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The purpose of this research-oriented development work was to develop a model to identify 

and utilize the customers’ own and external competencies and resources as a base for social 

innovation. The objective was to provide DigiIN project of Laurea UAS and a Finnish case 

organization with understanding of socially marginalized young adults to be used to develop 

the service culture of the case organization and innovate inclusive, digital social services. 

The theoretical framework is based on the realization that in service-dominant and customer-

dominant logics, social innovation, design thinking and service design, the customer 

competencies and resources are seen as the source of value as well as raw material for co-

design, co-creation, and innovation. This is combined with theory of social and digital 

inclusion and service design. By using customers’ competencies and resources or supporting 

them, the organization can create services that fit in to their customers’ life and offer value. 

Mobile probing and interviews with an additional focus group were used to understand the life 

of eight customers, define existing competencies and resources, and determine expectations 

for the co-creation of digital services. The data were used to design three personas, empathy 

maps, customer ecosystem maps, resource integration maps and a resource availability table. 

Additionally, a recommendation for how to utilize these resources to develop new, digital 

social services in the further steps of the DigiIN and the case organization’s development was 

presented. 

The work revealed that young, socially marginalized adults have diverse competencies and 

resources that can be utilized in the development of new digital services: customer groups’ 

own expectations for the participation in co-design and development must be considered.   

Visualizations allow the transfer of insight to the DigiIN project and the case organization. 

The development of less laborious and commitment-demanding research methods offering 

diverse ways to participate and testing of the recommended customer’s competence- and 

resource -based approach to service development need further research. 

Keywords: Social innovation, customer competencies and resources, service design, digital 

inclusion 
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1 Introduction 

Digitalization of services is an ongoing global trend, that has been further escalated by the 

requisites of social distancing because of the current COVID-19 pandemic. The importance of 

socially inclusive digital healthcare and social services has rapidly increased and 

understanding of how to increase participation of socially marginalized in the designing of 

digital services is paramount for the future success and inclusion (e.g., Dufva 2020, 9). 

Successful design of new, socially sustainable services requires understanding of the 

competencies and resources that the socially marginalized young people have.  

During past years digitalization of social welfare and health care services has already 

increased in Finland, and 68 percent of Finnish citizens had used public services in this sector 

during 2017 (Hyppönen & Ilmarinen 2019, 179, Hyppönen & al. 2018, 4). Big driver behind this 

shift to digital social welfare and healthcare services has been the “Socially sustainable 

Finland 2020” strategy that promotes social inclusion and participation as well as support for 

health, wellbeing, and life management as essential to reaching it. (Sosiaali- ja 

terveysministeriö & Kuntaliitto 2014, 7). 

Studies show that majority of Finnish population already has good digital skills, and skill level 

decreases with age (Hyppönen & Ilmarinen 2019, 287). Despite the wide adoption of digital 

social welfare and healthcare services by the Finnish population, there is a raising concern of 

digital divide between socially marginalized groups and general population (Heponiemi & al. 

2020, 9) and emerging need to include also marginalized population in the design and use of 

digital services. Also, Sustainable Development Goals introduced in the Agenda for 

Sustainable Development 2030 of United Nations highlight the need to both provide heathy 

lives and advance wellbeing of all, i.e., goal 3, through access to health care and prevention 

and treatment of substance abuse and mental health wellbeing (United Nations a), as well as 

reduce inequality, i.e., goal 10, through empowerment and promotion of social inclusion 

(United Nations b). 

Service Dominant Logic, that emerged as business logic challenging the prior product (good) 

focused perspective, proposes, that the value of a service is always co-created with the 

customer (Vargo & Lusch 2014, 15) suggesting that deep understanding of the customers’ 

resources is required to develop valuable service. Co-creation requires the customer to 

integrate their resources with the resources that the organization is offering through their 

service to create value (Vargo & Lusch 2014, 70-71). Value is also built during interactions 

between customer and the company and a whole network of peer communities and other 

companies (Prahalad & Ramaswamy 2004, 10; Vargo & Lusch 2014, 15-16). Prahalad & 

Ramaswamy (2004, 23) have developed DART (dialogue, access, risk management and 

transparency) model that describes the elements needed to cocreate with the customers. 
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Tommasetti and other (2015) have identified eight customer value-creation behaviour 

dimensions that help evaluate the customers’ capabilities to co-create value with an 

organization. To succeed in the co-creation of value, companies need to utilize diverse 

methods to gather deeper customer insight than before and to create solutions that help their 

customers create value from the company’s offering (Chesbourg 2011, 21-23). Though the 

theory in Service Dominant Logic is centred around the companies instead of not-for-profit 

organizations and government, similar principles of value are likely to occur in their 

customers’ value creation.  

More recently, Customer Dominant Logic has challenged Service Dominant Logic and shifted 

the focus from company’s own process toward customer-centric view of value creation. 

Customer Dominant Logic suggests that the company must understand the customer logic, 

i.e., how the customer perceives the process of value creation in their life, and adjust their 

service offering and process to support customer’s existing logic and not the other way 

around (Heinonen & al. 2010.). Designing customer-centric services therefore requires 

thorough understanding of the resources and capabilities that the customers use, and the 

contexts where the company could help the customer create value directly through 

organization’s own services or jointly with other actors. 

Additionally, design thinking and service design approaches innovation by gathering insight 

about the customer and using this customer understanding as the core for co-creating and 

developing new services (Stickdorn 2012, 29, 31; Curedale 2019, 41; Liedtka & Ogilvie 2011, 

4). Service design offers many tools to visualize the key insights related to customer needs, 

challenges, context of use and the service ecosystems; personas, empathy maps, customer 

journeys and stakeholder maps are all tools used to communicate the results of research and 

define the problem to be solved through service innovation (e.g., Stickdorn 2012, 143-210; 

Liedtka & Ogilvie 2011, 50, 56; Tschimmel 2012, 12-13; Curedale 2019, 331-434). Service 

design tools are focused on identifying gaps between what is offered by a company and what 

the customer needs or has challenges with, and ideation is often based on how to fill the gap 

with company’s resources and offering.  

Social innovation design theory expands traditional, challenge and need based service design 

view of customer understanding to include knowledge about existing resources and networks 

of the customers that could be utilized and recombined to create novel solutions and improve 

existing services (Mulgan 2003, Manzini 2015, 98). Mulgan (2007, 21) states, that social 

innovation is based in the confidence that individuals, also those who are vulnerable or 

marginalized, possess the resources and capabilities to help themselves which is in line with 

recovery orientation that is the basis of many social welfare organizations and aims to 

strengthen existing resources and base the recovery of the customers on strengthening their 
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existing capabilities and resources instead of emphasizing what is missing due to customer’s 

circumstances (see Manzini 2014, 98). 

How can social service organizations develop inclusive digital services through service design? 

Unfortunately, customer resource-based service design tools are near non-existent, though 

Takeyama, Tsukui and Shibata (2014, 346) have introduced service ideation framework ROSI 

(resource-oriented service innovation) along with resource integration map, and resource 

availability table which aim to fill the gap between Service-Dominant Logic and its practical 

application to service design, but it does not provide indications on how to research the 

customers. In addition to this, different forms of stakeholder and ecosystem maps can be 

seen as tools to highlight existing networks, that could be utilized for value creation and 

service offering.  

Prior research has focused on understanding the role of customer’s competencies and 

resources in the value creation and value-in-use in different service logics, as well as the 

theoretical base for social innovation. This has created a gap between theory and practice: 

there is very little research on practical presentations and models on how the customers’ 

capabilities and resources can be researched, defined, and used to design and develop new, 

inclusive digital services collaboratively. To fill this identified gap for its part, this thesis aims 

to create a model for this through a case that provides understanding of the resources and 

capabilities socially marginalized young adults in need of increased support have and that can 

be used to develop usable, inclusive digital services in social welfare and healthcare. 

This thesis is a qualitative case study in the form of research-oriented development work, 

that is based on the framework of social innovation, service logics, design thinking and 

service design. It also utilizes information about social and digital inclusion to build on the 

customer competencies and resources. Service design methods and tools are used to provide 

the process and empathic methods for data collection. 

1.1 Purpose and aim of the research, research questions, and methods 

The purpose of this thesis is to develop a model for identifying and utilizing the customers’ 

own and external competencies and resources as a base for social innovation in the context of 

digital services. The objective of this thesis is to provide DigiIN-project and case organization 

customer understanding of young, socially marginalized adults between the ages of 19-29 by 

identifying customer needs and resources as well participating customers in the creation of 

new digital services. This information can then be used to identify opportunities for new 

digital services in the following phases of the project. 

The practical goal of this thesis is to define existing resources, abilities and strengths of 

young, socially marginalized adults and solutions these people already use that can be 
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utilized to develop digital, inclusive services. The thesis also aims to map the ecosystem 

young people in need of increased support interact with. Furthermore, this thesis defines 

expectations young people with increased need for support have for the co-creation of digital 

services and how the knowledge of all this can be utilized in the development of new services 

in the next steps of the DigiIN project which are outside the scope of this thesis. 

The main research problem of this thesis is: How the resources and competencies of 

customers, in this case young adults in need of increased support, can be identified and used 

as a base for social innovation? More detailed research questions this thesis will answer to 

are: 

• Research question 1: What strengths, abilities, and resources young people in need of 

increased support have that can be utilized to co-create value in digital services? 

• Research question 2: What type of digital solutions (or other resources e.g., 

networks) do the young adults already use to solve problems related to social 

welfare? 

• Research question 3: How does the ecosystem look like from the perspective of the 

socially marginalized young adults? 

• Research question 4: What expectations do these people have for inclusion in 

development of digital services? 

• Research question 5: How customer resources and existing ecosystem can be utilized 

in the development of new services? 

In this thesis, the customer competencies and resources and networks are examined through 

the lens of social innovation and design, Customer Dominant Logic and Service Dominant 

Logic. The process and qualitative methods of development come from the field of service 

design: the research will be conducted using mobile probes together with semi-structured 

interviews based on the mobile probes. In addition to this, a focus group workshop is used to 

provide additional information from the participants that could not be recruited for the probe 

due to new COVID-19 restrictions. Furthermore, data from a quantitative study that was 

conducted simultaneously with the probes and interviews on similar themes as part of the 

DigiIN-project, will be used to evaluate the representativeness of the qualitative data. 

Because of the vulnerable nature of the socially marginalized target group and prior research 

ethical evaluation, this thesis will not cover any health or social welfare related information, 

nor will it use it to describe the challenges. Though detailed understanding of the health and 
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social challenges of the target group might provide interesting surface for social welfare 

expert ideation, it is not the within the competencies of the writer. 

1.2 Context of the development work 

Laurea University of Applied Science is part of Towards Socially Inclusive Digital Society – 

DigiIN -research project that is funded by Strategic Research Council (SRC), which operates 

under Academy of Finland. The research aims at improving the service culture in social and 

healthcare sector and creating solutions that ensure everyone is included and can access the 

digital healthcare and social services. Co-operation in development of practical services and 

processes with service providers in the field is crucial part of the research. This requires the 

communication of the results to decision-makers and other actors in a manner that makes the 

utilization of the information effortless. The project focuses on promoting socially inclusive 

digital society through 1) the development of digital services that are usable to socially 

marginalized, 2) development of the organizational service culture, and 3) competence 

development of the personnel. (DigiIN) 

Laurea UAS takes part in the several different development cases related to socially 

marginalized people. The development work of this thesis is related to a sub-research 

focusing on people in need of increased support. In this sub-research the aim is to find out 

how the inclusion of people in need of increased support can be supported: the main means 

have been identified to be the same as in the overall project, i.e. 1) organizational culture 

through development of service culture and skills of the personnel and co-development, 2) 

skills of the personnel through identifying needs for skills training, to enable support to 

customers, and gathering of development ideas, and 3) usability of services through 

understanding users’ need and co-design of the services with users (Laurea UAS Presentation 

to case organization 2020).  

The first phase of the project is conducted between 2019-2022 and second between 2023-

2025. This thesis is part of the first phase, and the end-results will be utilized in the following 

phase by the project team. The first phase of the project covers the first diamond (Discover 

and Define) of the Double Diamond model that represents service design process. The second 

phase will focus on the second diamond (Develop and Deliver). The goal of the Discover phase 

of the process is to define what the main goal for the project is, and gather information 

through for example probes, interviews, and questionnaires: this thesis focuses on this stage 

on gathering information about the customers, and especially their capabilities and resources 

to support the further inclusive digital service development and innovation in the field of 

social welfare.  In Define stage the project aims at increased understanding of the customer, 

context, and problems by interpretation of the data, definition of core problem and 

opportunities and selection of design drivers. This thesis contributes to this process phase by 
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information in the form of customer personas, empathy maps, customer ecosystem maps, 

resource integration maps, and a resource availability table. From the perspective of the 

schedule, fall 2020 will focus on generating information about the customer needs and tacit 

capabilities and resources in digital services through probe, interviews and focus group 

related to this thesis and customer questionnaire, and spring 2021 will focus on the skills of 

the personnel. The organizational culture will be the focus of fall 2021. (Laurea UAS 

Presentation to case organization 2020) 

In the second phase of the project, the service design process continues to ideation of 

solutions and building and testing of prototypes, which will be co-developed in workshops. 

This is followed by using the feedback of prototypes to build final solutions, plan of the 

launch, and actual launch of pilot projects and gathering of feedback. As stated before, this 

stage is outside of the scope of this thesis, but the information produced in this thesis can be 

utilized in the Develop and Deliver phases of the service design process. 

The case organization of this thesis and the research project is a Finnish private corporation 

that offers social services. They operate in the metropolitan area of Helsinki and focus on 

providing services and assistance to people in need of increased support during the current 

stage of their life: for example, people recovering from mental health challenges, 

unemployed and/or homeless. Case organization’s services cover assisted living and housing, 

support for domestic living and coping as well as promoting employment and inclusion in 

society of their customers. (Case organization’s website.) 

The case organization operates in three domains: 1) assisted living services in their own 

housing unit together with supported domestic living services to customers who stay in their 

own homes outside case organization’s premises, 2) practical work training, rehabilitative 

work activities, social rehabilitation, and career coaching and 3) activity centre that offers 

courses and other group activities in addition to common-good projects such as food aid (Case 

organization’s website). Customer-centricity is at the core of the case organization and they 

follow-up on the customer satisfaction in each domain of their operation through surveys. 

At the fall 2020, the case organization offered only very limited digital services: they 

naturally had a website offering information on their services as well as some social media 

presence. The case organization had also piloted offering work training services online: after 

COVID-19 pandemic broke out, they had moved many of the activities to be operated over 

either MS Teams or WhatsApp. In case organization’s home related services, i.e., assisted 

living and services offered at customers’ homes, the social service professionals assist 

customers take care of their digital needs: they offer support with applications, reservations 

for appointments, and similar. If the customer does not have their own devices, personnel 

have computers that can be used. (Contact person of the case organization, 2020.) 
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The need for customer-centric, inclusive social and healthcare services has risen at case 

organization along with the pandemic and societal change: as the recovery orientation and 

individually planned support methods used in all domains of the case organization’s services 

suggests, there is a lot of interest in possibilities to co-create new services together with the 

customers to ensure they fit customers’ needs and capabilities. Though the case organization 

has some service design experience and is well networked with other organizations in the 

similar field, lack of internal resources has slowed down the adoption and creation of digital 

services: the organization has also recognized a possible need for internal knowledge and skill 

development that might rise with new service channels. (Contact person of the case 

organization, 2020.) DigiIN project will develop the case organization’s understanding on 

current challenges and possibilities and help them develop a digital service as a solution, 

skills of personnel, and services culture. 

 

Figure 1. Stakeholders of the thesis. 

The stakeholders of this thesis can be seen in Figure 1. The research-oriented development 

work related to gathering customer data and understanding for this thesis in the context of 

the case organization was done in co-operation with two other master’s degree students: first 

one (later master’s student 2) focusing on the needs and challenges of the target group, and 

the other (later master’s student 1) on probes as a tool in this target group. The author and 

the other master’s students planned, co-designed, implemented and analyzed the research 
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together, and co-created the visualizations for the case organization combining the 

information to comprehensive customer visualisations such as personas and empathy maps. 

In addition to the students, also two of the DigiIN researchers had significant role in the 

research: the other one had access to the case organization’s premises and therefore helped 

in recruiting the informants for the probe study, and to the focus group. She also helped with 

practicalities related to research phone to be used in the probe, and conference camera and 

microphone for the focus group. Another DigiIN researcher, who also is the supervisor of this 

thesis, participated in the planning and design of the research as well as took notes in the 

focus group. The researchers were also valuable contacts and guides in the overall 

development work in the case organization, and the customers for the end-results of this 

thesis in the sense they are to use them in the further development work. 

The case organization was the focal point for the development work: the main contact person 

provided background information on the services, processes, and culture of the organization, 

and acted as a coordinator between the master’s students and the management and 

personnel of the case organization. The informants were gathered from the sphere of the 

case organization, and were therefore all, in one sense or another, customers of the case 

organization. 

1.3 Structure of the report 

In chapter 2, the theoretical framework of the thesis will be presented: Service Dominant 

Logic (SDL) of Vargo and Lusch together with Prahalad and Ramaswamy, Customer Dominant 

Logic (CDL) of Heinonen and Voima, social innovation from Mulgan and Manzini among other 

and service design focusing on their implications on customer resources and capabilities will 

be described. Then the thesis will move on to describing methodological choices including the 

analysis methods in Chapter 3. The actual development process and work will be gone 

through in detail in Chapter 4. The key findings will be provided in Chapter 5. The thesis will 

conclude with discussion of findings, answers to the research questions, learnings, assessment 

of development work and methods and future research opportunities in Chapter 6.  

2 Resource- and competence -oriented customer understanding and social innovation 

Next, the knowledge base for the thesis will be presented. It starts by introduction of digital 

inclusion and existing digital services in social and healthcare services in Finland to offer 

initial introduction to what currently exists and is known about the inclusion. This is followed 

by introduction to how service-dominant logic and customer dominant-logic see customer 

resources and value creation in services, and how social innovation approaches customer 

resources and innovation. Before closing the chapter, design thinking and services design as 
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an approach and form of thinking is described. The chapter ends with a synthesis of 

aforementioned to provide a theoretical framework for this development work and using 

customer understanding of resources and competencies to innovate new services. 

2.1 Digital inclusion and existing digital services in Finnish social and healthcare services 

Digital inclusion means accessibility to all relevant services regardless of person’s limitations, 

disabilities, and special characteristics. Person should have access to digital services 

regardless of where they live, what language they speak, and what time they need to use 

services, and whether they have or have not their own digital devices. Social exclusion on the 

other hand refers to the person not having access to the basic social and economic activities 

that are typical in the society the person lives in (Bossert & al. 2007, 1). Helsper (2012, 404) 

states that digital inclusion is deeply rooted in the offline situation in which a person is, and 

therefore it is salient to understand how the person’s overall situation affects his/her ability 

to participate in digital services: this is paramount for the overall objective of the DigiIN 

project, but also important aspect of understanding how the skills and resources an individual 

has affect their inclusion in digital services. 

Helsper (2012, 420) has studied how social and digital exclusion are connected and formed 

corresponding fields model seen in Figure 2 to visualize this. She argues that social and digital 

exclusion are mainly related to each other through economic, social, personal, and cultural 

resources, and matching fields affect each other (Helsper 2012, 404, 412). Additionally, lack 

of resources in an offline field will affect the engagement in corresponding digital field: the 

more resources individual has in certain digital field, the more advantage they will get from 

using it (Helsper 2012, 417). The model also assumes that inclusion in all fields inside context 

(digital/offline) is similarly important for the wellbeing and participation of an individual in 

the society (Helsper 2012, 410). Selwyn (2004, 353-354) adds to this, that the level of 

economic, cultural, and social resources affects the person’s IT access and use. 

Partly similar division of resources related to digital inclusion of young people with 

disabilities, is presented by Newman & al. (2017, 579): in their model, they divide economic, 

cultural, and social capital to three levels they call basic “offline” capital, digital capital, and 

digital capitals specific for the disability. To be digitally included requires the individual to 

first have the basic level social, cultural, and economic capital such as income, literacy, and 

ability to socialize. This can then in turn be utilized to digital capital of each category 

mentioned previously: possibility to buy and maintenance digital hardware, take care of 

cybersecurity, and network of people to connect with online. Digital capital then relates to 

the disability related capital that the young people need: access to assistive technology 

needed and for example awareness of disability related networking groups in social media. 

(Newman & al 2017, 579.) Thus, Newman & others (2017, 579) add additional, disability 
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related layer to understanding digital inclusion, which, can be seen as a special layer related 

to what makes person vulnerable in their life situation, such as in the case of young adults in 

need of increased support possible mental health challenges. 

Economic offline resources are income, employment and educational, and correspondingly in 

digital context financial (e.g., banking) and commercial (e.g., online shopping) uses as well as 

informational (e.g., information search) and educational (e.g., online learning) digital 

resources. (Helsper 2012, 404-405.) 

 

Figure 2. Corresponding fields model visualizing the connections between offline and digital 

inclusion as presented by Helsper (2012, 418). 

Cultural offline resources, such as gender, ethnic and age group, are all related to the norms 

and cultural identity and can through this limit individual capabilities of seizing opportunities 

and controlling their life (Helsper 2012, 407-408). In addition to this, cultural resources such 

as socialization of a child growing up in certain context affect what and how person interprets 

different opportunities and information, and roles they feel are possible for them (Alvi & al. 

2007, 28).  In digital context, these resources are matched with participation and 

engagement on different platforms, which is also in some cases a digital social resource: if 

the person for example uses certain sites, for example sports community, for identity 

building. In addition to participation and engagement also networking and communication are 

digital social resources. (Helsper 2012, 414.) In offline world this links to social ties which 

offer individual different levels of support, encouragement, help and access to knowledge, 

and more formal political and civic networks that allow the individual’s opinions to be heard 
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in the wider community through voting and positions offering power to influence others: 

these social resources are prone to change with time. (Helsper 2012, 408; Alvi & al. 2007, 

29.)  

Personal, offline resources comprise of psychological and physical health, and personality 

traits, and reflect individual’s ability to manage their daily life and take up opportunities 

regardless of their cultural, economic, and social background. Intelligence and skills are part 

of this field. (Helsper 2012, 409.) In digital context, leisure and entertainment resources are 

connected to personal offline resources. These can act as social digital resource as well: if 

the person for example uses multiplayer gaming platforms to build a network. (Helsper 2012, 

414.) 

Helsper’s model (2012, 405-406) also establishes two mediators: social impact mediators to 

explain how offline exclusion can liaise digital exclusion and digital impact mediators to 

explain how digital inclusion can decrease social exclusion. Social impact mediators are 

access, skills, and attitudes. Access does not mean just direct access to IT, but also the 

quality, mobility and ubiquity are important: home access, possibility to access using 

wireless, broadband or 3G connections, and possibility to access using multiple different 

devices such as laptop, smart phone and game consoles increase the quality, mobility, and 

ubiquity of access. (Helsper 2012, 411.) Different types of skills are needed to use digital 

services and internet: skills to use devices and extensive use of applications and platforms is 

needed, but not enough (Helsper 2012, 412). As Samsudin and Hasan (2016) emphasize, that 

the youth need to learn to use digital services beyond basic messaging and down- and 

uploading of material to gain digital literacy. Technical and operational skills as well as 

critical and social skills are needed: the user needs to be able to evaluate how trustworthy or 

accurate content and different sources are as well as be able to perform different type of 

tasks independently. Level of self-efficacy and agency overall affects the willingness to use 

digital services. (Helsper 2012, 412.) If individual possess digital skills, they acquire at the 

same time essential cultural capital: the skills offer the individual access to additional 

sources of information and social networks and help also gain financial benefits when the 

person can buy cheaper goods and services online (Alvi & al. 2007, 47). When it comes to 

attitudes, there is a variety of perspectives to consider: for example, individual’s opinion of 

how available, appropriate, or regulated content is, or whether the digital services improve 

productivity, effectiveness, or change social interaction, affect how much the individual uses 

digital services and how interested they are in the technology. (Helsper 2012, 412.) 

Digital impact mediators, as stated above, explains which factors increase the positive effects 

of digital inclusion on the overall wellbeing of people. Helsper (2012, 415) suggests these 

factors to be control, power, and authority over the use of digital resources, relevance and 

usefulness of the resources, easiness, and good experience of using the resources, and how 
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sustainable the resources are both socially and financially. This means, that offline resources 

will only be affected by the digital resources if the individual feels, that these characteristics 

have a positive influence on his/her life (Helsper 2012, 415).  

Studies show that majority of Finnish population already has good digital skills, and skill level 

has a negative correlation with age: 96% of people under 55 years old state they can use at 

least basic services independently and only 3% in the same age group need external support 

for using them when over 75-year-old people feel less skilled and need more support 

(Hyppönen & Ilmarinen 2019, 287). Despite the wide adoption of digital social welfare and 

healthcare services by the Finnish population, there is a raising concern of digital divide 

between socially marginalized groups and general population (Heponiemi & al. 2020, 9) and 

emerging need to include also marginalized population in the design and use of digital 

services.  

Earlier research has evidenced that people who are socially isolated, have health challenges 

or socio-economical disadvantages are at higher risk of exclusion from digital health services 

and perceive less benefits from their use (Heponiemi & al. 2020, 9). Since there is a 

connection between skills and access to online services and benefits of using digital services, 

increased education and support for socially marginalized and vulnerable groups is the most 

commonly suggested solution to increase digital inclusion both in Finland and abroad 

(Heponiemi & al. 2020, 9; Samsudin & al. 2016, 77; Helsper 2012, 411). Yet, as stated before, 

among the young adults the level of digital skills may already be adequate (Hyppönen & 

Ilmarinen 2019, 287). 

More than half of people experience challenges in using digital public health care and social 

welfare services due to lack of skills, equipment, and interest of using them, bad usability 

design, and because the digital services inadequately replace in person service (Hyppönen & 

Ilmarinen 2019, 179). Additionally, 54 percent of the respondents faced challenges due to 

difficult terms of use in the social welfare and health care services in 2017 (Hyppönen & al. 

2018, 5). According to Ikävalko (2020), in addition to third sector support, young adults help 

each other directly in multiple ways: they help with bureaucracy related to applying benefits, 

clean each other’s homes, or offer to act as a support person in meetings with officials or at 

hobbies. This matches with Helsper’s corresponding fields model introduced earlier. 

During past years digitalization of social welfare and health care services has already 

increased in Finland, and 68 percent of Finnish citizens had used public services in this sector 

during 2017 (Hyppönen & Ilmarinen 2019, 179, Hyppönen & al. 2018, 4). Big driver behind this 

shift to digital social welfare and healthcare services has been the “Socially sustainable 

Finland 2020” strategy that promotes social inclusion and participation as well as support for 

health, wellbeing, and life management as essential to reaching it (Sosiaali- ja 
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terveysministeriö & Kuntaliitto 2014, 7). Sub-strategy for national healthcare and social 

welfare services between 2014-2020 aimed to support this by reforming public health care 

and social welfare services and promoting citizens’ active participation in managing their own 

wellbeing by improving data management and increased offering of digital services (Sosiaali- 

ja terveysministeriö & Kuntaliitto 2014, 5). 

Finland’s Ministry of Social Affairs and Health has defined in their digitalization policy for 

2025 that services under its jurisdiction should be digitalized according to a set of general 

principles. In relation to this thesis most important sectors in the policy are preventive 

promotion of health and wellbeing and social and healthcare services which are connected to 

each other. The general principles emphasize the need to digitalize services in user-oriented 

manner: services must aim to provide additional value to the end-users, be easy to access and 

use, and support equal access of all groups to the social and healthcare services while 

decreasing inequality (STM 2016, 5-6, 26).  

The equal access can be achieved for example by considering special characteristics, such as 

functioning or communication skills, of different customer groups, co-designing the services 

together with different customer groups and utilizing service design. The policy highlights the 

need to meet the customer as an entirety and serving his/her needs instead of fixing single 

problems, and regarding the overall customer experience. Development of digital services 

that do not genuinely meet the needs of the customers and create additional benefit and 

value should be averted: not all needs to be digitalized. (STM 2016, 26.) 

 

Figure 3. Digital services offered to customers (Kuusisto-Niemi & al. 2018, 29-30, 58-59). 
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In 2017 Ministry of Social Affairs and Health together with Finnish Institute of Health and 

Welfare and University of Eastern Finland made a national situation report of digital social 

services, client data systems of social welfare services used and data management of public 

and private social service organizations that were available in Finland. The material covered 

114 public and 724 private social service providers. (Kuusisto-Niemi & al. 2018, 11.) Majority 

of organizations, which participated, offered services for elderly or disabled; if services for 

families with children and child welfare services are combined, they are close to the number 

of organizations offering services to elderly. (Kuusisto-Niemi & al. 2018, 57.) Respondents do 

also cover services most likely related to the target group of this thesis, i.e., services to 

people of working age, social work with intoxicant users, and assisted living services or 

mental health rehabilitation services. Results on what digital services are offered to 

customers can be found in Figure 3. Public sector organizations are ahead of private social 

welfare organizations in most of the digital services, though adoption of electronic service 

plans in both sectors was not common. Most offered digital services differ depending whether 

the service organization is public or private: public sector offers online counseling to 

anonymous customers (65 % of organizations), reliable information on wellbeing (53 % of 

organizations) and remote services such as video conferencing (47 % of organizations). Private 

sectors most typical digital services are reliable information on wellbeing (30 % of 

organizations), online application service (21 % of organizations) and online counseling for 

anonymous clients (14 % of organizations). (Kuusisto-Niemi & al. 2018, 29-30, 58-59.)  

2.2 Logics of service 

The roles of service providers and customers, and the perspective through which the value 

creation of a service is seen are conceptualized through different logics of service which are 

Service-Dominant Logic and Customer-Dominant Logic (Grönroos 2011, 280). The service logic 

frameworks help to understand the economic and social exchange (Vargo & Lusch 2014, 11) 

and provide a viewpoint to marketing and business (Heinonen & Strandvik 2015, 473): Service-

Dominant Logic explains value creation through exchanges of services among actors (Vargo & 

Lusch 2014, 15-17) and how the customers are involve in service provider’s systems and 

processes (Heinonen & Strandvik 2015, 473) and Customer-Dominant Logic focuses on value 

formation and value-in-use, and which service providers customers choose to interact with in 

their own customer ecosystems (Heinonen & Strandvik 2015, 473, 476). 

Understanding of the service logic provides a framework for service innovation: the role of 

stakeholders affects how the service is innovated, who is involved in the innovation, and what 

understanding is used to identify opportunities and design solutions that create value. Service 

logic also affects what type of solutions are seen feasible for the company, desirable for the 

customer and what type of solutions are sustainable. Since this thesis aims at understanding 

customers’ competencies and resources and how they can be utilized in service innovation, 
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service logics provide lenses through which the co-creation and value creation can be seen 

and operationalized. 

Service Dominant Logic (SDL) emerged as a response to prior goods dominant logic. In service 

business, value is always co-created: company offers value proposition and customers’ actions 

affect the value they get (Vargo & Lusch 2014, 70-71). It could be stated that co-creation is 

at a core of every service-logic based strategic management model: Chesbrough (2011, 21-23) 

states in Open Services Innovation that companies need to utilize different methods than 

before to gather deeper customer insight and to create solutions that help their customers 

and end-customers create value from their offering. Companies also need to utilize their 

customers’ knowledge in innovation (Chesbrough 2011, 21-23). Though the theory in Service 

Dominant Logic is centred around the companies instead of not-for-profit organizations and 

government, similar principles of value and co-creation are likely to occur in their customers’ 

value creation.  

Co-creation of value makes customers an important part of the value chain and service 

delivery. It also makes customer relationships stronger and therefore harder to copy by 

competitors. Well managed tacit knowledge is one key contributor to competitive advantage 

in co-creation: if companies learn how to utilize the tacit information their customers provide 

them at different stages of interaction, they can answer customer needs better than their 

competitors and create innovative solutions based on the collected data. (Chesbrough 2011, 

54-57.) To create value, the customer uses his/her resources to co-create value from service 

providers offering. Vargo and Lusch (2014, 57) define resources as anything that supports the 

actor. They divide resources to two types: operand resources are tangible and static and need 

the actor to know how to utilize them for their benefit whereas operant resources like skills 

can be used to utilize the operand resources (Vargo & Lusch 2014, 57).  

Value is built during interactions between customer and the company and a whole network of 

peer communities and other companies (Prahalad & Ramaswamy 2004, 10). This service 

system is multi-layered and complex and includes varying social and cultural contexts and is 

constantly co-constructed through the interactions of the actors (Akaka & al. 2014, 213). 

Goods and services can act as delivery methods of value proposition (Vargo, Lusch 2014, 90). 

Arnaud and others (2006) present a cultural-resource-based customer theory, which is based 

on Lusch and Vargo’s SDL. They present the consumers’ resources as a set of 

authoritative/operant and allocative/operand capabilities that the consumer uses to reach 

his/her life goals using different social roles (see Figure 4). On the left, consumer’s social, 

cultural, and physical operant resources such as relationships or specialized knowledge are 

listed. These capabilities can be used in various contexts and adapted to new situations: each 

of the resources are also linked to cultural schemas, i. e. to ways of speaking, habits and 
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tradition. These resources define what operant and operand resources of an organization 

customer is willing to utilize and how customer uses their own operand resources to fill their 

life goal. Operant resources define the life goal of a consumer, and the type, quality, and 

quantity of consumer’s operant resources affects the value co-creation process with on 

organization: also the roles the consumer sets for herself and the organization are dictated by 

the operant resources consumer has. (Arnaud & al. 2006, 5-9.) 

 

Figure 4. The Consumer's Operant and Operand Resources (Arnaud & al. 2006, 3.) 

On the right side, consumer’s operand resources, that is mainly economic resources such as 

salary, other income, or benefits, the consumer can make use of, are defined. Physical spaces 

cover for example home or accommodation, and workplace. Economic resources the 

consumer has affect the resource-integration with organizations: the life goals of people with 

less economic resources differ qualitatively from the goals of those better off, and therefore 

the use of organization’s operant resources is different. Arnaud and others (2006, 4) give an 

example of an immigrant, who uses money transfer services to reach the goal of providing for 

the family left behind, whereas wealthy customers may prefer personal relationship with a 

bank offering wide array of services that enable them to reach their financial goals such as 

home ownership. (Arnaud & al. 2006, 3-4.) 

Prahalad and Ramaswamy (2000, 81-84; 2004, 23) introduce DART model to describe the 

elements needed to co-create with customers and manage customer competencies. DART 

model consists of four elements: dialogue, access, risk management and transparency. 

Dialogue not only means the interaction: it also requires company to understand the context 

of feelings, society, and culture where co-creation happens. It also proposes that company 

and customer are equal in this problem solving and learning. To have dialogue in co-creation 

there needs to be a forum for interaction, issues that are meaningful for both parties and 

rules that help to keep the interaction productive. (Prahalad & Ramaswamy 2004, 23.) 
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Customers need to have access to information, tools, resources, and a lifestyle that is 

proposed: it doesn’t only mean owning a certain product or license but can be also mean 

being able to rent or use a service for certain interaction. There also needs to be risk 

management for both the customer and company: the customer needs to be able to assess 

the risks related to co-creation and benefits and make informed decisions and companies 

need to provide means and methodologies for this. As the information is freely accessible to 

everyone, companies need to understand, that customers know more than before, and they 

can no longer benefit from having more information than their customers. (Prahalad & 

Ramaswamy 2004, 25-31.) 

Apart from DART model as means of describing the characteristics needed for co-creation, 

Vargo and Lusch describe six elements that affect how deeply customer is willing to 

participate in co-creation and co-production: expertise, control, tangible capital, risk taking, 

psychological benefits and economic benefits. The more expert knowledge customer has in 

the field, the more willing they are to take part. Same applies if the customer wants to 

manage the service process or have tangible capital like tools or devices needed in the 

process. Co-production always involves some risks and therefore, how risky the customer sees 

the co-creation process to be affects how willing they are to participate. Benefits that the 

customer receives affect the willingness to contribute; self-assembling furniture can be an 

enjoyable experience and perceived economic value of using one’s own time instead of 

buying the time of external expert increase the motivation to engage in co-operation. (Vargo, 

Lusch 2014, 146-147.)  

In addition to DART and Vargo & Lusch’s (2014, 146-147) six elements, Tommasetti, Troisi and 

Vesci (2015) have proposed a framework on customer value co-creation based on SDL, that 

includes eight dimensions (see Figure 5). All dimensions have underlying sub-dimensions, that 

affect the value creation (Tommasetti & al. 2015, 6-19). These sub-dimensions can be seen to 

relate to customer’s capabilities and resources that are needed to co-create value, and 

therefore are important aspects to consider also in service innovation. 
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Figure 5. Conceptual framework for value creation as presented by Tommasetti & al. 

(Tommasetti & al. 2015, 7.) 

Increased participation of external stakeholders makes the integration of knowledge 

essential: when a company invites other companies and organizations as well as customers to 

experiment and innovate together, preferably through a platform they provide, it makes 

innovation faster and benefits all parties. Companies can use their own knowledge to focus on 

areas where they have a winning edge, and at the same time benefit from the knowledge and 

findings of outside actors. (Chesbrough 2011, 82-86.) 

In SDL, innovation is still vastly seen as something company itself creates, through the 

resources and understanding they have. Chesbrough arguments that companies need to utilize 

different methods than before to gather deeper customer insight and to create solutions that 

help their customers and end-customers create value from their offering. This also means 

creating value together with customers. Good example of creating value together with the 

customer and sharing implicit knowledge is delivery tracking systems FedEx uses, where 

customer can look where the delivery they are expecting/sending is going. Co-creation can 

thus enhance the customer experience. (Chesbrough 2011, 21-23.)  

Customer Dominant Logic (CDL) challenges SDL by arguing, that SDL is only seemingly 

customer-oriented, and in reality, focused on company’s own processes and needs with very 
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little regard to understanding customer’s value creation process and context (Heinonen & al. 

2010, 3). In CDL, the customer is put to the centre, and customer creates value in multiple 

contexts: this creates a need for the companies to understand not just visible interaction with 

the customer, but also what happens in customer’s life overall (Voima & al. 2010, 1; 

Heinonen & al. 2015, 474; Heinonen & al. 2010, 3). Heinonen and Strandvik (2015, 475) add 

that CDL does not valuate goods and services differently but sees both as vehicles of value. 

In addition, Customer Dominant Logic differs from earlier concept of customer orientation 

because of its perspective: customer orientation is also seen to be provider dominant, and 

mainly focused on how to involve customers in the provider’s processes, and only information 

about customer’s opinions on issues the provider finds important are used. On the opposite, 

CDL focuses on understanding why the customer chooses to interact with certain service 

providers, patterns in customers’ processes, and decision logic behind customers’ actions to 

reach their goals in their everyday life. (Heinonen & al. 2015, 479.) 

Voima, Heinonen and Strandvik (2010, 4) argue, that there is a lack of research and 

understanding of the value creation, especially in relation to multiple contexts and 

customer’s resources, and service system from the customer’s point of view. They add that 

the customer’s value creation is not always active, but instead emerges through customer’s 

interpretations of the interactions which rise from the emotional, mental, and cognitive 

processes, and accumulate to a new customer reality that has value entrenched in it (Voima 

& al. 2010, 6). This means, that value is formed both in tangible, visible situations but also in 

mental and social situations of the customer (Voima & al. 2010, 7; Heinonen & al. 2013, 2). As 

value emerges in the life of the customer, it is not only formed during the use of a service but 

before, during and after an experience (Voima & al. 2010, 7). Understanding of customer’s 

life, i. e. interests, motivations, social contexts, and activities, is essential for 

comprehending what the customer would value and how they would perceive solutions in the 

context of their life: the aim of companies and services should be to fit their offering to the 

life of the customer instead of just filling needs, wants and expectations of the customer 

(Voima & al. 2010, 11; Heinonen & al. 2015, 473, 493; Heinonen & al. 2010, 5). More 

precisely, the service providers need to think how they can support the customer’s existing 

processes, resources, and skills with their inputs (Heinonen & al. 2010, 545; Grönroos 2008, 

303). 

From customer’s perspective, CDL argues that service consists of results from service 

provider’s internal processes, and results and processes of co-creation between customer and 

service provider, as well as customer’s own actions and results of these actions. Co-creation 

does not necessarily result in value creation: it can merely mean customer’s participation in 

the production of a service. Also, customer’s willingness to participate may be linked to the 

size of the role the service provider plays in customer’s life: if the role is insignificant, 
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customer may not be willing to actively participate or co-operate in the service and its 

production. According to CDL principles, the roles in co-creation and co-production are 

turned in relation to SDL: in CDL service provider takes part in customer’s life in service 

production and value-creation. (Heinonen & al. 2010, 10.) Co-creation is not always directed 

and controlled by the service provider either: service provider can influence the value 

creation of the customer, but inherently customer is in control of their own value creation 

the same way service provider controls their value-creation and co-creation process 

(Heinonen & al. 2010, 11; Grönroos 2008, 303, 305). 

Awareness of the dominant logic of a business is important because it guides the perspective 

which is used to interpret and design environment, market, and offerings: the logic may be so 

deeply adopted to the operations of both customer and service provider, that it is partly 

unconscious and difficult to change and therefore results in misinterpretations (Heinonen & 

al. 2015, 475). 

According to CDL, to be successful in business, service providers need to continuously 

increase their understanding of customers’ life world; the goals, jobs to be done and decision 

logic the customer uses. These then need to be supported with provider’s matching business 

models and services and products, that bring excellent value-in-use to both the provider and 

the customer. It is essential to constantly monitor and position the processes to adapt to 

changes. (Heinonen & al. 2015, 484.) Though each customer has their own logic, service 

providers can address and match the customer logic by grouping customers under usable 

amount of customer logics (Heinonen & al. 2015, 485). 

Companies should consider what capabilities and resources they have when designing the 

offering that matches what customer aims to achieve with their actions (Heinonen & al. 2015, 

486). Customer also needs to have right skills and other resources to utilize company’s 

capabilities and resources: if the customer cannot use the company’s offering, it also does 

not offer any value to the customer (Grönroos 2008, 303). Therefore, customer’s value is 

based on her own capabilities and access to additional resources to complement them, 

needed to use the resources a company is offering (Grönroos 2008, 304).  

Understanding of their role and power to influence in the customer ecosystem, which means 

customer’s view of how different elements and actors such as service providers and other 

customers are related to them and a specific service, is paramount for the service provider 

(Heinonen & al. 2015, 489-490). Customer ecosystem describes the different actors and 

circles the customer is engaged with in her life. It therefore differs from the service systems 

which map out service providers and their network. (Heinonen & al. 2013, 4.).  

Chiscano & Darcy (2020) have studied customer-to-customer (C2C) practices in relation to CDL 

and servicescape from the perspective of social inclusion of disabled customers in heritage 
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sites. Social inclusion requires sense of belonging and well-being: social exclusion in 

servicescape on the other hand results from lack of possibilities to interact with other people 

(Chiscano & Darcy 2020, 3). When it comes to the use of digital services and technology, CDL 

suggests, that the service providers need to understand customers’ requirements and 

perception of technology: the technology is usually available to other actors such as 

competitors as well, and any decision made by the service provider regarding technological 

solution must align with what the customers are willing to use (Heinonen & al. 2018, 8).  

Biggest challenge caused by CDL to service providers is the implementation of the insight of 

customers’ logic into their own internal processes and offerings: this may cause internal 

conflicts due to the necessity of alignment of different functions and their capabilities to 

serve different customers. In the end, application of CDL as a business logic requires shift in 

mindset of the whole organization: customers’ perspective dominates all development, 

interpretation of customer insight, and business, customers decide whether they interact with 

the provider or not, and customers’ logic guides all value formation processes and offerings of 

an organization. (Heinonen & al. 2015, 492.) 

2.3 Social Innovation 

Social innovation means new ideas aimed to solve social challenges with the will to increase 

equality, justice, and empowerment with similar results (Anderson & al. 2014, 28): thus, it 

provides an overall framework to how to innovate digital social services which aim to include 

also the socially marginalized young adults that are in the focus of this thesis. What 

characterizes social innovations is that they prioritize social mission over possibly greater 

profits from operating like a regular enterprise (Goldberg 2013, 3). Thus, social innovations 

should offer sustainable and lasting solutions to social needs and problems that benefit the 

whole society instead of individuals (Phills Jr. &al. 2008, 36). Social innovation, and social 

design, are linked together as social design’s main motivation is to cause positive change to 

the society (Resnick 2019, 3). 

Social innovations often provide services that traditional for-profit companies would not be 

interested in because of big risk and lack of profit: soup kitchen operated by a non-profit is 

an example of this (Goldberg 2013, 2). Typically, social challenges that social innovation 

addresses are problems that are global, though may have local manifestations, like climate 

change, aging population, and poverty (Anderson & al. 2014, 28): the development work done 

in this thesis addresses digital inclusion and services ensuring it from a very local perspective 

around the case organization. The role of social innovation in economic growth is increasing 

since it is needed to solve and remove obstacles of growth like climate change and gender 

inequality in all sectors (Mulgan 2007, 5). Social innovations often promote new and more 

sustainable ways of living and doing, therefore combining individual interest with 
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environmental and social ones, and introducing new values and definition of well-being that is 

sustainable to produce (Manzini 2015b, 405). 

Social innovations usually generate new fruitful relationships that help produce more social 

innovation on top of what was already accomplished between different individuals and 

organizations. Therefore, organizations and individuals that link together different types of 

actors such as funding, legal expertise and non-profits are necessary to accelerate social 

innovation. (Mulgan 2007, 5.) In fact, some social innovation definitions emphasize the co-

operative, co-creative and social way of working as part of the process (Mulgan 2007, 9), and 

stress, just like Customer Dominant Logic and service design, the user’s and beneficiaries’ 

role in the innovation process and the design and development of services (Mulgan 2007, 43). 

As Manzini (2015a, 98) puts it, capability approach to design means changing the perception 

of users or customers as passive actors to users as actors wanting to increase their own 

capabilities and actively taking part in value creation. This requires the designers to position 

themselves as facilitators of valuable lives of the users: they need to co-design and 

collaborate with beneficiaries to create supportive conditions which enable the beneficiaries 

to discover and materialize ways of living and acting that they value and that let them decide 

what is best for them. (Manzini 2015, 98a.) It has also been realized that social innovation can 

stem from unused human capital that can be used to provide services that are needed 

(Margolin 2015, 27). This can be anything from social capital to historical heritage and 

traditional craftmanship and advanced technology: the re-combination of what exits is the 

key (Manzini 2015b, 404). 

Social innovation process usually starts like any other innovation process: by understanding 

and spotting a need that is currently unmet. New social ideas are usually not totally new: 

they are in fact often combinations of existing ideas like animal rights or homeless people 

selling Big Number magazine (Mulgan 2007, 22) or new way of utilising existing resources and 

capabilities of socially marginalized groups to improve their lives (Alvord & al. 2003, 270, 

Manzini 2014, 57) or finding ways to encourage beneficiaries help themselves or others for 

example through peer-to-peer networks (Leadbeater 2007, 4; Manzini 2015, 13). Piloting and 

prototyping usually happens early in the process in case of social innovation: learnings from 

experiments help develop and sell the idea to other actors like funders and larger 

organizations (Mulgan 2007, 23.). Though ideation and prototyping of social innovation is 

usually fast, the whole process and implementation tend to take more time than other type 

of innovation. Building network and securing funding result in complex network that takes 

time and resources to coordinate. (Mulgan 2007, 27.) 

Social innovation design process can start either from top-down or bottom-up meaning either 

from decision makers’ and experts’ strategic perspective or from grassroot level and the 

perspective of people directly involved (Manzini 2014, 57.). Top-down approach consists of 
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three interconnected steps: 1) understanding the problem and identifying resources like 

people and organizations who can solve it, 2) suggesting ways to organize and engage these 

resources in a way that enables lasting impact and reproduces the process and 3) coordinating 

local actors and activities through a clear vision (Manzini 2014, 60.). This thesis covers the 

first step by aiming to understand the resources and capabilities of the young adults in need 

of increased support, and how these resources and capabilities can be used to develop digital 

social services. 

Bottom-up approach where innovations start from local communities requires the people to 

understand the power cooperation brings to act. They also need to reconnect existing 

resources like places, products, services, skills, and knowledge in a creative way to create a 

solution. In the end, they use the existing resources they have access to, to make the change 

happen without waiting for external help or changes in politics or legislation. Example of this 

type of local community-initiated innovation is NYC Community Gardens, which is a group of 

volunteers taking care of public gardens. The idea was born when following a financial crisis 

urban land was left unoccupied and group of local people started planting and growing trees 

on plots. (Manzini 2014, 60-62.) Also, transformation design and community action research in 

particular emphasize co-creation of solutions that are based on community strengths and the 

willingness of the community members to maintain and grow (Sangiorgi 2010, 269). It is 

important to note, that many innovations involve both approaches in different phases of the 

idea development, testing and implementation and peer to peer collaboration with other 

similar organizations (Manzini 2014, 63; Manzini 2015b, 406). 

Both top-down and bottom-up approaches of social innovation require a firm belief in the 

competency of the beneficiaries: there needs to be an understanding, that the beneficiaries 

can explain and share their own experiences and life as well as take care of their own issues. 

For innovation, this may mean finding out how people experiencing a certain challenge are 

solving it currently, or by researching people who have deviated a challenge that many others 

have not and gathering insights on what might be scalable to the whole group of 

beneficiaries. (Mulgan 2007, 22.) To be successful in the long run, social innovations need to 

be supported by community that actively participate in them (Manzini 2015b, 407). 

Collaborative organizations can take many forms: they can be collaborative services where 

final users act as service co-designers and co-producers, collaborative enterprises that 

facilitate new models of local production and service initiatives that promote direct 

interaction and co-production with users and customers, or collaborative associations where 

problems are solved or new possibilities are identified by a group of local people (Manzini 

2015b, 406). The evolution of these local solutions to lasting organizations requires an 

environment that favors and tolerates initiatives that deviate from the current norm and 

regulations and supporting services such as digital platforms that enable collaboration and 
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typical functions such as booking or payment systems, flexible spaces that are open for 

gatherings of the community, information services giving advice and co-design methodologies. 

This is essential, since the resources, especially time, the community has and needs to 

participate are scarce, and thus requires the collaborative organization to be easy to access, 

operate effectively to reduce the effort needed to reach results, as well as attract and 

motivate people to participate. (Manzini 2015b, 409-410.) In addition to this, communities 

need to believe, that they can realize the visions they have for the future: they need to 

possess the competencies, resources and power needed (Sangiorgi 2010, 270). 

Social innovation can mean designing both situations and objects to reach the change: when 

the objective is to change the whole social environment, structures, or system, it is situation-

centered, whereas more traditional, human-centered design revolves around changing 

tangible solutions. Janzer and Weinstein (2014, 363-364) argue, that though design thinking 

and human-centered design has gained wide popularity in the realm of social design, both 

methodologies lack important perspective: the involvement and thorough understanding of 

the end-user or beneficiary. In practice, this means that a) the research methods suggested 

are too simplified to capture the context of the problem, b) they lack process and methods to 

ensure the suggested solution is suitable in the context it is aimed for, and c) the 

empowerment and perspective on life of the end-users is forgotten while designer’s own 

agenda and creativity is emphasized. Sustainability of the social innovations requires the end-

user’s involvement and empowerment. (Janzer & al. 2014, 363-364.) 

 

 

Figure 6. A Social Design Action Matrix (Janzer & al. 2014, 365) 

Selection of right design tools for social innovation must be made with understanding of scope 

and capability of different methods to ensure effective application. Janzer and Weinstein 
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(2014, 365-367) have developed a matrix visualizing the different audiences, characteristics 

and research needs in social design (see Figure 6), and list of methods applicable in different 

contexts to solve the problem in each quadrant (see Table 1). The social design matrix has 

two axes: the y-axis presents the range of design interventions from object (tangible) to 

situation (intangible) while the x-axis presents the designer’s involvement in the community 

to which the solution is designed to and with: inside refers to situations where the designer 

has developed a strong relationship with the community and outside to situations where the 

designer is not part of the community. Biggest social change can be reached in quadrant one, 

where the designer is strongly part of the community and the aim is to create situational 

solutions. (Janzer & al. 2014, 366.) 

 

Quadrant 1 2 3 4 

Approach Objective Gather extensive 

situational and 

social 

understanding. 

Develop honest 

relationships.  

Gather extensive 

research on the 

end-user, 

beneficiary, and 

their use 

experience. 

Gather creative, 

innovative ideas. 

Research methods 

not suggested, as 

work in this 

quadrant is not 

recommended. 

Possible Research 

Methods and 

Approaches 

Ethnographic 

Research, 

Participant 

Observation, 

Literature Review, 

Case Studies, 

Interviews, Problem 

Driven Iterative 

Adaption, 

Preliminary Desktop 

Research, Surveys, 

Social work 

Intervention 

Process, Community 

Organizing, 

Invention Process, 

Praxis Model, 

Participatory Action 

Research 

Human-Centered 

Design, Design 

Thinking, Probes, 

Diaries, Design 

Ethnography, Case 

Studies, User 

Personas, User 

Testing, Desirability 

Testing, Experience 

Sampling, 

Generative 

Research, 

Participatory Design 

Research, 

Interviews, Picture 

Cards, Surveys and 

Questionnaires. 

Design Thinking, 

Creative Processes 

Collage, Thinking 

Wrong, Design 

Charette, Image 

Boards, Role Playing 

As the priority 

quadrant four 

projects is one’s 

own beliefs derived 

from personal 

experience, 

research is usually 

less often 

embraced. It is not 

suggested that 

projects operate 

with quadrant four 

perspectives. No 

methods are 

recommended. 

Table 1. Selected appropriate research methods for each matrix quadrant (Janzer & al. 2014, 

367). 
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Since the thesis is related to a research perspective pictured by quadrant two, i. e. the goal is 

to design digital services with strong emphasis on end-users and gaining deep understanding 

of the users and their life as well as participate the end-users in the development work that 

uses deliverables from this thesis, it is suggested to use human-centered design and design 

thinking methods to design objects that are relevant to the end-user. Typically, inventions in 

this sphere produce positive social change albeit not as extensive as the quadrant one. 

(Janzer & al. 2014, 368.) 

Furthermore, designers should transfer design knowledge to the community to help ideate 

new solutions through the use of different design methods and tools and facilitate the scaling 

of solutions by identifying and supporting the development with technologies. (Manzini 2015b, 

413-415.) This transformation design, which does not only aim at educating and providing 

tools for the community of both professionals and end-users to change the society, also 

affects the roles, responsibilities, and interaction: for example, in public services there is 

ongoing movement of collaborative services that support societal and economic change, and 

where the citizens take part in service development and production which then affects the 

roles inside organizations (Sangiorgi 2011, 258). Cottam and Leadbeater (2004, 15-22) propose 

in their co-creation model for British public health care sector, that the resources such as 

money, technological tools, advice and know-how, effort and expertise should be distributed 

from healthcare practitioners to wider group of people from peer support groups to 

collaborative organizations along with increased co-creation of healthcare and wellbeing 

together among front line workers and other professionals and users. 

2.4 Design Thinking and service design 

As Tschimmel (2012, 1) puts it “Design Thinking… leads to transformation, evolution and 

innovation, to new forms of living and to new ways of managing business”. Design Thinking 

brings the processes and toolkit of design to be utilized in all creative problem-solving 

settings by diverse teams (Tschimmel 2012, 2). Design Thinking and service design approaches 

innovation by gathering insight about the customer and using this customer understanding as 

the core for co-creating and developing new services (Stickdorn 2012, 29, 31; Curedale 2019, 

41; Liedtka & Ogilvie 2011, 4; Polaine & al. 38). Therefore, design thinking and service design 

can provide methods and tools to gather and create customer insight and understanding 

which are the core of the development work of this thesis. 

Design Thinking combines tangible world with theoretical understanding in a way that leads to 

innovation: in practice, this means connecting the observations that lead to problem ideation 

and solutions to solve the problems identified together with exploring the problem through 

frameworks and reframing of the problem through imperatives (Price & Wrigley 2016, 93). In 

addition, Design Thinking can be described as a way of combining rational, data-based 
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thinking with intuitive knowledge to form insight into business opportunities. It is also a way 

of analyzing business models, networks, behavior, emotions and peoples’ interaction with 

each other and the product or service company provides. (Mootee. 2013, 39.) Design thinking 

combines analytical and creative thinking (Curedale 2013, 14). Furthermore, emerging field 

of service design and service innovation, transformational design, suggests, that the primary 

goal of service design and innovation should be to make services systems more human: this 

means improving the well-being and decreasing inequality in the whole humankind (Patrício & 

al. 2018, 11). 

Service design means translating user needs to innovative, usable, and efficient solutions that 

customers desire (Design Council, 4). It can also mean using the networks of technology and 

people to find ways to simplify service and thus help customers get better value and 

understand not only single customers but the relationships they have with a whole network of 

other people and what way a service might utilize and operate in these networks (Polaine & 

al. 2013, 18, 37). Brown (2019, 24) explains this as a triangle of constraints for solution: 

desirability, i.e., what is wanted by the end-users, viability, what will fit the business model 

and be financially sustainable, and feasibility, i.e., what can be actualized in the near future 

functionality wise. All of these need to be balanced for overall sustainability of a project 

(Brown 2019, 25). Curedale (2013, 14) adds to this by stating, that not only business, empathy 

with people and technological solutions need to be considered, but also there needs to be 

consideration for the environment. This means meeting the needs of the user, organization, 

and its stakeholders by using human-centered research methods, prototyping and other 

service design tools (Stickdorn & al. 2018b). 

At the core of service design thinking lays focus on humans, co-creation at all stages of the 

process, holistic perspective that considers the whole environment where the service takes 

place, sequential approach that allows for iterations, and aim to create visual and sometimes 

even physical artifacts of intangible services (Stickdorn & al. 2013, 34; Stickdorn & al. 2018b). 

Though design thinking is iterative in nature, it is also a project with start and finish, with 

checkpoints along the way to allow for adjustment of course (Brown 2019, 27). Service design 

can also be used to redesign existing services (Design council, 4). Service design makes 

complex ecosystems and problems simpler and makes sure the designed service brings value 

to the customer (Polaine, Løvlie, Reason 2013, 18). Different stakeholders related to the 

service should be brought together as early as possible in the process of designing a service to 

ensure it matches the needs of all and utilizes the resources and capabilities in optimal way 

(Stickdorn & al. 2013, 64).  Additionally, service design means the design of the experience, 

and co-production of services, where the customer participates to create value, and which is 

the most often missed opportunity for organizations: organizations fail to recognize their 

customers as valuable assets in the production of a service (Polaine & al. 2013, 24). 
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Yu and Sangiorgi (2018, 53) have created a framework for combining new service (NSD) 

process with service design approach from the customer centric value-creation perspective. 

They argue that service design can provide empathic, customer centric and customer 

involving approaches and tools, which enable the customers better integrate their resources 

to value-creation, generate customer understanding that helps companies create value-

propositions that match customer’s value-in-use and facilitate customers’ engagement in the 

service by optimizing their processes and resources. Service design aids the alignment of 

different actors in the system to support the customer value creation and offer organization’s 

personnel valuable capabilities in understanding and supporting customer’s value creation 

process. (Yu & Sangiorgi 2018, 50-52.) Furthermore, service design can help to identify 

resources and strengths and find solutions even in situations where lack of resources acts as a 

constrain for solutions to social issues (Alkire & al. 2019, 34-35).  

Design Thinking and service design tools can help think more broadly and come up with 

divergent ideas, and on the other hand narrow down the ideas: research is crucial to this 

(Stickdorn & al. 2018b). Most of the service design research methods are empathic and have 

background in ethnography (Segelström & al. 2009, 1). Service design offers many tools to 

visualize the key insights related to customer needs, challenges, context of use and the 

service ecosystems; personas, empathy maps, customer journeys and stakeholder maps are all 

tools used to communicate the results of research and define the problem to be solved 

through service innovation (e.g., Stickdorn 2012, 143-210; Liedtka & Ogilvie 2011, 50, 56; 

Tschimmel 2012, 12-13; Curdale 2019, 331-434).  

To ensure customer centricity, service design tools aim to increase the empathy for the 

customers: statistical or empirical insight is refined to visualizations that allow the designers 

and other co-creators empathize with the customer. These artifacts are also a way to 

establish shared language to ensure everyone who is involved in the innovation process 

understands the user’s world, which is why these visualizations are important in transferring 

the insight gained during the development work of this thesis to the DigiIN project and the 

case organization. (Stickdorn & Schneider 2013, 29.) Service design tools are focused on 

identifying gaps between what is offered by a company and what the customer needs or has 

challenges with, and ideation is often based on how to fill the gap with company’s resources 

and offering. Service design tools applicable to this thesis are presented in more detail in 

Chapter 3.3. 

2.5 Customer resources and ecosystem as a base for innovation 

The theoretical framework for this thesis that combines social innovation, design thinking and 

service design as well as service-dominant and customer-dominant logics is presented in this 

chapter and visualized in Figure 7. Customer competencies and resources play slightly 
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different, yet important role in Service Dominant Logic, Customer Dominant Logic, social 

innovation, design thinking, and service design: customer’s competencies and resources are 

seen in all of these as the source of value as well as raw material for co-design, co-creation, 

and innovation (Vargo & Lusch 2014; Heinonen & al. 2010, 545; Grönroos 2008, 303; Manzini 

2015a, 98; Alvord & al. 2003, 270, Manzini 2014, 57; Polaine & al. 2013, 18, 24, 37; Yu & 

Sangiorgi 2018, 50-52). This view is adopted in this thesis as the foundation on which to base 

both identification of customer’s competencies and resources and the opportunities for using 

the identified competencies and resources in innovation.  

 

Figure 7. Theoretical framework of the thesis. 

Individual’s capabilities and resources are also seen as important factor from the perspective 

of social and digital inclusion: as described earlier in chapter 2.1, Helsper (2012) has 

recognized social, cultural, economic, and personal resources that affect exclusion or 
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inclusion together with mediators that describe factors that affect the impact of offline 

resource to digital resources and vice versa, and by Newman & others (2017, 579) have both 

challenged and completed Helsper’s model by dividing some of the resources, i. e. economic, 

social and cultural to three levels that emphasize the specific resources and competencies 

needed because of the vulnerabilities of an individual. 

These categorizations of fields, competencies and resources can be matched to Arnaud and 

others’ (2006) categorization of operant and operand resources in SDL: Takeyama and others 

(2014) have introduced customer resource integration map and resource availability table 

which can be synthesized with Helsper’s (2012) and Arnaud and others’ (2006) models to help 

to identify the customer’s own competencies and resources and external competencies and 

resources needed for value creation and inclusion in digital services. Availability of 

capabilities resources can be utilized as a base for ideation for innovative services that either 

utilize existing capabilities and resources of the customers or complement them to maximize 

customer benefits and experience (Takeyama & al. 2014, 348), and if done in a way that 

takes the perspective of CDL, i.e. fitting the service in the customer’s life world instead of 

the other way around and offering supportive capabilities and resources, should lead to 

service that offers value-in-use and enhances customer inclusion in the service (Grönroos 

2008, 304; Heinonen & al. 2015, 484.). 

The information described above about customer’s own and external competencies and 

resources can be utilized to operationalize customer insight through visualization and 

categorisation of the identified competencies and resources in a way that makes it possible to 

not only detect the differences between different customer groups, and in this case possible 

digital skill levels, but also understand how the case organization could best utilize the 

competencies and resources or support these different groups in value-creation and co-

development of services.  

Both CDL and social innovation emphasize the need to understand the customer’s life world: 

context, experience, networks, and other resources (Voima & al. 2010, 11; Heinonen & al. 

2015, 473, 493; Heinonen & al. 2010, 5; Janzer and Weinstein 2014, 363-364). Customer 

ecosystem explains the connections and value exchanges between customer and different 

stakeholders: this knowledge can then be used to innovate services through simplifying the 

processes and removing touchpoints, creating new partnerships, and filling in gaps in the 

networks. (Heinonen & al. 2015, 489-490; Heinonen & al. 2013, 4.). Ecosystem maps will be 

used in this thesis to visualize the findings of the research and transfer the insight to the 

team developing case organizations digital services. 

Design thinking and service design especially in the form of human-centred and 

transformational design from social innovation provide methods and tools to gather customer 
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insight and understanding that can be used as a base for innovation that matches the needs 

and life of the customers (Stickdorn 2012, 29, 31; Curedale 2019, 41; Liedtka & Ogilvie 2011, 

4; Polaine & al. 38). Service design process provides a framework for the innovation of digital 

services: starting from discovering the customer needs and opportunities, to defining and 

prioritizing what was found in the discovery phase to choose which opportunity is the most 

feasible and viable from the perspective of organization to developing and testing a solution 

and finally delivering it to the customers. Design thinking and service design not only 

emphasize the research and customer understanding throughout the iterative process, but 

also stress the importance of including the customers through co-design, co-development, 

and co-creation (Stickdorn & al. 2013, 34; Stickdorn & al. 2018b). 

To create inclusive, digital social services, it is important to first understand the customer’s 

lifeworld and needs as well as the resources and capabilities the customer segments currently 

have. Additionally, to effectively collaborate with the customers during each step of the 

design process, the organization needs to understand what factors increase customers 

willingness to participate: especially when the target customers have experience of social 

marginalization (Prahalad and Ramaswamy 2000, 81-84; Prahalad and Ramaswamy 2004, 

23;Vargo, Lusch 2014, 146-147; Heinonen & al. 2010, 10; Manzini 2015b, 409-410; Sangiorgi 

2010, 270). 

3 Methodological choices 

While the research method used in this thesis is a qualitative case study, the development 

process, methods, and tools used are mainly from service design and will be explored in 

further detail in the following chapter. 

3.1 Research method: qualitative case study 

This thesis is a qualitative case study. The research method was chosen, since it is suitable 

for development work which aims to provide development ideas or suggestions which are 

based on information gathered about a contemporary phenomenon in real situation and 

operational environment, which the researcher cannot control (Ojasalo & al. 2014, 52; Yin 

2018, 5, 13). Therefore, qualitative case study research is most suitable to research which 

aims to answer research questions starting with how? or why?, that is explanatory research 

(Yin 2018, 9). The focus of the study, i. e., case, is typically a company or part of it or a 

service (Ojasalo & al. 2014, 52; Yin 2018, 5, 13). In this thesis, the case organization is a 

Finnish private corporation in the field of social services and initially was chosen by the 

Laurea UAS DigiIN -research project team (see Chapter 1.2): in qualitative case studies it is 
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common, that the case is chosen simply because there is easy access to it (Silverman 2014, 

58), and this applies also here.  

Deep and detailed information and comprehensive understanding of the phenomenon are 

characteristic to qualitative case studies: it therefore ensures that the diversity of the 

phenomenon is maintained and understood and is thus in line with the principles of service 

design as well (Ojasalo & al. 2014, 52). A case study is typically based on multiple sources of 

data which are gathered to adhere to the principles of triangulation (Yin 2018, 15): use of 

diverse methods, which can be both qualitative and quantitative, to gather evidence in 

natural situation is common (Ojasalo & al. 2014, 55). Typical forms of inquiry in case studies 

are different types of interviews, observations, brainstorming workshops, benchmarking and 

similar: research methods aim at studying human behavior in different situations, where 

actors explain and describe the phenomena, or what led to the situation (Ojasalo & al. 2014, 

55). In this thesis, probe, interviews and focus group are used to gather information. 

 

Figure 8. The phases of a case study research as visualized by Ojasalo and others (2014, 54). 

The phases of a case study visualized in Figure 8 started by familiarizing with literature 

relevant to the development task and planning the appropriate approach to research to 

provide background for the development task of the case organization. In case study 

research, it is typical to also start the process by the preliminary development task related to 

the case, and then gather further theoretical background about the phenomena under 

research. When the development work is conducted, the development task may be changed 

or adapted due to new knowledge: this is natural part of the development process. (Ojasalo & 

al. 2014, 54.) 

Since case studies are usually related to real world context, the subjects of the study are 

usually humans. This requires specific ethical considerations to ensure the protection of the 

human subjects, especially when the research involves vulnerable groups such as in the 

development work of this thesis the young adults in need of increased support. First, the 

research plan needs to be approved prior to starting the research: in the case of this thesis, 

the formal research approval was obtained by the Laurea UAS researchers together with the 

approval for other development cases of DigiIN project. Secondly, informed consent from all 
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the persons participating in the study needs to be gathered. Thirdly, participants need to be 

protected from any harm, and their privacy and confidentiality protected. (Yin 2018, 88.) In 

this thesis, the consent of all the participants was gathered at the time of recruitment before 

the probe or focus group discussion, and the principles and content of the research explained 

by a researcher to ensure the participants understand the nature of the study. To protect the 

participants, the topics of the research were chosen to reveal as little as possible for example 

health information or other personal data, and all the material was saved to a highly 

protected data storage managed by Laurea UAS according to data management protocol the 

team of students made at the beginning of the research. In addition to this, the material that 

was saved in the data storage was anonymized, and data protection guidelines of Laurea UAS 

presented, gone through, and followed during the work. 

In contrast to quantitative research methods, random sample is usually not satisfactory mean 

to reach representativeness in qualitative research: instead, either purposive or theoretical 

sampling should be used. In the case of this thesis, which aims to find participants for the 

probe and interview focusing on understanding the capabilities and resources of young adults 

in need of increases support, the participants with different levels of need for support were 

sought the case organization. Snowball sampling was used to support this by asking the 

recruited participants and the personnel at the case organization whether they know someone 

who would fit the criteria as well. (Silverman 2014, 60-61.)  

Analysis of the research data was done using qualitative content analysis which fits well with 

the qualitative case study. Qualitative content analysis aims at analysing the content and 

meaning of the data together with the meanings revealed by the data in the context (Eriksson 

& al. 2016, 119).  Typically, the data analysed through qualitative content analysis is in the 

form of text (e.g., transcripts of interviews or focus groups or written documents) or audio-

visual data such as pictures. Qualitative content analysis has two purposes, that can be 

intwined: first, to provide a factual, holistic overview about the phenomenon, and second, to 

offer deep and detailed interpretations of the phenomenon and its meaning in certain 

context. (Eriksson & al. 2018, 120; Tuomi 2018.) 

Though not compulsory, qualitative content analysis starts by coding the data: this may mean 

tagging of parts of data with descriptions derived inductively from the data itself, or if the 

tags are based on the theory, the tags can be revised based on the data.  The categorization 

using codes can be done on different levels: at word, phrase or sentence level or using actor 

and action level. To be good, coding categories should be possible to be applied to all 

content, independent from each other, and be mutually exclusive (Eriksson & al. 2018, 120, 

122-123.) Tags are important because they act as notes, help construct what the data is 

about, aid description of the text and they can be used to test the structure of the data and 

act as markers (Tuomi 2018). 
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Analysis should be sequential, systematic, verifiable, and continuous to avoid researchers’ 

bias: commonly data collection and analysis happen simultaneously. The steps of analysis 

start with data gathering and are followed by familiarization of the data by the researcher 

which typically means the process of listening to recordings, transcribing, and going through 

the material several times to understand the big picture. The process continues by writing 

memos of patterns, insight and other observations that emerge, after which these findings 

are indexed by highlighting and comparing the insights. Next, the insights are grouped under 

themes, and finally mapped and interpreted. (Doody & al. 2013.) Tuomi (2018) adds to this, 

that researcher should start by deciding what they are interested in the data, and then mark 

the content that is related to that: everything else, that is not related to the topic should be 

left out. 

The data can be either classified, divided to themes, or combined to types. Classification is 

thought to be quantitative method that has themes from the content: in basic use case, data 

is classified and then how often each class is presented counted. Division to themes is similar 

to classification but it focuses on what is said about the theme. Division by type means 

grouping the data to generalized types in relation to a theme. (Tuomi 2018.) Regardless of 

how the data is categorized, after it has been done, the researcher should check if the codes 

are overlapping, or some of them have too little data on their own (Eriksson & al. 2018, 123). 

In addition to coding, also interpretation can be used to understand the phenomenon in 

certain context and location through the relationships between different concepts. The 

research questions are essential in guiding the interpretation of the content. Interpretation 

can be used together with coding: then coding would be the first step, which offers the 

researcher an opportunity to get acquainted with the data. After the coding and round of 

interpretation, another round of categorization can follow: this time, the focus of the 

categorization is the relationship between concept, whether they exist or not, and the 

strength of it. (Eriksson & al. 2018, 124.) At this stage, it is important that the researcher 

defines whether they are looking for similarities or differences, or if they want to find out 

information about the logic of actions, typical story or write one typical story from all the 

answers (Tuomi & al. 2018). In this thesis, the aim is to see if separate personas, that is types 

of customers which differ through their needs, motivations or challenges can be identified, 

and then combine individual participants answers accordingly. 

Analysis can be either completely inductive and data set based, deductive and theory-based 

or then abductive where initial analysis can be based on themes emerging from the data and 

then further analysed within a theory-based framework: the last approach is used in this 

development work, since it gives space for emerging themes from the research data, but 

analysis is helped by the theoretical framework (Tuomi & al. 2018).  
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Analysis of interview and observation data is a mixture of factual knowledge gained through 

them but also noticing general patterns and phenomena in different contexts. Analysis should 

be about sensemaking and increasing the understanding of how people experience the 

research theme at hand through interpretation (Madsbjerg & Rasmussen 2014, 91). It is also 

about comparison of the findings with the theory (Miles & al. 2020, 7). Human beings have a 

tendency of avoiding facts that do not align with their world view and might change it so 

abductive reasoning is needed (Madsbjerg & Rasmussen 2014, 102-105.). Analysis is also 

important because it combines individual thinking of each researcher with thoughts of other 

group members and therefore creates shared understanding and enables to record findings in 

a format that is accessible to everyone. (Heinonen 2016). Mapping patterns visually and 

discussion about data, patterns and individual thoughts summarize analysis (Madsbjerg & 

Rasmussen 2014, 115-118.).  

Visualization helps the researchers to see the overview of the data, organize complex data, 

and see if there is data missing. Some forms of visualization also deepen understanding of the 

topic and increase empathy with the end users: this is very important in the development of 

the digital social services and distribution of knowledge gained through the customer research 

related to this thesis to both Laurea UAS researchers and the personnel of the case 

organization. Different visualization tools fit different goals: for example, a research wall 

provides easy overview of all the data, personas provide identification of different customer 

or user groups and their differences, and system maps visualize relationships of different 

actors. Co-creative approach with peer researchers during synthesis and analysis increases 

quality and reduces confirmation biases and is easiest way to add peer review to this stage. 

(Stickdorn & al. 2018b.) 

The visualized outcomes are used further in the design process: for example, personas can be 

used to identify opportunities and spot problems in the current service. They are also 

common tool used in ideation. (Stickdorn & al. 2018b.) Personas as a method will be 

introduced in more detail in Chapter 3.3.4.. 

Affinity diagram, or KJ method, is a tool to recognize patterns and analysis of insight 

gathered to answer the research questions. Making affinity diagram consist of four phases: 1) 

label making, 2) label grouping, 3) chart making and 4) crystallizing the analysis results. Label 

making means individual work to mark down findings, i. e. patterns and themes, on sticky 

notes for further analysis. Label grouping is the phase where group starts to first spread the 

labels physically and then categorize them: it is important to look for things that are 

connected to each other and add new labels if needed. Also labels that don’t go to any group 

that is recognized should be kept and reviewed later to see if they start to have a meaning 

through explaining one of the other labels in deeper manner. In chart making, group starts to 

recognize relationships and contradictions between different groups. Lastly, key insights are 
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formed in a concise fashion. (Heinonen 2016.) Affinity diagram work is more effective if all 

relevant stakeholders are present: specially participation of the people who are going to use 

the insights in their work add value to diagram analysis. Client will know what type of data is 

important for them. (Chipchase 2017, 382.) 

3.2 Service design process applied in the thesis 

The most common way to describe the service design process is the double-diamond model. 

Discover, define, develop, and deliver are the four phases of the double-diamond model  

(Design Council, 6.). In double diamond model the diamonds present how the model is a 

combination of divergent phases where thinking should be as broad as possible to notice 

different possibilities and gain knowledge, and convergent stages where what is known is 

narrowed down, synthesized and focused on most important aspects related to the task at 

hand (see Figure 9). At the core of all service design doing is research: whether it is initial 

research needed to discover opportunities and define the problem, or testing ideas through 

prototyping and feedback after launch, it is paramount to base decisions and ideation on real 

world instead of assumptions. (Stickdorn & al. 2018b). 

Aim of discover phase is to gather both qualitative and quantitative insight and inspiration to 

be able to define a problem that should be solved, opportunity to take or customer needs 

that should be filled (Design Council, 8). It is important to aim to find out how the current 

and potential clients see the present situation (Stickdorn & Schneider 2013, 128). Qualitative 

data offers answers to why questions, which is often more actionable and therefore popular 

in service design than quantitative data (Stickdorn & al. 2018b). During define phase what 

was found in discover phase is summarized and prioritized and aligned with company’s needs 

and goals to clear problem definition in form of design brief (Design Council, 8). Develop 

phase focuses on answering the design brief with a product or service design. It usually 

involves high focus on defining the details of service or product regarding customer’s life and 

surrounding environment and company’s limits. Resulting solution is tested with customers 

through prototyping and other similar actions that aim to develop the solution further. In 

deliver phase final design is tested and implemented and customer feedback gathered. 

Learnings from the design process are also communicated to the entire organization. (Design 

Council, 9.) 

There are also other ways to describe service design process (see Figure 9), that align with 

double diamond model as Yu (2016, 28-29) describes in his reflection. Different processes 

have slightly different emphasis: some are more focused on the discovery and research where 

others take stronger perspective in implementation of the service design. As Stickdorn (2013, 

124) states, design process has iterative nature, and it is common that the process moves 
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back and forth between different steps when something new is learned and need for more 

information rises and this is common to all the process descriptions.  

The extent to which the user research is utilized in finetuning problem to be solved through 

design process, differs between the processes: Curedale (2013, 18-19) introduces a five-step 

process, which starts by defining what the design team is trying to solve by creating vision 

and identifying problem to be solved and opportunities related to it. This is followed by 

research to ensure understanding of the people and the context on a deeper level and 

exploring ideas through methods like brainstorming and refining of the most suitable ideas. 

Two last phases include prototyping and iterating the solutions until they are ready to be 

delivered to the customers. (Curedale 2013, 18-19.)  In comparison to Double Diamond model, 

Curedale’s model is divided to smaller phases, and the problem to be solved is defined at the 

beginning of the process. Meroni and others (2011, 274) derive from several case studies four 

phases for service design process which are analysing, generalizing, developing and 

prototyping: though this process aligns fairly well with the Double Diamond model, it has not 

gained as wide popularity as the Double Diamond. Stickdorn & Schneider’s (2011, 120-127) 

service design process of exploration, creation, reflection, and implementation also follow 

the Double Diamond, and is somewhere in the middle between Curedale’s model and the 

Double Diamond: the phase reflection means in practice prototyping. 

 

Figure 9. Service design framework comparison adapted from Yu (2016, 28). 
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As stated before, service design process should be co-creative, and human centred. Han 

(2010, 16) argues, that since service design is not only user, but also people focused, needs of 

all stakeholders’ who are related to provision, and consumption of a service should be 

considered before technological or commercial aspects. Stakeholders need to be involved in 

service design process as early as possible (Stickdorn 2013 & Schneider, 64.). This means 

engaging not only internal resources like employees but also external stakeholders like 

partners and most importantly customers, both potential and existing, should be given a say 

and chance to contribute to the service design process. 

Double diamond was chosen as the service design process of this thesis due to its clear, easy 

to understand structure that emphasizes the divergent and convergent phases of data and 

knowledge gathering and creation of understanding that form the deliverable of the 

development work of this thesis. It was also the method, that had been used by the Laurea 

UAS researchers to present the overall development work done to the case organization.  

3.3 Service design methods and tools applied in this thesis 

Service design methods aim at producing visual presentations, i. e. artifacts, of ideas and 

concepts. These artifacts help the stakeholders form shared understanding, plan, and share 

the idea as well as use as a reference (Stickdorn & al. 2018b): hence, the service design 

methods are important part of sharing the knowledge and insight of customers and generating 

deeper understanding of their competencies and resources to the case organization and 

Laurea’s researchers in DigiIN project. The artifacts also allow people to see possibilities for 

improvement and be inspired. The act of visualizing and creating artifacts itself aids the 

designers to learn more about what they are working with. (Blomkvist 2014, 53-54.) 

 

Figure 10. Service design methods used in this the development work of this thesis as related 

to different phases in Double Diamond model. 
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Service design tools can be used in multiple ways and most of the tools can also be used 

during multiple different phases in service design process. Tools need to be chosen to support 

the aim of the process, which is why in this thesis probe, interviews and focus group along 

with personas, empathy maps, customer ecosystem maps, resource integration maps and 

resource availability table were chosen to support the generation and distribution of 

customer understanding. In Figure 10 the relation of the aforementioned methods to the 

phase of Double Diamond model are presented. 

3.3.1 Probes 

The aim of the thesis was to understand the resources and capabilities of young adults in 

need of increased support during the time when COVID-19 might prevent face to face 

research and limit the informants’ movement. Since the probes can be seen as self-

documenting tools allowing the design team to observe the users in their natural habitat 

(Tschimmel 2012, 12), probe was chosen as a way to collect information from the use of 

digital services and attitudes, feelings and competencies related to them. Probes are used to 

promote communication and gather insight on what the users find important in their lives, 

users’ beliefs, and attitudes (Debrah & al. 2018, S2120). Probe data can be used to build 

personas (Curedale 2019, 277). Probes can be conducted on paper or through mobile phone 

solutions (Stickdorn & al. 2018b). 

Probes are tasks that engage the participants, i. e. users, in their daily life to gather and 

document their own actions, feelings, ideas and thoughts. Exploration of opportunities is the 

main goal for the use of probes; probes are usually not a method to find solutions to 

predetermined problems. (Mattelmäki 2006, 40; Curedale 2019, 613.) Main reasons for using 

probes are to provide inspiration to design team, to gather information about users, to 

involve users in ideation of service and to have dialogue with the users (Mattelmäki 2006, 58). 

What differentiates cultural probes from traditional ethnographic research where the 

participants also keep diary of their everyday life as it is with as little interruption as 

possible, is that cultural probes aim to provoke and inspire participants to think about 

opportunities and new ideas related to the topic of the research (Mattelmäki 2006, 43), which 

is one of the goals of the development work of this thesis. Without researcher’s physical 

presence participants often record more intimate insights thus resulting in unbiased record of 

participants’ lives and contexts: cultural probes still make it possible for the researcher to 

guide the process through emails or text messages (Stickdorn &al. 2018a, 51). Morelli (2009, 

576) argues, that thought probing does not require researcher’s presence, they still interfere 

with participants processes through the request to document and collect data. 

Cultural probes often provide initial insights that need to be deepened through additional 

research that is conducted using other methods like co-creative workshops or interviews 
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(Stickdorn & al. 2018a, 51): probes will be supported with semi-structured interviews in this 

development work. Weaknesses of probe studies are the time and resource consuming 

analysis of results, difficulty to predict the motivation and intent of the participants to use 

selected probes and difficulty of recording changes in actions and contexts (Mattelmäki 2006, 

43, 57.). In addition, probes require time and effort from the participants, and have 

therefore been seen as tool best suitable for groups, such as retired people, which have a lot 

of free time, instead of busy people like employees or business professionals (Morelli 2009, 

576). This may be a weakness of probe in the target group of the research of this thesis, 

young adults with increased need for support. 

In practice, probes are a package of different tasks and objects like diary or disposable 

camera including instructions and designed for the purpose (Mattelmäki 2006, 41; Stickdorn 

2013 & Schneider, 168). Design of the package takes time: researcher should allocate at least 

a day to prepare the probes, but it could take as much as 2 weeks to design it (Stickdorn & 

Schneider 2013, 50). Participants work on probe assignments for long period of time 

producing material that is used for inspiration during design process (Stickdorn & Schneider 

2013, 168.). 

 

Figure 11. Process of using probes according to Mattelmäki (2006, 65-96) on white background 

and Stickdorn & Schneider (2018, 52) on gray background. 

Mattelmäki (2006, 66) divides the process of using probes to five phases (see Figure 11): 

tuning-in, definition and selection of target group, probing, use of other methods supporting 

probing and analysis of results. Stickdorn (2018, 52) presents more streamlined, yet still five 

step process of research question formulation, participant identification, plan and 

preparation, cultural probing and analysis and follow-up of data. Both processes are similar in 

overall content, but Mattelmäki’s version emphasises the use of supporting methods, where 

as Stickdorn’s focuses more on planning and preparation of the probe package.  

Design of the probes requires the researchers to understand and empathize with the case, 

users and users’ feelings and language, and is especially important when sensitive topics such 

as health information is studied. This understanding should be used to design the probes that 

match the subjects of the study and take notice of the contexts of use and research 

questions. Ambiguous material allows the users express and reflect their emotions and 

experiences more freely: use of different types of input such as text, images and action make 
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answering easier. (Mattelmäki & Battarbee. 2002, 267-268.) Sanders (2002) has introduced 

the do, say, make model that expands traditional design research methods focused on 

observation of what the users do and say, and traditional market research methods such as 

interviews that provide information of what the users say, to new methods such as toolkits 

and diaries provided to users that let the users express their feelings and dreams. Using 

methods that cover all the three perspectives, the researcher gains emphatic understanding 

of the user and their system. (Sanders 2002.) 

Blomhøj and others (2011, 2) utilized an interview-based probe to study teenagers and quote 

the ability to follow up answers by either offering help or deepening understanding through 

additional questions together with the use of personalized messages and using language and 

messages familiar from face-to-face communication as advantageous for the rigorousness of 

the study: it helped keep participants motivated and engaged and aided establishing a 

friendly relationship with participants. The probe was designed to have three text messages 

sent to participants every day during the seven-day probe period: this allowed them to 

present the general question to everyone in the morning and at noon and add possible follow-

up question at six o’clock in the evening. This approach made it possible to remind the 

participants who had not reacted to the first two messages. (Blomhøj & al. 2011, 2-3.) 

Probes make it possible to study participants, which are difficult to reach, and cover 

activities which are irregular or happen over longer period of time. Challenge is, that since 

the probe requires participants to record themselves, they may need support during the 

probe to persevere. (Curedale 2019, 277.) Hulkko & al. (2004) found that many participants 

write down their answers and observations afterwards when back at home, which though 

acceptable, loses the real-time effect of context and actions. Mobile probes may help to gain 

real-time, contextualized documentation (Hulkko & al. 2004). 

3.3.2 Interview 

Interviews were chosen as research method since they are a good method to understand the 

life of the interviewee: they aim for deep understanding of the culture, behaviour, and 

thoughts of the respondent. Interviews are good at revealing tacit knowledge such as best 

practices and experiences, and attitudes and emotions which are at the core of the 

development work (Curedale 2019, 132-133; Polaine & al. 2013, 50; Stickdorn & al. 2018b). 

Interview is one of the most common qualitative research methods (Silverman 2014, 166), 

excellent for developing initial understanding and based in ethnography (Curedale 2019, 133). 

Interviews let the researcher verify the meaning of what the interviewee says (Polaine & al. 

2013, 50; Tuomi 2018), and if conducted face to face or online through video connection, to 

study the body language for clues as well (Stickdorn & al. 2018b). It offers the interviewer 

flexibility in terms of in which order the questions are presented (Tuomi 2018). Interviews 
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can also be used in combination with other methods, and therefore they are perfectly suited 

to deepen the probe data and ensure that the data collected through the probes was 

interpreted correctly in the development work of this thesis (Mattelmäki & Battarbee 2002, 

269). 

Sample sizes are often small in interview research (Curedale 2019, 13). When the sample is 

collected from a special group, it is good to use client’s help in finding the right participants: 

in the research of this thesis, the interviewees are the same people that are recruited to the 

probe study (Polaine & al. 2013, 54). 

Successful interview requires the interviewer to develop rapport with the person interviewed 

and informal atmosphere which encourages discussion and revelation of deeper thoughts and 

emotions (Polaine & al. 2013, 50). The rapport is built in stages: during apprehension phase 

the interviewer should reduce uncertainty caused by unfamiliarity by asking simple, open 

ended questions that get the interviewee talking. During exploration phase the interviewee is 

engaged in discussion and sharing of her experiences and thoughts. Following co-operative 

phase is the level where the interviewee has courage to disagree and confront if needed and 

start to enjoy the process of the interview. Final stage, that is typically reached through time 

or due to quickly built rapport, is described by such high level of comfort, that the 

interviewee starts to teach and guide the interviewer. (DiCicco-Bloom & Crabtree 2006, 316-

317.) 

Photo-elicitation can be used in the interview to help the interviewee share their story and 

feelings, remember the situations they sent the images from in a more detailed, truthful 

manner, and provide the interviewer deeper view inside lives and contexts of the 

interviewees (Copes & al. 2018, 476, 480). Since the interviews are used to deepen the rich, 

multiform data gathered from the probes in this development work, it is natural to utilize and 

adapt the photo-elicitation into the interviews. The image material used in photo-elicitation 

can be produced by both interviewees and interviewer: the interviewees can comment on the 

material that the interviewer presents them and offer their opinion and perspective (Copes & 

al. 476). If the interviewees can select and provide photos they choose, the power balance 

between the researcher and vulnerable researched is more equal than traditionally and helps 

to empower the researched (Copes & al. 2018, 482): this is something that is beneficial also 

in the case of the socially marginalized young adults who may be accustomed to being 

inspected by authorities and other such parties that have more power in the situation. 

Limitations of interview method are for example the time it takes to transcribe the material, 

and subject’s possible refusal of being recorder. It is also exposed to both interviewer and 

interviewee biases, which affect the quality. Interviews do not typically provide quantitative 

information. It would be best to conduct the interviews in the use situation or at the 
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interviewee’s own environment. (Curedale 2019, 287.) The photo-elicitation also has some 

ethical aspects that need to be considered: the material can be emotional to watch, and 

sometimes even require the interviewee revisit a trauma, and the requires the interviewee’s 

informed consent and that s/he understands the purpose of the photos and what they will be 

used for (Copes & al. 2018, 488-489). 

According to Portigal (2013, 39) field guide is used to align the research and ensure all teams 

or interviewers know what the research questions are and what themes should be covered in 

the interview as well as what type of probes or stimuli should be used during the interview. 

The list of interview questions and teams should not be followed too strictly during the 

interview to not to lose the discussion like manner of the occasion (Polaine & al. 2013, 54).  

3.3.3 Focus group 

Focus groups are usually 1-2 hour semi structured discussions with a group of 6-12 people and 

led by a facilitator or moderator (Curedale 2019, 204), and provide efficient way of gathering 

insight from several informants and therefore useful research method to supplement 

information gathered through probe and interview in the development case of this thesis. In 

smaller group there is a bigger risk of one person dominating the discussion (Escalada & 

Heong, 3). Typically, 8 to 12 questions can be explored during a focus group. The purpose of 

focus group is to gather feedback and opinions to understand how the topic under research is 

seen by the participants. Focus group is best used during discover phase of service design 

process. (Curedale 2019, 204, 285, 615.) 

The process of holding a focus group starts by selecting the facilitator and place, as well as 

preparation of screening questions and finding incentives for participants. This is followed by 

recruitment of committed participants. During the focus group, the facilitator should explain 

the rules of the session, and start the discussion with an easy question that stimulates the 

audience to talk and participate. Facilitator is in charge of asking the questions and managing 

turns to answer. Analysis of focus groups should start immediately after to ensure good 

memory of the data by first summarizing the key insights gathered. Analysis of one focus 

group is estimated to take on average 4 hours. (Curedale 2019, 286.) 

Benefits of a focus group are low cost of conducting it per participant and easiness of 

managing it in comparison to other methods. (Curedale 2019, 285-286.) The downside of focus 

group method is that it is typically held in separate place to the actual context of the 

participant. Additionally, it requires a skilled facilitator, and the participants may affect each 

other and what is expressed. (Curedale 2019, 286.) Also, each participant gets typically only 

few minutes to share their views, which is very little compared to individual interview 

(Polaine & al. 50). Generalization of the results is also an issue, since the results of focus 

group may not apply to other context: therefore, focus groups are often used to align or find 
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a range in addition to other methods (Curedale 2019, 286). Group think, observer effect and 

social desirability bias often affect focus group discussions (Stickdorn & al. 2018b). 

3.3.4 Persona and empathy map 

Innovation of new services that serve the needs of the customer and support them in their 

value creation requires the development team to share understanding of them. Personas and 

empathy maps are a way to synthesize research findings (Curedale 2019, 204) and were thus 

chosen to act as artifacts visualizing the research findings of this thesis. They offer an easy to 

understand, interesting way of delivering the findings, and are easy to utilize in the following 

phases of the DigiIN researchers’ development work at the case organization. Creation of 

personas and empathy maps is a process of trying to clarify and understand users’ 

perspectives, challenges, and needs. Persona is an emphatic presentation of a customer, 

which helps make a segment based on research more human. (Tschimmel 2012, 13.)  

Persona card typically showcases the demographic details, goals, behaviour, experience, and 

motives (Price & Wrigley 2016, 95). It also provides information on the context. Personas 

should be realistic and focus on the current state by reflecting patterns that were identified 

in the research. (Curedale 2019, 430.) Personas should be used to represent the users and 

their perspective during the whole length of the design process: they support storytelling, 

which aids communication and adds the element of emotions. (Curedale 2019, 394.) To be 

successful and usable the personas need to engage the design team, and therefore wide range 

of visualization and anecdotes should be used: the end result should not be too idealized 

(Stickdorn & al. 2018a, 172; Curedale 2019, 394). 

Personas should be created based on reliable user research and represent user groups that are 

different based on their goals, attitudes, and behaviours (Curedale 2019, 395), though 

sometimes it is useful to start from assumption-based personas and then validate them 

through research (Stickdorn & al. 2018b). Personas help the design team reflect and define 

how the ideas and solutions align with the needs and challenges of the different user groups 

(Stickdorn & al. 2018a, 173). Three to seven core personas are usually enough: usage of 

additional, “extreme” personas helps to test the ideas and prototypes with the perspective of 

customers from different ends of a spectrum (Stickdorn & al. 2018b). 

Empathy map is often a tool used to further reflect on the customer’s perspective, needs, 

fears, feelings, and desires in a group and in relation to the context of the problem being 

solved: sometimes this can be done in a workshop also involving the customers (Tschimmel 

2012, 13). Empathy map (see Figure 12) gives on overall view of customers experience: it 

helps to visualize and empathize with customer’s biggest problems and contexts and 

overcome them through organization’s service or other solution. Each persona should get 

their own empathy map. (Curedale 2019, 352.) Typically, an empathy map covers 4 senses: 



  50 

 

 

think and feel, see, hear, and say and do, which might be connected to pains and gains. 

Questions that can be used to cover each section are for example:  

• What are they hearing? (hear)  

• What is important to them? What do they feel? (think and feel)  

• What do they see? Are there obstacles? (see)  

• What are the activities? (say and do). (Curedale 2019, 354-355.) 

 

Figure 12. Example of empathy map as presented by Curedale (2019, 355). 

Empathy map is less robust than persona, but quicker to make. Usually, the emotions must be 

interpreted from the data, which slightly weakens their reliability. (Curedale 2019, 354.) 

3.3.5 Customer ecosystem map  

Mapping is way to organize complex information systematically, communicate it in an easy to 

understand, visual format, and a process of recognizing patterns and meanings from the vast 

data gathered (Tschimmel 2012, 12). In this thesis, the customer ecosystem map was chosen 

due to its ability to visualize important connections and relationships between the customer 

persona and different stakeholders such as people and organizations from the perspective of 

the customer therefore emphasizing their role in the value creation (Heinonen & al. 2013, 4; 

Heinonen & al. 2015, 489-490): ecosystem maps would reveal how the recognized personas 

see the service ecosystem. As mapping is also synthesizing practice of combining the insights, 

the visual presentation serves as a new trigger for reflection. Use of colours, different types 

of lines, images and forms make maps telling and inspiring. (Tschimmel 2012, 12.) 
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System maps, which a customer ecosystem map is, help understand who are involved and 

contributing to a service and how they are linked together. Ecology or ecosystem map 

combines stakeholder map with other actors like channels, apps, and other touchpoints and 

helps understand underlying relationships (Stickdorn & al. 2018a, 80). It helps broaden the 

perspective outside of organization and see how it fits the whole environment and contexts 

(Polaine & al. 2013, 83; Morelli 2009, 573), and in the case of CDL related customer 

ecosystem map, emphasizes the customer’s perspective and understanding of their life world, 

especially goals and tasks (Lipkin 2015, 691). The customer ecosystem is comprised of 

customer-related actors and other elements which are relevant to a certain service context, 

and include other customers, as well physical and virtual service structures (Heinonen & 

Strandvik 2015, 479; Voima & al. 2011, 1015). This system is in constant change and therefore 

has effect on how the customer behaves and how s/he experiences service (Heinonen & 

Strandvik 2018, 5). Understanding the relationships between different stakeholders allows 

design team also notice possibilities for arranging the network in a new way to solve customer 

problems more efficiently.  

System maps get easily very confusing if all possible stakeholders are added: therefore, it is 

important to focus them according to the problem, budget, and power to influence (Stickdorn 

& al. 2018a, 78; Polaine & al. 2013, 83). System maps usually visualize the situation at a given 

time: the situation is likely to change. Thus, separate maps can be created to explore 

possible future scenarios. (Stickdorn & al. 2018b.) This is important to remember when using 

the maps to create new digital social and healthcare solutions. 

3.3.6 Resource integration map, resource availability table, and ROSI 

As previously stated, most service design tools linked to Discover-phase of the service design 

process lack the customer competence and resource perspective. To conceptualize the 

resources and capabilities of the young adults in need of increased support, Takeyama, 

Tsukui, and Shibata’s (2014, 439) resource-oriented service ideation (ROSI) framework, which 

was developed to help organizations create innovative services and connect SDL to service 

design, is used as base. The application of ROSI requires the organizations to also use 

resource integration map together with resource availability table to uncover possibilities for 

innovation that is based on customer resources in value creation (Takeyama & al. 2014, 347-

349). Resource integration map (see Figure 13) is based on inspiration from value 

constellation map created by Ng (2014, 159-162): it uses the same dimensions (customer’s 

outcome, practices, skills, and provider’s offerings) to visualize the context in which the 

customer is creating value. The resource integration map starts with persona that is based on 

customer research and that describes the demographics and other information as well as 

background information on the outcome the persona seeks. The outcome means the goal a 

customer wants to reach using his/her own resources as well as other resources to which they 
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have access to through stakeholders. Activities describe the behaviour the customer presents 

while trying to reach their goal. Competencies focus on what knowledge and skills the 

customer needs to own to use the outsourced resources to create value and reach the 

outcome. Outsourced resources refer to what the customer needs to acquire from other 

actors to reach their goal: these include knowledge, information, objects, and actions. 

(Takeyama & al. 2014, 347.)  

 

Figure 13. Resource integration map as presented by Takeyama, Tsukui and Shibata (2014, 

345). 

Resource availability table in Figure 14 requires the organization to have access to 

information on lead, or experienced, customers as well as information on average users to 

detect differences between the resources used by these two groups. The resources are 

divided to two categories, customer’s own competencies and outsourced resources, and 

identified for both groups. The top left corner (marked with I) will be filled with the 

competencies that both user groups have developed well, while the top right corner will be 

used to define competencies that the lead user has, but the average customer lacks. The 

bottom row about the outsourced resources is filled similarly: on the bottom left, the 

resources that are easy obtained by both customer groups are listed, and on the bottom right 

the resources that are hard to obtain by the average users are filled in. This information can 

then be used to develop new services through the understanding of which resources are 

difficult to obtain by the targeted user but essential for the successful outcome. (Takeyama & 

al. 2014, 348.) 
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 Developed/ Easy to obtain Not developed / Difficult to 

obtain 

Competencies I II 

Resources III IV 

Figure 14. Resource availability table (Takeyama & al. 2014, 348). 

ROSI, resource-oriented service ideation, uses the Resource availability table together with 

three categories of value creation innovation developed by Michel, Brown, and Gallen: 1) 

knowledge can be transferred from company to customer through objects, 2) resource 

integration and division happens both in relation to customers and inside the company and 3) 

all the actors involved in value creation share knowledge and resources. In practice, questions 

related to the three categories are posed in relation to the different sections in the table. For 

example, for the competencies in the cell II in Resource availability table, it can be asked 

how the company can help the customer either through a service that provides the 

competence the average customer is lacking, or by helping them gain the competence 

needed. Or company can use the information of resources in cells III and IV, by pondering 

whether the company could do the resource integration for the customer and that way ease 

the resource integrations that are currently lacking. It is also possible to ask if the company 

could give the customer bigger and more active role in resource (cell I) or competence 

integration (cell IV). (Takeyama & al. 2014, 349.) 

4 Implementation of development work 

The development work of this thesis aims to create a model for identifying and utilizing the 

customers’ competencies and resources as a base for social innovation. This is done by finding 

out what competencies and resources young people in need of increased support have that 

can be utilized to co-create value and co-design digital services. In addition to this, the 

digital solutions the young adults currently use to solve social welfare related problems, and 

the ecosystem from the perspective of these customers and their expectations for 

participation in the development of and inclusion in the social services will be researched. 

The development work should provide DigiIN project and the case organization with 

visualizations that can be used to ideate, develop, and deliver new digital social services to 

the socially marginalized young adults and improve the service culture of the organization. 

Next chapters will describe the empirical part of this thesis. 
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4.1 Service design process in practice 

The process of the development work done in this thesis is focused on Define and Develop 

stages of the Double Diamond model of service design. The development work was done 

between October 2020 and January 2021 as can be seen in Figure 15 below. Since the 

development work, especially the research and analysis, was done in collaboration with two 

other master’s students, one focusing on the needs and challenges of the target group, and 

the other on probe as a tool in this target group, the research was designed to offer material 

and data for all three topics and the overall DigiIN project. As previously explained, the 

development work at the case organization is going forward by the Laurea UAS DigiIN 

researchers with the focus on the personnel at the case organization and will be followed by 

Develop and Deliver phases in 2023-2025 that this thesis does not cover. 

 

Figure 15. Process and schedule of the development work. 

At the beginning, author made some preparatory, secondary desktop research by finding 

academic articles and other data about digital inclusion of socially marginalized people, and 

capability and resource approach to (digital) services to gain initial understanding of the topic 

and familiarize with possible themes and research questions (Stickdorn & al. 2018b). Results 

of this can mainly be found in Chapter 2. As can be seen in Figure 15, after initial orientation 
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to the topic and interview of the contact person of the case organization (interview questions 

can be found in Appendix 1) to familiarize with the context of the case organization, the 

process consisted of planning and implementation of a mobile probe, interviews of probe 

participants, analysis of the probe and interview data as well as focus group to complement 

the insight from mobile probe and interviews. This is typical of service design process: the 

need for additional information emerges as the process goes forward, and the process is 

iterative.  

After the focus group, the data was analyzed further in co-creative workshops among the 

master’s students., and insight used to design personas, empathy maps and customer 

ecosystem maps in a workshop. In addition to this, resource integration maps and resource 

availability maps were made by the author to support the competence and resource-based 

ideation and innovation approach suggested for the following phases in the digital service 

design process. After the artifacts were finalized, the group of master’s students doing their 

thesis project in the same case, presented the end results to the researchers of the DigiIN 

project related to the case organization. During the presentation, the researchers expressed a 

need for a video shortly explaining what the personas, empathy maps and customer 

ecosystem maps are, and the results, which is why the author together with another master’s 

student created the video that the researchers could use in personnel focus groups and 

workshops for the case organization. In the following chapters each step of the development 

process and choices made are explained in greater detail. 

4.2 Discovering current capabilities and resources of young adults 

To discover current capabilities and resources of young adults in need of increased support, 

qualitative research methods (a mobile probe, interviews, and a focus group workshop) were 

used to understand the needs, motivations, life world and resources and competencies of the 

socially marginalized customers of the case organization. Mix of different research methods, 

and collaborative ways of working weaken the effects of biases, increase the confidence of 

findings if supported by several methods, and ensure comprehensive and rich data set 

(Stickdorn & al. 2018b). These together with the recruitment of participants is described in 

more detail in the following subchapters. 

4.2.1 Sample and recruitment of participants 

At the beginning of the research project, the aims of the Laurea UAS DigiIN- project group 

were discussed together with the needs of the case organization revealed in the initial 

interview with the contact persons and discussions which DigiIN researchers had had with the 

case organization, and it was agreed that the main target group of the research would be 

young adults between the ages of 19-29 who need increased support due to mental health, 

substance abuse, or similar challenges. Due to the COVID19-pandemic, it was uncertain 
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whether the research team would have access to premises of the case organization or 

possibility to be in the same physical space with the research participants. 

Since the target group was young, and there was evidence that majority of this age group use 

WhatsApp, it was decided that the probe would be done using WhatsApp: access to a mobile 

phone with WhatsApp then came a prerequisite for taking part in the research. Additional 

requirements were also possibility to take part in the probe study either during week 48 or 49 

and participate in the interview during week 50 or 51 of year 2020. These criteria were 

approved at the case organization, and then initial information on the probe study was sent 

to heads of different service departments at the case organization with the aim of the sample 

covering all three services (work training, supported living, and assisted living) of the case 

organization. Heads of departments were asked for help to find the suitable participants and 

gather research consents from the recruited participants. Therefore, the sample of the probe 

and interviews was purposeful, convenience sample meaning that the sample was gathered 

from the group which the research problem concerns within the case organization’s 

operations because of easy access (Silverman 2014, 60-61; Stickdorn & al. 2018b). 

 

Figure 16. Prerequisites for the participants, initial target sample and actual sample. 

By the time of the recruitment, COVID19 related precautions limited the access to the case 

organization’s premises, and therefore only one of the DigiIN project’s researchers was given 

permission to visit the premises while doing the questionnaire research for DigiIN project. 

Recruitment of probe participants was thus also delegated to her. She asked volunteer 

participants while people matching the probe criteria participated in the questionnaire 

research as well as by snowballing, i.e., by asking the personnel of the case organization and 

Prerequisites for the
particpants

• young adult (18-29 years 
old)

• in need of increased 
support due to mental 
health, substance abuse or 
similar challenge

• has a phone with
possibility to install
WhatsApp

• has access to internet 
connection at least once a 
day

• is willing to participate

• has time to participate 
during week 48 or 49 and 
interview on week 50 or 51

Initial target for sample

• 4 persons using case 
organization's work training 
services

• 4 persons using supported 
living services of the case 
organization

• 4 persons using assisted 
living services of the case 
organization

Actual sample

• 6 persons using case 
organization's work training 
services: probe and 
interview

• 4 persons using case 
organization's assisted living 
services: of which one was 
not reached for research, 
one took part in both probe 
& interview and focus group 
and two participated only 
focus group
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already recruited participants to point out possible participants. She gathered contact details 

(mainly phone number and email address) of participants and either set appointment for the 

participants to provide a written research consent or gathered the written research consents 

through the personnel of the case organization. The researcher also provided the phone 

numbers and email addresses of the participants to the author and other master’s students 

conducting the probe study. 

The goal was to find 12 participants from the case organization’s customers, of which four 

from work training, four from supported living services and four from assisted living services, 

for the probe and interview to have balanced, purposive sample covering different types of 

services of the case organization: due to tight schedule and COVID19 restrictions and 

precautions the first group had four participants. The second group started late due to 

tightened COVID19 restrictions affecting the collection of research consent forms: this group 

had also four participants. It proved to be difficult to find willing participants, and the main 

motive for participation seemed to be interest in the topic of digital services and possibility 

to affect the development of digital services. The goal for sample was adjusted along the 

way: since the access to supported living services proved challenging, the sample was decided 

to skew to work training service customers and assisted living customers. In the end, the final 

sample consisted of 3 assisted living customers and 8 work training customers. Some contact 

details of participants, who were customers of supported living services, were delivered to 

the research group only after completing both probe weeks, which affected the size of the 

sample, and therefore the sample may not be representable of this group. 

 

Figure 17. Age and gender of the participants. 

To better cover the assisted living service customers, it was decided with the DigiIN 

researchers of Laurea and author and another master’s student in the research group, that 

three to four participants for a focus group workshop would be recruited with the help of the 

service head of the case organization. This would allow balanced sample of two of the main 



  58 

 

 

customer groups of the case organization, and therefore help to confirm or debunk a 

hypothesis that had formed during the initial analysis of the probe data that there might be 

differences in the level of competencies and abilities between work training and assisted 

living customers. Emergence like this is typical in sampling of qualitative research: sample is 

affected by the review, analysis, and preliminary hypotheses that are formed along the way, 

and this causes serial decision in sampling (Silverman 2014, 66). In the end, the sample 

covered more females than males, and most of the informants were 22-25 years old (see 

Figure 17). 

4.2.2 Implementation of the mobile probe 

Use of a probe had already been decided as the main research method for case organization’s 

development work by DigiIN project researchers during the planning phase of the research 

project. Main reason for choosing probe as a method would have been the possibility to 

observe and collect experiences from the target group of the study to remotely: additionally, 

probes offer rich information that can take many forms. Therefore, the group of master’s 

students focused on deciding the final form of the probe (paper or mobile probe) that would 

suit the target group of socially marginalized young adults. The aim of the probe was to 

produce material and initial understanding of the target group to be used as a base for the 

following interviews. 

The group of students also discussed about the possibility of triple triangulation in the 

research to ensure trustworthiness of the findings. Firstly, that meant the use of 2-3 research 

methods, which the initial plan of probe and interview already covered. Second, different 

data types like written fieldnotes, videos, audio, and sketches, would be used. Data types 

also seemed to be easy to cover since the probe would provide self-reported data, and 

interviews both transcripts and recordings, and notes from the interview could be used. 

Lastly, the use of multiple researchers since it makes it easier to have multiple viewpoints 

and interpretations on same subject. Group decided to do the interviews in pairs, and all 

master’s students would participate in the analysis and interpretation of the data. Since all 

these three aspects were together, group felt assured that the qualitative research can be 

validated through quantitative research. (Stickdorn & al. 2018b.) 

The probe was designed and conducted as presented in Table 2 as a team effort of author and 

two other master’s students. All informants were contacted prior to the start of probing to 

build trust: they received a WhatsApp message from the dedicated research phone from 

master’s student 1 (week 48 probe) or master’s student 2 (week 49 probe) suggesting a time 

for a start call. During the start call made by the master’s student 1 (week 48 probe) and 

master’s student 2 (week 49-50 probe) the practicalities of the probe were covered, and 

possible questions related to the research, research topic, or technical issues were answered: 
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most of the informants were satisfied with the information and did not have additional 

questions or concerns at this point. Interestingly, the first group of participants, i.e., 

informants 1-4, were all ready to set a date for the interview during start call, whereas the 

group 2, i.e., informants 5-8, wanted to postpone this after the probe. The draft for the start 

call which was planned together by the students, can be found in Appendix 2 and was 

followed loosely in the call. 

 

Time Participants Additional information Responsibilities of researchers 

Week 48: 

23.-29.11.2020 

Informant 1 

Informant 2 

Informant 3 

Informant 4 

 Research phone & initial phone calls, 

messaging and guiding the participants on 

WhatsApp: master’s student 1, 

anonymization, and initial analysis of the 

research material: author 

Week 49-50: 

2.-7.12.2020 

Informant 5 

Informant 6 

Informant 7 

Informant 8 

Informant 6 was not reached 

before the beginning of the 

research nor during it. 

Informant 7 finished 

participating after start call 

and second day. The research 

period was shortened due to 

new COVID-19 restrictions. 

Research phone & initial phone calls, 

messaging and guiding the participants on 

WhatsApp: master’s student 2, 

anonymization, and initial analysis of the 

research material: author 

Table 2. Probe schedule and responsibilities. 

The plan for the probe questions was semi-structured: the outline of themes and 

tasks/questions as well as example messages were made together with two other master’s 

students to cover different research needs of all (see Appendix 2). There were several 

discussions about the form of the probe tasks: it was important to allow for multiple methods 

of answering, and therefore the participants were encouraged to use text, images, GIFs and 

emojis, videos or voice messages as they liked (Mattelmäki & Battarbee 2002, 268). Initial aim 

was also to allow for information of what the informants do, say and make: to understand 

doing and saying possibilities to send images or verbal description of what the participants do 

or think were provided, but making part was decided to rely on the way participants form 

their answers, since the idea of asking participants to create collages either on the phone or 

on paper seemed too laborious, and even possibly difficult skills vice to the target group 

(Sanders 2002). All the messages and other correspondence with the informants was done in 

Finnish, and the material presented here is a translation from the Finnish version. 

The messages were tested prior to the research among acquaintances of author and the two 

other master’s students, who fit the same age group as the participants and had some special 

needs possibly affecting the ability to read, perceive or interpret the questions to gain insight 
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on possible needs to adjust the wording of the messages and structure of the tasks. Minor 

adjustments were made: some of the questions were significantly shortened to increase the 

readability on mobile screen and make them appear less laborious to answer, and one of the 

questions was changed from a picture of a digital service that is impossible to use to three 

biggest annoyances in using digital services to increase easiness of answering and to avoid 

emphasizing possible digital incompetence of informants while still gathering information on 

the pain points of using digital services. 

Additionally, the probe plan (see Appendix 2) that was done in collaboration between the 

three master’s students included message drafts to counter risks that were identified during 

the planning: for example, messages for situations where a concern of the wellbeing of the 

informant would rise, and information on where to guide the informant for help were 

gathered and confirmed. Similarly, due to the possible lack of boundaries and life 

management skills of the informants, the team discussed how to handle situations where 

sensitive information might be sent, the informant might seek help in his life challenges, or 

24/7 messaging would occur. The team set a schedule of sending and answering the messages 

between the office hours (from 9 to 17) that was communicated to the participants, and 

strategies for notifying the informant on the sensitive information and how to answer as well 

as how the sensitive material would be handled in anonymisation and storing of the data. 

None of these messages were needed. 

  

 

Figure 18. Key to different categories and example of categorized information from the 

probe. 

The informants received messages from either master’s student 1 or 2 every day during the 

probe study week. The messages and material received from the informants was downloaded 

from WhatsApp daily by the person in charge off the research phone, and then anonymised 

and uploaded by the author to secure data storage, CollabRoom, provided for the research. 

The author went through all the raw material prior to upload paying attention to possible 

sensitive or personal data, and if they were found, either changed the data to less 
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identifiable (e.g., possible family member to something else), or covered the content in the 

images in Windows Photos. All location and other data from the images and GIFs were also 

deleted.  Anonymised data was then categorized by the author to recognized top themes 

related to research questions of all the master’s students using highlighting with matching 

colours (see Figure 18) and adding the same data in snippets to a MS Excel spreadsheet for 

easier handling and sorting during analysis. This formed the body of initial analysis, that was 

deepened after the interviews in collaboration with the other master’s students. 

 

Week Participant Total text material 

(pages, incl. 

researcher’s 

messages) 

Text 

messages 

(number) 

Images GIFs 

48 Informant 1 22 10 19 1 

48 Informant 2 11 10 8 1 

48 Informant 3 6 26 1 1 

48 Informant 4 6 31 1 1 

TOTAL 

WEEK 48 

4 45 77 29 4 

49-50 Informant 5 5 25 1 1 

49-50 Informant 6 (dropped out 

before probe) 

0 0 0 0 

49-50 Informant 7 (dropped out after 

second day) 

1 2 0 0 

49-50 Informant 8 7 22 1 1 

TOTAL 

WEEK 49-

50 

3 13 49 2 2 

TOTAL 

WEEKS 

48-50 

7 58 126 31 6 

Table 3. Summary of data from the probe by informant and type. 

The probe was designed to last from Monday to Sunday, but the second research group 

started few days late due to difficulties in gathering the written research consents: COVID19 

restrictions had obligated the closure of physical work training and community spaces. In the 

end, the probe for group 1 was from Monday to Sunday and group 2 from Wednesday to 

Monday. In group 1 all participants remained active for the whole period of study, but in 

group 2, one of the participants could not be reached at all, and one of the participants 

finished active participation after the second day. Summary of the material gathered through 

the probe can be seen in Table 3: in total the material consisted of 58 Word-document pages 
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which include also researcher’s messages, 126 text messages from the informants, 31 images 

and 6 GIF-animations. 

4.2.3 Interviews to deepen the data gathered through the probe 

Semi-structured interviews were used to deepen customer understanding and material gained 

through the mobile probe. It is important to gather deep understanding of the customers 

when designing new services, and interviews let the participants share their thoughts and 

guide the interpretation of the material, for example what the images or GIF-animations 

presenting them as digital service users they sent during the probe talk about them. Each 

informant was informed of the two-hour interview at the time of recruitment, during start 

call and at the end of the probe period either by master’s student 1 or 2 who were handling 

the research phone; informants also received reminder messages through WhatsApp in 

addition to email invitation to the interview from the person the team of master’s students 

had assigned as an observer in the interview. Initial thought was to hold the interviews in 

person, but the COVID-19 pandemic and tightening restrictions around the time of the 

research imposed the need to revise the plan to ensure the safety of people involved. 

Therefore, the interviews were to be held online through MS Teams, since it was a tool of 

preference for the case organization, and all informants were therefore familiar with the tool 

through their interaction with the case organization. 

Initially, there was a concern of whether all participants would have access to MS Teams, 

internet service and a computer, and a back-up plan on how to perform the interviews on 

mobile phone with restricted access to see the screen and without the video camera on was 

outlined, but this was quickly erased by the feedback from the participants: they all had 

access to a computer, and all but one participant also had a web camera available in their 

computer. All interviewees were asked for permission to record the interview at the 

beginning of it, and all of them granted it: the recordings were used to transcribe the 

interviews. The recordings were downloaded from the student’s Sharepoint that Laurea UAS 

offers to its students where the MS Teams recordings are stored straight after the interview 

ended, and permanently deleted from Sharepoint after this. 

Since the interviews were designed and conducted by the same master’s student group as the 

probe, the group had already an initial view on the most important themes and they were 

also familiar with the content produced through the mobile probe. The main themes 

recognized were the life of the customer, digital services, future digital social welfare and 

healthcare services, experience from the probe and interview, and participation in 

development of services. The interview questions can be seen in Appendix 3 in the form of 

interview canvas. Author together with the two other master’s students created an interview 

guide to ensure shared practices and content before, during and after the interview. The 
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group also discussed how to best address the possible power inequality between the 

interviewers and interviewees and considered the ethical instructions: all interviewers would 

dress casually, and the role as students interested in the life of the interviewee stated. Also, 

the procedure of confidentiality, information security, and anonymization was discussed 

together with reminder of consent form. The responsibilities in the actual interviews were 

shared equally between students as presented in Table 4.  

 

Time Participant Additional information Responsibilities of researchers 

7.12.2020 at 9-11 Informant 1  Interviewer: master’s student 2, 

observer/transcriber: author 

8.12.2020 at 12-14 Informant 4  Interviewer: master’s student 1, 

observer/transcriber: master’s 

student 2 

10.12.2020 at 10-12 Informant 8  Interviewer: master’s student 1, 

observer/transcriber: master’s 

student 2 

10.12.2020 at 13-15 Informant 3  Interviewer: master’s student 2, 

observer/transcriber: author 

14.12.2020 at 12-14 Informant 5 Was rescheduled once from 

11.12. due to other 

commitments of the 

informant.  

Interviewer: author, 

observer/transcriber: master’s 

student 1 

15.12.2020 at 15.00-16.30 Informant 2 Was postponed after the 

informant failed to attend 

the initial time (10.30-

12.30). 

Interviewer: author, 

observer/transcriber: master’s 

student 1 

Table 4. Interview schedule and responsibilities. 

Main responsibility for interviewing was on interviewer, but the observer had also possibility 

to deepen and ask questions if needed. The interviewer also prepared a stimuli material 

based on the probe data according to template that had been decided on together among the 

master’s students beforehand prior to the interview. This stimuli material had messages 

about the day in the life of participants according to their words, digital services they had 

mentioned using, GIF or image presenting participant as a digital services user as well as 

information on what the participants find annoying in services and what they thought about 

the probe as a method and experience.  

The interview practices were adjusted from the learnings gained in the interviews according 

to service design principles: for example, it was noticed that it was hard for the participants 

to talk about the services they had used without actual access to it, so the students started 

asking informants to navigate to the social welfare and healthcare service that was most 
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important to them through the device of their choice and explain what they see and think 

(DiCicco-Bloom & Crabtree 2006, 316). This practice that resembled participatory observation 

proved to be a good tactic: it provoked more detailed and vivid description of the 

experiences and contexts as well as development ideas since the use of services was for many 

interviewees a regular routine (Polaine & al. 2013, 54). 

As stated in the previous chapter, some of the informants scheduled the interview in the start 

call, while some scheduled the time for the interview at the end of the probe study. There 

was about a week’s time between the finishing of the probe and the interview. One 

participant rescheduled his/her interview well ahead of time, while one informant did not 

show up at the initial time regardless of tries to reach them through phone: the informant 

then suggested another time later that day since they had been sleeping during the initial 

interview time. This may reflect the increased need for support and challenges in the target 

group, and why this type of participation may be too heavy. The interview schedule can be 

found in Table 4. 

 

 Participant Transcribed material 

(pages) 

 Informant 1 11 

 Informant 2 32 

 Informant 3 19 

 Informant 4 12 

 Informant 5 21 

 Informant 6 (dropped out before probe) 0 

 Informant 7 (dropped out after second day) 0 

 Informant 8 24 

TOTAL 6 119 

Table 5. Summary of data from the interviews by informant. 

The observer made notes of the interview while listening and used the recording of the 

interview to transcribe the material using MS Word. After the material was transcribed, the 

observer checked it by listening and watching the recording while simultaneously reading the 

transcript and stopping and correcting possible errors. The transcript was then stored in the 

secure shared file service of the research project to let other researchers and students access 

and review it. The interviewer and observer also had short meeting after each interview to go 

through initial findings and observations, and these were also shared in the chat of the group 

or when possible, in the frequent meetings among the master’s students. Summary of the 

amount of data gathered through interviews can be seen in Table 5 above: the transcribed 
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material consisted of 119 Word-document pages from six informants. Shortest interview, the 

first one, lasted about 25 minutes, and the longest about 1 h 50 minutes. 

4.2.4 Additional insight through focus group 

Since the number of informants in the probe study and interviews was smaller than initially 

sought after, and initial insights gathered raised a question whether the gathered data would 

be representative and accurate also in the group that needs 24/7 support and which was 

represented by only one informant in the probe and interview, it was decided between the 

author, master’s student 2 and researchers at Laurea UAS that additional online focus group 

workshop would be suggested to case organization’s assisted living services. The idea was, 

that the contact person from case organization responsible for assisted living services would 

gather a group of three participants to a workshop where a supervisor from the case 

organization and researcher of Laurea UAS, who is also the supervisor of this thesis from 

would be present and which would be facilitated by the author and master’s student 2. Since 

the researcher who conducted the survey questionnaire already had communication with the 

contact person, she suggested the meeting to the contact person and set a date for online 

workshop. The schedule and responsibilities can be found in Table 6. 

 

What When Who? 

Agreeing the schedule, getting approval, and 

tasking the recruitment for focus group from 

case organization 

Start of December Researcher responsible of the 

survey 

Start of focus group plan 15.12.2020 at 9-10 Researcher of Laurea UAS, who is 

supervising this thesis, master’s 

student 2 and author 

Plan for the focus group 17.12.2020 at 9.30-14 Author and master’s student 2 

Finalization of the focus group plan 12.1.2021 at 10-11 Researcher of Laurea UAS, who is 

supervising this thesis, master’s 

student 2 and author 

Focus group workshop 14.1.2021 at 10-12 Researcher of Laurea UAS, who is 

supervising this thesis, master’s 

student 2 and author: author 

facilitated the first half of the 

workshop, master’s student 2 the 

final half of the workshop and main 

contact researcher made notes on 

the discussion. 

Transcript of the workshop 14.1.2021 First 55 minutes: master’s student 2 

Second 55 minutes: author 

Table 6. Focus group interview process, schedule, and responsibilities. 
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Focus group was planned as co-operation of the author, master’s student 2 and the 

researcher of Laurea UAS supervising this thesis: in initial meeting the main themes to be 

explored were discussed and set, after which master’s student 2 and the author designed the 

content of the workshop including questions and stimuli. The plan was semi-structured and 

included the main themes, questions, and materials: the facilitator was then in the position 

to ask additional questions to deepen the answers and share turns to participants. The main 

themes of the workshop were digital services, current digital social services, future digital 

social services, and the everyday life of participants (see the workshop content in Appendix 

4). 

During the workshop the first half of the workshop was facilitated by the author while the 

DigiIN researcher and master’s student 2 made notes; the second half was then facilitated by 

master’s student 2, and author moved on to making notes with the aforementioned 

researcher. Hence, it was also agreed that the transcription would be done in collaboration: 

each facilitator would transcribe the section that was led by the other facilitator, and 

resulting transcriptions combined, and the notes made by the researcher used as a base for 

transcript. 

 Transcribed material 

(pages) 

Length of 

interview 

recording 

TOTAL 8 114 min. 

Table 7. Summary of data from the focus group. 

The focus group participants were asked for permission to record the interview, and all 

agreed to this: the recording was promised to be kept in secure data storage, have access 

limited to the researchers in Laurea UAS’s DigiIN project, and be deleted after completion of 

the study. Focus group lasted 1 hour 54 minutes and two short breaks were held during the 

interview to allow participants to unwind. The case organization had been provided with 

camera and conference microphone week before focus group by the researcher in the 

project, and the researcher had given instructions while delivering the equipment. Some 

technical difficulties with the internet connection at the case organization made it necessary 

for the focus group participants and their supervisor to leave and re-enter the meeting in MS 

Teams couple of times. Focus group showed that a saturation limit had been reached: it only 

provided information that validated the hypothesis and insights that had been recovered from 

the analysis of probe and interview data (Stickdorn & al. 2018b). Summary of the material 

from the focus group can be found in Table 7: transcribed material from the focus groups 

consists of 8 Word-document pages. 
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4.3 Analysis of the research data and development of visualizations 

Analysis of the research data was started right at the beginning of the mobile probe by 

categorizing the probe data in Word and Excel to initial categories to increase the validity 

(Doody & al. 2013): this data was first used to finetune the probe, and then to plan the 

follow-up interview. After the interviews, the group of the same master’s degree students 

which the author was part of, held a meeting to begin the analysis of the data collected 

through the probe and interviews, and decide the final analysis procedure: due to the 

qualitative methods used in the research, also the analysis was done with qualitative 

measures.  

Creation of analysis procedure makes it easier to create a trail of evidence. It also increases 

the extent of dependability, consistency, and conformability of the research (Doody & al. 

2013). In the meeting, it was decided that the online tool Miro would be used for the analysis, 

since it provided easy, shared access to something resembling a physical research wall during 

the time when COVID-19 restrictions advised to avoid contact with people outside one’s 

household. Additional benefit of Miro was possibility to easily copy the data and rearrange it 

if agreed necessary. 

The group then defined initial categories that the data would be sorted to answer the 

research questions of all students involved: these categories were services, wishes, goals, 

demography, needs, probe as a tool, attitudes, participation, skills, resources, devices, 

everyday life, challenges, participant as a digital services user, stakeholders, motivation, and 

success. This stage can be described to be abductive in nature: some of the categories were 

deducted from the theory, while new themes were also inductive, i.e., they emerged from 

the insight from the probe, interviews and focus group (Stickdorn & al. 2018b). Each of the 

categories was assigned their own frame in Miro, and sub-categories were added in the form 

of black sticky notes as they emerged. Unsurprisingly, the number of categories caused later 

some challenges while categorizing the data, since it was difficult to remember where exactly 

some of the data had been categorized, but group work helped. To start categorizing the 

data, it was decided, that the data would be handled in the order of informants running 

number while assigning each informant’s data a unique color: the probe data from the Excel 

sheet was added to the frames while the group discussed in which of the categories the data 

was seen to fit. Sometimes a piece of information fit more than one category: then 

appropriate number of sticky notes was made and added to categories of choice. 
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Figure 19. Initial round of probe and interview data analysis in Miro. 

After the probe data, the group moved on to the interview data. It was decided that the 

transcriber would present the data from the interview while the two other master’s students 

would write the data snippets on sticky notes and categorize them: everyone had read the 

transcripts before the analysis workshop. Sometimes the discussion revealed the data would 

belong to several categories when examined through different perspectives, or the 

interpretation of individual snippet was different when probe and interview data of an 

informant was looked at as an entity. As is common in probe studies, the amount of data that 

had been gathered was huge: Miro board contained over 1600 sticky notes after the probe and 

interview data had been added (see Figure 19). 
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Figure 20. Overview of the analysis at the second round. 

After the first round, the group continued the analysis by examining the rough categorizing 

and grouping of the data and continued adjusting the themes and sub-themes under each 

category and discussing the patterns and thoughts that started emerging. The group decided 

to combine some of the initial categories to other categories, since they had not gathered 

many sticky notes, and seemed to better align with the other category. Some of the sticky 

notes were moved to the side, if they were deemed to be outside the scope of the different 

thesis. As can be seen in Figure 20, the number of black sticky notes marking a category or 

sub-categories increased at the second round, and some of the frames were deleted.  
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Figure 21. Example of a cluster in Miro. 

Some of the data was also organized to a more visually fathomable form: for example, in the 

everyday life section the sticky notes of different informants were organized on a timeline 

and stakeholders in a bull’s eye diagram to indicate the frequency of the contact (see 

overview in Figure 20). Use of labels and clustering of the data also helped form entities, that 

were visually easy to understand as can be seen in Figure 21. The group also checked they 

had used different types of data, several methods, and worked together to ensure triple 

triangulation. Also, the material from the focus group was added at this point. Total amount 

of data that was analyzed can be seen by type in Table 8: material from 9 informants meant 

153 Word-document pages worth of data together with 31 images and 6 GIFs. 
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Participants 9 

Total text material 

(pages, incl. 

researcher’s 

messages) 

153 

Text messages 

(number) 

126 

Images 31 

GIFs 6 

Table 8. Summary of all the data gathered from probe, interviews and focus group. 

The analysis proved, that the informants formed three separate groups in most of the themes, 

that is similar colored sticky notes formed groups under the themes and subthemes, though 

one of the informants belonged to all the groups depending on the theme: this realization was 

used to define three customer personas and create persona cards. Since author’s interest in 

this thesis was to provide customer understanding of the customers’ resources and 

competencies, information about these was also added to the persona card on top of regular 

need, challenge, and goal-based information that master’s student 2 needed for her thesis. 

The persona cards and empathy maps were decided to be done together, since it would be 

confusing for the researchers of Laurea UAS’s DigiIN project as well as to the case 

organization to have two sets of end-results. 

The persona cards were created in co-creative workshop: the author and master’s student 2 

utilized Miro as a platform to create initial draft of the cards. This meant mainly gathering, 

synthesizing, interpreting, and writing the key findings of each identified persona under 

categories which were agreed on together. Master’s student 2 was responsible for the final 

visualization of the persona cards. Empathy maps were created in similar fashion: author and 

master’s student 2 had a workshop, to first decide the categories and initial layout of the 

empathy map which was followed by discussion and selection of key points under each 

category. This map could be created using one of Miro’s readymade templates, and then 

master’s student 2 finalized it by adjusting it to fit one Power Point slide and adding pictures 

of the personas. The final cards were then first reviewed in the meeting with master’s 

student 1. 

During and after the visualization individual, deeper analysis of the data from the perspective 

of this thesis was done by the author. This also included translation of the deliverables from 

Finnish to English. At this stage, author also made customer ecosystem maps for each 
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persona, which were based on the bull’s eye diagram of stakeholder and service use that had 

already been defined together with the two other master’s students. Ecosystem maps were 

reviewed together with the two master’s students, after which the author made some 

adjustments to simplify the maps. The author also created Resource Integration Maps for each 

persona and used them as a base for Resource availability table. The images of the personas 

are from free image bank: images of Samuel, Veera and Emilia are from Pixabay. 

The results of the analysis, i.e., the personas, empathy maps, ecosystem maps, suggestion for 

competence and resource based ideation and usefulness of the mobile probe in the target 

group, were presented to the Laurea’s DigiIN research personnel of the sub-research related 

to case organization in MS Teams meeting: head researcher of the DigiIN sub-research of the 

case organization, head of service design research in DigiIN, who at the same time acts as a 

supervisor of this thesis, and another researcher were all present. They were satisfied and 

even slightly surprised by the richness of data. They found the idea of competence and 

resource-based ideation fresh and especially interesting for the future use. To increase the 

usefulness of the insights in the following step in the overall DigiIN project, i.e., focus group 

discussions with the personnel of the case organization, the author and master’s student 2 

made a video presenting two of the personas on request from two of DigiIN researchers, who 

were about to start focus groups with the personnel of the case organization. 

5 Findings 

The findings and results of the service design process will be introduced in following chapters. 

First, the competencies and resources of young adults in need of increased support identified 

in the process will be presented through customer personas. Second, existing social services 

and solutions the young people utilize currently are reviewed. Third, customer ecosystems 

from the perspective of personas will be introduced. Fourth, the willingness to participate to 

co-design and co-development and expectations for inclusion in the digital social services will 

be covered. Fifth, a suggestion for how to utilize understanding of the competencies and 

resources can be utilized in the co-design and development of digital social services in the 

case company, will be explained. Lastly, the key findings will be summarized to answer the 

research questions.   

5.1 Young adults in need of increased support have resources that could be utilized for 

social innovation of new digital services 

After all data from probes, interviews and focus group had been gathered, clustered, and 

analyzed on the Miro board, three clear groups that were different in relation to the level of 

digital skills, functioning, access to help, ability to deal with social and healthcare matters 
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independently and willingness to participate in service development were detected. There 

was one informant, that was in different groups depending on the topic, but still when 

analyzing the main needs, challenges, attitudes, and resources clearly in only one of the 

groups. The groups were developed into three personas which are utilized to analyze the 

data:  

• Samuel, the persona with most digital skills and ability to solve social and healthcare 

matters independently and highest level of functioning, but least access to help, 

• Veera, the persona most willing to participate in service development, and with 

almost as good digital skills, functioning and independent ability to solve social 

matters as Samuel, and 

• Emilia, the persona with easiest access to help due to the assisted living service, and 

low ability to deal with social and health care matters independently. 

A diagram visualizing the differences between the personas can be seen in Figure 22 below. 

 

Figure 22. Summary of personas. 

The main need for each persona is different from one another: for example, Samuel needs 

social services that meet him as a human and are willing to help him take care of the matters 

without him excessively needing to proof his entitlement to use a certain service. Veera on 

the other hand uses wide range of social services, and due to her financial dependency on the 

benefits needs clear access to see what payments she is due to get and when. Finally, Emilia 

would like to access her health data but needs identification measures that do not require 

e.g., banking codes which she does not have. Lack of appropriate identification measures also 

prevents her from e.g., making appointments online. Overall, it could be argued, that none of 

the personas feels that the current digital social services are designed their unique situation 

in mind though they are rather pleased with the services: some of the answers from the 

informants even display that the informant does not even realize they could expect that. 
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“Well, I wouldn’t say they were [designed] for me! Generally, to all people 

hopefully.” Informant 3 

” Not in any way specially. But I also do not experience that they would be 

designed for a completely different person. Like, they are in my own mother 

tongue. And they don’t require the type of IT skills that I don’t have. But then 

again, I am a bit undecisive, or insecure, for example whether it can be said 

the pain is slicing or more like throbbing, well those have clear difference but 

similarly. I don’t think they have been able to consider that so well. But, 

overall, they somewhat are [designed for me]” Informant 8 

” I think they have been designed so, that they are fairly clear and almost 

everyone knows how to use them, they are fairly easy. Fit many people, and 

many can use them.” Informant 2 

” They are not designed precisely for me. I feel they have been designed for as 

many as possible to use. […] There is a lot of services, that I personally do not 

need for anything, for example pension services are not current for me yet.” 

Informant 10 

” Yes, maybe so, but there are challenges occasionally, but they work quite 

well for me. […] if at Kela they in some way assume, that I understand all 

those questions and somehow that, one needs to be super self-initiative, if 

there is something that you don’t understand and you need to clarify it. It 

feels like, that especially Kela, if you try to take care of something for the 

first time online, it is very, very difficult. […] Maybe the language. I am now 

20, but maybe couple of years ago I would have thought that the questions 

were formed in a very difficult way. I guess, that is most challenging in it, and 

age group. Maybe a little older people understand better, because they have 

more life experience, and they know more about things. Maybe there are 

terms, that people my age don’t always understand – or especially people 

little younger than me.” Informant 5 

Next, the personas will be introduced in a bit more detail after which the focus will move 

more deeply into the capabilities and resources young people in need of increased support 

have that can be utilized to co-design and co-create value in digital social services. For all 

the personas, a persona card and an empathy map were co-created with master’s student 2. 

The persona cards explain the customer group’s needs, challenges and frustrations, hopes, 

behavior, motivation and goals, resources and days in life in detail (see Figure 23, Figure 25 

and Figure 27); the empathy maps are more concise presentations of what the persona says, 

thinks, does, and feels (see Figure 24, Figure 26 and Figure 28). These can be used as 
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artifacts that help develop shared understanding and language about the users and can be 

utilized as base for ideation and development of solutions to the problems and challenges. A 

video introducing two of the personas, Veera and Emilia, was produced by author and 

master’s student 2 at the request of the head researcher and another researcher responsible 

of gathering insight from the personnel of the case organization in the next step of Laurea’s 

DigiIN project. The video is meant to be used as a stimulus in the interviews with the case 

organization’s stakeholders to discuss the needs of the customers, and potential solutions. 

 

Figure 23. Persona card: Samuel (see full-sized version in Appendix 5). 

As explained before, Samuel is the most experienced and skillful digital services user (see Figure 

23). His functioning is good enough for him to have been studying in university and working in 

work placement. When it comes to social and healthcare services, his needs for the service 

channel vary depending on what the goal of his activity is: when it comes to routine 

applications, he would prefer to use his smart phone to access the services, and might consider 

online peer support groups, but on the other hand, mental health services such as therapy and 

guidance services he prefers to attend face to face to separate them from the home through 

transition. 

“It just feels better to me… The discussion, in my opinion is a bit… easier and 

natural or so, that it is indeed face to face and not like this “face to face” 

[refers to the interview in MS Teams video meeting]” Informant 3 

” I find it important, that in addition to having it online, I mean that 

community and interaction, that it is also possible to meet live and connect 

with human being in same space. […] It was very important for me, that the 
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mental health services were organized at the policlinic and not through online 

therapy, which was suggested to me. […] That was not something I would 

want, because I don’t want to handle all those at home. Home is such a safe 

and good place, where I can be at peace and just take it easy. And then I can 

think those horrible things in life there (laughs) at the nurse’s room then.” 

Informant 8 

Samuel is frustrated when he gets repeated requests to add additional attachments and 

extensions, and overall finds the management of attachments and filling of same information 

repeatedly laborious: he thinks automation could be used to ease this and has opted to using 

computer to handle matters that require a lot of attachments because finds it easier than on 

smart phone. Though the guidelines for digital social and healthcare services clearly suggest 

that customer would need to give his information only once, based on these findings it has 

not been reached yet (STM 2016, 6). 

“… Sometimes, or like we all know, sometimes with Kela it is a little bit of 

battle with the paperwork, and it feels sometimes like such, that you are 

looking like a darn high mountain and you’re like “when will this end?!” 

(laughs) […] And sometimes they need like… or like sometimes they need so 

many attachments from many different places, that it is bit like, that you 

must run around million different places. […] And sometimes one is like “what 

do you want from me?”, like “What do you still need so that this thing 

passes”.” Informant 3 

 

Figure 24. Empathy map: Samuel (see full-sized version in Appendix 6). 
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The language used in the services causes problems to Samuel.  

” Kela’s language is such, that though I have been to high school and a good 

writer and got in there and graduated, and one could imagine, since I study in 

university, one could imagine that my Finnish language skills are pretty good. 

But still I have in Kela matters such, that I wonder what they mean, that I 

don’t really understand. And I am also familiar with social services. And one 

could imagine, that would be easy for me, but it is not always. (laughs)” 

Informant 8 

 

Figure 25. Persona: Veera (see full-sized version in Appendix 5). 

Veera on the other hand, is most willing of all personas to participate in the development 

since she loves to help others and finds it meaningful (see Figure 25). She also recommends 

services she finds helpful to people around her and helps her family members and friends use 

services. She is also not very confident in her own digital skills, though she already does use 

various services. 

“ Well, it’s for me such, that since I know already, so when I help other who 

don’t know how to, it is quite nice to help…” Informant 2 

” Helping other people is very important to me, if I can be of help even little 

bit then I want to do it.” Informant 5 
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” Many times I like listening to peoples sorrows, I don’t know what’s in it, but, 

and help if I can… because it is always such a joy for myself if can help even a 

little bit.” Informant 1 

In social and healthcare services, Veera wants that she is treated as a one and the same 

customer when she interacts with a service provider of which she uses several services: in 

addition to her own use, she also takes care of her child’s matters and therefore needs the 

access to the child’s information. 

“In OmaKanta, I don’t always get to check my child’s matters, and I have to go 

through the loops to do it, I find it difficult. […] For example, if I know there 

has been some medical examinations and similar for my child, it would be 

easier if all those would show there and not need to start calling for them.” 

Informant 1 

Up to date financial information is very important to Veera: she needs to know if and when 

she will get benefits and have access to her mobile bank to pay bills and plan her spending. 

One of the informants also mentioned, that sometimes there are differences between months 

what is paid, but she does not have the energy to start following it up: this might be an 

indication that Veera sometimes does not get all the benefits she is entitled to. Yle’s MOT-

editorial staff found out in their interviews of Kela’s personnel, that sometimes the mistakes, 

which are said to be in 20% of the decisions on basic social assistance, have cost the 

beneficiary hundreds of euros without the beneficiary even realizing there was a mistake, and 

there for not even asking for the decision to be corrected (Yle uutiset 2020). 

” At Nordea quite often [service break]. This weekend too, the accounts or 

card payments could not be made during certain time. There is also quite 

often that accounts can’t be shown. Then one is a bit like, okey, there’s some 

problems again. […] If it is so, that the cards can’t be used and the 

information comes ahead of time, one has to anticipate and grocery shop. And 

if the accounts cannot be seen, then it is a bit difficult to plan what to buy, 

since you don’t know how much [money] is there.” Informant 2 

” For example, in Kela they used to be clearly shown, and then they were 

moved so, that they are shown one at a time, when before they all were 

shown at once. Maybe it becomes a little fuzzier. And then before, it was next 

payments and paid. Now it was all in one list there. No real spaces or 

anything, where you can see the previous payments but instead all in one list. 

[…] For example, here there are the next payments and so, before there was 

the date, what will be paid and how much. Now it’s much more disorganized 

here. […] There was the payment date and what – for example basic social 
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assistance – and how much will be paid. It was all organized one below 

another, now they are here separately.” Informant 2 

” Banking I need every day. When there are those [service breaks] that last the 

whole day, it is very frustrating, one doesn’t have access to do anything, see 

one’s own account information, or anything else. Transfer money to someone 

or…” Informant 1 

” Sometime, occasionally it has been a bit difficult and sometimes one doesn’t 

quite understand the decisions made by Kela and why in some months they pay 

less than in the previous months, so then one wonders. […] Usually, I don’t 

have the energy to start sorting it out, if I have received little less money in 

some month, so usually I just let it be or I read the decision that is sent in 

mail, I then read that. There has never been that big differences that I have 

to contact them.” Informant 5 

 

Figure 26. Empathy map: Veera (see full-sized version in Appendix 6). 

Veera has experience of using digital social services, but when she is filling a new application, 

she would like to have help: preferably right there and then at her chosen time and in person. 

Regular call would not be suitable, since then it is more difficult to communicate which part 

is being talked about than face to face: video call might work. 

“ If you think of something, that is not differently due to COVID-19, so if one 

needed to fill in on application with Kela, that I haven’t filled in ever before, 
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so I would maybe rather sort it out by going on the spot and filling it together 

with someone.” Informant 5 

” If you have some completely new application, for which you need something, 

so they could show [face to face], that there you put that and there you don’t 

necessarily have to put anything. If she explains it on the phone, and you don’t 

understand where she is going. […] [If not face to face], It could work online or 

through video, if she showed that to this place you put that. That could also 

work.” Informant 2 

Though Veera has learned digital skills from the young people around her, and uses fairly 

many digital services, she faces problems when using social services on her preferred device, 

smart phone. 

“ When I have applied social assistance from the city, on smart phone not all 

same things can be viewed as with computer. I don’t know why not as much is 

shown on smart phone as on computer. […] It says here that the browser you 

are using is not supported. All features of the page may not function. […] If I 

know that there should be some sort of decision or rejected decision, I will 

sign in using computer to see it. “ Informant 2 

 

Figure 27. Persona: Emilia (see full-sized version in Appendix 5). 

Emilia (see Figure 27 and Figure 28) has the lowest level of functioning of the three personas, 

and thus lives in assisted living unit. Biggest challenges for her regarding digital social and 

healthcare services is that the current identification methods, e.g., online banking codes 
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which she does not have, prevent her from entering services such as OmaKanta. Therefore, 

simple sign-in would be useful.  

“ I cannot use OmaKanta because I don’t have online banking codes. […] Would 

it be possible to access OmaKanta using Google-account, so I wouldn’t need 

online banking codes which might be difficult to get. […] It would be 

important to have access to own information.” Informant 9 

Digital services should have interfaces, that are easy to use even on small screens. Also, the 

information in digital services should be in different formats: video and image content are 

preferred in addition to text by Emilia. 

“ It [tablet] is nicer to use, because in phone the keyboard buttons are so 

small.” Informant 4 

“On the webpage of activity center, there are small pictures of workshops and 

other activities, it gives you more understanding than just text, gives 

additional information. For example, a series of images about the activity 

would be interesting to see, it would be then easier to understand what 

happens there.” Informant 10 

” It would be better, if they told in a video what one can do in each group. […] 

Both participants and leader should be on the video: leader tells the facts and 

participants experiences. It would be nice to hear what others say about it.” 

Informant 9 

“ [For information searching] images and videos, because reading of long texts 

is difficult due to my dyslexia.” Informant 9 

” It depends what information I am looking for, almost any media is ok. On 

activities picture material or video is best, when I want to know what it 

consists of. At least pictures if not video. Usually I am interested, because 

sometimes the text gives you different impression, and pictures let you see 

the environment where the activity happens and what it is in practice. For 

example, case organization’s activity center’s page had a picture of workshop 

that displayed components of a computer, and it instantly made me interested 

and made me understand a little what the activity consists of.” Informant 10 
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Figure 28. Empathy map: Emilia (see full-sized version in Appendix 6). 

Interestingly, Emilia is the persona which most stated using the case organization’s digital 

services: she has used these to find meaningful activities to her days. This might be due to 

her existing everyday connection with the personnel of the case organization, since couple of 

the informants mentioned getting information and encouragement to go and sign-up for group 

activities and workshops. 

“ I looked at day center’s pages and signed up to group activity. It worked 

well, I just sent my details and they replied with email and WhatsApp 

message. It was easy to find what I was looking for, I had gotten some 

information before hand before going to the web page, so it was easy to find 

where I wanted to sign up.” Informant 10  

” I checked the groups on the webpage but didn’t sign up yet because wasn’t 

able to yet. Couple of groups might be interesting so I would get something to 

do to my days. […] Webpages were very clear, and I found what I was looking 

for even though I haven’t used the internet that much. It wasn’t difficult at 

all. It took only couple of clicks and the place to write your details and which 

groups you want sign up to came up.” Informant 9 

” I have signed up to activity center’s services online and participated in Zoom 

and MS Teams group meetings which were held online due to COVID-19. It has 

been quite nice, a bit different.” Informant 4 
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Figure 29. Resource integration map of Veera (see full-sized version in Appendix along with 

other resource integration maps 7). 

Next, the resources and capabilities of these personas will be explained. Persona cards and 

empathy maps present the most important strengths, abilities, and resources of each persona 

to enable the use of them as a single artifact in the ideation and development of new digital 

services of the case organization. To further analyze the resources, resource integration maps 

introduced by Takeyama & al. (2014, 345) that were adapted to contain categories of offline 

and digital resources important for digital and social inclusion (Helsper 2012, 418) were 

created for each persona. Tommasetti and others’ (2015, 7) conceptual framework for value 

creation as well as Arnaud and others’ (2006, 3) The Consumer's Operant and Operand 

Resources can be synthesized to Helsper’s overall categories of economic, personal, social, 

and cultural resources as presented in chapter 2.5. An example of the resource integration 

map can be seen above in Figure 29, and resource integration maps for each persona in 

Appendix 7. As can be seen, resource integration map has similar components as personas, 

but focuses more on customer’s behavior as activities, goals, persona’s competencies and 

resources, and outsourced resources. 

5.1.1 Economic competencies and resources 

All the personas have some economic competencies and resources, which are presented in the 

Figure 30. All the personas use benefits from Kela and possibly from the city’s social services: 

Veera and Samuel have the skills and devices to apply them themselves either through online 

services or by visiting the service providers customer service, but Emilia has a support person 

who applies the benefits for her. These are mainly digital resources, and the money is the 

outsourced resource. 
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Figure 30. Summary of economic competencies and resources. 

Emilia’s only economic resource in addition to benefits is that she has a smart phone and 

computer or tablet available and can use mobile internet for access to digital services. 

Veera uses online banking and payment services every day and calculates what she can afford 

and how to anticipate expenses. When it comes to outsourced resources, Veera gets more 

experience from work training, which not only gives her something to do during the days but 

might help find a permanent work position or study place of her choice. She also has several 

devices she uses; computer, tablet, smart phone, and smart watch are all something she uses 

with digital services. She also has internet access both at home and through mobile phone. 

“If it is so that cards cannot be used and that information come in time, one 

has to prepare and do grocery shopping. And if the accounts cannot be viewed, 

then it is pretty challenging to plan what to buy when I don’t know how much 

[money] there is.” Informant 2 

“ Mobile banking app [one of the most important digital services]. Banking 

things are needed every day.” Informant 1 

“ So I will probably do that [practical nursing degree] and then continue from 

there. Nevertheless, I believe that I would get to study practical nursing fairly 

easily, because I have per se good position, since I have completed high school 

and would think it would be fairly easy to get in then.” Informant 5 

“I have dropped out of two vocational degrees and now I’m in the work 

training and I am planning to continue my studies. […]” Informant 2 
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“… I use my phone all the time and that [smart] watch in my hand almost all 

the time. However, at home I have used the tablet to watch those series, 

because it’s a little bit bigger and then I also have a laptop computer in use. 

At least a lot of devices to be found.” Informant 2 

” I have camera and two computers… Now I have three computers that I use… 

And of course, phone.” Informant 1 

In addition to knowing how to apply for financial benefits, Samuel also has quite extensive 

knowledge of what type of benefits he would be entitled to and understands the services, and 

due to his level of functioning, he also would have the energy to file complaints if needed. 

Samuel also has graduated from vocational school, and is currently studying at the university, 

and is in work placement. Samuel uses online banking services and when compared to other 

two personas more diverse online payment services such as PayPal. Through the studies 

Samuel gets additional resources like teaching from the university and utilizes his parent’s 

knowledge and advice if needed in for example tax issues. Samuel also has good devices: 

because of his gaming hobby, he has an efficient computer and a smart phone. 

” I don’t find Kela that difficult anymore, because I have used Kela for quite 

many years, so it has become familiar to me.” Informant 3 

” Very rarely use some other channel than online [in Kela services], because I 

think it is easier to handle them through the internet. […] I have gotten used 

to it, I learned it back then, so now it’s easy, but in the beginning, it was a 

bit…” Informant 8 

” Usually if I have needed to ask Kela for some help, so that for example my 

family has not been able to tell, so then I have marched to the spot. I think 

that is the way to get most clear and best answer.” Informant 4. 

5.1.2 Personal competencies and resources 

Personal competencies and resources are related to physical and psychological health, 

personality, intelligence, and skills as well as in digital context to leisure and entertainment 

person uses. Personal competencies and resources demonstrate person’s ability to manage 

their daily life and seize possibilities without the influence of their cultural, economic, and 

social background. 

Personas differ in their personal resources (see Figure 31): biggest difference is related to 

their level of functioning due to where they are in their rehabilitation from possible mental 

health or substance abuse challenges. Samuel already has tools to support his own mental 

health and lives independently and can work and study, whereas on the other end of the 
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spectrum Emilia needs support almost around the clock. Luckily, Emilia has easy access to 

help through the living unit, who also guide her in whatever needs arise. Veera is somewhere 

in the middle: she does need some support but is able to do work training. 

 

Figure 31. Summary of personal competencies and resources. 

Emilia has enough skills to search contact information for healthcare and social services 

online to call them. As an outsourced resource, Emilia gets help from a support person for 

example for applying for benefits or using money to buy something in addition to the help at 

the assisted living unit.  

“I search for the phone number for making an appointment or specialist 

physician online if need it, and then call.” Informant 9 

“ I enjoy my friends and music, which I listen almost all the time. […] I usually 

listen to it through my phone, I download music from YouTube or internet. I 

listen to music while going for a walk if I am alone, but now I usually walk 

with a friend.” Informant 9 

“ A challenge I have is deterioration of psychological wellbeing, but I get help 

for if I need. It is easy get help at the case organization if I’m feeling bad.” 

Informant 9 

Veera’s biggest sources of everyday happiness are her child and cat, as well as face to face 

interaction with others such as other people in the work training. Helping others is also big 

source of energy, and it gives her the sense of recognition and respect when people she 

helped thank her. Veera also knows how to use wide array of digital services and apps: for 

example, she makes her shopping lists online, listens to music from Spotify, and entertains 

herself and her child by watching series and movies from on demand platforms. 
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“Child brightens up the day, no matter how bad the day. Same goes for the 

cat.” Informant 2 

” Well, often I like to listen to people’s sorrows, I don’t know what it is, but, 

and trying to help if I just can… Because it is always such a joy to me if I can 

help even a little bit.” Informant 1 

“The type of job, where I can help other people would definitely be a dream.” 

Informant 5 

” Anyway, I’m in my circle of friends – I have fairly young friends – so I can be 

of help in quite many things, which is very nice. […] And helping people is very 

important to me, so if I can be even a bit of help, I want to do it. […] [I 

receive] Mainly thanks. One doesn’t get any big reward from it, but to me it is 

very nice, that if I notice that someone is very thankful, it is wonderful.” 

Informant 5 

“I plan a bit which shops I go to and make lists of food I need to buy online. 

[…] Foodie, it can be used to create a shopping list and when you go to the 

store, you know a bit where you can find everything. “ Informant 2 

Samuel has a lot of personal resources: he is in good physical health because of his sports 

hobby, has the will to try and handle whatever challenges come his way on his own, but also 

strength to ask help if needed. 

” I always try to take care of it on my own, but if there is a situation where I 

honestly don’t know, then I also ask for help. Like, I don’t stay spinning with 

the problem on my own and leave it undone, but instead ask for help.” 

Informant 4  

He has used computers since childhood, and thus has excellent IT skills that give him the 

courage to try new things and skills to evaluate the information security of services. He 

prefers online services and has long experience and routine for using social and health care 

services, both face-to-face and digital. For leisure entertainment, when he is not engaged in 

his ambitious sports hobby, he plays games on his computer: he plays the games both alone 

and with other people online. Through his hobby organization he has access to hobby spaces, 

and his parents are the main source for guidance and help when needed. 

“I can use digital services. Not perfectly, sometimes I don’t know what to do. 

And for example, social media, with that I’m probably on basic level. But with 

computers solving of problems or so, I am in that better than average, because 
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it is a bit like a hobby to me. […] I am interested in computers and working 

with them. I can for example build a computer.” Informant 8 

“ I use social media, and digital services fairly lot, of course because I’m part 

of this… generation and so. I have been in charge of electronics and other 

digital things since I was quite little.” Informant 3 

“ I use phone to all messaging, Facebook and such…social medias. And then 

computer to take care of all the official stuff and such.” Informant 3  

” I always try to solve and take care of things by myself, but when the 

situation is such, that I honestly don’t know, then I also ask for help. […] [I ask 

help from] my family, they are the ones I ask first, whatever it is about, 

whether it’s some Kela things or bills or some tax things for example, which 

are little unclear to me, because my parents know them very well.” Informant 

3 

“ The sports hobby, which I do actively, almost every day more or less 

practices, because I aim to compete, so now we train fairly hard.” Informant 3 

” I am a lot on the computer during the weekends. […] This sounds like I don’t 

have any social life, but I keep in touch with other people through computer. I 

play with them and talk with them for example in Discord.” Informant 8 

5.1.3 Social competencies and resources 

Social competencies and resources refer to offline social ties and powerful civic and political 

networks as well as digital networking and communication and participation and engagement. 

All the personas have friends and at least one relative they have a close relationship with (see 

Figure 32): the strength of ties may differ and can be affected both by COVID-19 situation and 

changes in life in general. Also, all personas interact with a network in digital channels: social 

media and WhatsApp play biggest role for Emilia and Veera, whereas Samuel is not so actively 

contributing to social media, but communicating with the gaming community through Discord, 

and other friends through WhatsApp. 
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Figure 32. Summary of social competencies and resources. 

Emilia has a network of friends and professional help from the assisted living unit she spends 

time with watching TV, playing, and taking walks: these ties might be most related to the 

current stage in her life, and the significance of this network might lessen after she moves 

out. This network also offers her valuable source of information on the service offerings of 

the case organization: she asks for experiences and opinions from her friends when 

considering different workshops and activities.  

” Now it hasn’t been possible to ask opinions from others, because COVID-19 has 

prevented moving in elsewhere than inside my own unit. Without COVID-19 I would 

ask for experiences, and I have asked friends’ experiences before.” Informant 9 

She also entertains herself by sharing her life to her “outside” friends in Facebook through 

pictures and status updates: she also follows the lives of people important to her through it. 

Emilia takes part in peer support groups, which provide her help and information. 

“I use my phone a lot, I call and use internet. […] I use everything possible one can 

download to the phone: Facebook, YouTube, and music players. I follow others and 

share my own life. I have been in Facebook since I was 14-15, friends used it and 

showed it to me, and I also wanted a phone and use these.” Informant 9 

 

” On my mobile phone I use WhatsApp and Instagram. On the tablet I use Facebook 

and Instagram. “Informant 4 

 

” I do all the basic stuff that one does in for example Facebook. I post my things and 

follow what others do.” Informant 4 
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Veera has supportive family and friends, who actively help each other: she helps her parents 

and friends, and her friends and siblings help her. She holds a trusted position in her family 

and friend circle, and recommends services she finds helpful to others, and even helps in 

using them. Some of the friends are also unemployed, which is why she has recommended the 

case organizations services too. Peer support groups in for example Facebook and Instagram 

are places where she goes to seek help and information, and possibly share her own 

knowledge: though she uses also online groups, more personal and intimate topics she prefers 

to talk about in face-to-face meetings.  

“I have checked their Facebook page […] There’s for example that video, 

where they introduce all those workshops and what they have. And then there 

was a text, where it’s explained what is done in it and what is included. […] I 

have shown it to a couple of my friends. […] If they have been unemployed or 

so. […] I have tried to show them if they also got in there.” Informant 2 

“For example, […] I am in diet group in Facebook, and there I read how people 

have told about what has happened or if they feel bad about some food and 

could someone tell if they have similar experiences and what it means. I like 

to read different things from those groups, for example recipes, like here’s 

the original one and this is the one I modified to my liking, I find those quite 

well. “ Informant 2 

“At the moment, I’m in one group which I participate in. […] It has now been 

held remotely, and that would be something which I’d prefer to attend face to 

face. […] That’s something I would prefer to handle on-site. […] Maybe 

because […] you see the people you talk to about your own pretty private 

things live, it is kind of like trustworthiness thing. It would feel trustier when 

you see people physically, to whom you talk about things.” Informant 5 

Overall, face-to-face communication brings Veera energy and raises her spirits: the fun, 

relaxed social interaction at work training is particularly important to her, and something she 

expects from her future workplaces too. She has a strong tie to her cat as well: watching and 

interacting with the cat brings her joy. 

“Nice crowd there [workplace] That there would not be very tame ones, and 

no-one talks to anyone.” Informant 2 

Samuel holds a position of power in his hobby, and he enjoys social recognition through it: he 

coaches others on top of his own training and is well networked with the hobby organizations 

decision-makers. He enjoys encouraging and seeing the people he coaches succeed and 

overcome their fears. He has a large group of acquaintances, and close friends through online 
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gaming and sports hobby: the loose online gaming community is partly abroad. The 

communities help Samuel build his identity. 

“ …Actually it’s coaching, that I’ve been able to do […]… It’s been like, even 

though I don’t get any real salary, it has felt super good every time. It’s 

definitely something I want to get to do. […] I guess it is when one gets to see 

people overcome fear. For example, we have done some things, that ‘I can’t 

do that’ or ‘I will never have courage’ but then you see them do it, you see 

instantly that success, that’s like best thing ever.” Informant 3 

“I keep in touch with other people particularly with computer. I play 

something with people, chat with them for example in Discord. […] Often my 

friends live far away because I have met many of them online.” Informant 8 

” I hang out more in like sports crowd. And then… Well old school friends and 

such, more with them [than people from work placement]. […] I have quite a 

lot of friends abroad and such, and of course I keep in touch with them 

whenever it’s possible.” Informant 3 

5.1.4 Cultural competencies and resources 

Cultural competencies and resources are related to gender, ethnicity, generation, specialized 

knowledge and skills, expectancies for life, history, and imagination together with digital 

participation and engagement. Cultural competencies and resources were not widely 

identified for the personas through probe, interviews and focus group (see Figure 33). This 

may be partly because the vulnerability of the target group and ethical considerations made 

author and the two other master’s students to be cautious of asking questions related to 

health, minority groups etc.: also, the target group was selected so they all spoke Finnish, 

which therefore may have affected the diversity of cultural competencies and resources. 

 

Figure 33. Summary of cultural competencies and resources. 
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Emilia has dreams of living a meaningful life and having own home in the future: these can be 

seen to align to general, western dream. Emilia is also tightly embedded in the community of 

the assisted living unit, which may affect her choices and behavior. 

“I wish to have something meaningful to do during the days, but not just for 

the sake of doing. For example, it was nice to help take down Christmas tree 

from the dining room the other day, it was practical doing.” Informant 10 

Veera aims at getting a paid job that makes it possible for her not to worry about money all 

the time: to reach this, she is motivated to complete a degree. She finds meaningfulness to 

her life from helping others, especially in peer support groups: it could be stated that she 

gains self-validation through the peer support engagement. 

Samuel builds her identity strongly through the online hobby communities. He also sees 

himself to be part of digital natives, and therefore, well included in the digital society. 

Samuel presents most detailed, and biggest dreams of these three personas: he has the 

motivation to work toward having a good job, completing university level degree, and 

reaching high level expertise in his hobby. 

5.2 Existing social services and solutions young adults in need of increased support use 

Overall, Kela, OmaKanta, and doctor’s office seem to be the social and healthcare services, 

that are most commonly used by the young adults in need of increased support: eight out of 

the nine informants mentioned using them. This is supported by the findings from the 

questionnaire that was conducted simultaneously in the case organizations premises. It also 

might be, that these three services are easy to talk about: they do not reveal that much 

about personal details, since many young people and especially unemployed people and 

students apply for benefits at Kela, and OmaKanta is commonly used by anyone who has some 

laboratory tests or medicine prescriptions. 

On top of aforementioned, the informants mentioned using city’s social and healthcare 

services, FSHS (Finnish Student Health Service), Huslab, Omaolo (digital service for finding 

right social and healthcare service) and Koronavilkku mobile app. These were not part of the 

most important social services the informants used. Some of the informants had experience of 

having a designated support person to help them apply benefits and find the help they 

needed: for example, there might have been a social worker, or named Kela contact person. 

When it comes to the use of services, all personas would prefer to use the digital social 

services through mobile phone, but currently it is not always possible or feasible: though 

mobile first has been the anthem for private digital services for years, it seems it has not yet 

gained wide popularity in the social and health care services. Also lack of support for 
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browsers available to the informants, was an issue that sometimes prevented them to access 

the services on mobile phones: since the informants use many of the services regularly, they 

are used to these sorts of issues, and therefore predict the problems and change their 

behavior, i.e., which device they use based on their experiences. 

“Well, at least for example when I’m filling some information in Kela, it is 

little bit more difficult on phone, so I have somehow experienced it to be 

little bit easier on computer.” Informant 3 

” [Prefers to use Kela] On phone, but if I am filing an application and I need to 

put some attachments, then I don’t know how to search from the phone where 

I save them.” Informant 2 

” I rather prefer to take care of Kela matters online, but it is partially because 

it costs to call there and there is very long queue. And I don’t like to pay for 

it. So, if there was an easy phone service, then I would rather call, because I 

would get quickest answer for there. But since it’s now usually easy 

experience, it is then easier to look up online or put to their forum, if it is 

such a matter, that it’s now very current or personal question. I have put a 

message to the forum once.” Informant 8  

Interestingly, the services of the case organization did not rise in the answers of all the 

informants, though they were recruited through it, and therefore most of the informants have 

used them in some form. It might be, that some of the work training and placement related 

services are not so clearly seen as social services. This is backed by the fact, that TE services 

were mentioned only twice. 

“ I have looked at their Facebook page. They have made updates also there. 

[…] There is for example that video where they introduced different 

workshops and what there is. And then there was text explaining what is done 

and included in it. For instance, for that workshop I attend, what is done in 

there. I have shown it to couple of my friends.” Informant 2 

Informants who were the base for Emilia, who is living in the assisted living unit, was the 

group who mentioned case organization’s digital services the most. The main use for the case 

organization’s digital services was researching and signing up to different activities and 

workshops. The service itself seemed easy to the informants, but they gave suggestions for 

improvement: especially diverse content about the workshops was hoped for in the form of 

both videos, pictures, and text. 
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Main source for help and advice is very similar for young adults in need of increased support: 

all the personas turn to their family and other people close to them for help and advice, 

though they do Google for initial answers. For Emilia, the main source of advice and help is 

the personnel at the assisted living unit, though she also uses her network of family and 

friends. 

“First of all, I would ask my parents, but then I would put the issue on Google 

and depending on what it is related to, but my parents can… - they are very 

close to me and I can tell them anything and they will help in everything.” 

Informant 5 

Though there is evidence, that young people in need of increased support often receive 

informal help from their friends (Ikävalko 2020), this did not come up in the answers of the 

informants. Few of them, mainly the informants related to Veera, did mention helping their 

friends apply benefits or recommending the services of the case organization, but only one of 

the informants talked about the role of her friends in helping her. This was mainly related to 

the COVID-19 situations, that has decreased the amount and possibilities for face-to-face 

social interactions leading to feelings of loneliness and melancholy: opportunity to stay with a 

friend’s family has helped the informant to have access to social interaction she craves for. 

“I don’t usually visit her this much, that I have been visiting them maybe two 

to three times a week, and I have stayed the night even on weekdays, that 

brings the social interaction.” Informant 5 

5.3 Ecosystem from the eyes of young adults in need of increased support 

Customer ecosystem maps provide information of stakeholders and services and value 

creation between them and the customer. The connections between actors on the map 

provide visual, easy to track information on how the system works from the perspective of 

the customer. Similar information can be found in the persona cards through examples of 

services the persona uses, and therefore ecosystem map is merely an alternative way of 

visualizing and examining the persona’s relationships with different stakeholders. 

Overall, it could be said, that the social services in Finland, e.g., Kela, seem to the customers 

presented by our sample, to be designed to match the needs of “majority of people”. When it 

comes to themselves, especially Veera and Samuel, the services seem to have been organized 

from the organization’s own viewpoint and silos, and not considering how the customers 

actually use the services throughout these silos, and they consider the experience as one 

which matches Polaine and others (2013, 22) views of perfectly designed single services inside 

silos and no design for the overall service which affects the overall value the customer gets. 
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More detailed customer ecosystem maps for each persona were created to highlight the most 

important social and healthcare services together with the main stakeholders and other 

digital services the personas use. The customer ecosystem maps also describe the relationship 

between the persona and the service/stakeholder, and the value or challenge the relationship 

brings to persona’s life. 

5.3.1 Ecosystem from Samuel’s perspective 

Samuel’s ecosystem (see Figure 34) highlight the gaming and sports communities that he 

frequently interacts with and who bring the support and entertainment. Work placement 

organization and university provide another important social circle. Since Samuel’s level of 

functioning and health is good, his interaction with social services is mainly restricted to 

monthly routine transactions, and even less frequent use of healthcare services. 

 

 

Figure 34. Samuel's ecosystem map (see full-sized version in Appendix 9). 

Samuel is also in contact with his parents, who are the main source of support and help, and 

less frequently with his relatives, who he gets help from if needed, and if they would wish so, 

he would help in return. Childhood friends Samuel mainly interacts with by messaging on 

WhatsApp, since the more active gaming and sports community takes up most of his free 

time. 
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5.3.2 Ecosystem from Veera’s point of view 

Veera, with her social personality, uses big part of her day interacting with her child, friends, 

parents, and siblings, and this is done through diverse social media tools as can be seen in 

Figure 35. She also spends time with these people face-to-face when possible, and this can 

mean hanging out in shopping centers or going to movies. 

 

 

Figure 35. Veera's ecosystem map (see full-sized version in Appendix 9). 

She, like Samuel, is not interacting with healthcare services weekly, but monthly or even less 

frequently. In contrast to Samuel, Veera’s interactions with Kela and city’s social services 

might be weekly, when she has more bills or is entitled to more benefits. Veera also interacts 

with both social and healthcare services to take care of her child’s needs, which poses its own 

difficulties at times. Online banking is especially important to Veera since she follows her 

spending and income streams daily. 

Work training and other trainees provide Veera meaningful things to do, and at the same time 

energizing social interaction. Veera also uses social media to access peer support groups. 
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5.3.3 Ecosystem from Emilia’s standpoint 

Emilia’s most frequent contacts are the residents at the assisted living unit, and supervisors 

at the same unit (see Figure 36). Other residents are important factor on how pleasant the 

experience at the unit is, and offer company when Emilia wants it. Emilia and her friends/co-

residents spend time listening to music and watching videos from YouTube. As described in 

the previous chapter about resources, Emilia gets help and support from the personnel of the 

unit and has several contacts with them every day. The personnel also give information on 

possible other social and health care providers, and help Emilia find the help she needs. 

Emilia makes appointments by calling the health center, HUS or HusLab, which she typically 

needs mostly monthly or even less. 

 

Figure 36. Emilia's ecosystem map (see full-sized version in Appendix 9). 

Some of the services are not so easily accessed by Emilia: she would like to use OmaKanta to 

check her own information and maybe renew prescriptions, but she cannot do it due to not 

having online banking codes, and she either is not aware of alternative ways to identify like 

Mobile Id. She has a support person, who for example manages the applications for benefits 

to Kela: Emilia finds, that taking care of transactions with Kela might be too difficult to her, 

and that is why she feels pleased it is taken care of by someone else. 
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In addition to prior mentioned, Emilia takes part in peer support group, where she discusses 

with other face to face. She calls and visits with her mom weekly and uses WhatsApp and 

social media (Facebook and Instagram) to share her life with her relatives and friends. She 

also attends hobbies with her friends and asks them for recommendations. COVID-19 situation 

most likely is seen in the activities mentioned, since Emilia has had to restrict her interaction 

with other outside the unit. 

5.4 Willingness to participate in the development and expectations for inclusion in digital 

services 

As mentioned in chapter , customers willingness to co-develop, co-design, and co-create 

services is related to myriad of things. According to DART model, dialogue, access, risk, and 

transparency are paramount (Prahalad & Ramaswamy 2004, 11). The personas representing 

the young adults in need of increased support have different perceptions on participation in 

the development of services together with the social and health care providers, and in 

addition to this, different expectations for inclusion. 

Figure 37 summarizes the personas’ willingness to participate in co-design, mode of 

implementation preferred by them as well as their views on helping. On a scale, Veera is 

most willing to participate and Emilia least: Samuel is somewhere in between, since he feels 

too busy to participate, and prioritizes other activities in his life. 

 

Figure 37. Willingness to participate in co-design. 
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Main motivator for Veera’s participation is her general wish to help others, but the informants 

behind Veera also stated they find the idea of being able to tell friends about new services 

and therefore gain forerunner status as appealing to them. Samuel is slightly interested, but 

there the motivation comes mainly from being able to have better services for themselves. 

Emilia is quite indifferent to the idea but would like to participate if the usefulness of 

participation for them would be clear. 

The mode of participation that the informants preferred reflects the life situation and level 

of functioning of the participants: Veera would prefer to participate in a workshop with nice 

people and support around, and the social setting is important to her. She would be willing to 

for example test a prototype on her own, if there was possibility to ask questions and help 

from someone if needed. Samuel with his busy schedule would take part through 

questionnaire or possibly in online workshop. Informants behind Emilia could not identify 

specific modes, but after asking additional questions said, they could participate in a 

workshop if the content of the workshop was concrete and not too straining energy-wise. 

Most of the informants stated, that the services are not designed particularly to fit their 

needs, but rather for everyone, which might in some cases reduce the level in which the 

services match their needs. For example, one of the informants mentioned, that on the front 

page of Kela, some of the services such as pension do not match his current situation and 

brought up the possibility to personalize the services shown based on the user’s information: 

this would help knowing about and applying all the benefits or other services that are related 

to their situation. Many informants mentioned that there are other groups of people, who are 

more vulnerable than themselves when it comes to digital service: for example, older or 

younger people were mentioned as beneficiaries, who the services providers should keep in 

mind when designing the digital services. Answers of many of the informants behind Samuel 

and Veera also implied, that they are already helping people close to them in the use of the 

digital social services that fit these more vulnerable groups: for example, one the informant 

behind Veera told how she frequently helps her younger friends with Kela services when they 

move to their own home or start studying. 

All the personas want to be included in the digital services, though some of the informants 

stated there are forms of services that they wish not to use digitally: for example, therapy 

services are such, that many prefer to attend them in person in a physical space where the 

professional and they are in the same place, and same applied with peer support groups. One 

of the informants behind Emilia did mention, that since they are introverted, it might lower 

the threshold of attending if one could choose when to use digital or offline service. For 

Emilia, lack of banking codes is major barrier for the use of digital services, and she would 

like to access the information about her in services such as OmaKanta.  
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Informant behind Samuel and Veera brought up the fact that they find it difficult the get help 

when needed, especially in mental health issues, and feel that they need to justify their right 

to have help and benefits. Samuel even described this as a constant battle. Also, the social 

services feel inviting to Samuel: they don’t feel the service providers have the motivation to 

help them handle all their applications at one go, but rather focus on small details in the 

service, that the person is at that moment having problems with: this might mean certain 

part of an application, and therefore lead to the need to ask again, when the overall situation 

for which Samuel is seeking help for requires different information. 

5.5 Suggestion for using customer competencies and resources as a base for service design 

for social innovation 

Since the development work of the case organization will proceed to identification of 

opportunities and ideation of solutions only after the thesis process is finished, it was not 

possible to prototype or experiment with how to use the customer competence- and resource 

-based design tools in the scope of this thesis. To increase to usefulness of the material on 

customer competence and resources, author designed a suggestion for the use of the 

information in a workshop further in the design process of the case organization. The 

approach is based on Takeyama and others (2014) Research Oriented Service Innovation 

(ROSI) model. 

Digital inclusion can be promoted by combining existing resources and competencies in new 

ways as a part of digital social services that cater to customers’ needs according to social 

innovation principles. Thus, it is possible to learn from the more advanced customers and 

copy their success factors to solutions that support other customers. 

 

Figure 38. Resource Availability Table (full-sized version in Appendix 8) of young adults in the 

risk of digital exclusion: Not developed / Hard to Acquire column presents a competent end-

user (Samuel) and Developed / Easy to acquire average user (Veera and Emilia). 
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It is suggested, that among other ways of ideating solutions to design problem, the design 

team together with case organization’s personnel and customers would explore how the 

existing competencies, networks and other resources of the personas could be utilized to 

fulfill their needs through digital services. This can be done by using Resource Availability 

table (see Figure 38) together with questions that help identify how the knowledge about 

advanced users’ competencies and resources could be used to in the case of specific 

personas. Here, Samuel was recognized as the most advanced customer when it came to 

overall competencies and resources related to digital social services, and Emilia and Veera as 

personas who could benefit from additional support the most: of course, Samuel has his own 

challenges related to access to certain services, for example mental health, that the other 

personas might be in better position to receive.  

Example questions used in the workshop could be the following:  

1. How would it be possible to offer Emilia and Veera an empowering service or 

training that would give them the competencies mentioned in the cell II of 

Resource Availability Table? For example: How can digital services be made 

more reasonable? How can their boldness to try a new/reformed service be 

supported? 

2. How digital service could replace the need for resources mentioned in the 

cells III and IV? For example, what type of service would not require user like 

Emilia self-initiative and would ease taking action? How could the service 

connect Veera to a wider social network? 

3. What user empowering resources or competencies could be included in the 

service by for example utilizing partners or collaboration with other actors? 

4. How could the interaction of different customers be utilized so that the 

competencies or resources of one customer group (persona) could support 

other customers? 

The outline of possible ideation workshop and how the ROSI approach could fit in it: 

• Start of the workshop: general introduction. 

• Familiarization of the persona cards 

• Possible other, need based ideation methods. 

• Creation of Resource Availability Table based on Resource Integration Tables 

in Appendix 7, or introduction to readymade Resource Availability Table 

(Appendix 8). The aim of this phase is to familiarize the group with the 

resources and competencies of different customer groups. 
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• Resource Oriented Service Innovation: 

o Ideation based on Difficult to Obtain Competencies with the aid of 

questions mentioned in the previous list at 1. 

o Ideation based on Developed/Easy to Obtain Resource and Non-

Developed / Hard to obtain Resources with the aid of questions 

mentioned in the previous list at 2. 

o Ideation of resources or competencies that could be obtained from 

partners or through collaboration with other actors to complement 

the customers’ current competencies and resources and the ones they 

lack (question 3 in the previous list).  

o Ideation of how the customers and interaction between them could 

be used as a part of service in a way that is beneficial to all parties. 

• Categorization of the ideas. 

• Prioritization of the ideas based on their feasibility, viability, and desirability. 

• Closing of the workshop.  

The customer competence and resource integration maps could be utilized also further along 

the design process, either as artifacts or to plan the development work: for example, they 

could be used to plan the exercises or prototyping modes so that they support or utilize the 

target groups competencies and resources. This might mean planning more active and 

concrete actions for people likely representing Emilia: for example, desktop walkthroughs and 

Lego Serious Play might be something, that feels both fun and interesting to do, allow the 

participants to share their views more fully than using only language. 

6 Discussion and conclusions 

This thesis set out to provide the case organization and the DigiIN research project customer 

insight and understanding of young adults in need of increased support in the context of 

development of inclusive, digital social and healthcare services. The results presented in the 

previous chapter and summarized in the form of personas, empathy maps, customer 

ecosystem maps, resource integration maps and resource availability table provide firm 

package of artifacts that can be shared and used in the further stages of the development 

work at the case organization and further stages of DigiIN research.  

In fact, the DigiIN researchers, who continued their research among the personnel of the case 

organization, asked for and received a video explaining two of the personas, and empathy 

maps and customer ecosystem maps related to the personas and utilized it as a stimulus to 

talk about the customers. Use of personas as the corner stone of analysis of differences 

between the customer groups has some complications: though Curedale (2019, 394) 
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emphasizes that the personas need to be about the current situation, there is slight 

possibility, that when the persona is based on the current level of functioning, in practice, an 

individual customer may shift from one persona to another that represents them when they 

move forward in their road to recovery: for example from Veera to Samuel. 

Similarly, to how Blomhøj and others (2011, 4) found that the way teenagers stated using 

their smartphones and other devices in their ordinary life could be adapted to mobile 

learning, the skills, and ways of using services of socially marginalized young adults studied in 

this thesis can be used to enhance existing and create new digital social services, applying 

relevant caution on when the context might be disadvantageous: for example, Blomhøj and 

others noted that small one player games might not be suitable to learning, when the 

teenagers typically used them to kill time, and fast while waiting. All the personas use apps 

and online services for their free time uses, and some even for work and school: all this 

knowledge and skills might not be relevant in the context of digital social services. For some 

resources, the usability in the context of case organizations services, on the other hand is a 

possibility: the willingness to help and knowledge, understanding and motivation to establish 

a forerunner identity, could be used for peer support or content of digital services of the case 

organization. 

More specifically, this thesis aimed at uncovering customers’ competencies and resources that 

could be utilized and supported in the development of digital services. Probe, interviews, and 

focus group proved to be suitable methods to uncover the competencies and resources with 

couple of exceptions. Firstly, these methods, especially probe and interview, may be too 

laborious for people who are currently going through or are recovering from mental or other 

health issues. Though most of the informants participated well, or even if they were not that 

active in the probe, were very informative in the interview, some participants dropped out 

from the research early on. Secondly, more participatory methods than interview-like focus 

group might be more meaningful especially to participants with challenges in functioning or 

ability to concentrate. In our focus group, especially one participant got slightly frustrated 

with repeated why-questions, and questions he thought to be stupid. If the approach would 

have been less language-centered and involved use of material to build or draw answers to 

some of the questions, for example characteristics of future digital social services, they may 

have experienced the situation better, and produced even deeper data. Also, other embodied 

methods, that would have allowed the participants move or use their body language to 

describe things may have been effective and interesting. 

Questions and probe tasks, that provided most information about the competencies and 

resources of the customers were related to their every day, how they became the type of 

digital service users they are, what brings the joy and how they use services and tackle 

challenges that come their way. Though the research did produce rich data about the 
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competences and resources of the customers and the questions were broad, the process may 

have been more robust if the focus of the interviews and such could have been tied more to 

this single theme: now there were two other master’s students’ research questions to think 

about, which left less space for individual themes. Also, if the COVID-19 situation would have 

allowed it, the use of more observation methods such as service safari or participant 

observations may have deepened the insight about the competencies and resources of the 

customer along with of course adding more information about the contexts of use, needs and 

challenges. 

There is evidence, that the reason for social exclusion could be lack of digital skills, and 

therefore the solution to digital inclusion would be education and training (Heponiemi & al. 

2020, 9; Samsudin & al. 2016, 77), though on the other hand Hyppönen and Ilmarinen (2019, 

287) have revealed in their research the level of digital skills among the young adults might in 

fact already be adequate. The informants used in the development work proved, that the 

latter is likely to be true: all the informants from assisted living unit and work training 

services of the case organization were using digital services daily and were accustomed to use 

them in various ways regardless of their current situation. Yet, the informants still stated that 

the use of many of the Finnish digital social services were difficult to use or had required a 

learning process. Reasons for this mentioned by the informants were for example difficult 

language and terminology used in services such as Kela, lack of proper, personalized fit for 

their life situation, services that were not functioning in the devices preferred by the 

informant, and, as a biggest challenge, lack of banking codes or knowledge of alternative 

ways to access social and health information in the social services. 

This may suggest that the target group currently lack of certain economic, personal, cultural, 

and social as presented by Helsper (2012), Arnaud and others (2006) and Tommasetti and 

others (2015, 7) is preventing the young adults from accessing the digital social and 

healthcare services and could therefore be supported by the case organization in form of new 

service. When Newman and others (2017, 580) researched barriers for increasing IT use of 

disabled children, they found out, that the main reason for now using IT, was not the health 

condition but the lack of proper support for economic, social and cultural capital: this capital 

was increased through intervention from an organization, and the increased use of IT required 

the children and their parents to know enough of IT to adjust and gather equipment needed 

to adapt it to their circumstances. Usually, parents lacked this knowledge, and therefore 

could not transfer their ability to consider and adjust to disability-related needs in offline 

world to internet usage: this, together with the findings from this development work contrast 

with Helsper’s view of transferability of offline resources to digital (Newman & al. 2017, 580).  

There is evidence, that participation of regular customers in the innovation process of a 

company can produce more valuable and creative ideas through their action, and because 
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their presence encourages the professional team look for more unique and creative ideas 

(Kristensson & al. 2004, 11; Roberts & al. 2005, 425). Co-creation of new services does not 

require the customer to have expert knowledge of the field in which the service operates, but 

they do need to express interest on the task (Füller & al. 2012). Since Veera and Emilia stated 

that they felt unsure whether they would have enough knowledge or skills to participate in 

the development of the services, and especially in the ideation of them, service providers 

should encourage the young people in need of increased support to participate and offer 

forms of participation that feel safe and rewarding to decrease perceived risk of participation 

and motivate them through making them feel they have what is needed to contribute to 

creation of better services (Sangiorgi 2010, 270). Informants behind both groups could still 

provide valuable suggestions for improvements in the services: this supports the notion, that 

if the customers are supported with good methods, their input to service development would 

be valuable.  

This support requires the dialogue Prahalad and Ramaswamy emphasize in DART model. 

Direct interaction and discussion with the customers are essential for the co-creation in 

innovation: it offers possibilities to create new knowledge of customer needs as well as 

possibility better fulfill those needs which then leads to reduced risk of end-users not 

adopting the new service (Kristensson & al. 2004, 11; Prahalad & Ramaswamy 2004, 11). The 

informants behind persona Veera suggested that their preferred mode of participation in the 

development of digital social services would be through workshop where they could interact 

with others and have expert help at hand: this would provide excellent opportunities for the 

services provider to have active dialogue through observations and doing together with the 

customers, while also providing the safe environment. As Chiscano and Darcy (2020, 3) stated, 

the possibility to social interaction among other customers is important for the feeling of 

inclusion in a service: the opportunity to work with other customers in co-development of 

services provides additional opportunity to increase the feeling of inclusion in the digital 

services and might also increase the possibility of finding opportunities to increase same type 

of inclusion through co-operation of the customers in service provision and use. 

Tommasetti and others (2015, 7) suggest that customer needs to have responsible attitude to 

co-create value through co-operation: all the informants displayed willingness to take 

responsibility of their service use, and willingness to have a say in things that impact them. 

Despite this, the level and mode of co-operation in co-development on the other hand must 

be adjusted to reflect the participants level of functioning: Emilia needs to be involved in a 

way that feels concrete, and does not strain too much energy, while Veera wishes to do 

things independently with the possibility to easily ask for help or assurance if needed. Samuel 

finds he could participate remotely or through quick surveys or such. This supports Manzini’s 

(2015b, 409-410) notion, that the collaborative organization need to pay attention to easy 

access and effectiveness of reaching results to attract and motivate people to participate.  



  106 

 

 

When it comes to overall inclusion in the services, it might be that the internalized attitude, 

that the informants were not welcome to use the services and not the main target group or 

important customer segment, affected the level of inclusion in the services that the 

informants stated to expect. As one of the informants related to the Samuel persona put it, 

social service providers are “not like, come here and let’s handle all your matters at once”, 

but Samuel must actually “fight” to get the benefits and help he is entitled to. Most of the 

informants also thought, that the services are not designed particularly to fit their needs, but 

rather for everyone, which might in some cases reduce the level in which the services match 

their needs, for example, in case of Veera, the silos between services provider’s different 

services might prevent comprehensive service. Many of the informants presenting all the 

personas brought up, that the services should be also designed to groups they thought to be 

even more vulnerable than themselves. 

The data gathered during the development work, and the fact that all the informants had 

used digital social and healthcare services in various modes support the findings, that the use 

of digital social and healthcare services in Finland is widespread: in 2017, 68 % of the 

population had used them (Hyppönen & Ilmarinen 2019, 179, Hyppönen & al. 2018, 4). To 

provide more value, many of the social and healthcare service providers could use one to one 

real time support in their digital services as suggested by couple of the informants: this would 

include them in the co-production of the service and support them in the value-creation while 

also building the relationship with the customer. This should not be left to the level of 

faceless chat though: the informants suggested for example possibility to have a video call, 

where the customer service agent of the service provider could for example show what needs 

to be filled and where in the digital application form. This further along proves that the 

young adults in need of increased support can provide valuable suggestions and help ideate 

and improve existing digital services and could be also used to prototype and gather feedback 

on the solutions. The participation of the customers, and community-based approach to 

innovation that aims to fix societal challenges and emphasizing the value of the end-users and 

customers as experts of their own life, and capable of bringing forth the change needed, 

provide valuable framework for development work in organizations such as the case 

organization (Manzini 2015a, 98; Mulgan 2007, 22; Sangiorgi 2010, 269). 

6.1 Answers to research questions 

As stated in Chapter 2.5, customer competencies and resources play slightly different, yet 

important role in Service Dominant Logic, Customer Dominant Logic, social innovation, design 

thinking, and service design: customer’s competencies and resources are seen in all of these 

as the source of value as well as raw material for co-design, co-creation, and innovation 

(Vargo & Lusch 2014; Heinonen & al. 2010, 545; Grönroos 2008, 303; Manzini 2015a, 98; 

Alvord & al. 2003, 270, Manzini 2014, 57; Polaine & al. 2013, 18, 24, 37; Yu & Sangiorgi 2018, 
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50-52). It is important that the social service provider understands the customer’s life world 

so that they can design services that fit the customer’s life and provide value with the service 

(Grönroos 2008, 304; Heinonen & al. 2015, 484.).  

How can the customer competencies and resources be identified and utilized in social 

innovation? Service design tools can be combined with the understanding of customers’ 

competencies and resources from both Service and Customer Dominant Logics, social 

innovation, and other social sciences. As done in the development work of this thesis, the 

service design process in the form of the Double Diamond model can be followed to first do 

research, analyze, identify, and visualize the findings, and then be followed to develop the 

ideas into testable prototypes and finally delivered in the form of new solutions to social 

problems. The research of customer competencies and resources can be done using empathic 

service design methods and tools such as mobile probe together with interviews and focus 

group. The insight can then be simplified and operationalized to help define the opportunities 

for innovation by using tools that help visualize the data in interesting and easy to use form 

such as personas, empathy maps, customer ecosystem maps, resource integration maps, and a 

resource availability table. These artifacts can then be utilized in co-creative workshops to 

first understand the design problem and identify opportunities as well as for ideation for 

solutions. Information of the artifacts can also be used to find right forms of participation for 

the customers and testing and prototyping the solutions. 

As Helsper (2012) and Arnaud and others (2006) have identified, customers have 

competencies and resources that can be divided to social, economic, cultural, and personal 

competencies and resources. In the development work competencies and resources were 

analyzed through the three different personas detected from the informants studied, which 

differ in skills, competence of using digital social and health care services, access to 

professional social and healthcare help as well as level of functioning. 

What competencies and resources young people in need of increased support have that 

can be utilized to co-create value and co-develop digital services? 

Customers can be divided in three groups (personas) based on their skills, competence of 

using digital social and health care services, access to professional social and healthcare help 

as well as level of functioning. All the personas are at least fairly competent users of digital 

services, but limitations in identification methods for accessing digital healthcare and social 

services excludes one of the personas completely from many of them. More information on 

the current competencies and resources can be found in Chapter 5.1. 

What type of digital solutions (or other resources e.g., networks) do the young adults 

already use to solve problems related to social welfare? 
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Young adults use many of the traditional digital social and healthcare services provided: their 

main network for solving problems that occur while using them or related to the services is 

their family and close friends, though they do Google answers first. Contrastingly, for Emilia 

persona (living in assisted home) the main source for help is the personnel at the unit. When 

it comes to technical resources, all the personas have developed understanding of which 

device to use to fulfill their task. Deeper presentation of the insight gathered from the 

research can be found in Chapter 5.2. 

How does the ecosystem look like from the perspective of the socially marginalized young 

adults? 

Target group uses diverse digital services and applications, and all would prefer using them 

with mobile phone: in reality, most social services require the use of computer. Though all 

personas are skilled users of digital services, using digital social services, e.g., Kela is 

difficult, and first-time users of any service need help. The target group sees social and 

healthcare services as uninviting and perceive the likelihood of not getting the help they need 

high: exception to this is the persona Emilia, who lives in assisted living unit, and perceives 

she gets good help, and someone else takes care of the applications etc. From the 

perspective of the young adults in need of increased support, the customer ecosystem can be 

described as regular interaction with social and healthcare services, social media, and their 

closest personal networks. The frequency of interaction with different stakeholders varies by 

persona. More information on the customer ecosystems can be found in Chapter 5.3. 

 What expectations do these people have for inclusion in development of digital services?  

All personas want to be included in the digital social and healthcare services: main obstacle 

for the inclusion is that the services offered are not customer centric/oriented and are 

organized in a way that is perceived as uninviting.  

When it comes to participation in co-creation or co-design of these services, personas differ; 

for example, Samuel is too busy to take part, though he already has development ideas, 

valuable experiences, and perspective, and is confident at trying new things. Emilia on the 

other hand finds the whole idea confusing, but with proper guidance and easy to access 

methods might offer valuable perspective as the currently most excluded from the services. 

Most eager, and ready to participate is Veera, who is driven by wish to help other people, and 

who is happy to have a say in matters important to her: she would prefer ideation, 

prototyping and testing methods, that are organized as live workshops with nice interaction 

with other participants, designers, and facilitator. Detailed information on the expectation 

and participation can be found in Chapter 5.4. 
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How customer competences, resources and existing ecosystem can be utilized in the 

development of new services? 

The competencies and skills and other resources of the socially marginalized young adults can 

be used as a base to ideate new services. Firstly, since two of the personas, Samuel and 

Emilia represent two ends of a spectrum of current digital service usage, the differences can 

be used to identify what type of skills and resources could be offered to enhance digital 

service inclusion of less seasoned users: this can be done for example by using resource 

availability table. Secondly, each persona presents their own challenge and need regarding 

digital social and healthcare services, that could be answered by offering support that fills 

the gap between existing skills and resources and those needed. Thirdly, the competencies 

and resources of some of the personas could be used to offer the services: for example, Veera 

is very willing to help and share her knowledge, which could be utilized to help people like 

Emilia to use digital social services. Detailed plan for the use of competences and resources 

can be found in Chapter 5.5. 

Overall, it can be argued all the customer personas have competencies and resources, that 

can be supported and utilized in co-design and co-development of digital social services, as 

well as in value co-creation. The reason for possible digital exclusion of young adults in need 

of increases support most likely is not the lack of digital skills, but it has more to do with 

other resources and competencies these young adults lack as well as the way the services of 

social and healthcare providers have been designed. 

6.2 Evaluation of the work and learning 

Qualitative research-oriented development work should be evaluated through multiple 

criteria (Ojasalo & al. 2014, 47). The quality of qualitative research is traditionally evaluated 

in terms of reliability and validity: this means both evaluating whether the chosen methods 

were suitable for the studied phenomenon, i.e., reliable, and if the findings are credible and 

transferable to others, i.e., valid. Reliability also means getting logical, coherent findings 

through time and methods. (Saaranen-Kauppinen & Puusniekka 2006; Eriksson & Kovalainen 

2016, 308). There is debate whether methods such as interviews used in this thesis can be 

evaluated through classical criteria of reliability and validity (Eriksson & Kovalainen 2016, 

305): for one thing, this requires low-inference descriptions of the data such as using 

concrete wording and direct quotes to describe the findings instead of interpretations of the 

data, using lists for codes, and careful transcription which the author thinks were 

accomplished in this case study (Silverman 2014, 88). Last classic evaluation criterion is 

generalizability, which in qualitative research aims to judge whether the findings can be 

applied to another or wider context. This can be done by comparison of the findings to the 

prior theory: this has been done in the discussion above (Eriksson & Kovalainen 2016, 307).  



  110 

 

 

When it comes to the validity, the writer had the intention of giving accurate, truthful 

description of the research findings (Eriksson & Kovalainen 2016, 305), and it was reached 

through triangulation of methodologies, methods, data, theories, and researchers (Silverman 

2014, 91; Eriksson & Kovalainen 2016, 306). In addition to this, tabulation of the data, 

comparative method in the form of comparing the informants’ answers to each other and 

comprehensive data treatment were used, which Silverman (2014, 95) states as alternative 

means for reaching validity in qualitative research. 

In terms of reliability, the service design process used in the development work was 

successful in gathering customer understanding, and it could be replicated in another case 

due to rigorous attempts to document the steps of the research and analysis process of this 

thesis (Silverman 2014, 84; Yin 2018, 47). The iterative process also allowed the author and 

the other master’s students to adjust the recruitment of the informants and methods used 

when needed to ensure reliable data that matched the aims of the research. The guidelines 

for the probe and interview helped align the research regardless of who of the three master’s 

students was responsible of interviewing or research phone for probe, but it is important to 

remember that the guidelines were adapted to each interview and probing situation, and 

therefore can be seen as unique to the informant and that specific situation. 

Secondly, the research methods chosen were suitable for gathering deep information about 

the life of the customers and their resources and competencies to some extent: still, some 

weaknesses can be detected. The focus group would have been more fruitful if the methods 

used in it would have been more activating and would have let the participants draw, build, 

or present something: now all the methods were based in the end in the informants’ ability to 

describe their experiences and come up with abstract ideas. Researcher, who has more 

experience working with people with health and functioning challenges similar to the 

informants in the focus group, may have known to utilize ideation methods fitting the remote 

setting, that let the informants use different types of materials and expressions to ideate. 

Also, the length of the focus group may have been slightly too long in relation to the level of 

functioning of the participants. 

Additionally, the author recognized the difficulty of leaving enough space for the informants 

to think and gather their thoughts before giving answers: keeping to asking open-ended 

questions was challenging, when some of the questions were answered very shortly. One of 

the participants in the focus group did not find all the why questions meaningful and grew 

frustrated: since the participants may affect each other’s’ answer this may have influenced 

how other participants replied, though it was not recognizable to a person who had not met 

the participants before, and in fact the participants seemed remarkably able to confidently 

talk about their own views and experiences even when they were different from others. 
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Thirdly, the mobile probe, which was the first method for data gathering, provided a lot of 

information about the use of different services on the top level, but without the semi-

structured theme interview, insight of competencies, resources, motivations, behavior, needs 

and challenges would have been very superficial. Some of the probe participants also 

mentioned knowing other participants, and some of the data that was gathered and had 

similarities across the participants suggests that the participants may have been talking about 

the answers and probe, which might lower the reliability of the data if used on its own. 

Interviews provided additional information on some of these contexts. 

Besides the probe, the interviews were organized 1-2 weeks after the probe week: by this 

time, many participants had already started to forget some of the experiences they reported 

about, which proved the tactic of gathering the material from the probe to be used as 

stimulus in the interview as necessary to refresh participants memory. Still, this may have 

affected the quality of the data. It is also important to note, that according to Silverman 

(2014, 93) the information gathered in one context cannot be directly applied to similar 

situation or used to prove data from another situation: still, the stories informants talked 

about while seeing the stimuli, provided information that usually gave more depth to what 

had already been said, though the situation and context was different. After the two first 

interviews, it was decided, that interviewers would ask the informants access the most 

important digital social service on their mobile phones and explain what they saw and what 

they thought about it: this produced much deeper insight on usability and challenges related 

to digital services, and how the service use was related to their life overall. It was clear all 

interviewers managed to establish good rapport with the interviewees, except in one of the 

interviews the interviewee grew frustrated in the end of the interview and the interview was 

one of the shortest. The level of trust can be seen in the way the informants shared details 

about their life, though some caution related to health information was evident, and affected 

how detailed description of manifestations of possible health challenges were shared. The 

information may have been deeper, if the interviews were done face to face: many of the 

informants mentioned they prefer face-to-face communication. One of the informants stated 

she usually hates interviews, and it is possible that due to their social marginalization, other 

informants have also had bad experiences of being interviewed or questioned, which may 

have affected what the informants were willing to share and what they felt socially 

acceptable. 

Furthermore, the methods used to visualize the insight were mostly informative and easy to 

use and useful in the future phases of the DigiIN project and case organization’s development 

work. The ecosystem map even with effort to simplify it, might still be difficult to understand 

by people who have not been involved in the research or not familiar with the persona cards. 

Other end-products such as the personas have higher validity: they are credible, and provide 

real presentation of the case organization’s customers, and can be used to transfer the 
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knowledge. Empathy map might be the fastest tool in development of services, though it does 

not offer such a deep understanding of the customer’s life. Empathy maps would be easy to 

familiarize even in a shorter workshop. The resource integration maps with the categorization 

of the competencies and resources make it easier to compare the customer groups. What 

would have increased the value and validity of end-products even further, would have been 

the possibility to cocreate the end-results together with the personnel of the case 

organization and DigiIN researchers. This was not possible due multiple reasons such as the 

schedule of analysis and co-creation of end-results, rush at the case organization and 

COVID19. 

Fourth, the analysis and adjustment of methods provided coherent findings which are 

important for reliability (Yin 2018, 47). The probe data was categorized every day, which 

made it possible to adjust the mobile probe questions, and therefore increase the validity: 

the method also allowed the person responsible of the probe to ask additional questions 

straight away. The interview data was transcribed straight after the interview and continued 

in the following day if necessary. Since there were three different transcribers, some 

differences in the style of transcripts can be detected: they were more on the level of layout 

in the final transcript and level of reactions marked in the transcript which is why their effect 

on the quality of the data are likely to be minimal. In two of the recordings short parts of the 

recording were either impossible to hear, or partly impossible to hear: since the interviews 

were done in pairs, and transcripts made straight after the interview, it was usually possible 

to either check the notes or memory to fill in the most important words. These parts were 

marked in the transcript. The data was gathered using three different methods, the data was 

in multiple forms such as text, images and video recordings and analyzed in collaboration of 

three persons allowing triangulation.  

In addition to the classic evaluation criteria, there are research strategy and method level 

criteria to case studies. For example, Yin (2018, 43) presents four tests to evaluate the case 

study design: construct validity, internal validity, external validity, and reliability. The design 

of the case study of this thesis offers construct validity in that the data was collected from 

multiple sources, in means of both informants and methods, but slight weakness is that the 

discussion of the end-results with customers who belong to the target group to member check 

them to ensure the correctness of the interpretations from the data they provided during the 

probe, interview or focus group has not been had except to check the interpretation of the 

probe data (Eriksson & Kovalainen 2016, 307). Member check does have weaknesses, and 

Silverman (2014, 93-95) argues it should only be used to provide further data to iterate the 

results. 

Further, in terms of internal validity in the means of finding causal relationship between 

different conditions through pattern matching and explanation building and acknowledging 
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rival explanations, the case study is mediocre (Yin 2018, 45): patterns and patterns between 

the behavior and thoughts and feelings of the informants studied, were detected and 

matched to understand the general cause and effect, and attempt to detect alternative or 

additional factors contributing to the relationships of different occurrences was made and 

aided by the number of master’s students analyzing the data. Since the ethics of research and 

privacy concerns prevented digging deeper into what, possibly health related factors, caused 

some of the challenges or issues in the lives of the informants, it is possible not all the factors 

were detected. Not that many critical pieces of evidence were found, which is why the 

reader may have some doubts whether the judgements made are correct (Eriksson & 

Kovalainen 2016, 145). 

External validity is related to overall reliability and in particular with generalization of the 

findings: in this development work, some parts are more easily generalizable than others. As 

Yin (2018, 45) suggests, how-questions such as the main research question of how the 

competencies and resources be identified and utilized in innovation, generate descriptive 

information and, such as in the case of this thesis, the model for identifying and utilizing 

customers’ competencies and resources as a base for innovation is transferable outside the 

field of social and health care services, and even social innovation: similar categorization of 

the competencies and resources has been used to understand co-creation of value in SDL 

without regard to the industry the organization is in, and the resource integration map, 

resource availability table and ROSI of Takeyama & al. (2014) can also be applied regardless 

of the purpose of the service. 

On the other hand, what-questions, which many of the research questions aimed at gathering 

customer understanding of the current customers of the case organization were, are harder to 

generalize (Yin 2018, 45-46). In the context of social services, the findings about the young 

adults in need of increased support can be utilized to develop digital services for similar 

customer groups, since most of the information is not organization specific. Since the sample 

of the informants covered only people with fairly high levels of functioning, and speak 

Finnish, the findings are not directly applicable to people speaking only other languages or 

having very low levels of functioning. Additionally, the informants do not cover people who 

are customers of supported living services: the generalization of the findings to them would 

require further research.  

The most important evaluation factor for case study, is the significance of the case in terms 

of unusualness, uniqueness, general interest, or national importance (Eriksson & Kovalainen 

2016, 145; Yin 2018, 243): the topic of using the competences and resources of socially 

marginalized young adults to develop and innovate inclusive digital services can fairly be 

stated to be both nationally important and of general interest. Socially marginalized or other 

way excluded people are often addressed in public discourse through what they lack, and 
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what public resources they use, and therefore the perspective of what they have, that is both 

valuable and usable in the development of digital services and in the end the society, 

provides a fresh, even slightly radical viewpoint.  

Overall, the development work process provided many possibilities to learn and reflect 

starting from familiarizing with social and healthcare industry and social inclusion which are 

outside the scope or authors previous professional experience to finding ways to adapt the 

current knowledge and methods on detecting the competencies and resources to a model that 

could be reused. Remote interviewing and focus group facilitation both gave valuable 

experience on what to consider in general, and a new perspective on how important it is to 

consider the possible limitations and strengths of the participants in the forms of 

participation. The interaction with the informants gave many rewarding experiences and 

proved yet again the importance of empathy and meeting at the same level when interacting 

with others, regardless of whether they are colleagues, customers, or informants. 

6.3 Ethical aspects 

Due to the vulnerable target group and topic of the DigiIN project and its subprojects, the 

researchers of Laurea UAS had already applied a research permit for the research project 

from the Human Sciences Ethichs Committee of the universities of applied sciences in Helsinki 

Metropolitan area, and the content was revised and approved after the research methods and 

the target group for the research had been agreed. 

The author and other master’s students signed Non-Disclosure Agreements covering the 

confidentiality of the data and findings related to individual persons, principles of safe data 

storage and transfer among the researchers involved in the development work, and special 

care needed in the handling of the data and anonymization of the data at the beginning of 

the development work. All the data was therefore handled and stored according to secure 

data storage instructions of Laurea UAS and data management plan made by the students and 

approved by the researchers of Laurea UAS. 

During the recruitment of the informants, it was emphasized that there needs to be material 

about the customer research that is easy to understand by the possible informants so that 

they can make informed decision to participate or not. Also, the informing of the case 

organization and their personnel about the content and aim of the research was important, 

since they were asked to point out or find participants, and it was possible, that the 

customers might ask questions about the research. All informants were asked to sign a 

consent form to participate in the study, which outlined the content and purpose of the 

research, the data management, and the rights of the participants to for example, drop out 

of the research if they at any point wish so.  
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Author together with the other master’s students also discussed the ethics and possible 

impact of research and methods used on the informants: for example, consideration about 

good, respectful ways of asking about challenges without going too deep in the possible 

health issues of the participants, or power balance during the probe, interviews, and focus 

group between the students and the informants was made. The presentation of the 

informants in the persona cards and other end-products was also discussed and considered 

carefully: it was important that the personas are presented in respectful manner, and that 

the images used to describe the personas are also both presentative of the actual informants 

and not stereotypical. 

6.4 Possibilities for future research 

Since the development task of this thesis focused on the first two stages of the Double 

Diamond model of the service design process, and aimed at providing customer 

understanding, it was not within the scope of this thesis to proceed to the ideation of possible 

solution to customer needs, challenges and problems identified during the customer 

understanding phase. This thesis produced material and a suggestion for how to utilize the 

customer competence and resource-based approach to ideation and service development, but 

it was not tested in practice due to that part of the service design process starting after the 

thesis project is finished. Therefore, it remains to be seen how the competence and resource-

based ideation fits in the overall service development framework in practice, and whether 

the suggested ideation would work as it is. This requires thus further development and 

testing. 

Another, important aspect that would benefit from future research are the ways to co-design, 

co-develop and co-create the services with the socially marginalized end-customers be it in 

remote world or face to face. Since there was initial interest in participation to development 

of services by the target customers of this research-based development work, but the 

informants also raised questions on how they would like to participate, and whether they 

would have skills or time to participate, it is important to experiment with practices that 

make it easy and meaningful for the socially marginalized young adults to participate and 

collaborate. 

Thirdly, the informants used to research the competencies and resources of socially 

marginalized adults did not cover the customers of supported living service or people who do 

not speak Finnish: further research is needed to either validate their belonging to the now 

discovered three personas, or to create one or more additional personas. Also, other age 

groups might have different resources and competencies which might be interesting to 

compare through resource availability table and use as a base for innovation of digital social 

services: this, again, would require research on more customers. 
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The findings of this thesis bring forth experiences that young adults in need of increased 

support have of current digital social services in Finland. Some of the young adults, especially 

the ones whose level of functioning is currently fairly good, describe feeling unwelcome to 

the services, or having to prove they are entitled to get help. There were also mentions of 

not feeling the services are designed for the young adults with need for increased support, 

and that the current services do not always consider the comprehensive need for social 

services but rather lead to scattered service experience where the customer needs to find 

help from many different points inside one organization. DigiIN research project is currently 

working on the development of the service culture of the case organization to be more 

customer centric. This is important aspect overall, also in other organizations mentioned by 

the informants, and therefore requires further research. It is especially interesting how the 

service design methods could be used in the development of the services culture of an 

organization to more customer centric. Currently, some of the social service organizations 

such as the case organization already promote recovery orientation that considers the 

customer’s resources, inclusion, and hope: how could the tools be used to understand the 

customer competencies and resources and develop new ways of working? 
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Appendix 1: Interview questions to the contact person of the case organization 

Questions to case organization 

 

Case organization 

Tell us about your organization. 

What digital services does your organization have?  

What type of challenges are related to the use of digital services from your organization’s 

point of view? And what about the development of digital services? 

Why does your organization want to improve digital services? What is the goal? 

How does your organization currently utilize customer understanding? What information do 

you gather and from where? 

How are your customers participating, or have participated lately, in the development of 

services? What experience do you have from this? 

Who from your organization are involved in the service development? 

Do you develop service together with other actors? Who? How? 

How does recovery orientation (and resource-based approach) show in the planning of 

services now? 

 

Target group 

Which of your serviced does the target group (young adults 19-29 years old) typically use? 

What social and healthcare services and digital social and healthcare services does the target 

group usually use? When are these services used (time and reason)? 

What challenges do they face in their lives? 

Where do they need help and/or support? 

How is their everyday life? 

What digital devices (lap top computer, smart phone or something else) do they typically use? 

Do they generally have internet access? Can your organization offer them devices to use? 

What term do they use of digital services and digital social and healthcare services? 

 

Collaboration 

Can we hold a two-to-three-hour session for the personnel in January, where we would first 

introduce the findings of our research and then hold a workshop: prioritization of 

opportunities based on the findings? Workshop can be attended by those, who have time and 

it does not involve any preliminary tasks. 

Who else should we talk with? 

If during the implementation of the probe there are situations, where the participant has 

personal situation in which day need help, who should we guide them to contact? 
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Appendix 2: Plan for the probe: information for recruitment, start call and probe message 

examples 

Introduction of the probe to participants, meant to support recruiter:  

Hello! Would you like to give your input to development of digital services? Now would be a 

good chance to get to share your experiences of different digital services and their 

functionality. By participating in the research you get to influence the development of social 

and healthcare services that are particularly suitable for you.    

Students of Laurea University of Applied Science are carrying out a study for DigiIN-project, 

which aims at developing and creating new digital social and healthcare services and helping 

everyone keep up with constantly digitalizing world.  

At this stage of the project, we need more understanding of the users of different digital 

services. We are conducting so called probe study at turn of November and December, where 

you would share your experiences with us during one week through WhatsApp. You would 

send messages, pictures, videoclips etc. of your everyday life and situations where you use 

different types of services. Before the probe week we contact all participants and go through 

the instructions in more detail.  

Everyone participating in the research will report their own experiences by themselves – we 

researchers will forward you clear instructions and reminders in WhatsApp. In addition to this, 

we will organize a two-hour interview with each participants, where we will go through and 

discuss the material gathered through WhatsApp.  

How does this sound, would you like to participate? Participation is completely safe. The 

gathered material can only be accessed by the researchers of the projects, it is confidential 

and won’t be passed on to anyone. The material will be treated so that your privacy won’t be 

at risk and individual participants cannot be identified.   

We would appriciate your participation in the study greatly! All participants will receive a 

reward for their valuable effort to develop digital social and healthcare services.  

Best regards, 

Students of Laurea University of Applied Science: 

[names of the master’s students] 

 

Contacting of young adult (master’s students will handle)  

 

Start call 

Hi! Big thank you to you, that you have decided to participate in this study. We are a group of 

three students, and we are doing our theses in Laurea UAS.  

Our aim is to learn to understand the everyday life of the participants, and especially the 

moments when you use the different digital services. For example in which situation, why and 

how you use certain service. We are particularly interested in digital social and healthcare 

services: for example applications, remote appointments, calculators, booking appointments 

etc. 
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The study has two key phases. First, a weeklong so-called probe study. In it you will send 

daily for one-week answers to predetermined questions through WhatsApp. You can note 

down answers throughout the day, or all at once at the end of day, whatever suits you best.  

You can send messages, images, videos etc. in a way that feels natural to you. Please avoid 

sending facial images, health information or other information that makes it easier to identify 

you like detailed personal data.  

The questions are the same for every day of the week, and in addition to them you will 

receive as a simple bonus task. We as the probe moderators will send you reminder messages 

if needed during the week, and you ask us freely if something is unclear.  

We would like you to answer these questions daily:  

• Tell us which digital services (apps, web pages etc.) you use and what for? + take a 

picture of particularly nice / difficult services.  

• Did situations, which you would have preferred to take care of digitally, come up 

during the day? Or which you would not have wanted to manage digitally?  

• Tell us about your day in general. What did you do, where did you go? What was fun? 

What was challenging?  

Here is on example of the day task:  

What type digital service user you are in your own opinion? Send us an image or FIG that you 

think best describes you as a user. 

You can answer any time that suits you, but we won’t bother you during the evenings and at 

night.  

At the end of the probe week, the material you sent to as will be gone through together with 

you at time that suits you. The discussion is at most two hours long, and it can be done 

remotely. Do you have access to a computer? The exact time can be chosen right now. You 

can also set the date at the end of the probe week if we can’t find a suitable one right now.  

All the information, that you share with us, will be treated so that you cannot be recognized 

in any situation. The gathered information will be handled and kept with utmost 

confidentiality.  

 

Whatsapp messages 

 

Start (possible sent the evening before start) 

”Hi! Welcome to the study, where we gather information to develop digital social and 

healthcare services – nice that you chose to participate!       As we spoke on the phone, we 

wish that you would send images, videos, messages, or voice messages in which you tell about 

your day and services you use through the internet for a week starting from tomorrow.        

Please do avoid sending facial images, health information or other information that makes it 

easier to identify you such as detailed personal data. If anything occupies your mind, please 

ask! Your answers are important to us.  

Best, [names of the students]                     ”  

Messages for Monday:   
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Good morning! Today it starts!       Thank you again, that you are participating in this study. 

      In honor of the first day, it would be nice to know what type of digital service user you 

are in you own opinion? Sen for example image or GIF which best describes you best as a 

user.          

Right after the previous message:  

Here to refresh you memory things that would be nice to know daily.  

1) Tell what digital services (apps, web pages etc.) you use and what for? + Take pictures of 

particularly nice / difficult services.  

2) Did situations, which you would have preferred to take care of digitally, come up during 

the day? Or which you would not have wanted to manage digitally?  

3) Tell us about your day in general. What did you do, where did you go? What was fun? What 

was challenging?  

If anything occupies your mind, please ask! Your answers are important to us. Have a nice 

week!        

Best, [names of the students] 

 

Tuesday’s messages:  

 

If material was sent on Monday:  

Hello!       Thank you for the good material you sent yesterday! Keep up the good work!        

 

If no material was sent on Monday:   

Hey! How’s it going?         

 

Thanks!      It would It would be great, if you sent images, videos, messages or audiomessages 

telling about you day and digital services you have used today.        Enjoy your day!        

 

Will be sent on Wednesday: Hello!       Thank you for the yesterday’s great materials! Keep up 

the good work!      In your opinion, what kind of digital service user you are? You send for 

example an image or GIF that describes you best. 

 

Thursday’s messages:   

(Will be asked, if hasn’t come up before):  

 

It’s Thursday and we’re halfway through!      KWould you tell as which digital social and 

healthcare services you have used within the past month? And what matter you took care 
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of? What feeling was left from using the service? You can tell in what ever way you find 

suitable (image, text, video, audio message)          

 

Friday’s messages:   

Friday and weekend!       You have sent us material nicely, thank you!      By the way, what do 

you find most irritating in digital services? You can send a picture, drawing, video, text, audio 

message… Form is free, whatever is easiest for you…        

 

Finish on Sunday evening  

 

If participated the whole week:  

Yey, the week has come to an end!         Big thank you that you participated so actively!  

               Let’s talk more about the messages you sent (if the time has been agreed on at the 

start: [name of the weekday] XX.XX. at YY.YY. or suggest days) Make sure you have a 

computer and internet connection, and that you are in a calm place where it is nice to chat. I 

will send you a link to the meeting the day before! If you have anything to add ora sk, send a 

message!        

 

(Preliminary feedback questions:  

Think about how the study was done in WhatsApp. How do you think WhatsApp fit the study? 

Give school grade between 4-10.   

 

Did you like participating in the study? Give school grade between 4-10.  

 

Did you like the subject of the study? Give school grade between 4-10.  

 

Feedback questions that were sent: 

 

Did you like participating in the study? Give your answer on the school grade scale of 4-10.   

 

Did you like the subject of the study? Give grade 4-10.   

 

Was WhatsApp messaging a good way to answer in your opinion? Would some other way of 

implementation would have been better or worse?  

 

If dropped out of participation, survey:  

Why did you drop out? Would some other way of implementation have been more meaningful?  
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Possible additional messages:  

 

Answer to a message/picture/etc.  

”Thank you!      ”  

“Keep up the good work!      ”  

Thumbs up      (if the content of the message is positive)  

     (if it looks like the message required a lot of attempt)  

“Hey, we want to take care of your privacy.      In the future, don’t send pictures where you 

show your own or others’ faces, personal data or something else that makes it easy to 

recognize you.      Anyway, you do not have to worry about the picture you already sent: it 

will be treated so, that you cannot be recognized and the original image will be deleted.” (if 

delicate material is sent)  

” Could you send an emoji that describes your feelings right now?”  (if emoji/description is 

missing)  

“What makes you feel this way?” (if no description)  

 

Cheer up / reminder 

”Hi! What has your day been like today?      ”  

”It’s Wednesday, we’re half way through! Interesting stuff so far, thanks. Keep up the good 

work!           ”  

”What’s up today?”  

“Hi, where did you go?           " (if no messages for couple of days)  

 

Emergency: 

 

Immediate help (e.g. worry about suicide or threat against researchers or Laurea): 

researcher/student calls 11, and asks for instructions (phone number and first name of the 

informant is know).  

There is a worry about need for help, e.g. confused behavior, cannot cope at home, crisis 

in the inner circle (e.g. death or falling ill of some close to the participant) etc.: Now it 

sound like you would need help. I wish you would talk to your contact person at the case 

organization or if it is urgent to social and crises emergency services tel. 09 816 42439, so 

that you can get the help you need.   
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Appendix 3: Interview question canvas 
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Appendix 4: Focus group plan and questions 
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Appendix 5: Personas 
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Appendix 6: Empathy maps 
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Appendix 7: Customer competencies and resources (resource integration maps) 
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Appendix 8: Resource availability table 
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Appendix 9: Customer ecosystem maps 
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