 

on understanding user-centred design as solely a user-centric process or approach, which 

would result in ignoring the most important aspect of the entire website project and the 

reason why the project exists. And that is the customer. If user-centred design is used too 

strictly in different disciplines and industries, it can result in engineers tinkering with 

software based on the information and feedback gathered through the process and 

ignoring the key aspect that every user and client have in common. They are all humans 

with needs and desires, and the projects are done to satisfy those needs and desires 

(Zimmerman, 2011).  

 

Instead of viewing user-centred design as a constricting framework that forces the 

research and theory to consider the clients in need of a website as users, it should be 

considered as a subset of the human-centred design framework. The nature of human-

centred design as a framework provides the starting point that all users, customers, and 

clients are first and foremost humans, and thus an understanding of the clients and their 

needs and desires can be gained while following the user-centred design process, even if 

the people involved are not users at all (Design Strat, 2018). At the heart of it, user-centred 

design is after all about developing useful and usable products, even though there appears 

to be no single, widely used, definition or process for it (Kujala, 2003, p.3).  

 

User-centred design itself is agnostic of the methods used in the process of gaining a 

deeper understanding of the customers using the service or in the actual design stage of 

the process (Barbaroux, 2018b). However, the process is often divided into four general 

phases during which the understanding can be gained, the service designed, and the result 

design to be evaluated (PICTURE 6). These stages according to the United States 

Department of Health & Human Services are portrayed in PICTURE 6 on the following 

page. 
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PICTURE 6. UCD Process (Usability.gov, n.d.) 

 

A more agile way of portraying the user-centred design process can be seen in PICTURE 

7, where the environment is analysed, an initial solution is designed and then evaluated 

with the help of users. If the solution is successful it will be implemented, but the solution 

is still being tested and feedback asked for potential improvements (Weevers, 2012). 

 

 

PICTURE 7. A more agile way of describing the UCD process (Weevers, 2012). 

 

User-centred design, however, does not mean asking users for what they want and 

delivering it to them, as users generally do not know exactly what they want or need, and 

might not possess a realistic understanding of what is available, acceptable or even 

realistic in terms of the providers capabilities. (Endsley and Jones, 2004, p. 7) 
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Having the order form direct the user to certain answers and directions would most likely 

result in a faster and easier development process for the commissioning company, 

however the resulting website developed based on a form making decisions for the 

customer would likely not be what the customer would have truly wished for. This in turn 

could results in multiple rounds of revisions done to the customer, or even a complete 

redesign of the website. 

 

User-centred design is not based on making decisions on behalf of the user. Ambiguity is 

also dangerous, as it could lead to reduced decision quality and speed, which in turn would 

create a feeling of confusion. The client would also feel that the order form requires high 

levels of effort on their part, due to the form making them feel confused and forcing them 

to concentrate and try to understand the questions and sections in the order form. (Endsley 

and Jones, 2004, p. 8) 

 

Conditional logic on the order form can be used to display questions to customers who 

respond to previous questions in a certain way. The customers Edulliset Verkkosivut 

caters to are ideally not interested in being too hands-on with the process, making it 

beneficial to use conditional logic to allow them to answer certain questions already in 

the form, without hindering the process by having them see unnecessary questions or 

answer follow-up questions due to lack of necessary information being gathered in the 

order form. 

 

An example of this would be in a question regarding the domain of their website. If the 

customer answers ‘No’ to the question ‘Do you have an existing website?’, it could be 

assumed that the customer does not have a domain either. However, leaving the user out-

of-the-loop on decisions and actions that the form takes based on the logic taught to said 

form by its creator could result in the form trying to do things for the user, but eventually 

forcing the customer to try and fight the system if they have a domain, but cannot enter it 

anywhere. These types of automated benefits might provide additional value to the user 

in the form of comfort and ease of use due to the lowered effort level required from the 

user (Endsley and Jones, 2004, p. 9). 

 

However, should the automated benefit produce a result the user did not ask for or want, 

the user must then try to undo the work done by these automated benefits, taking their 

focus off the task at hand and having to concentrate on a tedious task they did not intend 
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to work on (Endsley and Jones, 2004, p.9). An example of an automated benefit creating 

additional work for the user instead of providing comfort is automatically locking car 

doors. 

 

Originally, when manufacturers implemented automatically locking car doors, a car 

owner could leave their keys inside the car, resulting in their keys being locked inside the 

car. The implementation was done to increase the safety and comfort of the owner, but 

the manufacturers did not consider the possibility of locking the keys inside the car. This 

signals a lack of a clear user-centred design process, as the customers where provided on 

automated benefit without testing and co-creating the benefit, resulting in the owner of 

the car having to consider whether they can leave their keys inside the car without the car 

locking the keys inside (Endsley and Jones, 2004, p. 9-10). 

 

As the human-centred design framework does not specify the methods to be used in the 

process, the methodologies to be used in this thesis were selected based on relevance to 

designing a human-centred service which also benefit the productisation of the service 

and allow for a lean and agile development approach for the development of the sites to 

maximize the efficiency for the commissioning company. 

 

Using human-centred design as the framework, with the additional insights of user-

centred design, for the streamlining and productising process, a deeper understanding of 

customer needs and requirements can be achieved. This deeper understanding of the 

company’s customers enables the development of a finalised web design product that 

addresses customer requirements, identifies customer pain points and allows delivery of 

a product that provides solutions to common pain points when having a website designed, 

and requires as small an investment of the customer’s and developer’s time as possible. 

 

One of the principle starting points of the research and theory in this thesis is that the first 

order form is created based on existing experience and the first websites are developed 

based on the information on the initial orders submitted through said form. This is due to 

user feedback being at the centre of the human-centred design framework used in this 

thesis (Thomsen, 2013). Traditionally user observations have been done before the 

project is underway, but both human-centred design and user-centred design emphasise 

the importance of user feedback and co-creation, and thus it is more beneficial to have a 
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minimum-viable-product (MVP) for clients to use and ask for feedback to improve the 

productised web design service upon (Norman, 2006). 

 

2.2 Service design 

 

Service design is a multi-disciplinary approach used to help in innovating or improving 

existing services to provide a more useful, usable and desirable service for clients, and 

aids in making them more efficient, scalable and effective for the service provider 

(Moritz, 2009, p. 19). A rather simplified reasoning behind the service design process is 

that when you’re able to provide a better service the more customers it will attract, and 

the more they are willing to pay (Tuulaniemi, 2011, p. 28-29). 

 

While being a relatively young approach, service design has gained significant traction 

and is emerging as one of the most popular design methodologies in the 21st century 

(Stickdorn and Schneider, 2011, p. 7). The principles behind service share many of 

human-centred design’s principles, but the major distinction is the type of co-creation 

service design promotes. Instead of relying solely on the customer or user, service design 

is focused on bringing together all the stakeholders, from both the commissioning 

company’s and the customers’ side. This way both the developer of the websites as well 

as the customers ordering them are brought together for the creation of the service, 

providing valuable insights and removing the common customer is always right way of 

looking at the design process solely from one side of the equation. Furthermore, by 

involving the developer of the websites in the design process, the provisioning of the 

service is made more effective and efficient, as the developer who will provision the 

customer websites later is aware of the entirety of the service and has been allowed to 

contribute to it (Stickdorn and Schneider, 2011, p. 30-31). 

 

Both service design and human-centred design are very similar in nature. As explained in 

section 2 of this thesis, human-centred design is considered a framework, whereas service 

design is a methodology which consists of tools, rules, postulates and procedures. The 

difference between user-centred design and service design, however, is much more 

significant, albeit the definitions being close to each other. User involvement is at the 

heart of both, and some say that service design is just a new name for user-centred design 

(Kuorelahti, 2015; Handlaamo, 2018).   
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Despite the strong similarities there is a major difference, which is the way the two treat 

the users being involved in the process. User-centred design views them simply as users, 

interacting with the product or service being tested, and modifications are made based on 

their interactions, without considering any emotions or other aspects that make humans 

unique. Service design on the other hand does consider all the stakeholders in the process 

as humans, and their humane aspects, such as their values, feelings, and internal 

motivators, are important for the service designer, due to their impact on the customer 

experience. Therefore, service designers can often take part in the explorative methods 

used to gain an understanding these humane aspects of the users, which to the highly 

objective user-centred design researches might seem absurd, but to understand humans 

we must act as such ourselves too (Kuorelahti, 2015).  

 

As an example, service design could be used to improve the customer service process of 

a car dealership, whereas user-centred design would be a favourable choice when 

developing the website of said car dealership. Customer service is based on human 

interaction and satisfying the needs of other humans, and the website development is 

based on user interactions with the different elements and functions of the website 

(Handlaamo, 2018). 

 

Customer journey maps are used to visualise the path the customer takes and what they 

experience at each point of the service, highlighting the importance of customer 

experience as part of the service design methodology (Tuulaniemi, 2011, p. 78). There 

are numerous ways in which to map the customer journey, from high-level, end-to-end 

type of maps portraying the entire service process, or more focused maps, depicting a part 

of the process portrayed in the high-level map (Smaply, 2018). The customer journey 

map can also be divided into three main phases of the journey, the pre-service, core 

service, and post-service phases. The pre-service phase includes potential customer 

contact to the service provider before they are receiving any of the value of the service. 

An example of this is booking a movie ticket, where the customer books a ticket to see a 

movie, however, they have not seen the movie during the pre-service phase and as such 

have not received the value of the service. The core service in the movie example is when 

the customer comes in and watches the movie, and they are receiving the value of the 

service which they paid for. Post-service includes any potential communication from the 

customer to the service provider after the service has been provisioned and the customer 

has gained the value. Returning to the movie theatre example, if the theatre asks the 



28 

 

customer for feedback after they have been to see the movie, and the customer gives 

feedback to them (Tuulaniemi, 2011, p. 79).  

 

As seen in section 1.4, the focus of this thesis is the order form, the delivery of the first 

version of the website, and the time in-between. A high-level customer journey map 

would include the phases where the customer is researching the offering and familiarising 

themselves with the service before filling out the order form. A focused customer journey 

map would thus be the correct way of mapping the customers journey to represent the 

phase being designed in this thesis. The service design process does not have to focus on 

the design of the entire service, instead focusing on a specific part of the whole service 

process, in this case the aforementioned part of the customer’s journey (Smaply, 2018).  

 

The iterative process of service design can be divided into four main phases portrayed in 

PICTURE 8, which are exploration, creation, reflection, and implementation. It is 

important to note that the service design process does not necessarily move forward in a 

linear fashion, going through all the phases in order. It is common for the process to 

advance from one step to the next just to head back to one of the previous phases after 

new discoveries, insights or problems arise (Stickdorn and Schneider, 2011, p. 117).  

 

 

PICTURE 8. The service design process (Stickdorn and Schneider, 2011, p. 115) 

 

During the exploration phase, the service designer aims to gain a thorough understanding 

of the service that is being designed, the company who it is being designer for, and the 

problem the service designer should work on. Furthermore, the problem the service 

designer is given by the company is generally not the real problem, or at least the 

perspective of the customer is not considered in the initial problem. Much of the discovery 

in the exploration phase thus focuses on finding and understanding the real problem to be 
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solved (Stickdorn and Schneider, 2011, p. 120). After understanding the problem, gaining 

a thorough understanding of the situation from multiple perspectives becomes a priority, 

as service designers must be able to solve the problem in a way that benefits both the 

customers and the company provisioning the service. Finally, visualising the problem and 

the situation helps in simplifying complex and intangible services and processes 

(Stickdorn and Schneider, 2011, p. 121).  

 

The creation phase of the service design process consists of mostly iterations, during 

which different ideas and concepts are tested and retested multiple times. Making 

mistakes is part of the service design process, and during the creation phase it is important 

to explore as many mistakes as possible, as mistakes during the service design process 

are marginal in cost compared to mistakes after the launch of the service (Stickdorn and 

Schneider, 2011, p.122). The aim of the creation phase is to develop solutions for the 

problems identified in the exploration phase. Additionally, the different needs, 

expectations and motivations of the customers identified in the exploration phase need to 

be considered when designing the service (Stickdorn and Schneider, 2011, p.123). 

 

Reflection is the phase where all the concepts and ideas from the previous phases are 

going to be tested and feedback is gathered. Using the feedback, the goal is to 

continuously improve on the concepts that are being tested. Testing physical products is 

a far simpler process compared to testing services, which are usually intangible and harder 

to prototype (Stickdorn and Schneider, 2011, p. 124).  However, services that are being 

tested need to have circumstances as close to reality as possible. Service designers 

sometimes stage theatre and roleplay approaches to simulate a realistic environment for 

the service to be tested (Stickdorn and Schneider, 2011, p. 125). 

 

Finally, the fourth phase is the implementation part of the process, where the concept and 

ideas formed and tested in the previous phases are brought into action as a new or 

improved service. The implementation consists of a multitude of changes, and the 

management of these changes by the service designer is important. The desired customer 

experience needs to be clearly communicated to the employees, and ideally the employees 

provisioning the service took part in the prototyping in the reflection phase, allowing them 

to have a clear vision and understanding of the service. Implementing the change can 

result in problems, which need to be reviewed and solved quickly for a chance at a 

successful implementation. Understanding change and the potential problems is crucial 
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to avoid panic, and a clear visualisation of the service process in the form of a service 

blueprint is a common tool to ease the friction of change and allows for the company to 

focus on the bigger picture. Ideally, after the implementation phase the process of service 

design starts over, and another exploration phase begins to evaluate the progress 

(Stickdorn and Schneider, 2011, p. 126-127. 

 

Service design, as a methodology, includes a variety of tools for the process. 

Benchmarking is a useful tool to analyse the market and the competition. Factors such as 

competitor products, services, pricing, methods and practices are inspected and evaluated 

to learn more about the operating environment. Differentiation and strategic choices can 

be assisted by benchmarking, allowing for the designed service to become more 

competitive and avoiding mistakes that others have already made (Tuulaniemi, 2011, p. 

138-140).  

 

Qualitative research in service design is focused on gathering knowledge that can be 

directly used to inspire and direct the design process. In this thesis the co-creation of the 

service is based on customers providing knowledge and insights of their experience using 

the order form and receiving the first version of their new website through qualitative 

research (Tuulaniemi, 2011, p. 142-147). Co-creation, one of the core principles of 

service design, is not limited to only the customer viewpoints, and thus the developer of 

the websites provides his knowledge and insights of the development process, which is 

based on the order forms submitted by the customers (Tuulaniemi, 2011, p.116). 

 

Prototyping a service is a tool that allows for designer to gain insights and feedback into 

how different concepts and ideas would work after being implemented, without the 

overhead and resource intensity of implementing each concept into the service 

(Tuulaniemi, 2011, p. 194-229). The order form that is being tested and improved upon 

in this thesis started out as an initial prototype, which will then be designed into a better 

form based on theory and feedback. As feedback is used to design the order form, the 

tools required to gather customer feedback will be left in place to allow for continuous 

development based on customer feedback in the future. Continuous improvement is an 

essential tool in service design, both during the design phase and after the service has 

been implemented (Tuulaniemi, 2011, p. 243-249). 
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2.3 Design thinking 

 

Design thinking, similar to service design, is an iterative design process, which aims to 

gain an understanding of the audience the design is meant for and to challenge common 

assumptions in an effort to redefine problems and find alternative solutions. It is often 

referred to as ‘thinking outside the box’, because at its core, design thinking steers away 

from thinking patterns that humans form naturally. When a person thinks of a dog, they 

immediately assume four legs, fur, paws, and a tail, whereas in design thinking the 

designer must attempt to think in a way that does not include these thinking patterns that 

humans develop. This allows for a wider view of the problem and possible solutions 

during the design thinking process (Dam and Siang, 2018b). 

 

The concept of intuition can be thought of as a convenient, short description of what 

happens in design thinking, whereas a more extensive explanation of the process is called 

design logic. It is abductive in nature, making it fundamentally different from the 

inductive and deductive types of logical reasoning. There is no traditional logical 

reasoning behind why designers design the way they do, however, design logic allows 

the resulting design to both satisfy the purpose or function and the aesthetic, emotionally 

pleasing requirement. (Cross, 2011, p. 17) Gordon Murray can be used as an example of 

this design logic. The former Formula One racing car designer and technical director who 

became the technical director of McLaren Cars Limited, a company that produced 

performance cards for consumers. Designing an aesthetically pleasing and mechanically 

functional supercar requires design logic, as the design cannot be purely functional, yet it 

must perform like a supercar as well instead of being simply aesthetically pleasing. 

(Cross, 211, p. 42-44) 

 

When it comes to teaching design thinking, the Hasso-Plattner Institute of Design at 

Stanford University is the leading university in the world, and they divide the design 

thinking process into five different stages portrayed in PICTURE 9 on the following page. 
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PICTURE 9. The five stages of design thinking (Dam and Siang, 2018b). 

 

Referring to section 2.2, clear similarities between design thinking and service design can 

be seen in the way they treat humans as a core of gaining an understanding and developing 

the solution. Design thinking emphasizes the importance of defining the problem, uses 

prototyping to develop solutions for testing, and involves a thorough testing process with 

a focus on continuous improvement of the solution being tested (Dam and Siang, 2018a).  

 

Starting the design thinking process by empathising allows the designers to gain a deep, 

personal understanding of the problem that they are trying to solve by consulting experts 

in the field and observing and engaging with people to gain an understanding of their 

motivations and experiences. Design thinking is a human-centred methodology, thus 

empathy towards other humans is vital in the process to gain insight into the problem 

(Dam and Siang, 2018a). 

 

As with service design, the problem for which a solution is being designed for, needs to 

be clearly defined and understood by the designer. A problem given to the designer by 

the client is not to be taken at face-value but must be defined by the designer based on 

their observations and gathered information from the empathising stage of the service 

design process. The problem should always be defined in a human-centred manner, for 

example, entrepreneurs and small businesses need to be able to order websites in a non-

time-intensive, easy to understand and clear fashion (Dam and Siang, 2018a). 

 

Ideation is the stage where designers start generating ideas to solve the defined problem. 

Several tools, methods and techniques exist for ideation, such as brainstorming, where 

the designers come up with as many ideas as possible, and no idea is considered too crazy 
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Dam and Siang, 2018a). During the brainstorming process there should not be any 

criticising or complimenting ideas, as the process is focused on coming up with multiple 

ideas, and sometimes the best ideas are sparked by another idea that might have seemed 

crazy. At the end of the brainstorming session the ideas are collected and explored further 

(Mindtools, 2016).  

 

The solutions generated in the ideation stage are then moved on to the prototyping stage, 

where the aim is to create working prototypes of the solutions and investigate the 

prototypes to find the best possible solutions for the defined problem. In design thinking, 

the prototype can be tested solely by the designers or shared to a different department or 

group of individuals from outside the design team (Dam and Siang, 2018a). 

 

After the prototyping phase, the idea is that only the best solutions are taken to the testing 

stage, where the product or service is tested, and the problem is refined as a deeper 

understanding of the complete product or service. It is not mandatory to use customers to 

test the solutions, however, as design thinking is a human-centred approach, it makes 

sense to borrow from service design and use co-creation methods to further test the 

solutions at the hands of the end users (Dam and Siang, 2018a). 

 

Design thinking is thus basically problem solving, where the designers must be able to 

separate assumptions and opinions from the facts, and must work in a non-linear fashion, 

as sometimes design thinking requires the designers to return to a previous stage of the 

process (Kosonen, 2018). 

 

What makes design thinking particularly interesting, and clearly differentiates it from 

service design, is that it is not a direct methodology for HCD, as it does not have to include 

user feedback, but it is a multi-disciplinary design process and vital in modern UX design 

(The Interaction Design Foundation, n.d.a).  

 

2.4 UX design 

 

The process of creating products and services providing meaningful and relevant 

experiences to users is called user experience (UX) design. It is often incorrectly used as 

another name of usability or user interface (UI) design, whereas user experience design 

covers areas far beyond the scope of either user interface or usability design. These areas 
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include such aspects as branding, visual design, functionality and usability, out of which 

visual design is the focus of user interface design and usability is the focus of usability 

design. Therefore, usability design and user interface design are considered subsets of 

user experience design, which accounts for the entire experience the user has during their 

journey with the product or service in question (The Interaction Design Foundation, 

n.d.b).  

 

The similarities user experience design shares with the other methodologies and the 

human-centred design framework is visible in the user experience design process 

portrayed in PICTURE 10 below. 

 

 

PICTURE 10. The UX design process (The Interaction Design Foundation, n.d.b). 

 

The user experience design process shows a particularly strong resemblance to the user-

centred design phases depicted in section 2, PICTURE 6, on page 23. 

 

A modern approach to user experience design, that is based on the three foundations of 

design thinking, agile software development and the Lean Startup method, was 

introduced by Jeff Gothelf in his book Lean UX, published in 2013. The lean user 

experience approach values the lean principle of minimising waste by increasing the 

frequency of contact with real customers throughout the design process (Gothelf, 2013, 

p. 5-7).  

 

Lean user experience design is based on hypotheses and minimum viable products 

(MVPs), and each hypothesis is a business solution tested with a minimum viable product. 

The aim is to make a hypothesis, create a minimum viable product to test out the 

hypothesis and try to validate the solution by using customer feedback and testing. If the 
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solution fails or the hypothesis proves incorrect, the feedback is used to adapt the solution 

and hypothesis, create another minimum viable product and test again (Gothelf, 2013, 

p.7).  

 

The first step of the Lean UX process, portrayed in PICTURE 11 below, is declaring 

assumptions. Everyone has assumptions and it is important to declare the assumptions 

and treat them as such. In the worst-case scenario, when the assumptions are not declared, 

the designers start treating them as facts or ignoring them completely. With the 

assumptions declared, the designers must prioritise the assumptions to decide which 

assumption to test first and formulate a hypothesis based on the assumption (Gothelf, 

2013, p. 22). Collaborative design is heavily emphasised in lean user experience design, 

and if possible, assumptions should be declared by as many people in the company as 

possible, and the hypothesis should be formed together as a group exercise (Gothelf, 

2013, p. 33).  

 

 

PICTURE 11. Lean UX process (Gothelf, 2013, p. 18). 

 

After the hypothesis has been created, it is time to create a minimum viable product out 

of it. It does not have to be a fully functional software, or even coded. As an example, 

Gothelf gives a company he consulted, who wanted to have a newsletter. The minimum 

viable product they created was a simple sign up form to test the interest in a newsletter. 

This shows that the minimum viable product does not have to be a prototype of the 

product or service, but instead it can test for interest by collecting feedback or customer 

actions, such as signing up as interested in the newsletter (Gothelf, 2013, p. 56). After the 

minimum viable product is ready, it needs to be tested with potential or existing 

customers, depending on the design that is being created. This is called running an 

experiment (Gothelf, 2013, p. 57). 
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Lean UX highlights the importance for continuous and collaborative feedback and 

research, which is the fourth step in the lean user experience design process (PICTURE 

11). Collaborative means that there is no relying on specialised researchers, but instead 

using people working in the company and the customers involved in using the future 

product or service. Continuous feedback and research is used to continuously test out 

hypotheses, instead of overanalysing everything in-house customers are repeatedly 

involved in the testing process (Gothelf, 2013, p. 74). 

 

Once the product is launched, however, the continuous and collaborative research and 

feedback must continue. Feedback generation channels (PICTURE 12) are important in 

keeping a communication going with the customers using the product or service (Gothelf, 

2013, p. 86). 

 

PICTURE 12. Feedback and research has many forms and is never-ending (Gothelf, 

2013, p. 86). 

 

An additional tool for testing hypotheses is A/B testing, which was originally developed 

by marketers to test which of two relatively similar concepts achieve higher efficiency in 

achieving their goal, and it can be applied to coded prototypes with lean user experience 

design. Testing two different hypotheses for order forms for example, by sending an equal 

number of customers to each order form and researching the efficiency of each order form 

to see which hypothesis performed more efficiently (Gothelf, 2013, p. 88). 
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3 PRODUCTISING THE STREAMLINED WEB DESIGN SERVICE 

 

3.1 Productisation 

 

Productisation does not have single definition that would cover all the different aspects, 

elements and understandings of the concept. A celebrity with a strong personal brand can 

be said to have productised themselves, even though they are neither a service nor a 

product to begin with (Parantainen, 2007, p. 11). However, the productisation of services 

can be defined as encapsulating the service and the value it provides by standardising and 

depicting the different aspects of the service (Tuominen et al., 2015, p. 5).  

 

Productisation can be divided into two different levels, namely internal and external 

productisation. Internal productisation applies to the aspects of the service not visible to 

the customer, such as documentation and procedures, whereas external productisation 

applies to the elements visible to the customer and are usually depicted in the sales and 

marketing materials. However, even though productisation of services includes 

standardising, there is a major difference between the two, as productising services must 

not entirely remove the customising and tailoring aspect of services, whereas 

standardising a service would do exactly that. Therefore, productisation does employ 

elements of standardising, but does not standardise the entire service, merely aspects of 

it, while retaining an element of customisability for the customer. (Tuominen et al., 2015, 

p. 5) A balance needs to be achieved between customisability and standardisation, and 

achieving this balance is one of the greatest challenges of productisation (Tuominen et 

al., 2015, p. 6). 

 

A well productised service can be recognised from the documentation. In a situation 

where all the current employees and managers of a company were let go and replaced 

with equally skilled professional, a well productised service could be delivered by these 

new employees in a matter of weeks in a manner identical to the previous employees and 

managers. There is no difference in the skillsets, thus the critical element to succeed in 

continuing the delivery of the service lies in the documentation based on which the new 

employees and managers will start operating. (Parantainen, 2007, p. 12) 

 

Documentation is of crucial importance in scalability, as new employees can be hired, 

and the operation expanded far more efficiently, without compromising any quality or 
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service production efficiency in the process. An example of documentation that enables 

this sort of expansion and scalability can be seen in franchising businesses around the 

world. (Parantainen, 2007, p. 15) In the commissioning company’s case productisation 

thus allows them to maintain the quality and turn-around-time even during high order 

volumes by enabling them to outsource the work using proper documentation, which they 

are currently not able to do. 

 

Productisation is not without its risks, one of the major risks being that you don’t 

understand the needs of your customers (Parantainen, 2007, p. 28). Mitigating the risk of 

deciding what the customer wants instead of asking them what they want is done by 

involving the customers and the employees provisioning the service (Tuominen et al., 

2015, p. 7). Focusing too much on the technical aspects of your service is another risk, 

and one which deters customers rather effectively if they are not interested in the overly 

technical explanations or questions (Parantainen, 2007, p. 28).  

 

The productisation process can be executed in a multitude of different ways. According 

to Tuominen et al. (2015, p. 10) the traditional way of productising is based on a single 

push type of effort that follows a checklist that needs to be completed. The iterative design 

processes explored in section 2 would not support this approach, thus two other 

productisation processes, the agile- and iterative productisation process are explored to 

find the most suitable process of productisation. The agile productisation process focuses 

on pushing the product to market as soon as possible, and often involves selling of the 

product before the process is finished. The further development and productisation is 

finalised with the help of the first customers. The iterative productisation process places 

an emphasis on continuous improvement and the productisation is done in phases, for 

example first focusing on the internal or external productisation (Tuominen et al., 2015, 

p. 11). 

 

According to Parantainen (2007, p. 38), two of the most important goals of productisation 

are making the service easier to purchase and making it easier to produce at scale or 

duplicate than a regular service. 

 

The ease of purchasing the service might seem like an obvious goal, one that all 

companies strive to achieve without ever getting involved with productisation, but the 

truth is that easy to purchase services and products are not as common as one would 
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expect. The largest companies in the world have made their products and services easy to 

purchase as a result of intensive testing and effort on their part. To make a service or 

product easier to purchase, a clear definition of who it is for and what problem it solves 

is a must (Parantainen, 2007, p. 41). Explaining the service thoroughly and honestly will 

make the customer feel like they understand why they are making the decision to purchase 

the product, even if the explanation might not make perfect sense or even be rational. 

Psychology show that people respond positively to factors that are explained to them, for 

example, an additional feature might raise the price of your service quite substantially, 

and if you do not explain why it increases the price substantially, the customer is less 

likely to purchase the service at all. However, explaining the price increase that the 

additional feature brings makes the customer more likely to make the purchase (Apunen 

and Parantainen, 2011, p. 205-206). 

 

Understanding the competition and reflecting their offering to your own provides an 

understanding of what your company offers that the competition does not offer. Providing 

a clear comparison between you and the competition that is based on facts and features is 

highly recommended, as neither insults, bragging or not mentioning the competition is 

helping in making the purchasing of your product any easier (Parantainen, 2007, p. 42-

43).   

 

The customer cannot decide based on buzzwords and sales phrases, thus focusing on what 

it is that you promise and nobody else does allows for the customer to make a choice 

based on the difference between you and you competitors as well as the solution you 

provide to their problems (Parantainen, 2007, p. 41). 

 

To assist the customer in making their decision, package the different services into one 

or many suitable bodies that include relevant services packaged into one. Instead of 

invoicing the travel, lodging and meeting separately for example, package them into an 

initial consultation service with a single price. This limits the effort required from the 

customer to understand and evaluate your service (Parantainen, 2007, p. 47-48). Another 

important aspect of the process is to reduce the feeling of risk in the customer. First 

impressions and factors that are seemingly miniscule are often the ones guiding the 

decisions made by people (Parantainen, 2007, p. 50).  
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Making the purchasing of the product easier is not solely about defining the product and 

making promises however, as an important part of making the service easier to purchase 

is clearly defining what is expected from the customers, because otherwise the customer 

might not be suited to purchase the productised service. This provides the customer a 

sense of your expertise, as you do not blindly offer your services to anyone (Parantainen, 

2007, p. 51). Contrary to popular belief, the customer does not feel the purchase of a ‘we 

can do anything that you want’ to be less risky than a specifically defined service. Often 

this might result in an increase in the feeling of risk felt by the customer (Parantainen, 

2007, p. 48). In the case of the commissioning company’s web design service, if the 

customer expects too much personal communication it will slow down and complicate 

the process, which is why the communication between the customer and the developer in 

this order process was defined in section 2.  

 

For a productised service to scale better than a traditional one, there are some key factors 

that need to be considered. By their nature, services tailored to suit the customer the 

service is being provided for. High levels of customisation result in difficulties when it 

comes to scaling as well as the documentation for provisioning the service. There is a 

reason there is no handbook that anyone can follow to create a tailored suit for themselves. 

A productised service cannot ignore the aspect of tailoring the service to better suit the 

customer, however, there is a way to make the aspect of tailoring scalable. This is called 

mass-tailoring, a perfect example of which can be seen in the car industry. Take BMW 

for example. They produce thousands of new cars each month, and every single one can 

be individually customised to suit the needs of the customer, yet each one rolls out of the 

same manufacturing plant. The different parts the customer can choose, such as the colour 

of the interior, are set by BMW and thus standardised, yet they allow for the customer to 

tailor the car according to their taste. By providing the customer with choices they can 

make, the feeling of getting an individually tailored service is achieved without reducing 

the ability to scale and document the productised service (Parantainen, 2007, p. 92).  

 

Producing and delivering the productised service, however, is not possible without proper 

documentation, which as mentioned, is a clear identifier of a well productised service. 

Documentation, however, is not limited to merely internal documentation depicting the 

process of provision the service, but also includes materials visible to the customer, such 

as the sales documentation and presentations (Parantainen, 2007, p. 196). Proper 

documentation for provisioning the productised service summarises the service, who it is 



41 

 

for, who is involved in producing the service, the different areas of responsibility and 

clear instructions on how each person included in the process of provisioning the service 

will do the work assigned to their area of responsibility (Parantainen, 2007, p. 221). 

Creating sales documentation and other external materials based on the internal 

documentation and the productisation process is an excellent way to provide concrete 

evidence to the customer as to what they are purchasing. It is not necessary to explain 

productisation or its stages to the customer, but rather show the customer how the 

productised service, an intangible product, is made and what are the different steps and 

responsibilities involved in making the service (Parantainen, 2007, p. 240).  

 

3.2 Lean and agile software development 

 

To be able to efficiently provision the productised service, the website development will 

follow the principles of lean and agile software development.  

 

The origins of lean can be traced back to the Toyota Production System (TPS), Toyota’s 

internal production philosophy of recognising and cutting waste, which gained major 

interest from Western researches in the late 1980s. The researchers label the Toyota 

system as ‘lean’, which resulted in the term catching wind and becoming a globally well-

known concept. However, TPS and lean are two different, albeit often developed and 

discussed in parallel, concepts (Modig and Åhlström, 2017, p. 75). The difference 

between the concepts is directly visible in the vast expansion of the lean concept across 

different industries, away from its origins in manufacturing. An example of this expansion 

is lean software development. (Modig and Åhlström, 2017, p. 82) This expansion also 

results in fragmentation in the definition of lean, and due to some dealing with lean as an 

abstract concept and others as a method, tool or technique, there is no single generally 

accepted definition of lean (Modig and Åhlström, 2017, p. 83).  

 

Lean software development is based on the principles of lean and the TSP, thus reducing 

waste and delivering value to the customer is at the centre of it (Poppendieck and 

Poppendieck, 2003, p. 16). Agile software development as an approach emphasises 

customer-centric development that is done in short iterations, continuously delivering 

functional parts of the software while remaining agile enough to react to changes in 

customer wishes or the project in general. This, instead of the more traditional and rigid 
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plan-based approaches has become massively popular in the software industry (Haynes 

and Friedenberg, 2006, p. 6-7). 

 

Both methodologies have thus born out of the need to find ways to develop better software 

in a more modern and customer-centric fashion, as opposed to the plan-based approaches 

that had been around since the 1970s (Oliveri, 2017). Agile software development has its 

origins in lean thinking, as both are designed to eliminate waste, however the two are not, 

despite their strong similarities, the same thing (Ries, 2011, p. 55). Lean software 

development is commonly considered to be a sub framework within the umbrella 

framework of agile software development (Oliveri, 2017). 

 

The difference between the two software development methodologies is not always clear, 

and both are based on strikingly similar principles (PICTURE 13). However, lean 

software development was intended for the organisational level, whereas agile software 

development was intended for the software development projects themselves (Oliveri, 

2017). This can be seen in the value stream maps that are part of the lean software 

development approach (Poppendieck and Poppendieck, 2003, p. 23). Value stream maps 

are created to analyse the end-to-end cycle of development, from receiving the order to 

delivering it to the customer, whereas agile software development favours short iteration 

cycles and frequent deliveries over the more holistic approach that lean takes (Oliveri, 

2017). 
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PICTURE 13. Lean Vs. Agile software development (Oliveri, 2017). 

 

When implementing lean to a service business the danger lies in misunderstanding the 

concept of minimising waste. The idea is not to turn workers provisioning a service into 

a manufacturing line with specialist functions, resulting in more repetitive work, being 

issued for everyone (Macintyre, Parry and Angelis, 2011, p. 51).  
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4 QUALITATIVE RESEARCH INTO CUSTOMER EXPERIENCE 

 

Qualitative research aims to understand the experiences and the reflections on those 

experiences the people had, instead of relying on tightly defined questions designed to 

elicit categorised answers with little room for individuality in responding to the questions 

(Jackson, Drummond and Camara, 2007, p. 22-23). Interviews can be used to collect the 

data (Tuomi and Sarajärvi, 2018, p. 62). 

 

The research is done with four variations of the order form that is the focus of thesis. The 

research process is portrayed below, where the structure of the research is visible. The 

research process figure was previously presented on page 11 in section 1.4. Each of the 

order forms will be filled out by four customers, after which feedback will be gathered, 

analysed and used to improve the subsequent order form.  

 

 

FIGURE 2. The research process, previously presented on page 11 in section 1.4. 

 

Form 1 is created based on existing experience the commissioning company has regarding 

the information necessary to begin the website development process. Form 2 improves 

upon Form 1by using the different theoretical insights introduced in this thesis. Form 3 is 

created based on the feedback of the customers who filled out Form 1. The customers 
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who submit either Form 2 or Form 3 will all be asked to give feedback, based on which 

Form 4 is created. The customers who submit Form 4 will also be asked for feedback to 

analyse the resulting order form.  

 

As defined in section 1.4, on page 10, the order form is the focus of the thesis, and as 

such, the feedback will be gathered after the first version of the website is delivered to 

the customer. This allows the research to not be affected by the potential revisions that 

are done to the website based on the further development process, and thus provides the 

most relevant feedback to improve the order form in a way that results in the best possible 

initial website design result.  

 

The research questions (APPENDIX 1) are purposefully open ended and seek to uncover 

the perspectives and experiences of the customers (Agee, 2009, p. 434).  
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5 RESULTS AND ANALYSIS OF THE RESEARCH 

 

The full feedback forms are available for those who wish to see them, the key points for 

each form are appendices and only the analysis of each form’s feedback is presented in 

this section. The communication with the customers, including the order form and the 

feedback, is in Finnish due to it being the native language of the customers participating 

in the research. The key points collected from the feedback were translated into English.  

 

The customers are number 1-16 for the purposes of being able to analyse and refer to 

feedback given by a specific customer and reflecting that feedback to the feedback gotten 

from the other customers who filled out the same form.  

 

5.1 Form 1 

 

Design 

 

Form 1 (APPENDIX 2), filled by customers 1-4, was created based on existing 

knowledge with the aim of keeping it as short as possible, without hindering the 

development process.  

 

A supporting sales page (APPENDIX 3) was created based on additional questions 

received from one of the customers, answering the questions that were preventing them 

from filling out the order form. These questions were related to understanding WordPress, 

the hosting, and domain provided to the customers, the sales page improving the 

communication discussed in section 2. The questions were specifically answered in the 

Frequently Asked Question part of the sales page (APPENDIX 4), providing the other 

customers part-taking in the research access to the same answers.  

 

Results and analysis 

 

Based on the feedback received (APPENDIX 5), the overall experience of the customers 

was a positive one, with Customers 1, 3, and 4 stating they were satisfied or even surprised 

by how well the process went and Customers 1 and 4 liked the clarity and the extent of 

the questions on the order form. This means that Form 3 should follow a similar level of 

clarity, not adding any further technical questions or difficult questions. 
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Customers 2 and 3 did not remember the order form and what they had submitted, which 

is a clear indicator that Form 3 needs to send a copy of the order summary to the customer 

as well, whereas Form 1 only sent it to the commissioning company. In addition, the 

feedback form that was sent will be divided in two, the questions focusing on the order 

form, which are the first eight questions of the feedback form, will be sent to the 

customers straight after they submit the form, ensuring they have the experience fresh on 

their mind. The latter seven questions about the first version of the website and the overall 

process will be sent at the same time as the first version of the website, instead of all the 

questions being asked only at this point. The questions will not be changed, so 

APPENDIX 1 accurately represents the feedback form and its questions throughout the 

research process of all forms. 

 

Customer 4 pointed out that they wanted to know when they should expect the first 

version of the website to be delivered, but the order form did not send any confirmation 

about this. In addition, Customer 2 felt that the delivery took too long, whereas the three 

other customers did not feel that way, meaning that additional communication is 

necessary to keep the customer informed on the different stages and the timeline of the 

process. An order confirmation message should be sent to the customer that gives an 

estimated date of delivery and what can be expected of the first version of the website. 

The order summary should be attached to this confirmation to reduce the number of 

emails sent to the customer. 

 

All customers were satisfied with the first version of the website they received, however 

Customer 2 wanted to know more about the customisability and how easy it is. Additional 

documentation could be created by the commissioning company about the websites and 

how to use them, but the order form itself cannot contain such extensive documentation 

without hindering the clarity. Customer 1 said the website “even slightly exceeded 

expectations.” 

 

Customer 1 described the feeling after filling the form as relief, because they had finally 

gotten around to ordering a website for their business, and that the ease of the order 

process was the best part about it. They suggested the ease of ordering should be 

highlighted even further, which is something that needs to be considered by the 

commissioning company on their sales materials.  
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Customers 1, 3 and 4 all agreed that the form saved them time and felt that it was a good 

way to save time, with Customer 4 specifying that the time saved suited them perfectly 

but might not suit everyone. Customer 2 thought this might be the wrong place to save 

time. 

 

Customer 4 brought up the question of giving the developer nearly free reign as far as the 

design of the website goes, and stated that while they were okay with it in the case of this 

website they ordered, they feel that it might be beneficial to allow the customer to give 

more directions to the developer about how the site should look and feel. Form 3 should 

thus make use of templates and example designs the customer could choose from, as well 

as linking them to the free and easy to use colour palette creation tool called Coolors that 

the developer uses, allowing them to choose the specific colours to be used if they want 

to do that. It should not be required however, as the developer felt that choosing the colour 

palette based on the colour suggestions given by the client is not a difficult process for 

the developer to handle. The developer did feel that giving the clients example designs 

and templates to choose from could be beneficial in making the developer’s work faster 

and more accurate.  

 

Customer 4 also suggested that a phone conversation could be added to go through the 

order form with the customer after they submit it and highlighted that it would help build 

the trust in the commissioning company. Customer 1 directly contradicted this, saying the 

order form suited a busy small business such as themselves perfectly, because by sending 

a “couple of emails and you’ve got a website.” Adding a choice for the customer to have 

a short phone call or video conference to go through the order form is a possibility but 

will not be included as part of this thesis, since it is not directly related to the research of 

how to make the order form as streamlined as possible. This would also increase the time 

commitment required from the commissioning company to the communications 

discussed in section 2. 

 

Customer 2 was an example of a customer that is most likely not suited for this product, 

as they wanted to be more hands on, which means the expectations of the client and the 

commissioning company did not match. In section 3.1 the importance of being clear of 

what is expected from the client was brought up, and the client expected to be more 

involved, whereas the whole concept is based on less interaction and customer 
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involvement than what is traditionally included in a website design process. Customer 2 

justified this wish to be more involved by stating that is the way they are used to working, 

further supporting the analysis that the customer expectations were not managed in a clear 

enough manner. Other customers did not have an issue with not being involved, Customer 

1 even going as far as pointing out they absolutely did not want to be involved before 

receiving the first version of the site. 

 

5.2 Form 2 

 

Design 

 

Form 2 (APPENDIX 6), filled by customers 5-8, was created based on the theoretical 

insights gained throughout the previous sections of this thesis. The initial form, Form 1, 

was used as the basis.  

 

Based on the communications theory discussed in section 2, the customer is sent a copy 

of the order form they submitted. The basic communication model (FIGURE 3, in section 

2 on page 15) includes a transmit message, acknowledgement message and feedback, of 

which the transit message is the order form and feedback was asked, but the 

acknowledgement message was missing.  

 

Conditional logic, discussed in section 2.1 is added to the order form, whilst being careful 

not to leave the user out of the decision-making loop. The conditional logic is applied to 

the questions about the domain and an existing website as shown in FIGURE 4. 

 

 

FIGURE 4. Conditional logic on Form 2. 

 

Balance between standardisation and customisation, giving the customer a choice without 

allowing them to hinder the development process, was created based on the concept of 

mass-tailoring, introduced in section 3.1 covering productisation. Customers are therefore 
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allowed to choose the structure of the website from the two possible choices, either having 

a single-page website or a multi-page website. In addition to the structure, the customers 

can choose the different pages, of a multi-page website, or sections, of a single-page 

website, to be included on the website, for example about us and portfolio pages or 

sections can be selected. The customers are given a set number of choices they can make 

from the given options to keep the development process efficient and scalable, while 

allowing the customer to tailor the structure of the website to their liking.  

 

Results and analysis 

 

All customers were satisfied with the sites they received from this order form, and unlike 

after the previous order form 1, the customers did not feel as left out of the loop as the 

previous ones, meaning the order confirmation was a step in the right direction 

communication-wise. The customers also agreed that the form saved them time, and that 

it was a good way to save time, with none of them indicating they would have liked to 

have been more involved in the development process. 

 

Despite the satisfaction, however, Customers 6, 7, and 8 were all slightly reserved and 

wondering of the outcome after they submitted the order form. This mean that the 

communication could still be improved, and Customer 6 pointed out the lack of 

understanding on their part for the whole process, which made them feel curious and 

unsure. Supporting materials are the natural place to add more information about the 

process, but the order confirmation message for form 4 should also be modified to 

highlight that the lack of contact before delivering the first version of the site is natural, 

and that the customer will be more involved after the first version of the website has been 

delivered.  

 

An optional additional step where the customer is contacted after the form, even only to 

quickly go through it with them, could potentially make the service stand out even further, 

and make the customers feel more at ease. This is something that the commissioning 

company should consider doing as part of the service. Making the order process too easy 

and lacking in human touch can make the customer feel alienated and worried as to 

whether enough information has been given to the developer. Customer 8 pointed out that 

they were left wondering if it is possible to develop a website based on the short order 

form. Form 4 thus should add more questions, while making sure the questions are easy 
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enough to answer and useful to the developer. Two of the additional questions should be 

separating the colour scheme and links to example sites from the describe the style of the 

site question, which has previously been a single question combined of multiple different 

aspects. 

 

Customer 5 pointed out their experience in graphics design and knew what to expect from 

the developer and understood the process better. They would have wanted to have been 

able to upload images to be used on their site during the order process, which is something 

the developer agrees would be beneficial, as long as it is not mandatory for the customer 

to upload images. Form 4 should thus have a section where images could be uploaded, 

not just the logo as was in the other forms. 

 

The developer suggested that choosing the pages and structure of the site would be 

retained as part of the process in form 4, as it made structuring the website according to 

the customer’s taste easier and more efficient. However, the difference between a multi-

page and a single-page should be explained better, as customer 7 said they did not 

understand the difference and had to do extra research to understand what the different 

structures mean. Especially the amount of content suitable for each type of website, as a 

multi-page website generally requires more content than a single-page website. This 

makes the single-page option more suitable to many small businesses focused on a 

specific service or product. 

 

Customer 6 pointed out that they have two separate addresses, one of which is for their 

office and one which is the registered business address, and they were unsure which one 

to use. An explanation should be added to form 4 clarifying that the address that is entered 

during the form is for identification purposes and does not have to go on the website if 

the customer does not want it on there. 

 

5.3 Form 3 

 

Design 

 

Form 3 (APPENDIX 8), filled by customers 9-12, was created based on the feedback and 

analysis of Form 1 in section 5.1. 
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Results and analysis 

 

Based on their feedback, customers 10, 11, and 12 were relatively satisfied with the 

websites they received, and customer 9 felt it was not exactly what they were looking for. 

The order form, however, was said to have been clear and easy to understand, but all 

customers voiced concerns as to whether changes or additional information after 

submitting the form was permitted. This led to them having wanted to send images, text 

and other content to the developer already with the order form. 

 

Customer 10 also highlighted the lack of information about how to fill the form, moving 

back and forth inside the form, saving it and continuing later, and how accurately the form 

needed to be filled as something that made the form harder and more stressful to fill. They 

also felt Coolors, the colour picking tool, was something they felt pressure about, due to 

them feeling like the responsibility of creating a good colour palette for the site was now 

their responsibility, not the developers.  

 

Due to these concerns form 4 should have an information card or two before the questions 

to explain that there is no pressure in filling out the form, how it works, and that additional 

information can always be sent to the developer via email later. The colour picking tool 

Coolors should be removed, as this concern was a direct result of adding the tool to the 

form, and the developer felt that if the customer can describe the colours it is plenty 

enough for him to create the colour palette for the site. The possibility of uploading files, 

images and text should be added to the form, as well as the possibility to save the progress 

and return to the form later. 

 

The level of the questions combined with the lack of a clear explanation of the process 

and no indication of any possibility for personal help and contact during the process 

created concerns for customers 10, 11, and 12, who all wished there was a clearer 

explanation of the process and the possibility of human contact during the process. An 

explanation of the process is already found in the order confirmation message, as 

customer 10 pointed out, but they still wished for it to have been present before starting 

to fill in the actual form. An information card about the process should be added to the 

beginning of form 4 explaining the process, without removing it from the order 

confirmation. This allows for the customer to feel more at ease during the order form and 

process. A phone call or video chat with the developer is something that the 
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commissioning company should consider adding to the service, but as is not directly 

related to the order form, the order form should include an explanation that tries to calm 

the customer by clarifying that the developer will contact the customer in later stages and 

the site will be finished together with the customer. 

 

With Customer 12 a misunderstanding happened with the developer, where the customer 

mentioned in the question asking about which example site they liked, the customer 

answered the question by pointing out an example site, but also offered to send a reference 

website of their own that they liked. The developer did not request the reference website, 

as they thought the customer was talking about a reference from their customer that could 

be placed on the site, which could easily be added later after the site was finished.  

 

This resulted in the customer feeling a lack communication from the commissioning 

company, as they had offered further information, but not been asked for it. The example 

sites given to the customer to choose from were not extremely helpful, as that limits the 

choice for the customer as well as makes the developer focus too much on the example 

they chose. Based on this insight, Form 4 should remove the five example sites given to 

the customers, and instead be asking them for reference sites they like. This way the 

developer has an example site, or multiple example sites, to understand the customer’s 

idea of style for the site, without limiting the customer to a single choice out of five 

examples. 

 

The customers did, however, like the look and clarity of the order form’s style and 

structure, meaning that the same template and structure should be used in form 4. 

Explanations of the domains and hosting, which was mentioned by customer 10 in their 

feedback, could be added and made relevant to each customer by using the same structure 

for conditional logic as explained in FIGURE 4 on page 47. This way the explanations 

are only shown based on the customer’s choices during the form, keeping it clearer, but 

not leaving the customer in the dark about how domains and hosting work.  

 

Based on all the feedback, form 3 found the limit as to how far the process can be 

constrained to making choices, lack of additional explanations and documentation, and 

reducing the amount of tailoring the website. The example templates the customer 

chooses from are narrowing the developers focus down too much and the customer begins 

to feel like they can’t change or add information later. Coolors, the colour picking tool, 



54 

 

added unnecessary pressure to the customer. Form 4 needs to take a step back with the 

advancement of the questions, removing the examples and Coolors, and adding more 

human elements and reassuring in the form of explanations of the process and form to the 

beginning of the form.  

 

 

5.4 Form 4 

 

Design 

 

Form 4 (APPENDIX 10), filled by customers 13-16, was based on the feedback and 

analysis of both Form 2 and Form 3, discussed in sections 5.2 and 5.3.  

 

Results and analysis 

 

Based on the feedback, all customers who submitted form 4 were at least satisfied with 

the first version of the website they received, showing improvement over the previous 

order forms. This was most likely due to the added questions with a more focused 

purpose, such as separating the colour question from the style of the site question, without 

adding any further difficulty for the customer to answer the question, the way that 

suggesting the customer to create their own colour palette did in Form 2.  

 

Three of the four customers suggested the addition of or wished they had the possibility 

of calling or contacting the developer directly to discuss their website and its features and 

the information they submitted on the order form. This is something the commissioning 

company has been informed of, and they have decided to implement it as a part of their 

service due to the large number of requests for it suggesting that people ordering websites 

do not wish to have the experience too streamlined and productised.  

 

Adding the explanations to the beginning of the form about the use of the form, the service 

process and the possibilities of modifying the website later together with the developer 

was a successfully addition. Two customers directly referenced these explanation cards 

in the beginning of the form as having helped them to better understand the overall 

process and what was required of them. As discussed in section 2.1 on page 24, leaving 

the user out of the loop in the decision making is a risk of conditional logic, and clearly 
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streamlining a process that traditionally has the user involved on far more frequent basis 

to a too high of a level can have the same left out of the loop experience on the customer, 

making them wish for more human contact and a better explanation of the process and 

the website they will be receiving. 

 

The additional services that customer 13 wished for showed that they were trusting the 

commissioning company to deliver them a quality website based on the order form, 

because if you do not trust your service provider, you do not want them to provide you 

with more services than they currently are providing you with. This is a very positive sign 

that the research was able to improve and indeed streamline and productise the process 

of ordering and developing websites, with the developer indicating they were happy with 

the amount of information given to them by the final order form, which allowed them to 

deliver better results to the customers already in the first version of the website.  

 

The change in the feedback gathering process, discussed in section 5.1 on page 47, had a 

positive effect on forms 2, 3, and 4. The customers were far more aware of the feelings 

they had when they answered the first half of the feedback before receiving the first 

version, and then if they were satisfied with the outcome, were sometimes able to reflect 

on the feelings they had before. This improvement in the feedback quality and the lack of 

answers saying the customers could not remember what the form looked like made it 

possible for the analysis to provide more value to the commissioning company.  

 

Because of the results of this thesis and its research, the commissioning company decided 

to abandon the idea of entirely automating the ordering process of websites, instead using 

the resulting order form as a starting point to build a streamlined experience of collecting 

the information required to build a website from the customer. This allows for them to 

streamline and productise the web design service, without alienating the customers 

entirely due to lack of human contact. The possibility of some clients being satisfied with 

having no additional communication with the commissioning company, apart from the 

initial order form, is an exciting prospect for the commissioning company, as this would 

allow them to charge a higher price for the service based on the fact that they offer the 

customer the possibility of scheduling a phone call or video meeting with the developer, 

but the customer might never actually use that opportunity.  
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6 DISCUSSION  

 

As the first major academic research project I have ever conducted, this thesis was a 

massive educational experience for me. At first the research was supposed to have been 

focused on a far wider service the commissioning company wanted to call “Digistart”, 

which would have basically included everything the customer could wish for when 

building their web presence, from hosting and website to graphics design, content writing, 

social media management and SEO work. Thankfully, the focus was shifted to the more 

focused web design service already early in the thesis process, because the time 

requirement of conducting this type of qualitative research with a service even as complex 

as web design was definitely a surprise to me.  

 

Learning more and more about the different ways to build a more human-centred service 

and finally seeing the benefits of using the theories and co-creating the best possible order 

form together with the customers by using their feedback was a great experience, although 

the theory part of was rather taxing on my mental capacity due to the vast similarities and 

minor differences between the different methodologies and frameworks. One could say 

that separating the different terms from each other was by far the most difficult part of 

this thesis, even though the research took the most time to conduct and finish.  

 

The result that was achieved was the best part of the entire thesis process, as it was 

exciting to see actual benefit and use coming out of the research, even if the use of the 

final order form will not be what it was originally imagined to be. After reading about all 

the different methodologies used in human-centred design, the ability to understand that 

the original idea might not actually be the best one, or to know when the feedback you’re 

getting is telling you to try something different, I think I can safely say that this was 

indeed a very fitting end to the thesis process as a whole.  

 

A plethora of future additions to the service and documentation that needs to be available 

to the customer was also born because of the feedback gathered during the research. The 

feedback was not directly used to improve the order forms but provided the 

commissioning company with concrete ideas on how to improve the service even further. 
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Appendix 5. Feedback key points for Form 1  

• Customers 2 and 3 felt they had forgotten much of the order form itself 

• Customer 4 wanted a timeline when they would receive the first version of the website 

o Customer 2 felt that it took too long to deliver the website 

• Customers 1 and 4 felt the form asked everything they wanted to tell and felt the form 

was clear and left no questions about the content of the form.  

• After filling the form Customer 1 described having felt relief and explaining that this 

was due to finally having gotten around to getting a website ordered. 

o The first version was also told by Customer 1 to have “even slightly exceeded 

expectations” and that it was the ease of the process that was the best thing in 

this service. 

▪ Customer 1 suggested to highlight the ease of the process better 

• All customers were satisfied with the first version of the website, but Customer 2 

wanted to know more about the customisation possibilities of the website 

• Customers 1, 3, and 4 agreed that the order form saved them time and they felt it was a 

good way to save time 

o Customer 2 thought this may be the wrong place to save time 

o Customer 4 specified that for this situation it suited them perfectly, might not 

suit everyone 

• Customer 4 stated that while they were okay with giving the developer the freedom to 

design the look/feel of the website, some others might not, and wished there was 

something to help guide the developer to a certain look/feel/style. 

• A suggestion was made by Customer 4 of adding a phone conversation to go through 

the order form before starting work on the site and mentioned specifically that this 

would add to the trust aspect of ordering a website through an online form.  

o Customer 1 contradicted this by saying the best part of this process was the 

minimal contact required, saying it suited busy small business like themselves 

by sending a “couple of emails and you’ve got a website” 

• Overall experience was rated as positive by Customer 1, 3, and 4, with Customer 2 

wishing they had more involvement in the process from the beginning. 

o Customer 2 justified the want to be more involved by saying “I’m used to 

working that way” 
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Appendix 7. Feedback key points for Form 2  

• Customer 5 have experience graphics design and stated that they knew what to 

expect from the developer understanding and skills-wise, making it easier for 

them to fill out the form. As an improvement they would have liked to have been 

able to send the images for the site on the order form. They appreciated the open-

endedness of the form’s questions. 

• Customer 6 pointed out a difference between her company’s registered address 

and office and was unsure which one to enter on the form. The domain and hosting 

are something they would have liked more help with, creating some uncertainty 

in their feelings towards the service. They would have also liked to have 

understood what happens after the first version is delivered. They rated their 

feelings after submitting the order form as 70% trusting, 20% wondering, 10% 

curious. They called the form easy to fill and said that the domain availability 

checking tool was a very nice thing to have a link to. They appreciated the fact 

that the developer delivered a site they liked, which also diminished the small 

uncertainty they had towards the service. 

• Customer 7 said the best thing about the form was when they were asked to link 

to existing sites or styles they liked, and overall the form was very easy to fill out. 

The one-page or multi-page website question required extra research to 

understand. They were a bit reserved, because they had no experience of having 

a website previously, but when they saw the first version of the site they were 

extremely satisfied, and said the site was a bit more than what they were 

expecting.  

• Customer 8 was very easy to fill out, which is why they would have even wanted 

the form to be longer and more thorough, saying an additional two or three fields 

instead of just the one for site structure, wondering if it is possible to even create 

a website based on such little information. The site according to them was 

however better than they were expecting, and the service saved them a lot of time. 

• None of the customers would have wanted to have been involved in the process 

of designing the first version of the site but wouldn’t have minded if the developer 

had checked in and reassured them by going through the form with them.  
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Appendix 9. Feedback key points for Form 3    1 (2) 

• Customer 9 felt the order form was short and clear, but they were left wondering 

what can be achieved with such little information. They felt the process as a whole 

was fast and handy, but the website was not exactly what they were hoping for, 

pointing out that it is hard to visualise the finished site as there are no images or 

text from them on the site yet. They felt that perhaps they could have been more 

involved in the process, so the site would have resembled their expectations better, 

but more importantly, there could to be more questions and the order form needs 

to have the possibility to send the customer’s own images and texts for the site to 

the developer.  

• Customer 10 highlighted the lack of information about the form and the process 

that they felt they would have needed to make the filling of the form easier and 

more relaxed. The information they wished they were given: how accurately do 

they need to answer, can they later change their answers or contact the developer, 

can you move back and forth in the form, can they change and continue later, and 

they wanted to be able to upload files, such as images, to the form. They 

eventually felt Coolors was a good tool, but it confused them initially. The ask for 

a colour palette created a feeling that they are responsible if the colours look bad 

on the site. They did say the confirmation message answered many questions of 

the process, but that was only after the order form had been submitted, and they 

wished they had that information in the beginning of the form. The customer felt 

a phone call after the form was filled to go through it would have relieved some 

of their anxiety about did they fill it correctly and is the site going to turn out good 

or not. The site did match their expectations pretty well, and they feel that with 

some modifications it can be made to suit what they want. The experience as a 

whole lacked human touch, which made the customer feel uncertain, and they 

highlighted it once again that providing a phone number they could call or having 

a conversation about the form would improve the service greatly.  

• Customer 11 felt the form might have been too easy to fill out, and they would 

have liked to upload images, text, write slogans and other content directly in the 

form for the developer to use. They did not feel nervous or worried after 

submitting the form, but said they weren’t expecting too much based on such little 

information. Only thing they were wondering was are they able to use the site 

themselves and how the site works, which could have been explained better.  
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Appendix 9. Feedback key points for Form 3   2 (2) 

 

• Customer 11 continued: The site is a good starting point, and they were satisfied 

with it, but would have liked to have been able to see more of their own content 

on it already. A suggestion was made to have the design part be optionally longer 

and more communication should be available for those who wish to be more active 

in designing the website by themselves. 

• Customer 12 liked the look of the form, and said the questions gave them a feeling 

that effort had gone into them, making them feel more comfortable. A question 

about reference sites was something they were hoping for, as now there wasn’t a 

specific question asking them if there were other websites they liked. A question 

they were left with was that do they have to fill everything out now and then that’s 

it, or whether they could later talk with the developer about the site and what is 

possible to do and what the developer thinks about the site. They wished it would 

be highlighted that the form collects the necessary information to get started and 

all the more advanced material if it is available already, but it could be later talked 

about and more information added, making it easier for the customer to feel 

relaxed, not pressured, when filling out the form. They felt the entire process is a 

great solution if the option for human contact in the form of a phone call or video 

chat is not left entirely out of it. As a starting point the form is great, but the 

process as a whole feels cold if there’s no personal communication. The form 

helped them to a result they are satisfied with, but the developer never asked them 

about the reference site they said they could send over.  
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Appendix 11. Feedback key points for Form 4  

• Customer 13 stated that the best part of the form was that it allowed them to 

upload their photos to the site, because they felt they did not want stock images 

on the site.  After submitting the form, they felt confident, because the form felt 

like it asked everything they wanted to answer, but they would have liked to 

have had a phone number for the developer to ask them whether an idea of theirs 

was possible to implement on the site. The first version of the website was very 

satisfactory, and they could see that with little modification and their own texts 

the site will represent their company well. A minus to the entire service came 

from the lack of logo design and SEO optimization services, which the customer 

suggested should be additional services to reduce the need of finding different 

people to handle these website related services. 

• Customer 14 liked that the form explained to them how the process works, 

because that is something they had wondered about. They also highlighted the 

website structure question as something that helped them feel positive about the 

experience, as it showed the commissioning company was truly interested in 

their opinion, instead of mass-producing sites, which they thought the service 

was going to be. The customer would have wanted more “other” choices 

available on the pages/sections question so they could have customised it more 

to their liking. The first version of the site was what they were looking for, but 

the colour scheme was not exactly how they wanted it. However, the customer 

mentioned that they were not bothered by the incorrect colour scheme, as the 

form mentioned changes to the site can be made and that the site will be finished 

and revised with the customer. Overall, they said the service saved them time, 

and the effort of filling out the form felt smaller than finding and hiring a 

freelancer or web design agency to build a website. They suggested a call from 

the developer could have helped the colour scheme and page names match their 

ideas better, saving both the them and the developer time during revisions. 

• Customer 15 felt the best part about the form was that it explained beforehand 

that they did not need to know the answer to every question, as they are not that 

tech savvy. For example, the structure question left them wondering which 

structure would be a better fit for their business. The possibility of calling or 

meeting the developer would have been helpful, but since the form stated that 

the site will be finished with the customer and developer working together, they 

were not worried. The customer was satisfied with the site, even though the 

developer did seem to have used their reference site too much as a starting point, 

which they said was alright, but the reference site was something they would 

have liked to have been followed more closely.  

• Customer 16 couldn’t say what they thought of the service and order form 

before seeing the finalised website but said the order form seemed to have saved 

them time based on how well the first version of the site turned out. They are 

used to working together with the company they buy services from, however, 

they said they were surprised at how easy it was to use a form to submit their 

preferences for the site and that it was something they could recommend to 

small businesses. More customised projects, according to the customer, would 

be limited by the form, and even some ideas they had were not implemented, 

which they guessed to have been due to their difficulty.  
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