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This thesis is a design development project for Lungo Oy, with the purpose and objective of
documenting, planning and carrying out the process of founding and developing a new business venture by the means of design thinking, conscious branding, and futures thinking.
Lungo is a startup offering relocation, language and culture education services for new international recruits within Finnish creative industries. The beneficiaries of this thesis are the
founders and employees of Lungo, who have commissioned this development task. The researcher has participated in the design process, which is conducted in the form of an action
research with cycles of planning, action, and evaluation. These cycles have taken place
within the curriculum and scope of various study courses at Laurea UAS, Turku UAS, and an
Education Bootcamp business incubator program organized by Helsinki Think Company in 2017
and 2018.
The design process combines theory and methods with the researcher-designer’s knowledge
and experience base and design mindset. The chosen methods used in the thesis are typical
service design methods that have been utilized and presented in various hackathons, handbooks, and service design toolboxes. They have been implemented in business design, branding and visual design cycles. These methods have been applied to create the essential elements for a new venture in the Finnish service ecosystem. The main results or outcome of the
project has been a functioning new company with a brand and a visual identity, a business
strategy and a future-oriented network design.
The service design process and methods have proven to be a useful approach to visualizing
the customer and end user of the service, the service structure, and brand identity. Applying
design thinking in several cycles along the way has helped to founders to crystallise the vision, focus, and purpose of Lungo.
This thesis contributes to the business growth management studies by exploring growth from
multiple angles: firstly, the growth and development of career changers into first-time entrepreneurs and service innovators; secondly, the creation of a new business; thirdly, by adding
value to the Finnish creative industry ecosystem, and finally, by adding qualitative value
through the increased wellbeing of the recipients of this particular service.
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Tämä opinnäytetyö on kehitysprojekti Lungo Oy:lle. Sen tarkoituksena on dokumentoida ja
esitellä yrityksen suunnittelu- ja perustamisvaiheita muotoilu- ja brändi- ja tulevaisuusajattelun keinoin.
Lungo on uusyritys, joka tarjoaa relokaatio-, kieli-, ja kulttuurikoulututuspalveluita Suomeen
rekrytoiduille kansainvälisille loppukäyttäjille. Sen asiakaskunta koostuu luovan liiketoiminnan alan yrityksistä. Opinnäytetyön toimeksiantajia ovat Lungo Oy:n perustajajäsenet. Tutkimustyön tekijä on osallistunut yrityksen kehittämisen vaiheisiin erilaisilla toimintatutkimuksen ja verkostoyhteistyön metodeilla. Yrityksen kehittämisvaiheet ovat edenneet sykleittäin
suunnittelusta toimintaan ja edelleen toiminnan arviointiin. Useat näistä sykleistä ovat tapahtuneet erilaisten koulutusten ja kurssien muodossa. Koulutuksen tarjoajina ovat olleet
muun muassa Laurea-ammattikorkeakoulu, Turun ammattikorkeakoulu ja Helsinki Think Companyn järjestämä kuukauden mittainen Education Bootcamp -yrityshautomoprojekti. Kurssit
ja tapahtumat ovat sijoittuneet vuoden 2017 syksyyn sekä 2018 kevääseen ja kesään.
Yritysmuotoiluprosessissa yhdistyy saumattomasti teoria, työmetodit sekä tutkija-muotoilijan
kokemus ja design-ajattelu. Tähän opinnäytetyöhön valitut metodit kuuluvat tyypillisiin palvelumuotoilun työkaluihin, joita käytetään ja esitellään erilaisissa hackathon-työpajoissa sekä
alan teoriakirjallisuudessa ja käsikirjoissa. Näitä työtapoja on sovellettu tässä työssä muun
muassa liiketoimintamuotoilun, brändäyksen ja visuaalisen ilmeen suunnitteluun. Näiden osaalueiden muotoilu edesauttaa uuden yrityksen sopeutumista suomalaiseen palveluekosysteemiin. Projektin päätulokset ovat nähtävissä uuden yrityksen brändissä, visuaalisessa ilmeessä,
liiketoimintastrategiassa ja tulevaisuuteen suuntautuneessa verkostoajattelussa.
Opinnäytetyö on osoittanut, että muotoiluprosessia ja metodeja voidaan käyttää hyödyksi
asiakasymmärryksen hankinnassa ja loppukäyttäjän tarpeiden tunnistamisessa, palvelun rakenteen muotoilussa sekä brändin ydinelementtien hahmottamisessa. Muotoiluajattelu on
auttanut yrityksen perustajia kirkastamaan yrityksen arvoja, visiota, painopisteitä ja palvelun
tarkoitusta. Lungo on ketterä uusyritys, joka pystyy hyödyntämään muotoilun työkaluja palveluidensa kehittämisessä myös tulevaisuudessa.
Tämä lopputyö tuo lisäarvoa Laurean yrityksen kasvuun johtamisen yamk-ohjelman kasvuajatteluun monella tasolla. Uuden yrityksen kasvua edistäviä muotoilutoimia esitellään työssä vaiheittain ja osa-alueittain. Kasvua voidaan nähdä suomalaisen luovan liiketoiminnan alan tilastoissa. Määrällisen kasvun lisäksi Lungon palvelutoiminta tavoitteellisesti kasvattaa ja parantaa asiakasyritystensä henkilökunnan palvelun laatua tarjoamalla apua haastaviin ja stressaaviin tilanteisiin. Varsinaisen yrityksen kasvuprosessin ohella voidaan nähdä alanvaihtajien
henkilökohtainen kasvuprosessi kohti yrittäjyyttä.
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Introduction

This thesis examines the process of founding a new company by using design thinking. With
“founding a new company”, we refer not only to the legal and bureaucratic procedure, but
especially the creative process of building a business venture and designing the value creation
system and customer experience.
The design strategy of a company enables the business to develop a better brand, to visualize
a more crystallized product or service concept, and to thus build a more competitive advantage to boost the sales and increase the customer perceived value (Minzberg, Ahlstrand &
Lampel 2009, Ramírez & Mannervik 2016). This continuous development strategy can encompass various service design methods, some of which are used in this thesis.
The example business case, Lungo Oy, is a relocation and language education business that
aims at offering international employees a smooth arrival to their new home country, Finland,
and an easier start to their integration process. For instance, relocation services can cover
assistance with residence permits, long-stay permits, visas, other arrival documents and registrations, guidance with local authorities, finding accommodation, schools, information about
the local healthcare and childcare systems, language and culture training, help with the
banking services (expat-finland.com). The services the company provides mostly require physical presence.
The founders of Lungo have no previous history as entrepreneurs. In a way, it could be said
that Lungo is somewhat of an experimental project in nature. That is why the business is a
side venture and not a full-time profession. In the following, we will describe the business environment into which the company contextually fits.
In setting up a business and estimating its potential success rate, certain beliefs are contested, hypotheses are made, tests are carried out, and solutions are validated. As for the potential desirability and demand of Lungo’s service idea, the business idea is based on three
hypotheses: firstly, that value can be created for the customer company that saves time in
externalizing some of the bureaucratic immigration tasks, and secondly, that the integration
process may become smoother if the foreign employees receive tailor-fitted teaching in the
Finnish language. Thirdly, having won a design hackathon and having attended various similar
events with success, according to my personal experiences, practical business ideas can be
born in workshops, hackathons, and bootcamps.
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1.1

Background

The purpose of an action research is to change the state of affairs by developing and implementing, or by influencing an intervention. In action research, the researcher participates in
making the change. (Kananen 2013: 40-41, Costello 2007:6) The action research happens in
cycles (construction, planning, action, evaluation) (Coglan & Brannick 2014:9). The thesis is
an action research with a practical element that maps the phases, tools and methods needed
for setting up a business from the standpoint of brand-creation and design thinking. These
methods have been used to change the state of affairs. The change in this case goes: First
there was no company, and now there is, because we designed and founded it and grew to
become entrepreneurs on the side. The changes took place during different study courses and
events that will be listed in a timeline figure in chapter 2.
As will be demonstrated in the next text paragraph, the background of the thesis is in a business context where a growing need for international workforce opens new possibilities for
growth in the networked SME ecosystem. The growth viewpoint can be seen from several angles: first-time entrepreneurs’ growth from teachers to part-time entrepreneurs, the building
of a business from an idea through a design process, and growing the value in the local Finnish
service ecosystem. The relocation and language services provided by the example business
case also grow and develop the wellbeing of the end users of Lungo’s services.

In 2018, the number of enterprise openings increased by over 1,000 (Tilastokeskus.fi 2018A).
So-called light entrepreneurship as a form of venture has gained popularity during the recent
years (Suomi.fi 2017). According to Statistics Finland, the Finnish population growth is currently based on immigration (tilastokeskus.fi 2018B). Finland is currently granting a record
number of citizenships, and the he average age of a person receiving Finnish citizenship is 28
years (tilastokeskus.fi 2017). Computer programming, consultancy, and related activities is
one of the three top industries that have grown their share in jobs between 2013 and 2016
(from 4000 to 4500 jobs). The share of employed people is the highest in the Uusimaa region
in Finland (tilastokeskus.fi 2016). At the same time, people in game development and other
new media sectors are extremely busy in their work (e.g., O’Donnell 2014), and thus have little time to organize the kinds of processes which Lungo can provide. All in all, according to
the data in Statistics Finland’s Business Register and client organizations themselves, the potential market size for Lungo seems to be growing.
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1.2

Objectives and Delimitations

In this section, we will describe the objective of this thesis, and the delimitations in the
scope of the development work we face as part-time entrepreneurs.

1.2.1

Objectives

The main objective of this thesis is to describe a business case and how it is developed by the
means of design management, branding, service design, and futures thinking. The actual process has involved the legal founding and development of a new startup company called Lungo,
focusing on relocation business, officially founded in June 2018 by two Finnish teachers. The
company was born around the ideation and design of new service opportunities. After a pilot
project in April-May 2018, a business case ensued, and it validated the basis for value creation in business to business environments.
The functional objective of this study is to build the company brand and identity through purposeful and consistent design process. A service brand creates value by providing consistency
of service delivery to ensure the satisfaction of clients who recognise the brand values as
their own, and internalize them (Kapferer 2012: 72-73). We believe that if a company has a
strong starting point, a design, and a brand, it has a bigger likelihood to sustain future
growth. We believe that the thought-out design process can add to the skill set and confidence of new entrepreneurs.
We have included the point of view of futures thinking, or forecasting, into this thesis to include an understanding of future visions for the company. Market situations change fast, so by
casting the vision far enough ahead, and being agile and ready to make changes, the company
can stay on the right course.

1.2.2

Delimitations

The delimitations of this thesis are primarily divided into scope, team size, composition, and
specialization. The scope of this thesis, as well as the scope of Lungo’s business case, is narrowed to a limited service duration and depth. At this point in time, our service promise does
not cover entire families’ wellbeing, refugees, asylum seekers, or longer-lasting individual integration processes. The company focuses on services with the duration of approximately one
or two months, implemented around the point of arrival to the country. This thesis only describes a design that covers this much content.
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Although the basic look and feel of the company’s design has been negotiated and discussed
as teamwork, the practical execution of the design and branding process work relies mainly
on one co-founding member of the company, while certain other parts of the company’s functions rely mainly on the other co-founder. This is explained by the fact that Lungo is a parttime venture, which limits the time spent on its development. An ideal creative process
would involve a bigger creative team than just one or two people. In a perfect scenario, the
team would include members with background and experience in entrepreneurship. However,
the company has hired a professional graphic designer to produce the final visual layout for
the company. The cooperation is ongoing, and the team is flexible to do joint work tasks.
This thesis work does not specialize in service design or branding alone but is rather a combination of many disciplines that combined make up a platform for growth. Designing the business is a long process and the process involves learning by doing to a great extent. Real-life
experiments are part of an agile way of working, but as the company is not the main livelihood for either of the founders, limited time is spent on iterative tests and experiments.

1.3

Approach and Key Concepts

This thesis describes an opportunity for growth for a new company. Growth can be both qualitative and quantitative. Our approach is in continuous development, both on a personal, and
on business level. As nascent entrepreneurs, we grow, and our company grows. We gain insight, experience, wisdom and skills. We develop a better quality of service, and a wider perspective into the field of marketing a new service. This is qualitative growth. By growth, we
also mean the number of customers or business cases, the KPIs, the turnover. This is quantitative, measurable growth. In the framework of this thesis, our focus is on qualitative growth.
In this thesis, when referring to service, we mean action that helps someone do something,
takes place in interaction, is composed of the events and processes that solve a problem, provides an experience, is immaterial and abstract in nature, happens in a setting or environment, is renewable, non-permanent and inextinguishable, has no ownership, is based on a
used situation, and gives benefit (Tuulaniemi 2011).
By design, we mean finding solutions to abstract or vague problems (Bruder 2017: 149). In this
business case, the problem has been defined, and the solution has been designed initially in a
month-long business design sprint (Education Bootcamp by Helsinki Think Company). Design
Sprints, in turn, are a method in which design processes are worked on in short, intensive
bursts, for example within the time frame of five days. Facilitated workshops and sprints enable aspiring entrepreneurs to grow their humanness by conquering their fear, and turning it
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into confidence and pride, finding obstacles, and gaining first hand understanding in a voluntary endeavour. In this guided process it is possible for the participants to process their identity as entrepreneurs, to explore who they are, to relax, to engage, and to give the project
their maximum input. (Kim & Mauborgne 2017).
Design sprints often include a co-creation session. In co-creation, diverse people share their
knowledge and effort for the common good, usually to develop or innovate. Co-creation is a
powerful method because people in today’s world are networked, they share experiences,
and want to have their voices heard in conversations (Ramaswamy 2010). This approach has
many similar titles, each carrying their own focus. Co-creation encompasses a user-centric
approach that involves research and cooperation, which leads to a solution. According to
Juska J.Teittinen (2018), the co-creative process can sometimes be labelled as ten overlapping disciplines: User Experience (UX), Customer Experience (CX), Human-centered Design
(HCD), Business Design (BD), User-centric Design (UCD), Human Computer Interaction (HCI),
Experience Design (XD), Interaction Design (IxD), Service Design (SD), Design Thinking (DT).
The two latter ones are further described below.
By service design, we, following Stickdorn et al. (2018a), refer to the mindset, process, tools
and application of service design methods into developing and refining business ideas, and
helping services and customer experiences to become more useful, desirable and efficient.
Design Thinking (Brown 2009), in turn, is a specialised paradigm, but in this thesis we refer to
design thinking on a general level (with lower case lettering), which encompasses the creative process of defining and testing innovative ideas and methods, and validating piloted prototypes. This method is also known as the 4D method. Branding, in this thesis, means the result of a design process (Sounio 2010:113), and will be further discussed later in detail.

2

Theory, Methods and Framework

The methods used in this thesis include several key tools of current-day design management:
service design, business design, and futures thinking. We have chosen these methods because
they support and align with the creative month-long design sprint by which the company first
saw daylight. The selection of methods is always a combination of the problems and questions
being analysed, and the personal experiences of the researcher (Creswell 2014). In a development project like this, the traditional separation between designers’ mindset, knowledge
base and the applied methods cannot be made (Stickdorn et al. 2018a). The company’s service idea has been worked on, pitched, developed, altered, piloted and evaluated for six
months before registering. The process has been more complex than just setting up another
service franchise at an unoccupied street corner.
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This thesis is an action research with some similarities to design research and case research.
Typically to an action research, it has a planning phase, an action phase, an evaluation phase,
and a follow-up, which leads back to planning (Kananen 2013:42). In this case, the process
was conducted within approximately a year’s time. The planning phase started on a 30-day
design bootcamp; the action phase consisted of the piloting period, legal founding and the
optimization through service design. Smaller cycles and steps often take place within larger
development and action cycles. Continuous development in running a new company means
that the evaluation and action phases overlap in cycles. This strongly corresponds with the
“rugby” development model described by Nonaka and Takeuchi (1995:78). Each of the
phases, cycles and methods used will be discussed in this thesis and summarised in the conclusion. The most distinguishable phases are visualized below.
The official founding (June 2018) of the company coincided with my summer courses at Turku
UAS, where I studied Design Thinking, Service Design and UX Evaluation (customer experience). The thesis got a kickstart as an assignment for the service design course. Parts of this
thesis originated from a project accomplished during the TUAS Service Design course. Below is
a summary of the full scale and scope of the design process in the form of a timeline.

Figure 1: Design Process Timeline (Savonsaari 2018).
The nine arrows in the figure represent actions taken during the design cycle of Lungo, and
will be further explicated in chapter 3. They include elements that were developed during
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study courses and events such as business incubator periods and hackathons. Each course and
event had an opening, an action phase, and a closing or evaluation, such as a final pitch, a
feedback session, or a course evaluation. On a more practical level, the tools used to execute
the design and branding methods in this business case include:
•

Business Model Canvas

•

Design Roadmap

•

Stakeholder Map

•

Value Proposition Canvas

•

Persona

•

Smart Service Creation Canvas

•

Empathy Map

•

Customer Problem Canvas

•

Service Blueprint

•

Balanced Score Card

•

Innovation Matrix

Each of these methods and the reasons why they were deployed will be described later in this
thesis. We will now introduce some theory and methods on branding.

2.1

Branding: Theories and Methods

Brand does not simply mean the name, term, sign, symbol, design, but rather a combination
of these in the form of tangible and intangible touchpoints. It is also a unique offer and
source of added value with the purpose to help the customer identify the goods and service
and to make them stand out from the competition. (Borja de Mozota 2003: 98). First and
foremost, the brand is the common denominator, a tool of integration – it brings together the
services and products that carry the brand values (Kapferer 2012: 244). Secondly, it differentiates the offered products or services from others (ibid.). Having a brand equals to stating
and naming a service or product category, core values, vision, mission, value proposition, and
objectives. (Tai 2014). Or to put it more simply, a brand is “an idea you own in the minds of
your customers” (Tai 2014). Brand creation is a part of the business design process that gives
way to the most creativity.
When creating brand awareness in audiences, the brand must be created to sound rich and
unique from the start. It is a story, meaning, imaginative universe that extends through time
and space, that exists only embodied in a service (Borja de Mozota 2003: 98). It is like a
friend or a family member: genuine and unique (Sounio 2010:24). It is the mental image of
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the product + the product (ibid.). It is made of two parts, internal and external: visibility,
looks, packaging, appearance, soul, background, personality and behaviour (ibid.). A brand
can be anything: a person, a product, a service, a political party, a country or village, city or
town (ibid.). It can be described and evaluated as such.
Brand identity is a manifestation of the essence that can be separated into corporate brand,
product brand, service brand, brand environment, brand personality, and brand customer relationship (Borja de Mozota 2003: 98). All of these should reflect the central brand values, of
which there shouldn’t be too many, to avoid confusion (Kapferer 2012: 245).
A successful brand experience is only possible if there is no gap between the strategy definition and its implementation (Bruder 2017: 148). Design is a way to address the gaps in the
marketplace and in the functional challenges in the organization and also to add value to the
customer (Meyer 2017: 188). The brand can then be tested and evaluated.

2.1.1

Brand Image, Brand Identity, and Brand Equity

The value of the brand image is reflected in the company’s self-expression. As perspectives
and approaches vary, the expressed image can be understood in many ways (Chernatony
2006:48). Brand identity is made of the deep external and internal pictures the recipients and
senders have about the brand: this includes physique, personality, culture, self image, reflection, and relationship (Kapferer 2012:158). The physique can contain the colour and shape
identity; the personality represents the human personality traits of the service; the culture
facet deals with competition between other groups; the customer reflection conveys the message customers express when asked about the brand; reflection is the internal mirror picture
of the brand; and the relationship is the crossroads of exchanges between people (id. 158163).
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Figure 2: Brand Identity Prism (Image source: onkaro.com/resources/)
Brand equity is the measurement unit of a business brand: it is the most important asset a
company can have, an asset that will ensure the future success of the company (Kotler &
Pfoertsch 2006:51). It isn’t generally meant to capture the value of a brand (id. 69). If the
brand equity is functioning well, it will increase the customers’ willingness to try a product,
purchase it, pay a higher price for it, and it will also facilitate the vendor in closing deals, increasing the prices, and keeping ahead of competition (ibid.). In brief, brand equity can be
summarized as perceived quality, name awareness, positive brand associations, and loyalty
(ibid.).

2.1.2

Branding and Design in SMEs

In this chapter we will discuss the question whether small and medium enterprises should invest in branding in the first place. Some definitions only understand brands as belonging
solely to multinational companies. In our understanding, however, even brands have to be
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born small in order to grow in size. Like companies, they have a life story: a beginning, a middle, and an end. Also SMEs can thus have brands. Whether they will grow to be recognised by
a large audience is another matter.
The first and foremost means for a new small business to survive the so-called death valley
phase, which only a third survive, is to make itself visible in the market as soon as possible
(Ries, E.2011). This is traditionally done by advertising and marketing, which leads to the
question of defining in what ways the company should be described, marketed, or advertised.
This process of definition can be broken down to branding and design, which may not be the
core competences of the entrepreneur. Professional help from professional design agencies
may be critical at the initial stage. However, design is often viewed as a risky approach that
requires more time and resources than traditional business problem-solving approaches
(Meyer 2017: 195). That is why not all companies resort to outside assistance in their brand
creation.
When SMEs decide to invest in branding, most of them often turn to the services of external
design consultancies, because even though small business managers often possess a good
knowledge of their market and customers they still need knowledge and skills from industrial,
commercial, or research partners, consultants or designers, to complement their competence
(Ravasi & Stigliani 2017). The problems SMEs often face include the lack of understanding design, the inability to articulate business goals clearly, cost concerns and limited budgets,
business patterns and behaviour anchored in old traditions, and high risk aversion (ibid.).
When SMEs do collaborate with design agencies the relationship tends to be short-term, even
if in fact a more frequent interaction leads to better results, as long as the goals remain realistic and the SME does not aspire to be the next Apple (ibid.).
The difference between a brand and a business is that a business is driven by
opportunity, whereas a brand is driven by vision. - - - Branding is not the reward for success. It is the reason why big brands got to be that way. (Tai 2014)
There are several misconceptions about the marketing or branding of SMEs, such as the following (Sounio 2010: 57):
•

The cost is too high

•

SMEs do not need to be creative

•

It is a task to be left to professionals

•

Reaching the target group through
branding is impossible to SMEs

In reality, however, an SME can stand out by doing things differently and by raising standards
by design and branding (ibid.). Some believe that branding is only necessary in business-tocustomer ventures, but in fact, as business to business (B2B) purchases tend to be bigger in
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value, branding in B2B is all the more crucial (Tai 2014). Brands may benefit from partnerships and other cooperation if the choice is made wisely. Together brands may gain even
more momentum.
Setting up a brand target helps to guide the company into the right direction, towards a practical goal, be it conquering a given percentage of the market, listing up to the stock market,
or selling the newly founded brand (Tai 2014). Building a brand signals to the outside world
that the company has a vision and some ambition to get there. It is a statement by which the
company says: this is who I am, and this is where I’m going (ibid.) If the company has no
idea, it has no brand (ibid.). How can such a company succeed? Conversely, as long as there is
an idea, there is a brand. This is why even SMEs can claim a strong brand.

2.1.3

Conscious Branding

As demonstrated in the previous chapter, branding should not occur as an accidental side
product. Instead, as images are born in every person who has a touchpoint or encounter with
a service or product, an idea or brand image, however small or subtle, is born, challenged or
strengthened. This is why a firm needs to carefully plan and examine its story, values, and all
output, and how they are reflected to customers and end users. This idea needs to unanimously arise from within the company.
Own Brand Management is an emphasis in the company’s activities, which has to have a
meaning throughout the company, otherwise it can hardly have a meaning for customers
(Heskett 2017:162). If the company doesn’t own its brand, someone else can take over. Some
consumers feel they own a part of the brand and react sharply if changes are made, while
others like to add their own stories, pictures and versions to the brand (Sounio 2010:29).
What should the brand be? Most companies offer many products, services, and features.
Which ones should be strengthened: the weak or strong areas? Norman (2013:263) suggests
that companies focus on their strengths and do not build their weaknesses. Therefore, there
can be many brands or products, but the more relevant ones should be the most visible.
A small business can, and should, brand itself consciously by identifying itself with its brand,
by pitching, realising the full value of design, making profit without fearing loss of authenticity, and by networking (Sounio 2010). A company must have a voice and a clear value proposition (Wilson et al. 2013).
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2.1.4

Brand Creation

How to build a strong brand? A brand name should be English-sounding, language neutral,
short, easy to pronounce, unique, non-generic, and easy to remember (Tai 2014). Preferably,
it should be linked to a service category, and a free domain, ideally a dot.com (ibid.). The
brand should be coherent and carry the stated values in all of its internal action as well as
visible, audible and touchable output. From the company’s point of view, writing the brand
identity comes first, but from the customer perspective, what appears first is the experience
(Kapferer 2012: 249). What is repeated becomes the brand. First contacts create the brand.
Chosen channels make the brand. Brand creation requires strong internal policing and external coherence. (Kapferer 2012: 249). There should not be any loose ends.
The brand must specify what kind of value it adds, how it is exclusive, and what kind of a
story it tells (Kapferer 2012: 244). Having a story, and telling it, might form the cornerstone
of the business brand, because a good story leaves a memory trace in a world where everyone
is busy, distracted, and drowning in information (Tai 2014). This is why the brand story has to
be created carefully. In addition, all of the contacts customers have with the brand must convey the same story and the same name, adorned with the logo. While repetition is to be
avoided, as diversity, surprises, and variety are parts of innovation, too much diversity leads
to inefficiency and a fuzzy perception of the brand (Kapferer 2012:249). Some traits, called
the kernel of the brand, are more critical than others (Kapferer 2012: 255). They should not
be altered carelessly.
Once the outline and idea of the brand have been created, the brand needs to be used effectively by marketing it. As can be suggested in the form of a hammering metaphor, the mind of
the customer is the wall, the brand is the nail and marketing is the hammer (Tai 2014).

Figure 3: Marketing with a sharp brand (Savonsaari 2018, based on Tai 2014)
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In marketing, brand awareness is one of the first goals: the customers have to know what the
company offers and to which markets (Kapferer 2012:188). When thinking about a market,
the brand should aim at staying top of mind, either spontaneously or when prompted (ibid.).
However, the importance of brand awareness can be overrated: knowing the brand does not
equal to buying it (Kotler & Pfoertsch 2006:282).

2.2

Design Thinking and Design Doing

In this section of the thesis we will begin to examine the various aspects of design. Design in
the context of this thesis should not be confused with art or artistic creation. The problem
with limiting design to art is problematic, because it reduces productivity to a very limited
range of capabilities and solutions, which may not be manufacturable, marketable, useful,
pleasing, or in any way profitable for business (Heskett 2017:54). Design is not limited to objects, but it can also be applied to services and business processes (Brown 2009, Stickdorn et
al 2011).
To make a distinction form lifestyle magazine and museum design, Brown describes the expanded field as “design with a small d” (2009:6). David Kelley of Stanford/IDEO started adding the word ‘thinking’ after the word ‘design’, which became a convention (ibid.). This type
of design is often human or user-centric. In fact, according to Teittinen (2018), user-centric
design leaves practically no room for creativity, as it should follow a straightforward research
logic. Designers, in turn, are described by Cross (2011: 68) as certain type of people with a
strong desire and personal motivation to carry through innovation, failure, and success.
Design thinking can be used to tackle complex problems as well as details. It is a powerful,
effective and accessible approach that can be integrated into all aspects of business and society, in order to generate ideas that have an impact. (Brown 2009:3). Design thinking, in its
classical sense, refers to a design or problem-solving process. Brown (2009:16) describes the
process as inspiration, ideation and implementation. By following these steps, the designer or
design thinker becomes motivated by the task at hand, generates and tests ideas, and goes
through the path from project room to market, looping back to a previous phase where
needed (ibid.)
Another classic way to explain design thinking is to place the design steps on a plan that follows the shape of a double diamond. The double diamond shape or path, also known with
many other names such as “4D”, was originally created by the design council in the UK
(designcouncil.org). It visualises the design thinking process that begins with a research
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phase, during which we gather empathy and define a user-centric problem, and which prepares us for an ideation phase, which is followed by prototyping and testing. The design
thinking process can improve existing services or products, or yield new ones as a result.
A more applicable definition of design takes into consideration active doing. Designers need
to sketch, draw, and create models as a way of exploring the problem and the solution together, the emerging aspects, and the progress made (Cross 2011: 11-12). Through design, we
can express abstract thoughts, share a common language, shape our environment, build new
artefacts and systems, communicate with our inner sense and our perceptions of external reality, personality, cultural values, and even define a meaning of life, which we can share
through social interaction (Heskett 2017:59). So, design can be either thinking or doing.
The two horizontal diamond shapes represent two ways of thinking and acting on a timeline:
divergent and convergent patterns or proceedings (Stickdorn et al. 2018a:85). In the image
below, the pink and orange phases of the double diamond shape represent divergent action,
where a number of options and alternatives are explored, and ideas and knowledge are generated, whereas the blue and green phases signify a convergent, summative stage in the process where choices are made, diversity is brought down to crystallised conclusions and decisions. The diamond on the left is crucial, as the key question in the design process is: ‘whose
problem do you want to solve’? It should be the right question, or otherwise the solution risks
being useless, difficult, and undesirable. Going through the first diamond may be time-consuming but careful groundwork will pave the road for later success.

Figure 4: Double diamond (Image source: ddiinnxx.com/triple-diamond/)
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Figure 5: The five steps of the design process (image source: dschool-old.stanford.edu)
According to Stickdorn et al. (2018a:316), the four main reasons why we should apply design
thinking and the double diamond method in practising it are
•

Keeping customer experiences in focus

•

Building empathy towards the customer and to thus building a common culture in the
team

•

Avoiding gaps in the customer journey

•

Simplifying the process

2.2.1

Value Creation through Design

Design is fundamentally about value creation (Meyer 2017: 188). In the business world, the
design of products, services, processes, and systems can unlock new markets, drive new revenue, and keep an organization running efficiently (ibid.). It can launch a new company, or renew and sustain an existing one (ibid.). Value for customers, or customer experiences, can be
designed and co-created in a service cycle as pictured below.
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Figure 6: Value cocreation (Image source: Helkkula et al. 2018)
Getting a clear view of the customer experience is central to value creation, innovation,
strategy, and executive leadership. By using empathy, we can drill in to the human experience rather than polishing the features and processes. Co-creative methods allow more interaction to take place in a visualized way. The process stays transparent and all the key stakeholders can have access. (Ramaswamy 2010).
New value can be created on several different fronts, or paths. Kim & Mauborgne (2017) suggest looking across alternative industries, different strategies, buyer groups, complementary
products and service offerings, or by rethinking functional-emotional orientation and external
trends. Solution sales aims at not selling products but total solutions for a given need. In
value sales the importance of a single product is lower and the focus is on creating value for
the customer. The sales person needs to deliver positive impacts on the customers business,
which makes them closer to a consultant with in-depth knowledge about the customer’s business than a simple product expert. (Kaario et al. 2003).
According to Stickdorn et al. (2018a:215) and medium.com (2018), good designs or innovations are feasible if they can be implemented with technology, viable if they can create value
and sustain a business case, and desirable, if they are human-centered and attract customers
with a pleasant and approachable look and feel. Should all the requirements be met, a successful solution or even an innovation may be at hand.
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Figure 7: Innovation (Image source: medium.com 2018)
On a more localized level, when talking about value creation in design, we might consider its
local effect from several perspectives. Firstly, working with design methods in the Finnish
ecosystem may increase awareness, deepen networks and bring new insights and settle the
ground for new ventures. Secondly, Finland is considered a forerunner in the service design
industry (www.medium.com), which is an asset from which we can benefit. Thirdly, Sounio
(2010:128) suggests that Finnish values are a megatrend and bringing them forward in Finnish
design is an investment. The investment may grow value and potential on several fronts.
Lastly, Finnish teams seem to do well in the co-creative business (www.tekniikkatalous.fi).
There is an entire service industry and a host of work methods to tap into, learn and share
within the local community.
One way to measure value creation is the strategic and long-term driven Balanced Score Card
tool (Kaplan & Norton 1996). Used in a design context, it measures the impact of design value
by including the following four powers of design: customer perspective, process perspective,
learning perspective, and finance perspective (Borja de Mozota 2009: 69-71). We chose this
score card because it summarizes the different areas in which design creates value.
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Figure 8: Balanced Score Card (Savonsaari 2018), based on Borja de Mozota 2009: 70-71

2.2.2

Business Design

This section explains why design thinking is essential from the business perspective in this
particular case. We will examine design management as part of business strategy, and how it
will benefit a company. Part 2.4 introduces some critique against depending solely on design
thinking. In the following paragraphs, we will first discuss how design thinking can be applied
to business, and then give some reasons to why it works. Then we will name some risks and
opportunities design brings into the world of business.
Let us begin with how. There are two ways in which business design, or design thinking in
business serves a purpose. Firstly, design can be used to strategically create value by generating breakthroughs that open new markets (Heskett 2017: 176). Secondly, it can fundamentally
redefine existing ones in a continuously evolving process (ibid). Designers create value by
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generating ideas and building change by covering designs that already exist without altering
them much, by churning out the vast numbers of designs with minor variation, or by scaling
down complex systems into more simplified forms (Heskett 2017:57). It is an ongoing maintenance task with a purpose.
Now, let us focus on why. The most evident purpose of a business is to make money, but that
is not everything. The economic role of design and business is not just to create profitability,
but also to bring diversity by answering a multitude of needs, to point out rich strategic resources, smart positioning, and responsible management (Heskett 2017:57). Design focuses on
people and their needs, and reconciles these with business requirements, making knowledge
of users an integral and strategic element in the definition of a firm, and the way it produces
delivers and purchases goods and services (Heskett 2017:177). Smart design makes processes
more efficient and user-friendly, thus more sound economically.
In business, risks should be consciously calculated. The creation of a business is an iterative
process with the chance for radical improvement and a medium risk (Borja de Mozota
2003:13). Securing the business design could stabilise the business. The design process is an
identity process which creates the core of the success of a business (Borja de Mozota
2003:17). A good design can build a lasting business. In practice, design is connected with
planning for risks, alternative futures, tangible prototypes, validation, early testing for feasibility, in order to gain a positive user experience (Heskett 2017:166). A business plan should
cover smart plans for failure as well as potential success.
Business design opens up opportunities. When a company works with the designer or design
process for the first time it is more likely to succeed (Borja de Mozota 2003:48). Business is a
social activity, with social consciousness and functions, which do not self-contain, create
profit, survive cultural clashes, enable user centered interaction, or satisfy customers’ needs
unless its strategy and systems have been designed to be profitable (Heskett 2017:56). The
internal management process is made of market strategy, branding, professional development
planning, and corporate communication (Borja de Mozota 2003:18). Therefore, a good business requires good communication.
The design process can create a flow of ideas, tangible concepts of future possibilities, scenarios of future systems, operational flexibility, new effectiveness, a better user focus or
product quality, distinctiveness in the markets, cultural sensitivity, growth in human capital,
as well as brand integrity (Heskett 2017: 167). Functioning business is a sum of many factors.
When designing, the success off the final product or service can only be measured by looking
at the way in which people buy it, use it, enjoy it, and spread the word about it, as a total
experience (Norman 2013:293). Only time can tell what works and what does not.
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An idea alone is not of much value. Mortgages are not paid with ideas. As Storbacka & Pennanen (2014) state, in order to create stable income with a customer, value must be co-created, and to achieve this it is necessary to understand the customer’s critical business concern, recognise modular operation patterns and base the solution there. Any business idea,
concept, service, or product needs to meet the market requirements. It does not matter how
great the design is if people do not buy it and vice versa (Norman 2013:294). This is why service, as well as products, must be maintained, repaired, and upgraded, in order to fulfil people’s appreciation and expectations.
To keep business ideas alive and healthy, they need to be analysed in some form. Possibly the
most widely used prototype or method to discuss the business value of an idea is the Business
Model Canvas, which visualizes the key components that form the core of a business. It is a
strategic management template that is intended to be used in iterative design processes
(Stickdorn et al. 2018a: 239). It has been widely used and remodelled from the original template developed by Osterwalder and Pigneur (2002). More can be read about how we have applied the Business Model Canvas in section 3.3 of this thesis.
As noted by Farr (1965), design management is a consciously managed exercise that consists
of the defining of a design problem, finding a designer, and making it possible for them to
solve it on time and within a budget. There are many ways to link design with management:
creative leadership, design thinking, brand design, brand experience, multidisciplinary design
teams, personality, motivation and attitude, among others (Bruder 2017: 146-147). What is
essential is that a design managed company builds its culture on a creating such work environments that increase the quality of production (Borja de Mozota 2003:4-5). Like mentioned in
the previous chapter, mentor networks may prove useful here.
Design management is an internal process, but it shows on the outside as well. It affects how
the company is seen and heard. Similarly to traditional physical design, graphic design is
based on the perception and use of volume, perspective, colour, tools, technology, and it is
and then expressed in the company’s actions, messages and choices of materials (Borja de
Mozota 2003:8, 11-12). This has an important effect on the customer perception.
Design management can make use of tools and processes such as design roadmapping, which
depicts different layers of innovation: user value, markets, product, service and technology
dimensions on a timeline. It is not an implementation plan bunch rather a long-term view. A
design roadmap can be broken down into value mapping, idea mapping, and pathway mapping
(Simonse 2017). One thing design management could visualize with a design roadmap is the
value created and how it adds to entire industry synergies or how firms and partners together
can co-create more value than each one on their own (Simonse 2017:23). In this thesis, we
have used a visual sample of design roadmapping in section 3.8.
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As far as strategy development is concerned, the term strategy has multiple interpretations
both in research as well as management literature (e.g., Mintzberg, Ahlstrand & Lampel
2009). Examining different strategies enables us to ask different questions and to point out
fallacies in certain assumptions (Kim 2017). Therefore, by using design thinking as the core of
strategy design, this thesis effectively expands on the ideas of the so-called “design school”
of strategy as described by Mintzberg, Ahlastrand & Lampel (2009).
In the case of Lungo, we have focused on finding a relatively uncontested market, because
the best way to establish a functioning business is to find uncharted territory. According to
Blueoceanstrategy.com, based on Kim and Mayborgne (2004), the difference between conventional business areas and new venture types is the following:

Figure 9: Red vs blue ocean strategy (Image source: blueoceanstrategy.com/tools/red-oceanvs-blue-ocean-strategy/)
When talking about brands, Tai (2014) uses a similar approach about brand categories: place
the service brand in a new category, and there will be no competition. Passing this idea to
customers will help them understand the company’s unique value proposition (ibid.). New
categories have novelty value that sticks to the minds of customers, and this keeps the company top-of-mind. New categories are born through mashups (combinations), divergence (additional services), and evolution (change) (Tai 2014). In Lungo’s case, the combination of relocation services is combined with full proficiency language teaching.
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2.2.3

Services Marketing and Customer Experiences

In this chapter we will discuss the nature of services, service experiences and how they create customer perceived value. In chapter 3.5.1 we will discuss value creation in more detail.
Services are classically defined as intangible deeds, processes and performances (Wilson et al.
2013). They should be seen as more than just sequences of action “The customer is not making a decision but is participating in an experience” (Borja de Mozota 2003: 81). Services are
high in experience and credence qualities, which is why the customers’ evaluation of the experience is critical and has a significant effect on their decision to buy it again (Wilson et al.
2008:37). Considering the social media effect, it could be said that experience equals marketing. Word-of-mouth information and moods play an important role in this (Wilson et al
2008:42). Marketing is a process of matching customer needs with what they want by providing satisfying goods and services in exchange of value for each other (Borja de Mozota
2003:81). Clear and well-defined branding and design lay a stronger groundwork for effective
marketing.
In services marketing, the service provider makes a value or service promise, and the customer’s expectations are measured against this. A successful service creates value for the
customer. But in order for the service to be functional, it requires some theoretical and practical preparing: resource and production chain planning, networks, and accurately priced deliverables. A detailed service script, scenario or blueprint can be written (Wilson et al.
2008:38-39).
Service experiences are harder to define because of the intangible nature of services, but after services are advertised effectively, the communication should include a realistic promise
and quality guarantee, which should, at the moment of delivery, meet or exceed the given
promise (Wilson et al. 2008:410). If the service fails to fulfil the expectations, we can talk
about customer gaps, or the gaps model, which traces the part where the delivery fails to
meet the expectations (Wilson et al. 2008:105). From the customer’s point of view, every service contains a risk, as services aren’t accompanied by guarantees or warranties, and the prepurchase expectations may be vague (Wilson et al. 2008:34). Marketing, together with design,
is a function that identifies and understands the customer’s needs and modifies consumers’
perception of value and closes the gaps between consumers and producers, thus making the
service and the company culture more customer-focused. (Borja de Mozota 2003:81).
According to Zheng et al. (2017), customer experience can be defined from the point of view
of senses (senses, feelings, emotions), mental processes, customer goals, social experience,
responsibility, psychological connections, holistic involvement, customer benefits, enjoyment, immersion, or flow experience. Zheng et al. (2017) stress the importance of word-ofmouth and other types of community engagement in online brand communities.
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Kumar et al. (2018) have distinguished seven factors that help build a better customer experience. These seven factors are
1. Complementary skills
2. Industry knowledge
3. Project management skills
4. Solutions delivery process factors
5. Sales team involvement
6. Optimal deployment or delivery time
7. Finding the right expert or team allocation
Human experience (e.g. user experience, customer experience, service experience, tourist
experience) research has received increasing importance in academic discussion in the design
fields. Service design is a useful approach when trying to understand and design for human
experiences. (Luojus & Harviainen 2016). We will now take a look at service design.

2.2.4

Service Design and Service Design Tools

Service design can be briefly described as co-creative innovation (Stickdorn et al 2018a). It is
a systematic approach to developing services and innovations analytically, intuitively, logically, factually, by doing the research-based work to map out the potential future of services.
Or it could be described as a toolbox and method pack that offers a holistic view, within
which it is possible to divide the entity into smaller steps that can be optimized. (Tuulaniemi
2011). The difference between design and service design is that design is an action that produces design whereas service design is an action that produces service (Tuulaniemi 2011).
To be successful, it needs to deliver superior solutions with lower risks and costs of change in
a socially inclusive, and immersive way (Liedtka 2018). Service design is a value creation system. Value creation is a process that creates economic and social value usually by combining
resources in new ways to build activities associated with innovation and new technologies
(Kimbell, L. 2014:35). The focus of service design has shifted towards more creative approaches which seek to understand people’s subjective values, attitudes and desires (Luojus
& Harviainen 2016).
Services differ from products by design. The design of services can be both tangible and intangible: it can include artifacts, communication, environments, and behaviors (Hollins 2011:
218). The service experience is only created when there is interaction between customers
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and service touchpoints, and this interaction is what measures its quality (Polaine 2013:23).
All services can be developed by service design.
Service design often makes use of templates and canvases that open up the service process to
uncover its functions, opportunities and risks. Some of the commonly used service design
tools include persona, empathy map, stakeholder map, customer journey, and service blueprint. Service blueprints are one of the most successful methods in service design (Hollins
2017: 225). A service blueprint can be of use when designing new services, improving existing
ones, identifying and improving service touchpoints, recognizing and removing bottlenecks
that slow down the process, consolidating or examining the production process, and a clarifying the customer journey (Hollins 2017: 227).
The service blueprints can lead to greater efficacies and improved performances, because by
using it this service provider can pinpoint all the interval parties, their input and effect, the
timescale and cost structure of the process, the critical path of the customer, and the opportunity to plan, predict, or eliminate problems in service recovery (ibid.). It describes the critical service process characteristics in an objective way so that employees, customers, and
managers can all see the service, its role and delivery, and understand all the phases and
flows involved in it (Wilson et al 2008: 197).
Service blueprints often include a list of physical evidence, by which the service is perceived
and evaluated by customers, and around which it is built (Wilson et al 2008: 242). The servicescape can be both a physical and a virtual space, covering for example landscapes, interiors, equipment, lighting, stationery, brochures, webpages, reports, and employee dress (Wilson et al 242-243). It can have a profound effect on the customer experience (Wilson et al
2008: 244).
Customer experiences are often designed during Design Sprints. The idea of design sprints was
first made famous by Google Design Sprint, which is a five-day creative process including
problem definition and testing phases. The original application purpose was building and
launching start-ups, solving their problems, developing their hardware or software products,
finding visions or names, identifying targets, reaching goals, validating prototypes, etc in a
fast and efficient way. Google Ventures, for example, started by finding top entrepreneurs
and teams, and developing customer experience. (Knapp et al. 2016). The sprint can be extended or applied into other units of time. A longer design process can be called a bootcamp,
while a shorter design process sprint can be called a hackathon or workshop.
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2.3

Futures Thinking

This chapter discusses futures thinking as a theoretical backround for research, desktop study
and trend mapping, which are a part of the design process, and which can be implemented to
create future roadmaps for businesses.
The future is already here. It is what we value, think, and do. It comes out in the words we
choose and the attitudes we express. (Halava 2018). Future literacy is a way to understand
the choices that are made now, and that will affect the future (Tähkäpää 2018). Planning for
the future, or a set of different futures, ensures a better capability to meet potential customer needs, and possibilities to develop the business into a more promising direction.
Possible futures can be forecast by spotting and analysing emerging trends in any area of life.
A trend could be described at the direction in which is a phenomenon, mood, or idea tends to
develop and which has a consequential impact or motivation on the culture, society, or business sector through which it moves (Raymond, 2010:14-15). People, society, and businesses
can become future literate or future-proof and better equipped for tomorrow’s challenges
and opportunities if they open their eyes to these trends today.
Trends, as such, can be subdivided into vogues, swings, and drifts: vogues are current styles
or preferences, swings are social movements, and drifts are prevailing directions based on attitudes that can be interrelated (Simonse 2017:43-45). They can be observed by visual street
sporting techniques, profiling opinion leaders and trendsetters, social media spotting, and
(strategic) environment scanning (Simonse 2017:47-48). In this context, the acronym STEP
stands for social, technologic, economic, and political trends (Simonse 2017:48). Recognizing
and identifying trends leads to responses, which then define the direction and impact for
firms (ibid.).
Futures thinking also contains a valuable toolbox. For example, a trend scenario is a way of
capturing the range of possibilities that a trend can open. Trend scenarios enable designers to
create storyboards or videos about someone’s future experience. These views of the future
can then be shared to uncover or modify the dominant thinking inside and organization. (Simonse 2017:50-55). Arranged in a timeline, trends together can build a roadmap towards the
future, by which we can forecast upcoming trends. Conseridering a timeline structure, we can
invision a desired (or threatening) future scenario, and by backtracking the imagined steps
that have lead us there, we can create a strategy. This approach has been repeatedly applied
in scenario-based design (eg. Ramírez & Mannervik 2016).
Another way to work with the future is by comparing today to possible futures. It can be done
by creating a to-be roadmap (as opposed to, or paired up with an as-is description). In service
design, a future-state journey map or a future-state system map can be written to describe a
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future state of affairs (Stickdorn et al. 2018b). A future vision can be an artefact, such as a
vision concept prototype (Simonse 2017:84). Plans can be made even in excess, as useless
plans can always be discarded.
In the building a future vision, we need to listen to people’s dreams, aspirations and intuitions, capture and visualize them as desired futures or value wishes, in order to be able to
create and offer new value propositions (Simonse 2017). Companies must listen to their customers and end-users, keeping in mind that these future visions are not limited to any particular company or organization alone (Ojasalo, Koskelo & Nousiainen 2015). Anyone and everyone is on the same line and free to realize or act upon these visions.
Design is one means to envisage future scenarios for organizations and to plan for their implementation in the shifting world of technology, innovations, uncertainties, and risks (Heskett
2017:107). According to New Growth theory, innovation, technical ideas and development
leads to new capacities and capabilities, and, thus, to economic growth (Heskett 2017:104105). These ideas and this growth all start now.
Some trends that will likely affect how sales forces will operate in the near future include
customer participation in value propositions, co-creation, partner ecosystems, and knowledge
management. The effective use of social media and the switch from selling products to creating business services is another trend. (Lemmens, Donaldson & Marcos 2014:22). More trends
that affect Lungo will be listed in chapter 3.8.

2.4

Critique of the Chosen Approach

Existing critique directed against the methods applied in this thesis are largely based on
scope: branding in big corporations and small business means different things, and on their
own, branding and design knowledge cannot sustain a functioning business.
Klein (2000) agrees that branding does not equal to advertising or marketing, even though
these terms or actions sometimes overlap. According to Klein (2000), brands are conscious attempts at building powerful images around innovations or products mainly created by large
multinational companies. In her view, branding becomes problematic when it covers up unethical actions or takes up too much space.
Sounio (2010) brings forth several examples of how branding is an underestimated and underused resource in Finland. Where big masses and their public opinions are concerned,
branding is often seen as something dishonest, superficial, unauthentic or exaggerated,
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whereas in reality, Finland lags behind in branding and pricing its foremost products and services, when compared to the Nordics or the United States (Sounio 2010). If overdone, branding can turn against itself.
As for service design, Wilson at al. (2008:188) point out some risks in describing service design
with words: namely, oversimplification, incompleteness in describing services, subjectivity,
and biased interpretation. Liedtka (2018) brings up the challenges in finding the right problem
to solve, avoiding solutions that are too conventional, and maintaining a tempo and balance
between action-oriented and theoretical team members and their opposing views. As co-creative innovation is an open process, it might cause insecurity and uncertainty in some participants (ibid.). A clear course of action needs to be defined.
Similarly to agile work methods, service design produces new ideas and results initiatives as
reality unfolds, which means we cannot know the exact this is a challenge for results beforehand. The challenge is getting enough data to make the right decisions. Any organization using service design must be able to invest small amount of money and time they can afford to
lose. Discovery-driven growth (DDG) may, however, lead to outcomes that make the efforts
worthwhile. (Gunther McGrath &MacMillan 2009).
According to talouselama.fi (2016), although service design is a growing industry in Finland,
design thinking alone is not enough stable a method to support business structures on its own.
Different biases and overvaluing individual thinking can inhibit organizational learning (Gunther McGrath &MacMillan 2009). Other means of validation and planning are needed alongside
design thinking in building a healthy business. Number values are needed to provide more extensive data.

3

Case Lungo

Lungo is a company founded in 2018 by two Finnish colleagues. Lungo operates in the relocation and private education business in the capital region. Its target customer group is the
business sector that employs technical specialists, such as software developers, from abroad.
In addition to the relocation activities, Lungo provides language teaching and other services
to employees who are settling in and integrating into a new country and society.
The idea of Lungo was born in August 2017 in the Education Bootcamp design sprint organised
by Helsinki Think Company. The company was also later funded by Helsinki Think Company in
a pitch contest. Having noticed that safety networks such as personal tutors and guides are
often missing from the life of young adults and employees, we wanted to provide a soft welcoming to work related immigrants. By doing this, we would add value to both the customer
company and the newly arrived employee, and even their family.
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The business idea was further developed in the Turku UAS course “The Basics of Service Design”. During this course, I designed details of this business by using different kinds of Business modelling and value creation canvases provided by Strategyzer and Futurice.
Both of Lungo’s founders are first-time entrepreneurs, and, coming from a public educational
facility, have very limited experience of private sector and SMEs. Also the type of business
(relocation) is a new field with not much competition. In these two respects, we can talk
about a relatively innovative project.

3.1

Designing the Brand Name

Why Lungo? The name is probably the greatest expression of a brand (Kotler & Pfoertsch
2006:95). When it comes to service brands, name is their only proof of existence (Kapferer
2012: 376). To make a strong brand, the name should carry a meaning of its own, whether it
is the name or intitial of the founder, a product ingredient (Kapferer 2012: 185). Company
names can stand for either the brand or product, but these two should not be confused. The
brand name is not supposed to describe the product or service, instead it is there to distinguish them from competitors, to convey the spirit, and to stand out in an international context without carrying in negative connotations (Kapferer 2012:186-187). A good name is consistent with the brand, liked by the audience, short and vigorous, incapable of being mispronounced (Cheverton 2006).
Lungo’s name was not born easily. The ideation phase for inventing a name for the business
required several rounds of iteration. It was a purposeful task, and required many workshop
sessions. The founders ideated names on the basis of phonetically pleasant sounds, mental associations, descriptive words, nationality, letter combinations, and trends. Many lists of suggestions where sent through instant messaging and emails. There were several brainstorming
sessions. The name had to be carefully chosen because it had to cross geographic and cultural
boundaries and work in many languages.
A well chosen name could not be too long or difficult, should have a positive semantic value,
and, first and foremost, should be available in the domain listings and company registers preferably both in Finland and abroad. It has to be ensured that the brand can be registered (Kapferer 2012: 185). We had already gone wrong once in the beginning of our piloting process,
when we chose a misleading and overly complicated name. This time had to be different.
Time was running and we wanted to set up a social media presence and some credibility as a
branded name.
The idea for the name came to us on one of the outdoor brainstorming sessions on the seashore. Lungo is a short, peaceful and positive word, which suits international audiences, and
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happened to be an available domain name. Lungo means a type of coffee. Quick to go, warm
and pleasant, international, but still something typically Finish. Lungo’s customer companies
might recognize the word from trendy coffee stations many software companies have in their
communal spaces. Stress-free relocation services can also profit of the Finnish saying Ota
lungisti (‘take it easy’). From a benchmarking perspective, there are many brands with a similar-sounding name: Zynga (games), Singa (karaoke), Mango (clothing).

Figure 10: The semantic value of Lungo (Savonsaari 2018)

3.2

Desiging the Brand values

The way we see it, values should not be designed. They should exist, and based on the existing values, they can only be crystallized and simplified into words. They should come naturally in order for the core to be authentic. When the base is built on solid and honest values,
future directions may be further defined. The core values build the core of the brand.
According to Kapferer’s model (2012), there are three layers in the brand identity. Firstly,
there is the kernel, which encapsulates the central core identity, and which covers 70% or
more of the brand identity, and which makes the DNA of the brand, is not a point of view.
Secondly, there are peripheral elements that may be 60-70% present in the brand or its functions, or not. Thirdly, there are elements that are out of the brand territory.
In the figure below, Lungo’s brand is explained in terms of values on Kapferer’s brand platform. Our core lies with us offering Finnish language or relocation into Finland in an open,
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friendly and genuine way. On the peripheral traits level, we can create content in an agile
way and make quick changes, or provide gamified elements in our teaching but not in the relocation service.
There is a sphere outside of the brand territory. In this figure, the territory marks the directions of which there may be traces or elements, but which are not visibly present in the core
of the brand. For example, on Lungo’s language courses, we can take political discussions as
examples, but we do not express direct political opinions very strongly. Or, we use digital
technology but not in a way that excludes anything else, such as physical presence.

Figure 11: Lungo’s brand: kernel and peripheral values (Savonsaari 2018, based on Kapferer
2012:255)
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Figure 12: Lungo’s brand identity pyramid (Savonsaari, based on Kapferer 2012:259)
The identity pyramid (above) is a tool for managing change. It illustrates the balance between
the kernel, which should not change, and the aspects that may be shaped if the service
should change (Kapferer 2012:259). Brand relationship refers to the social perspective: if a
brand can be thought of as a person, then customers can have relationships with it (de Chernatony 2006:49). Reflection may refer to customers evaluating themselves, or communicating
with the brand values (ibid.).
As Lungo’s brand values are listed as fun, innovative, caring, and innovative, the resulting
brand relationship with the customers is trustworthy, confident, co-operative, open, friendly,
altruistic, informal and socially oriented (de Chernatony 2006:50). In an interactive customer
process, this relationship should be defined, evaluated, refined, enabled and monitored (de
Chernatony 2006:51).
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3.3

Designing the Business

The following Business Model Canvas visualises the business logic of Lungo. The nature of the
BMC is not stable or permanent. It can be updated when changes are made and new courses
of action are taken. The first version of the business model was developed during the Education Bootcamp sprint. The next version was a Lean Canvas created on the Laurea course on
business finance, and the third canvas is the latest BMC version. The three canvases (figures
13 a-c) below reflect the changes made during the development of the business case.

Figure 13a: An early version of the business model (Savonsaari 2017)

Figure 13b: A second business model version (Savonsaari 2018)
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Figure 13c: A third business model canvas version (Savonsaari 2018)

3.4

Designing the Network

Lungo is marketing a service. Service is provided to people, by people. This is why networks
are an important channel for marketing. Networking is built on a personal brand: a positive,
open, secure, and confident, yet relaxed and smiling appearance and an interesting dress
lower people’s threshold to interact, while a tense atmosphere or selfish purposes can be easily detected (Sounio 2010). Finding customers and partners happens in networks, so it is important to find the right forums and events for networking. By combining the strengths of
many actors, new value can be created for the customers of a network (Ramírez & Mannervik
2016). Before that, the service network needs to be defined, however. In addition to the figure below, there are several other members in the inner circle of the network: graphic designer, International House Helsinki, rental agencies, student and design networks, etc. Networks grow and develop constantly but designing them purposefully helps in defining the right
target audiences and partners.
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Figure 14: Stakeholder Map (Savonsaari 2018)
The stakeholder map (figure 14, above) of the relocation process indicates the parties affecting the value creation system and the customer experience.
Lungo studies its stakeholders by sharing knowledge and cooperating for instance with ELYKeskus. This cooperation will be further discussed in the next chapter.

3.5

Designing the Service and Customer Experience

The following paragraphs will explain and demonstrate the use of the service design, research
methods and other tools that have been used in designing Lungo’s services. These illustrations
include persona, service blueprint, design/innovation matrix, design roadmap, and various
canvases.
The service blueprint (below) is a service description we introduced in chapter 2.2.4. It contains the customer’s journey through the service. But before it is possible to define a customer journey, the customer has to be defined by finding out who that person might be. This
research-based character with additional fictional elements is called a persona. For this business case, we have created an end user persona for Lungo’s service. The following persona,
Josef, is based on 120 minutes of face-to-face interviews. Additional material for defining and
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redefining future personas can be gathered from the customer research data provided to us
by a customer survey implemented by Katri Lahtinen from ELY-keskus (2018).

Figure 15: Persona (Savonsaari 2018)
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In service design, personas are used to describe the service path, known as the customer
journey. In the following table figure, the customer journey is embedded in the table on the
second-highest line titled ‘customer actions’. Service Design Blueprint is a visual scenario of
the essential parts of the service ecology that shows the user or customer journey through the
service as well as the documents involved in the process (Polaine 2013:117). Some parts of
the action are visible to the customer (frontstage), others (backstage) are not; some actions
are digital, other interactions happen face-to-face (Polaine 2013:119, 122). Lungo’s service
blueprint covers the critical customer path.

Figure 16: Service Blueprint (Savonsaari 2018)
To understand and analyse the design of Lungo’s concept, we can point out the emphasis of
the fields in which the company aims to stand out and compete in the market in a value creation table (below). Lungo does not seek to drive fundamental or radical change in any sector,
but it does consider itself a service provider with some innovative design factors in the type
of service it provides. The table below comprehends the levels of communication, systems,
and services Lungo provides. Together, these factors build Lungo’s brand.
Lungo does not provide technological artifacts or software, and its marketing is run at a low
profile and budget. This is why we have marked the change level to ‘imitation/no change’,
although Lungo does cooperate with a software developer and web content designer. However, the company has focused more on developing its brand with a graphic designer and a
thorough design process, which is why we could describe the design as somewhat image centred. Lungo’s service relies quite heavily on the idea of a business or service ecosystem or
network. The service has been developed to meet the user’s needs. Lungo is ready to develop
novel processes and problem-solving methods based on the user’s needs. We have added one
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more row to Heskett’s original table: service centred because Lungo aims at discovering new
areas of service. The relocation business sector does exist already, and it has been benchmarked to a point, but Lungo has thought of the process from the beginning, and built its service idea completely from the customer’s perspective.
The difference between incremental and radical change in innovation styles is that incremental change follows a slower and more common and natural path, which may go through various stages of refinement and testing, whereas radical change is achieved through radical new
development, often related to new technologies (Norman 2013). As featured in figure 17,
Lungo’s business case is not innovative in a technological or marketing sense, but there is
some change in the image, user, and service centricity.

Imitation/no change

Incremental change

Radical change

Fundamental change

Technology centred

Marketing centred

Image centred

User centred

Service centred

Figure 17: Design/innovation matrix (Savonsaari 2018; based on Heskett 2017)
Figure 18 (below) features a future-oriented roadmap of Lungo’s services and how they are
visible on different levels of the service. The user value creation starts from the drivers
marked as ‘safety’ and ‘social belonging’, and will develop into higher ‘integration’ and ‘networking’ as the time indicator arrow advances into the future. The market segmentation
starts from game companies and develops to cover private and public education facilities.
The products and services are designed to cover working life skills and mentoring at later
phases of service development.
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Figure 18: A simple design roadmap (Savonsaari 2018; based on Simonse 2017)
Figure 19 is a visualisation of Lungo’s roadmap based on an image search activity (Simonse
2017: 30-31). The collage portrait below depicts some selected images that represent Lungo’s
design and value roadmap. These images make Lungo’s vision concrete and approachable. We
want to make all the necessary pieces of strategy fit together in a lean and agile way, be professional, provide socially significant content, use gamification and communication in a fun
and educational way.
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Figure 19: Lungo’s design roadmap illustrated as a metaphor collage (Savonsaari 2018)
The service design of Lungo has been partly planned on the introduction course to Service Design by Turku University of Applied Sciences in June-July 2018. The task was to use three service design methods in the development of the service concept. The chosen methods were
team workshops over Value Proposition, Customer Problem, and Smart Service Storyline canvases by Strategyzer (strategyzer.com/canvas) and Futurice (leanservicecreation.com). These
canvases were filled in cooperation between the co-founders of Lungo in July 2018. They
helped Lungo’s co-founders to develop a shared idea of the nature and details of the service.

Figure 20a: The Value Proposition Canvas

Figure 20 b: Smart Service Storyline
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Figure 20c: Working on the design canvases (Savonsaari 2018)

3.5.1

Designing the Value Creating System through Research and Iteration

In this chapter we will introduce different methods we have used for doing customer research
and how Lungo’s services are developed with that knowledge. The research methods include
face-to-face interviews with customers and end users, as well as a Webropol survey conducted by Katri Lahtinen (2018) from Centre for Economic Development, Transport and the
Environment (Uudenmaan ELY-keskus) in cooperation with Lungo. However, we will begin by
discussing the type of value Lungo creates.
Value is created when people’s problems are solved. According to Teittinen (2018), the things
we humans perceive as problems can be described simply as negative states, from which we
strive to move into a neutral, and further into a positive state. The negative state can be
caused by shame, harm, or pain, whereas the positive state is achieved when we feel honor,
benefit, or pleasure (ibid.). The negative states, or problems, of Lungo’s end users and customers, are the initial shame, harm and pain caused by ignorance, alienation, risks, accidents, and culture shock that arise from the experience of moving into a new country. The
customer companies suffer from the lack of time to maintain a proper relocation process. The
honor and benefit come from the achieved sense of security, team building, belonging, assimilation, trust, and increased knowledge. The customer company profits by offering a quality
welcome to its employees.
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The value in Lungo’s network is created on many fronts. Considering the customer first, there
is the direct benefit to the single employee who is welcomed to their job and community;
there is the saved time and effort for the HR personnel, there is the added value in self esteem and group bonding that arises from shared learning at the work place. For example,
when giving Finnish classes in a customer company, Lungo tightens the bond between the participants who start exchanging messages about the teaching: they share materials and study
tips to each other. This is a mutually beneficial value creating system, although temporary, as
the service is only ongoing for a limited amount of time.
On the outer layer of its stakeholder map, Lungo brings value to recruitment agencies by enhancing the status and bond of these agencies and their customer companies. Lungo participates in industry-specific events relevant to the customer companies. Lungo also gives the opportunity for other businesses and freelancers to do business with it: graphic designers, web
developers, and other nodes in the inner and outer cooperation circles. Value is created to all
partners in the form of experience, visibility, trust, social acceptance and integration, as well
as economy.
According to Norman’s design principles (2013), the success of a business solution can be
measured by calculating or estimating a value for learnability, efficiency, memorability, errors, and satisfaction. These can be measured by surveys, interviews and observation. An
ideal deliverable has the right amount of visibility, affordance, feedback, mapping, constraints, and consistency. To make sure these principles are fulfilled, iteration and validation
are needed to measure customer success. The ways in which Lungo has validated its business
proposition will be listed below. Lungo continues to conduct customer surveys and gather
free-form feedback to stay updated on these variables.
This information is vital to a company in both acquiring and retaining customers, and also in
motivating the staff, and that’s why different validations are made and measured along different stages of the service path or customer journey (Polaine 2013:161). The validation
methods during Lungo’s development path have largely been qualitative. Going through a
proper validation and piloting phase, we, as first-time entrepreneurs, felt confident enough
to officially found the company called Lungo. In the following, we will describe the ways in
which we have gathered feedback data by validating the service.
Looking back at the business development phases, we must start with the beginning. The first
version of Lungo was an aspiring business concept called Findeep Learning. It was a team effort to provide language courses and experience workshops to Asian exchange students and
newly arrived employees. The business model was business to customer. The preliminary business team consisted of four members, which later narrowed down to three. We validated the
original business by pitching the idea to different audiences, some of which were business
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professionals. Based on a number of similar comments or feedback, it turned out that the
business model would not be profitable and it could not sustain a team of four members. In
addition, the name was problematic, as it evoked associations about artificial intelligence,
and deep learning, which is a form of machine learning. By validating this business design prototype, we realized that the business needed remodelling and that’s the business design
phase would have to be iterated.
Based on the feedback, we changed the business model into business to business (B2B),
changed the name and service model into relocation and language courses. As described in
section 3.3, we remodelled the business model canvas several times. We then further validated the new business prototype by running a pilot project, which was a success, because
we found customers who were willing to pay the negotiated sum of money for Lungo’s service.
Lungo’s business idea was tested before the company was founded. The first customer case
was a relocation process for a game company in April-May 2018. Our task was the relocation
of an employee coming from outside the EU. We signed a contract in which we agreed to find
accommodation, arrange pick-up service and transport for the newcomer, and instruct them
with the arrival formalities, including electricity and lease contract, insurances and other services. We discussed with the customer to price the service correctly, and to focus on which
services to prioritise. This is how we defined the customer’s readiness to pay for the service.
Customer interviews are a part of the design process, which is based on research. Lungo is
open to all insights about its customer base. Since it does not rely on web analytics, it needs
to focus more on direct feedback, such as word of mouth and interviews. In the founding process, Lungo conducted 60-minute face-to-face interviews with both paying customers and end
users. Parts of these interview discussions were recorded and they have formed a basis for
the current business model and pricing strategy. We have also gathered online feedback before, during, and after our service. In the future, Lungo will keep the options open to collaborate with thesis students who may be looking for topics related to international recruitment
or private language education.

According to Lungo’s customer research interviews conducted in late 2017 and early 2018, the
experience of those employees having arrived to Finland without a proper welcome feel significantly less welcome and at home here than those who have had some kind of a personalised welcoming to the country. The first impression is so important that it marks clear differences between the attitudes of individuals for several years. The user experience here
demonstrates that the process of arrival, or relocation, makes a difference: whether it has
been designed and arranged or not. In late 2018, we are in the process of collaborating with
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Centre for Economic Development, Transport and the Environment (Uudenmaan ELY-keskus)
to conduct further customer studies and workshops. This customer research is part of validating the business idea.
During the pilot project, we asked about their previous service provider and how happy they
had been with them. Having found gaps in the expectation and delivery of a previous service,
our service promise was to outdo our competitor in the price-quality ratio. At this point, the
service script or blueprint was more or less improvised, but afterwards we wrote everything
down to a detailed service blueprint. After the process was over, we did another round of
sixty-minute face-to-face interviews to measure our customer satisfaction. These discussions
were not recorded. We learned that there was still room for improvement for us as first-time
service providers, but were convinced that this service script could be validated and thus repeated.
After the pilot project, we cooperated with Centre for Economic Development, Transport and
the Environment (Uudenmaan ELY-keskus) in order to gain more customer understanding. We
arranged a customer workshop at Hotel GLO Kluuvi for 30 participants, and Katri Lahtinen of
ELY conducted a Webropol survey about employee integration in collaboration with us. She
reached 56 international employees working in Finland. The survey charted the needs of this
customer segment and the cultural, linguistic or social barriers they face when relocating to
Finland. This study gave valuable insights to Lungo about our customer needs. For instance,
we found out that it is hard for longer-term employees to find support in their integration
process, because their needs are no longer considered critical. Some of their pressing concerns involved apartments, social networking and taxes.

3.6

Brand design

Lungo’s brand has a name, logo, visual identity, tagline, and brand (heritage) story. They are
all unique and tailor-made for this company only. The brand is meaningful memorable positive and transferable to new products as a compound word. Lungo is a Branded House, which
means that its services and courses all belong under the general brand and image of Lungo.
This way, the company aims to be more memorable as one solid brand. Lungo’s first services
contain the word Lungo to distinguish them from other service providers.
The company should be known for its friendly face towards the outside world, or its customers, and its focus on the customer needs, wants and wishes, and the brand design is a strategy to create a brand identity that will help achieve this goal (Bruder 2017: 148). The employees should live of the brand by keeping in mind the behaviour and actions which are critical to the business to business customers’ brand experience (Kotler & Pfoertsch 2006:125).
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Having invested considerable time, money, and effort on the development process of the
brand, Lungo’s team is dedicated to keeping in line with the brand values in the spoken and
written communication, as well as in attitude and physical presence.

3.6.1

Brand Heritage and Brand Humanity

The influence of brand heritage on consumers has not been widely studied (Pecot 2018). It
can be measured as perceived brand quality and customers’ willingness to pay premium process for the service (ibid.) Another reason to enhance awareness of the brand heritage within
the consumers is to increase familiarity with the organization (ibid.). As Lungo offers personalised service, the company sees its founders and employees as one of its main assets.
Lungo’s brand heritage is brought to the consciousness of the audience on the website
lungo.fi, which includes the story about the founding phases of the company, as well as an introduction to the team members. Lungo team members are featured on the website with pictures of the employees to increase awareness and trust. The brand heritage section tells the
story about Lungo’s founding process: the steps the company has taken from a bootcamp to a
pitching stage, and from there to piloting, and official founding. The story makes the company more tangible, authentic, and human. To evoke loyalty among consumers is an approach
Springfield & Sharma (2012) call brand humanity, and it presupposes the brand is continually
authentic, tells a story, and builds a relationship. In order to be authentic, a brand should express how it aims to make the world a better place by living up to its values and points of
view (id. 384).
Lungo has stated in its vision and mission that we want newcomers to feel welcome in Finland. Lungo follows the design to be authentic by publishing data about work-related immigration and personal stories in its social media. This is how Lungo aims at reaching a level of
brand humanity.

3.7

Graphic and Visual Design

Colors are crucial in branding a company. They bring up associations, and emotions, and they
help identify brands, their continuity and values (Gobé 2009:79). The responses colors trigger
activate thoughts and memories in the cerebral vortex (ibid). Choosing a colour palette for a
brand is the moment when the message is created. Poor choices confuse the audience.
Lungo’s colour palette was carefully composed as teamwork between the founding members.
Finnish values are often described as natural, well designed and ecological (Sounio 2010).
When planning the visual appearance of Lungo, we created two colour palettes that represent
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the company’s values, origins, and ideologies. These colours can also be described as natural
and soothing, yet still inspiring. Lungo’s color palettes contain various shades of blue. Colors
of short wavelength, such as blue, are perceived as soothing, as it lowers blood pressure,
pulse and respiration rate (Gobé 2009:80). As Lungo brands itself as a company that offers
stress-free relocation services, this is a deliberate choice. The highlight colour, yellow, in the
palette, catches attention. Yellow is in the middle of wavelengths, therefore it is seen as
bright, and it attracts attention (ibid.). Pale blue connotes calm, navy blue reassures and
raises thoughts about dependability, and green implies nature (Gobé 2009:80-81.) We agree
strongly with Gobé (2009:81): the role color choice can play in brand identity is not to be underestimated.
As the palette was designed to set a mood, we started the color scheme creation workshop by
imagining our end user in the process of moving into a new country. The mental image was
a young man on a car, taking a journey towards a new future on a Finnish highway, surrounded by birches, in a dynamic and tumultuous weather where rain
and thunder can fill the air with freshness and electric energy - a moment followed by a calm arrival to the destination
This workshop resulted in two palettes, which now form the basis of Lungo’s visual identity:

Figure 21a: Palette 1 (Savonsaari 2018)

Figure 21b: Palette 2 (Savonsaari 2018)
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3.7.1

Designing the Visual Identity

The visual identity of Lungo was created by Isla Valo, a Berlin-based graphic designer who got
the assignment in on July 20th, 2018. The starting point for the graphic design process were
the core values and identity of Lungo, which were specified in the following adjectives:
warm-hearted, stress-free, easy-going, customer-centered, genuine. We aimed at a soft font
and a picture element that would represent the process of positive change, personal development or forward-moving direction. The pre-production was defined by the colour palettes
(figures 21a and 21b). Below are some sketches of the design process phases (Figures 22 a-e).

a)

b)

c)

d)

e)

Figures 22 a-e: Logo design sketches Valo 2018
The first three versions (a-c) symbolised the relocation process phases by mimicking the
shape of a cogwheel system. This seemed too rigid, so the design process was directed towards a more smooth flow (d, e). The final result (figure 23) is a set of different colour versions of a soft personalised font.

Figure 23: Logo (Valo 2018)
Picture elements were added to the visual design. The paintbrush stroke refers to constant
change, and fresh approaches to language education, as featured in the sample below. The
company wants to stay youthful and keep a gamified element in its service description.
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Figure 24a: Gamified language education (Savonsaari 2018)

Figure 24b: Playful and agile language education (Savonsaari 2018)

3.8

Futures Thinking and New Opportunities

In designing Lungo’s business case, we have put significant focus on examining the current
megatrends that suggest this service will be able to create value for businesses and employees. The following six megatrends (Sitra 2017) are strongly related to the shifts in modern-day
working life and business trends. These six megatrend cards suggest there is a need for physical and mental well-being services across country borders and working hours. Creativity and
social capital are soft human skills that are considered to have increasing value in society.
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Even economic success is no longer measured in money only. Time management, business values and reputation have become valued assets.

Figure 25: Six trends affecting Lungo (Sitra 2017)
The following two megatrend cards (figures 26a and 26b) are in line with Lungo’s business
idea.

54

a

b

Figure 26a: From time management to value management (Laurea 2018)
Figure 26b: Reputation is the new money (Laurea 2018)
Lungo’s business idea takes into consideration the above-mentioned megatrends. Lungo’s mission is to increase the value and quality perceived in the customer company. Lungo helps the
customer company to save time and build reputation.
As an example of the vision concepts we have developed, but haven’t implemented yet, we
could introduce the following sketches of meaningful service concepts we have currently in
the pipeline. These two ideas that support the idea of well-being and global citizenship.

FINNISH AROUND A CAMPFIRE
SEPTEMBER IS THE SEASON OF COLOURS. THE
CHANGES IN NATURE ARE SIGNIFICANT.
FINNISH FORESTS OFFER A UNIQUE
BACKDROP FOR A LANGUAGE LESSON
JOIN US ON A DAY TRIP
SOUTHERN FINLAND!
WE WILL COVER 9 KM
BARBEQUE AROUND
AND LEARN FINNISH

TO LUUKKI,

THERE WILL BE
TO TALK TO, AND

FINNISH PEOPLE
GET HELP FROM.

LEARN NATURE
FRESH ENVIRONMENT
SNACKS AND
INCLUDED IN THE

a
Figures 27 a and b: Sketches of future services (Savonsaari 2018)

ON FOOT, ENJOY
A CAMPFIRE

VOCABULARY IN A
ZBEVERAGES ARE
PRICE

b
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3.8.1

Future-oriented Business Network

Lungo does conscious networking to gain and retain partners and customers. Its network is
built both by attending relevant events in the field where the customer firms operate, as well
as building online contact networks over the internet. Lungo keeps growth prospect in mind
by frequenting events and locations popular with startups, because building business bonds
from early on might lead to customer relationships in the future once the startups are up and
running.

Acquiring a functioning network status is a two-way street. One must give something to get
something. Todeva (2006) lists ten factors that add value to business networks. Lungo fulfils
the following: value (increased knowledge), resources and capabilities (allocation and skills),
behaviour and activity (business-proof service offering), affection and trust (“relocation with
a ♡”), content (course materials), role and status (Finnish language and relocation specialists), identity (Finnish teachers, designers, and entrepreneurs).
When planning its business network, Lungo is looking and reaching into the direction of countries of origin from where many software developers are moving into Finland. As some of
Lungo’s business activities are located in the educational sector, Lungo is following the Finnish educational politics and taking part in education-related activities. According to the Ministry of Education and Culture (2018), the value of Finnish educational exports will exceed 350
million euros in 2018. More and more foreign tourists are interested in the educational system
and its history. Since Lungo’s founding members are professionals in education, this business
sector could open up new opportunities for Lungo in the future: partnerships, customer segments, and new service lines.
A growing online presence is key, which is why Lungo has developed its online material in cooperation with web developer Max Pinomaa. The website (www.lungo.fi), launched in August
2018 will be updated and Lungo will continue to attend relevant business events and spread
awareness of its services.
In autumn 2018, Lungo has finished piloting its two business branches and continues to do customer research and market its service in the relevant industry networks. Based on some auditing, the brand awareness within the customer segment group is still not very high, but as
the company is not the main livelihood to its co-founders, and as the services require a given
amount of time and physical presence, the steps must remain slow and steady.
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4

Conclusion

This thesis has demonstrated a way to deploy design thinking, branding processes, and futures
thinking in the founding process of a new business venture. Before the business was registered officially, it had gone through various stages of design, development and piloting.
The business concept was mostly refined, redesigned, and remodelled on two university
courses: in Laurea University of Applied Sciences (Financial Instruments for Growth, December 2017) and Turku University of Applied Sciences (Introduction to Service Design, June-August 2018). These courses increased deepened my knowledge on the financial aspects of the
business design, and the practical process of deploying service design methods to a nascent
business case. Both courses included several rounds of feedback from teachers and MBA students.

Laurea’s Financial Instruments for Growth course (V1493) taught me not to be afraid of
changing a dysfunctional business. At that time, the team, the customer segment and the
concept were quite different from what they later became. Even the company name was different. I made my first Lean Canvas model on the course and gathered valuable feedback and
confidence to talk about our business in front of a live audience. After enough testing and iterating, the business model was validated.
Laurea’s Branding as an Instigator for Growth course (V1488) taught me to differentiate the
different aspects of brands, as well as to value and prioritise the branding of a business product from the very beginning. The Business Growth Management studies also contained a
course on business law: V1490 Entrepreneurial Business Expansion with Legal Requirements.
This course made use of business legislation, which later proved useful, especially combined
with the legal advice I got from Helsinki Think Company and their associate attorney HannaMaria Seppä of Legal Takomo. The idea of multi-level networks was strengthened by the lessons learned on the course Managing Networks (V9327).
As for the customer perspective, the two courses Market Design and Strategic Sales (V1492)
and Services Marketing (V1631) together made it possible for our company to create services
with the customer in focus. It is not enough to create a business. It has to be a desired service
with enough customer segment and value added. The service needs to maintain quality and
hold on to customer promises, which should be stated clearly and measured. The strategy
course provided me with confidence to start a company in a relatively new business area, relocation services.
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Given that entrepreneurialism arises from the skill and will of leading self, none of it would
have happened without enough confidence and entrepreneurial attitude strengthened by Laurea’s Leadership and management course (V1567), which enabled me to take responsibility of
myself as the primary maker, designer and implementor of my business career.

Based on the outcome of this thesis, it can be affirmed that a startup company can be designdriven. Design processes, such as the business case we have described, are a sum of various
factors. Conjoint methods together build a more realistic view of the new venture. Startups
have a relatively low survival rate because they work on uncertainty and constant change
(Ries 2012). What is important is to notice here is that their function is not solely to make
money or provide impeccable customer experiences, but they exist as a source of, or platform for learning about how to build a sustainable business (ibid). The startup venture’s job is
to analyze its position, measure it against cruel truths, and to experiment how to move towards a more profitable and successful business plan. (ibid.) To reach an even higher potential for success, the entrepreneur needs to learn a wide range of skills, such as customer service, finance, marketing, and management.
Going through the design process and writing this thesis has helped Lungo to crystallise its
customer value. We have learned from the interviews and surveys what we can and should offer to our clients. The biggest process value has been cooperating with ELY-keskus and gaining customer understanding from the Webropol survey conducted by Lahtinen (2018). We, as
founders of the company, have learned motivation, perseverance, insights and process methods, and the financial value of this kind of a business founding and development process can
be weighed by the fact that Lungo is currently running its business free of debt. The thesis
has functioned as a kind of business and design diary and sketchbook that has marked some
important milestones in the growth path of the idea that has led into an existing business.
As for the reliability of this study, the company’s track record is still too short to enable us to
draw any conclusions as to whether this approach has provided a significant business advantage. Neither have we had the chance to compare the process with the founding and development of another company with a different method. That could be the next phase or a
topic for further research. It is clear, however, that without this process, the company would
not exist in the first place.
At the time of the publication of this thesis, Lungo is functioning and operational, and has
raised interest in both current and potential clients and network partners, and is being constantly developed further according to similar principles, keeping future prospects in mind.
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As for the scalability of the results for growth management in other companies, the design
tools and methods we have used in this thesis can be applied to the business design management of other companies providing services in value-creating networks, e.g. new media or
new economy industries in various stages of growth. Any business aiming at growth or survival
must keep futures thinking on their agenda. In today’s competitive world, it is impossible for
a company to survive on its own, without making use of a customer-centered approach. Undoubtedly, any business can profit significantly from the design thinking mindset and service
design methodology.
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