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The thesis starts by examining how service-dominant logic can guide me in the new service 
development process. After this, I continue by describing service design as a way of executing 
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chapter opens up the design methods used in the upcoming case.  
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1 Thesis plan 

 

Case company 

 

Kaakelikeskus imports and sells ceramic tiles and accessories in Finland. The company has 

over 40 years experience in importing and selling ceramic products. The company offers thou-

sands of tiles for interior, facade and outdoor use. It has three business areas; wholesale, 

project and shops. The fastest growing sector is the project sector, which specializes in 

providing service to architects, constructors, interior designers and housing cooperatives.  

 

Kaakelikeskus has two advantages that are the core of it ́s success. These are a large collec-

tion of tiles (over 3000 in stock, 50 000 to order) and high quality customer service. Different 

customers need different attention and services. Architect services include ”My Consult”, 

”Tile trends”, ”Sample-to-office”, ”Technical phone” and a free 24-hour ”Pro ́s Only Tile 

Library” shop at the heart of Helsinki City. “My consult” service provides a sales person, who 

will take care of all services. “Sample-to-office” service means the architect can get free 

tiles delivered to his office. “Technical phone” means a telephone number he can call if he 

has technical questions about tiles and accessories. Pro´s Only Tile Library is open 24 hours to 

all professionals with a keycard.  

 

Why study architects? 

 

Architects do not buy construction products. Construction companies do. Still Kaakelikeskus 

sees architects as an important customer group. This is because architects make decisions 

what products are used in large construction projects. They are the main decision makers, 

which tiles to use. I assume that architects select products from companies that provide valu-

able service to them. This may mean accurate information about the company´s products or 

reliable sales people or other things that help the architect do his job. Because of this as-

sumption Kaakelikeskus wants to invest in services that are valuable to architects. The aim is 

to get competitive edge compared to other service providers, mainly tile selling companies.  
 

Architects are responsible for all buildings we see and experience. There are over 2000 active 

SAFA-architects in Finland and most of them operate in the Helsinki metropolitan area. Build-

ings are combinations of simple and complex products. One building alone can withhold thou-

sands of items the architect has to choose in order to bring his vision to life.  
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Architects are key influencers in construction and design. They have profound influence in 

culture. They dictate how we operate the spaces we live in and how we see and use spaces 

daily. Think about the pyramids or the floating town of Venice. Think about our national 

monuments such as the White Church in Helsinki. The things architects design can influence 

our lives more than we would first assume. Because architects have such a big influence in 

our lives, shouldn´t we try to help them create these marvelous buildings that can be seen as 

also functional spaces and also as pieces or art? I thought they deserved great service, which 

could insure that they use the best materials out there. This way services for architects could 

lead to improve the quality of our own lives.  

 

Architects are a great focus group because they are presumably very busy and need assistance 

from hundreds of product and service providers. I am interested how they manage the over-

whelming information that is generated every day and what are the challenges in their work.  

 

This thesis can be invaluable to other researchers. It will undoubtedly create general aware-

ness of the mind processes and decision-making logic of this service user group. They are 

highly trained to make decisions based on complex information. After public awareness, other 

researchers can pose new research question. They can go deeper into more specific subject 

areas.  

 

From this thesis, other service provider companies can learn how they should mold their ex-

isting services to better meet architect needs. I am sure that this research could be beneficial 

to firms who deal with architects. For example organizations those rely mainly on architect’s 

decisions, such as KONE. The research process applied in this thesis can be applied to any 

kind of service user group.  

 

The research question 

 

Investigating customer challenges is not a new subject. For example Lou Gerstner (2002, IBM 

Corporate Archives) turned IBM around from near extinction by concentrating on solving cus-

tomer challenges with technology. He sent his sales people out to interview client’s challeng-

es and decided they would specialize in custom made services that provide solutions to cus-

tomer’s problems. Inspired by Lou Gerstners IBM turnaround in the 1990s, I also wanted to 

look into clients challenges because they could provide useful data about customer needs, 

latent needs and frequent problems to be used in new service development.  

 

The aim of this thesis was to develop an idea of a new service for Kaakelikeskus architect 

customers. The new service had to be co-created to be valuable for both parties, for archi-
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tects who design large buildings and for service provider Kaakelikeskus. The research question 

therefore was “What would a new service for architect clients look like, if it was devel-

oped together with architect clients and Kaakelikeskus sales staff?”   

 

Thesis structure 

 

The thesis starts by examining how service-dominant logic could guide my way in this service 

development case. After this, I present service design as a way of executing this logic in prac-

tice. Service design literature provides good background information and tools and methods 

to develop the new service. After the literature review, a brief chapter describes the service 

design methods used in the upcoming development case.  

 

 

 

Image 1: thesis structure 

 
 
2 New service development 

 

Before jumping to how services can be developed, it is useful to describe what service is all 

about, mainly value co-creation. Service-dominant logic can provide some guidelines what is 

meant with services and what you should take into consideration when designing new ser-

vices. In the following sections, we will have a look at how service-dominant logic was real-

ized by Vargo & Lusch (2004b, 1). We will also see key features of the service-centered logic. 

And what are the managerial implications it can offer to service developers.  

 

2.1 Service seen from service-dominant logic perspective 
 

Stephen L. Vargo and Robert F. Lusch (2004b, 1) introduced a framework for a new service-

centered logic for marketing in the Journal of Marketing 2004. The two professors have con-

tinued to evolve the theory further with other scholars. In their initial article, they proposed 

that marketing had inherited a false model for exchange from economics, which had histori-

cally been characterized as goods-dominant logic, based on exchange of manufactured out-

put. Goods-dominant logic has always been focused on tangible resources, embedded value 
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and transactions. The authors suggested a new dominant logic for marketing, which focuses 

on intangible resources, co-creation of value and relationships. They propose that service 

provision rather than goods are fundamental to economic exchange. (Vargo & Lusch 2004b, 1) 

 
Vargo & Lusch (2004b, 12) view the new service centered model as a general change in per-

spective. There have been many service marketers who tried to make services more like 

goods, but the qualities are often nor valid or desirable. Standardized tangible goods are of-

ten produced without the consumer interacting in the process. They require distribution and 

inventory. This way they add costs and are often perishable and nonresponsive to ever-

changing consumer needs. The new service-dominant view implies that the goal is to custom-

ize offering to whatever the consumer needs by involving them in the co-production of value.  

 
In service-dominant logic, tangible goods are vehicles for service provision rather than valua-

ble on their own (Vargo & Lusch 2004b, 14). The focus is slowly but inevitably shifting away 

from goods towards intangibles, skills, information and knowledge. We are going towards 

interactivity and connectivity and relationships, which are ongoing. We are orienting towards 

the consumer and away from the producer. The unit of exchange is no longer static and dis-

crete concrete product. (Vargo & Lusch 2004b, 14) 

 

Service-dominant logic is an effort to explain how people create value together. From ser-

vice-dominant perspective, there are no services or goods, just value that is created and dis-

tributed through an intermediary product or without one. The theory is logical in the sense 

that people exchange only knowledge and skills. It is also logical that without these two qual-

ities, there would not be any products to buy. The theory is user-centric in the sense that it 

implies that one party cannot create value on its own. Value is co-created.  

 

 
History of service-dominant logic 

 
If you think about early service scholars, you should think of people who have tried to define 

value. Vargo, Maglio and Akaka (2008, 146-147) describe how Aristotle divided value into cat-

egories, use-value and exchange value. Aristotle recognized, that “need” stuck the process of 

exchange together, although need was immeasurable.  

 

The end of the nineteenth century scholars tried their best to describe economic activity and 

the first perspectives were service-centric. Adam Smith integrated the economic views of the 

time into a model of normative economics that served as the foundation for modern econom-

ics. He has been mistakenly quoted to say that services are not valuable. He believed national 

well-being was generated through tangible surplus. He also thought some services were un-

productive in terms of the national wealth idea, but they could still be “useful” and “respect-

ful”. Some services (labor) he thought were necessary to make things, thus they were valua-
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ble. The paradox of two standards of value forced him to make a decision on one model. The 

other one was based on production – value in exchange.  The other one was based on con-

sumption – value-in-use.  Smith thought the first one suited people’s minds better because 

they could more easily think in quantities of goods rather than quantities of things. (Vargo & 

Lusch 2005, 43). Jean Baptist Say (1821) did not settle on Smiths opinions on services. For 

him, services were processes that were ”consumed in the time of production”. They were 

immaterial products. After him, John Stuart Mill (1806-1863) said matter only presented the 

potential to be reorganized. For Mill the value of objects was (like Say) in their usefulness, 

the value they provide. He argued that value could be found also in intangible services, in 

utility that is not embodied in matter. (Vargo & Lusch 2005, 44) 

 

Walras tried to catch up with a Newtonian model of a deterministic and rational world. For 

him, economics was to be a legitimate science. He saw economics as mathematical derivation 

of demand, supply and price. He divided services into two categories, consumer services and 

producer’s services. Pure economics for Walras was “a physio-mathematical science like me-

chanics and hydraulics and its practitioners should not fear to employ the methods and lan-

guage of mathematics”. (Vargo & Lusch 2005, 45) 

 

For Vargo & Lusch (2005, 46), the predominant goods-centered model was ”intimated By Say, 

implied by Mill, explicated by Bastiat and acknowledged by Walras”. It described economics 

as abstract relationships among consumers and tangible products and relationships among 

producers and tangible products. According to goods-dominant model, consumers and produc-

ers were interested about goods; thus goods were embedded with value. The good brought 

the demand curve from the consumer and the supply curve from the producer together. The 

model was consistent with the naturalistic Newtonian view and the predominant political 

economist’s views of materialistic virtue. It had the assumption of maximizing profit, perfect 

information and rationality, stable supply and stable demand functions and mathematical 

prerequisite for a scientific theory. Because the goods-dominant view provided scientific re-

spectability, it survived. The work of first service scholars such as Bastiat became as Vargo & 

Lusch (2005, 46) say, ”a footnote to economic science”  

 

The rise of services  

 

Vargo, Lusch & Morgan (2006c, 29) say that a ”perverted view of services” as ”immaterial 

goods” has been under debate for more than 150 years.  

 

According to Vargo & Lusch, services were first described as ”aids to production and market-

ing of goods”. There were other definitions that questioned the traditional definition. For 

example, Converse defined service as ”all those nonphysical things for which we spend mon-
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ey.”. Breyer defined some services, such as electric and telephone services as ”intangible 

goods”. Macklin defined production and marketing as ”rendering of essential services” and 

said production can´t be completed until all of these services are completed. (Vargo & Lusch 

2004b, 5), 

 

Services were ”crawling out” before the 1980s as Bitner, Fisk & Brown (Maglio, Kieliszewski, 

Spohrer 2010, 647) called the period. The first articles and books were published in the 

1960s. At this period, there were efforts to find out differences (lists of attributes) of goods 

and services. The most notable and generally accepted differences were characterized by 

Rathmel (1966, 33-34). The differences were intangibility, heterogeneity, inseparability of 

production and consumption and perishability. Shostack (1977, 73) noted that the economic 

literature ”marketing mix” and marketing language are all originated from the industrial 

manufacturing of goods.  Shostacks goal was to ”break free” from product marketing.  

 

During the first half of the 1980s service marketing literature boomed. Lovelock (1983, 11) 

provided useful matrixes to describe services. These lists could be used in management strat-

egies. Zeithaml, Parasuraman and Berry (1985, 41) published the SERVQUAL model for per-

ception of service quality. Solomon (Czepiel, Solomon and Surprenant 1985, 6) explained the 

critical components of the service encounter. Services marketing had made a breakthrough, 

but the goods-dominant view still dominates marketing thought today.  

 
Operand and operant resources 

 
Vargo & Lusch (2004b, 2-3) say that we should step a little backwards and see the extant 

marketing literature in a different light. They explain what happens when we rethink our 

orientation to resources.  We used to think about resources as ”stuff” that was static and that 

could be captured for human advantage. Over the past 50 years, people have started to view 

resources also as intangible human ingenuity and that resources are not necessarily static, but 

changing.  

 
Vargo & Lusch define (2004b, 2) operand resources as resources that can be used to produce 

an effect.  In goods-dominant view operand resources are secondary. A firm has production 

factors, which have value because these factors can be turned into products at a low cost. 

Operant resources mean intangible resources that produce effect. The most important oper-

ant resources are skills and knowledge. Operant resources are usually core competences that 

are ever-changing. They enable us to multiply the value of physical resources (natural re-

sources). Service-dominant logic sees operant resources as primary because they enable us to 

produce effect to operand resources. (Vargo & Lusch 2004b, 2-3) 

 
 
Goods-dominant logic versus Service-dominant logic 
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In the past marketing has focused on goods as the unit of exchange. According to Vargo & 

Lusch (2004b, 5) goods-dominant logic is characterized by these assumptions: 

 

• The purpose of economic activity is to manufacture and sell things.  

• To be sold, these things must be embedded with value and utility during the manu-

facturing and distribution processes.  

• The value and utility should be better than the competitor’s offerings. 

• All decision variables should be based on maximizing profit from the sale of output. 

• The goods should be standardized and produced away from the market for maximum 

production control and efficiency.  

• The good can be stocked until the customer demands and gets it at a profitable price. 

 

Opposed to G-D logic, S-D logic views marketing as a continuous series of economic and social 

processes. These processes are focused on operant resources that the firm is constantly striv-

ing to make better value propositions than other firms. The service-centered view states, that 

it is important to identify and develop core competences, knowledge and skills. They repre-

sent the potential for competitive advantage.  A firm must identify potential customers (enti-

ties) that can benefit from these core competences and create relationships, where the cus-

tomer is a co-developer in customized and compelling value propositions to meet customer 

needs. A firm should focus on search of marketplace feedback by analyzing financial exchange 

data to learn how to improve customer offering and firm overall performance. (Vargo & Lusch 

2004b, 6) 

 

Now that we have covered the goods and service dominant views of marketing we can focus 

on the things the views are different. Vargo and Lusch (2004b, 7; 2008a, 8) have described six 

attributes and ten premises to describe the main differences of these views.  

 
Vargo & Lusch (2004b, 7) distinguish Service-dominant logic from goods-dominant logic in six 

dimensions.  

 

 
Primary unit of exchange 

 

In goods-dominant logic, people exchange for 

goods. Goods serve as operand resources. In 

S-D logic, people exchange to acquire bene-

fits or services. Main benefits are knowledge 

and skills, which are operant resources.  

Role of goods 

 

In goods-dominant logic, goods are end prod-

ucts, operand resources. Marketers change 
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the form, time, place and possession of the 

good. In S-D view goods are merely transmit-

ters of embedded knowledge, operant re-

sources. The customer uses the product as an 

intermediary in the value creation process.  

Role of customer 

 

In goods-dominant logic, the customer re-

ceives the good. Marketers try to do things to 

customers, such as segment or penetrate 

them and distribute and promote to them. 

The customer is an operand resource. In S-D 

logic, the customer is involved in the produc-

tion of the service. Marketing is seen as a 

process of doing things with the customer to 

create value. The customer is primarily an 

operant resource, only sometimes acting as 

an operand resource.  

Determination and meaning of value According to goods-dominant logic the pro-

ducer determines the value by embedding it 

into goods (operand resources). Value is de-

fined in ”exchange-value”. In S-D logic, value 

is determined and perceived in value-in-use 

by the customer. Sometimes operand re-

sources are transmitters for operant re-

sources. Companies can only make value 

propositions.  

Firm-customer interaction 

 

Goods-dominant view sees customers as op-

erand resources. Customers are acted upon in 

order to create resource transactions. S-D 

logic sees customers as primarily operant 

resources. Customers participate in co-

production and relational exchange.  

Source of economic growth 

 

According to goods-dominant logic, wealth is 

obtained from overage tangible resources and 

goods. Wealth is to own, control and produce 

operand resources. In S-D logic, wealth is 

obtained by exchanging and applying special-

ized knowledge and skills. Operant resources 

can be used in the future.  
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10 foundational premises  

 
Vargo & Lusch (2004b, 6) have made a comprehensive list of foundational premises, which 

describe the economic and social environment we live in. These premises are in no specific 

order and do not controvert with each other.  

 
 
FP 1 - The application of specialized skills and knowledge is the fundamental unit of exchange 
 

Since the Stone Age, people have usually not possessed the optimal skills for each person’s 

survival, so they have specialized to be more efficient. People have specialized in different 

skills and achieved scale effects. When this specialization has happened, exchange has been 

needed. People have two operant resource they can exchange; mental and physical skills. 

(Vargo & Lusch 2004b, 6) 

 

As late as 1977 Shostack (Shostack 1977, 73) noted, ”The classical ´marketing mix´, the sem-

inal literature and the language of marketing all derive from the manufacture of physical 

goods”. Shostack suggested that marketing scholars should ”break free” from product mar-

keting; thus the dominant logic is inadequate for describing services marketing (Vargo & 

Lusch 2004b, 1). Shostack (Shostack 1977, 74) argued for a new conceptual framework as 

follows: 

 

”One unorthodox possibility can be drawn from direct observation of the nature of 

market ´satisfiers´ available to it… How should the automobile be defined? Is General 

Motors marketing a service, a service that happens to include a by-product called a 

car? Levitt’s classic ”Marketing Myopia” exhorts businessmen to think exactly this ge-

neric way about what they market. Are automobiles ´tangible services´?” 
 

Shostack (1977, 74) believed that if ”products” and ”services” terms do not adequately de-

scribe marketed things, we should consider a new structural definition.   

 

Vargo & Lusch (2004b, 8) believe, as Shostack (1977, 74) and Alderson that people exchange 

application of knowledge and skill (services). Sometimes there are products that are interme-

diaries in this exchange process. 

  

 
FP 2 - Indirect exchange masks the fundamental unit of exchange 
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Because humans have largely monetized their exchange processes, industrial society´s in-

creasing division of labor and large bureaucratic and hierarchical organizations, most employ-

ees have stopped interacting with customers. The exchange of services to services (skills-for-

skills) has become masked. The former skills such as making sharp sticks have been broken 

down to narrower skills, e.g. sharpening one side of the stick. This is called micro-

specialization. This progress has concluded in people who do not see the end product or in-

teract with the customer. As the Industrial Revolution passed, companies saw their workers 

losing their sense of both the customer and the purpose of their own service provision. Many 

people saw their internal customers, other workers as their clients. Because their internal 

clients did not pay anything for their service and did not usually meet the end customers, the 

workers could ignore quality. To this problem the correction was “total quality management” 

including various management techniques. Also, many pure service provider organizations fell 

into this trap; thus non-goods-producing organizations are also subject to masking effect of 

indirect exchange. (Vargo & Lusch 2004b, 8) 

 

For Vargo & Lusch (2004b, 8), the fundamental process never changes. People still exchange 

their specialized skills (services), in today´s monetized world. Money, goods, firms and verti-

cal marketing systems are only vehicles for exchange.  

 
 
FP 3 - Goods are distribution mechanisms for service provision 

 
When the primary interest in the Industrial Revolution was manufacturing, the view of goods 

as the fundamental components of economic exchange served reasonably well for western 

societies. Today the situation is different, thus the common denominators are applications of 

specialized knowledge, mental skills and to some extent, physical skills. (Vargo & Lusch 

2004a, 8) 

 

Knowledge can be transferred directly, through education and training or indirectly by em-

bedding them to objects. Thus, goods can be viewed as embodied activities or knowledge. 

People desire goods because they provide services. For example, a wheel and a pulley can 

lower the needed for physical strength, a razor replaces barbering services and dozens of 

household appliances help us in our daily chores. A computer can replace numerous services 

such as attorneys, teachers and accountants. (Vargo & Lusch 2004b, 9). Kotler (1977, 8) im-

plied that it is not a matter of owning physical items, but gaining access to the services they 

provide that is important.  

 

In addition to goods providing services, they can also fulfill higher-order needs such as happi-

ness, security and accomplishment. People often buy products because showing them, owning 

them and experiencing them (for example a nice sports car) can fulfill our satisfaction, self-
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fulfillment and esteem needs as well as our basic functions. Therefore, goods should be 

viewed as distributors for services or the satisfiers for higher-order needs. (Vargo & Lusch 

2004b, 9) 

 
 
FP 4 - Knowledge is the fundamental source of competitive advantage 
 
According to Vargo & Lusch (2004b, 9) operant resources are ”the foundation of competitive 

advantage and economic growth and the key source of wealth”. This means that mental skills 

are vital for a marketer’s success in competitive market. Competition enhances knowledge 

and learning in a society.  

 

The only true source of competitive advantage comes from deeply understanding the entire 

value creating system. The company should be able to make it work for the company’s ad-

vantage. Vargo & Lusch imply that the primary flow of supply chains is not physical product, 

but information. Service is seen as a provision of the information to a consumer who desires 

it, may it contain a device or not. In moving to a service-dominant logic, the focus will be on 

operant resources and especially process management. (Vargo & Lusch 2004b, 9) 

 
 
FP5 - All economies are service economies 
 
Vargo and Lusch (2004b, 10) note, that ”Economic science, as well as most classifications of 

economic exchange that are based on it, is grounded on Smith´s narrowed concern with man-

ufactured output.”. Services have in the past been defined as being anything other than phys-

ical output.  

 

It is not easy to classify what is considered to be service and what is not, because of micro-

specialization or ”complification” as Vargo & Lusch (2004b, 10) call it. For example, the U.S 

government has difficulties in defining painting as goods or service. Almost all of today´s 

activities have always been performed in some manner, although they have been increasingly 

separated to special knowledge, which is exchanged in the marketplace. Now, that we are 

microspecialized, services stand out because they are harder to classify than in the agricul-

tural era, when there was less microspecialization. Vargo & Lusch (2004b, 10) conclude: ”Ser-

vices and the operant resources they represent have always characterized the essence of 

economic activity.”.    

 
 
FP6 - The customer is always a co-producer 
 
Goods-dominant logic has viewed the producer and the consumer as separate to maximize 

manufacturing efficiency. If the goal of marketing is consumer responsiveness, this efficiency 

lessens the impact of marketing effectiveness. In service centered logic, the consumer is al-
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ways involved in value creation. In goods-dominant logic, value creation ends with the ex-

change of the good. This view is limited because goods are intermediaries for services. The 

consumer must still learn how to use, maintain, repair and alter the product to his or her 

needs. The consumer continues the marketing, consumption and value-creation and delivery 

processes after purchase. (Vargo & Lusch 2004b, 11). To conclude, the customer becomes a 

co-producer (operant resource) and not a target (operand resource) and hence can be includ-

ed in the value and service chain in acting on operand resources.  

 

 
FP 7 - The enterprise can only make value propositions 
 

Gummeson (1998, 247) has stated ”if the consumer is the focal point of marketing, value cre-

ation is only possible when a good or service is consumed. An unsold good has no value, and 

the service provider without customers cannot produce anything.”. Grönroos (2000, 24-25) 

also implies that the focus should be on investigating the value creation process for the cus-

tomer. He says that the focus of marketing should be value creation, not just value distribu-

tion and facilitation and support of a value-creation process.  It´s function isn´t just distribu-

tion of ready-made value to people.  

 

Vargo & Lusch (2004b, 11) extend Gummesons and Grönrooses logic by stating that the firm 

can only offer value propositions to consumers and strive to be better or more appealing than 

competitors value proposals. The consumer has to determine what is valuable for him or her 

and be involved in creating value through co-creation. 

 

 
FP 8 - A service-centered view is customer oriented and relational 
 

Service-dominant view embraces four hallmarks that enable us to focus on the customer and 

the customer-firm relationship. These are (1) interactivity, (2) integration, (3) customization 

and (4) co-production.  

 

Davis and Manrodt (1996, 6) said: ”(It) begins with the interactive definition of the individual 

customer´s problem, the development of a customized solution, and delivery of that custom-

ized solution to the customer. The solution may consist of a tangible product, an intangible 

service, or some combination of both. It is not the mix of the solution (be it product or ser-

vice) that is important. It is important that the organization interacts with each customer to 

define the specific need and then develops a solution to meet the need.“. Vargo & Lusch 

(2004b, 11) reply ”The service-centered view emerges from not just doing things for the cus-

tomer, but also with the customer.”. This is the model of inseparability between the offerer 

and the consumer. 
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All activities in the firm should be integrated in market responsiveness and the idea that the 

company can prosper only by having high customer satisfaction (not from units of goods sold).  

 

It used to be that the same individuals provided all service activities. This was in the pre-

industrial era. An example:  ”If a knight wanted armor, he talked directly to the armorer, 

who translated the knights desires into a product, the two might discuss the material-plate 

rather than chain armor-and details like fluted surface for greater bending strength. Then the 

armorer would design the production process.” Marketing, engineering and manufacturing 

were all integrated and provided by the same person responsible also for sales. (Vargo & 

Lusch (2004b, 12) 

 

Over the course of 50 years we have transitioned from a product and production focus to con-

sumer focus and recently from transaction to relationship focus. According to Vargo & Lusch 

(2004b, 12) we do not need goods. We either must perform mental or physical activities our-

selves, have someone do them for us or buy a product that can provide this service.  

 

In many instances ”relationships” have been understood as multiple purchases over time. This 

view is compelling, but firms should see customers more relationally. Even relatively discrete 

transactions come with social (brand promise) or legal contracts (warranties). The goods-

dominant view simply is not adequate to describe the models of relationships. Service-

dominant view is more consumer-oriented because it aims to provide needed solutions con-

tinuously by co-creating them with the customer. (Vargo & Lusch (2004b, 12) 

 

Vargo & Lusch (2004b, 12) argue that exchange is relational in nature. May the purchased 

thing be a service or good, provided interactively or indirectly by a tangible good. Value is co-

created, and as with goods, the customer must interact with them after exchange has hap-

pened. More important than the transaction is what happens after the consumer has pur-

chased the service or good. 

 
Later adjustments and two additional FPs 

 
The terms used in S-D logic were troublesome. As Vargo & Lusch (2008a, 2) say, there usually 

are no precise words to describe adequately the explained phenomenon´s in S-D logic, be-

cause we are bound by our history of explaining things in goods-dominant words.  

 

Vargo & Lusch refined the original foundational premises with more suitable words. Below is a 

compilation of how the FP´s were molded in Service-dominant Logic: Continuing the Evolution 

(Vargo & Lusch 2008a, 6-9). 
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Original FP  Refined 2008 Explanation 

FP1 The application of spe-

cialized skill(s) and 

knowledge is the fundamen-

tal unit of exchange 

FP 1 Service is the fundamen-

tal basis of exchange 

”Unit” was too much a G-D 

logic concept. Also applica-

tion of skill(s) and knowledge 

equals service. The FP can 

be simplified by replacing 

these terms with ”service”.  

FP2 Indirect exchange masks 

the fundamental unit of ex-

change. 

FP 2 Indirect exchange masks 

the fundamental basis of 

exchange.  

”Unit” was too much a G-D 

logic concept, so it was 

changed to “basis”.  

FP3 Goods are distribution 

mechanism for service provi-

sion. 

FP3 Goods are distribution 

mechanism for service provi-

sion. 

Goods (both durable and 

non-durable) derive their 

value through use – the ser-

vice they provide. 

FP4 Knowledge is the funda-

mental source of competitive 

advantage.  

FP4 Operant resources are 

the fundamental source of 

competitive advantage 

Operant resources term was 

not a widely used when Var-

go & Lusch first presented 

the ”Evolving to a new domi-

nant logic for Marketing” 

article. Now that it is more 

familiar to scholars, it can be 

used for the FP. 

FP5 All economies are ser-

vices economies 

FP5 All economies are service 

economies 

The singular “service” term 

is more suitable for the 

phrase. It represents better 

the process of using ones 

resources for ones and other 

peoples benefit.  

FP6 The customer is always a 

co-producer 

FP6 The customer is always a 

co-creator of value.  

Because service-dominant 

view is about value creation 

and not production, the FP 

needed refinement. Co-

production can be a part of 

co-creation of value.  

FP7 The enterprise can only 

make value propositions 

FP7 The enterprise can´t 

deliver value, but offer value 

propositions 

The original FP7 can be mis-

interpreted. The value-

creation process does not 
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After the Otago Forum, Vargo & Lusch (2006a, 283-284) extended the eight foundational 

premises by adding a 9th premise. This was after they had thought more fully the resource 

application and especially resource-integrator function of companies and homes. FP9 states 

“Organizations exist to integrate and transform micro-specialized competences into complex 

services that are demanded in the marketplace”. After publishing the article, they started 

thinking that the new foundational premise was also applicable to individuals and to all eco-

nomic entities.  

 

Achrol & Kotler (2006, 330-332), Grönroos (2006, 362) and Gummeson (2006, 350) have point-

ed out the significant role of interaction and/or networks in value creation. After this feed-

stop with a value proposi-

tion. The premise tries to 

explain that one party can-

not create value on its own.  

FP8 A service-centered view 

is customer oriented and 

relational 

FP8 A service-centered view 

is inherently customer ori-

ented and relational. 

The original statement can 

be misunderstood. Because 

value creation is an interac-

tive process, the two partic-

ipant parties are in a rela-

tional context. Both parties 

who participate in the pro-

cess, thus, always determine 

value S-D logic is inherently 

customer oriented.  

Additional FP9: Organizations 

exist to integrate and trans-

form microspecialized com-

petences into complex ser-

vices that are demanded in 

the marketplace (Vargo & 

Lusch 2006) 

 

 

Refined additional FP9: All 

social and economic actors 

are resource integrators (Var-

go & Lusch 2008a, 8) 

 

The resource integrator role 

of the company can be ap-

plied to all economic enti-

ties.  Actors-term is used to 

describe more accurately the 

participant parties, tough 

there does not have to be a 

firm included. 

 

Additional FP10: Value is 

always uniquely and phe-

nomenologically determined 

by the beneficiary.  

 

 Value can be experiential 

and contextual. It does not 

have to be simply functional. 
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back, Vargo & Lusch (2006a, 2985) explain that S-D logic does not ignore interaction and net-

works. In service-dominant logic, interaction is central. The foundational premise FP9 with-

holds an idea, that value creation is an integrating and transforming process of resources.  

The process needs interaction, and it implies networks. Also, S-D logic co-creation of value is 

an interactive process.  

 
Value is created in service systems  

 
Service-dominant logic is an ongoing “open source” thought shift and there are a lot of schol-

ars refining it as this paper is written. One addition to Vargo & Lusch 2004 article “Evolving…” 

is the concept of service systems and how value is created in a complex system.  

 

The new framework focuses on value-in-use and service systems ability to integrate operant 

resources (knowledge and skills) for the benefit of themselves and others. (Vargo, Maglio & 

Akaka 2008, 151)  

 

According to Vargo, Maglio and Akaka (2009, 145-146) core purpose and central process of 

economic exchange is co-creation of value. Services are exchanged for services, and the unit 

for analysis is the service system. A service system is a configuration of people, information 

and technology, which are different kinds of resources. These resources are connected to 

other service systems via value propositions. Vargo, Maglio and Akaka continue by explaining 

that service science is the study of these service systems.  

 

So how is value created in a service system? Value can´t be created by one individual alone, 

but in a service system, that can withhold companies, employees, customers, stockholders, 

government agencies and other stakeholders. (Vargo, Maglio & Akaka 2008, 146)   

 

When value is seen from a service-system perspective, the producer-customer distinction 

disappears, and the realization is that there are many parties that participate in creating 

value. A service system can be for example individuals, groups, companies, and governments 

if they can rearrange resources, take action and collaborate with others in mutually benefi-

cial ways. In a service system everyone is interdependent on resources of others. (Vargo, Mag-

lio & Akaka 2008, 146-149)   

 

S-D logic embraces the concept “value-in-use” and extends the concept further to “value-in 

context”. That is, value is always determined in context (for example time, laws and weath-

er). (Vargo, Maglio & Akaka 2008, 148-149)  

 

Networks from Service-dominant perspective 
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Vargo, Lusch & Tanniru (2010, 20) believe that marketing and SCM should integrate to form a 

new concept called a value network. They define a value network as ”spontaneously sensing 

and responding spatial and temporal structure of largely loosely coupled value proposing so-

cial and economic actors interacting through institutions and technology, to: (1) co-produce 

service offerings, (2) exchange service offerings, and (3) co-create value.”. A supply chain is 

a part of the value network. Vargo & Lusch (2011) refine the value network in “It is all B-to-

B…and beyond: Towards a system perspective of the market” to a service ecosystem. So what 

holds the network or system together? Competences, relationships and information are the 

binding material. Each participant organization has competences, relationships and infor-

mation they share with others. Value propositions connect the company with its customers 

and suppliers. To get a better advantage from a value network, he objective is to create, 

maintain and integrate competences, relationships and information and having abilities to 

create and maintain strong customer relationships and constantly learn from them. 

 

Companies in a value network strive for better density. This means that at a given place and 

time, a company organizes resources to create the best possible value in a given context. A 

value proposition is followed by customer feedback (for example cash flow) that the firm can 

use to learn from customers. This creates a positive learning loop for a company. (Vargo & 

Lusch 2004b, 9) 

 
 
 
Managerial implications of service-dominant logic 

 
Service-dominant logic does not imply that the traditional marketing mix is false, but it does 

place it in a more strategic role. In today’s firms, the 4 P´s (product, price, place, promotion) 

are seen as tactical instruments. In a service-centered view, the 4 P´s is part of a continuous 

service flow where value is co-created with customers and partners.  

 

Vargo & Lusch (2006a, 407-408) explain how we should alter the traditional marketing mix for 

service-dominant logic.  

 

Traditional marketing mix (tactical)  Service-dominant logic (strategic) 

Product   Co-creating service(s) 

Price   Co-creating value proposition 

Promotion   Co-creating conversation/dialogue  

Channel of distribution (place) Co-creating value processes/networks 

 

Service-dominant logic sees all offerings as services, although some offerings are provided 

through tangible intermediaries (goods). Price is replaced by co-creating value proposition. 

This means that the consumer participates over time to the value creation process. Vargo & 
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Lusch (2006a, 407-408) see promotion as tactical, and it is replaced with conversation and 

dialogue as a way to improve marketing communication. Co-creating value processes and 

networks replace the place utility. Networks are constantly learning and developing, and they 

should not be permanent mechanisms.  

 

 

 

Figure 1: service-dominant marketing (Vargo & Lusch 2006, 413) 

 

As figure 1 shows, the new three circles model places collaboration with customers and net-

work partners in the center, while inside the second circle is the Four P´s remodeled version. 

The firm should focus on continuous processes that are reflected in the four sectors of a com-

pany´s strategic direction. All these sectors should be co-created with customers and network 

collaborates. The objective is not quite the same for setting the Four P´s as with the goods 

centered model, to optimize profit. The goal is to get feedback from the customers to better 

serve them. Profit is seen as a test of how well customers are served.  

 

The outer ring of the three circles model consists of external and internal resources and ob-

stacles. Service-dominant logic has a different perspective especially to obstacles than in the 

traditional view. It views the external environment as potential resources, a challenge. For 

example, if looked traditionally, competitors are usually seen as a threat. It would be wise to 

see them also as a resource, though they push your business to be better for the clients. 

Sometimes competitors have the same interests and can even collaborate with your business, 

for example by joint research projects. The attitude towards overcoming resistances is differ-

ent from the traditional view.  
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Resourcing 

 

Value creation happens when an actor turns potential resources into specific benefit. This is 

called resourcing. Resourcing withholds three essential aspects. These are resource creation, 

resource integration and resource resistance removal. Resource creation means that people 

turn a potential resource (either operand or operant) that in the past had little value (for 

example petroleum in the mid 1850s) to valuable resources. This act requires human ingenui-

ty and knowledge. Resource integration means integrating many resources into appealing 

service provisioning. Removal of resource resistance means removing obstacles in the way to 

capture new resources. The obstacles can be physical (for example petroleum 50 000 feet 

below surface needs a special kind of drill) or mental (for example cultural). (Vargo, Lusch & 

Wessels 2008c, 8-9) 

 

Servicing and experiencing 

 

Vargo, Lusch and Wessels (2008c, 9-10) even state, that servicing and experiencing can re-

place the goods and services ideology. A service-oriented ideology would concentrate on un-

derstanding the customers experience and not just offer ”manufactured” or ”designed” ser-

vices the firms can provide efficiently. Effectiveness is off course needed in firms, but it is 

essential to be efficient from the customer´s point of view, not just from the company´s 

perspective. 

 

Competing with service-dominant logic 

 

Vargo, Lusch and O´Brien (2007a, 8) give advise how to compete with service-dominant logic. 

They submit nine propositions how to view your business environment differently.    

 

Firms gain competitive edge by transforming their operant resources to better meet the cus-

tomer’s needs than competitors. The predominant “marketing mix thinking” and customer 

manipulation has been quite successful in the past, but to be more efficient and adapting 

service-dominant logic thinking firms should preferably start thinking of their offerings as 

service. Competition in the marketplace takes on a new form. The big question is, who is able 

to serve their clients best? To provide the best service, the company should invest in operant 

resources such as skills and knowledge. (Vargo, Lusch and O´Brien 2007, 8-9)  

 

Firms that collaborate with other entities acquire knowledge and competitive advantage. This 

statement means that service innovations are crucial for a business to survive and gain ad-

vantage in the marketplace. Innovations are dependent on collection of competences that are 
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acquired by transforming outer resources to useful forms and absorbing their knowledge to 

make new and more efficient value proposals. (Vargo, Lusch and O´Brien 2007, 9)  

 

Firm´s constant application of information technology with an associated decrease in commu-

nication and computation costs can provide firms better resources for new competitive ad-

vantage through collaboration. S-D logic views technology as operant resources. Technology is 

created by creation of new operant resources. The goal is to find new ways to use information 

technology to be more efficient in value-creation, alter failure service steps and add valuable 

experiences to enhance the service-provision process. The objective is to more efficiently 

collaborate within the value network via technology and thus gain competitive advantage. 

(Vargo, Lusch and O´Brien 2007, 9-11)   

 

Firms can gain competitive edge by collaborating with customers and partners in the co-

creation and co-production processes. The statement means that there are opportunities for 

firms to better acknowledge their customers needs by engaging them in co-creation activities. 

In addition, firms could try to create platforms where they and their customers can meet and 

discuss their preferences and how they use the service. (Vargo, Lusch and O´Brien 2007, 11-

12)   

 

Firms should aim to know how their customers integrate and experience resources. This in-

formation can be crucial in new service innovation. The customer is also an integrator of re-

sources. For example, if a consumer decides to buy a car and he already has a garage, where 

he can keep the car clean and repair it, the experience of using the car enhances from the 

original value-proposition. Thus, the experience is altered. These outer resources are usually 

viewed as the "uncontrollable external environment". This proves that the customer is a pri-

mary integrator of resources and thus co-creates value. (Vargo, Lusch and O´Brien 2007, 9-

11)   

 

Customer experience can be enhanced if the company lets the customer be involved in the 

co-creation process. The client is willing to participate in the co-production process if the 

individual has knowledge that can be used in the co-production process to better it´s out-

come or if the outcome is more valuable if co-produced. It is also more likely that the cus-

tomer is willing to participate, if he wants control over the outcome. Co-production is also 

more likely, if the company can provide some of the needed physical capital (for example 

room for auto-self-repair). Customers usually want to participate in activities that are for 

pure enjoyment such as personal fitness training. (Vargo, Lusch and O´Brien 2007, 12-13)   

 

Companies can gain competitive advantage by new kinds of collaborative development, risk-

based pricing and value-proposition. The price can also be co-created if the customer is will-
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ing to pay for value-in-use (experienced value). The price to pay and risk sharing can be 

agreed beforehand. If both parties have something to risk and something to gain, then this is 

possible, for example for a firm and its retail buyer. (Vargo, Lusch and O´Brien 2007, 13)   

 

The prime-integrator of resources (in many cases, the retailer that is closest to the actual 

customer) is in a strong position in the market. This argument states, that it is possible that 

the company that deals directly with the end customer is in a strong position in market sens-

ing; thus the firm hears straight from the client what he or she thinks of the value-

proposition. (Vargo, Lusch and O´Brien 2007, 13-14)   

 

Companies that think of their employees as operant resources are in better position in creat-

ing more innovative knowledge and skills for their competitive advantage. This means that if 

the company employees think they are co-creating with the customers, they are more innova-

tive and valuable for the company. This transition from thinking people as not replaceable 

operand, but valuable operant resources should alter the company culture to a more S-D logic 

direction. The culture should be based on symmetric and open information between staff and 

executives. (Vargo, Lusch and O´Brien 2007, 14-15)   

 

In addition, Merz, Yi He & Vargo (2009, 14) suggest that managers should focus on building 

and maintaining relationships with all their stakeholders. They could also benefit from collab-

orating with their clients and managing their network relationships. Customers are active 

brand value co-creators, and they should be taken into the firm´s co-creation process to cre-

ate brand value from bottom-up rather than from top down.  
 

To move from production-centered focus to service-centered focus, one must change the 

perspective of how the market, firm and customers are seen.  

 

G-D logic S-D logic 

Making something Assisting customers in their own value-creation process 

Value as produced Value as co-created 

Customers as isolated entities  Customers in context of their own networks 

Firms resources mainly as operand   Firm resources as primarily operant 

Customers as targets Customers as resources 

Primacy of efficiency Efficient through effectiveness 

 

Table 1. The transition from G-D logic to S-D logic thinking (Vargo & Lusch 2008, 5) 

 

These shifts in view imply not just the move from goods to services, but also the purpose of 

the company and the co-operatory nature of value-creation. (Vargo & Lusch 2008d, 5) 
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2.2 How service-dominant logic can guide my way? 
 

Service-dominant logic implies that the firm should find out customers changing needs and 

provide custom made solutions (Vargo & Lusch 2004b, 12). In this thesis customer needs are 

investigated by researching customer daily challenges. A challenge can be a latent need and 

a problem to be solved.   

 

Service-dominant logic (Vargo & Lusch 2006a, 407-408) provided useful guidelines how I could 

approach new service development. First of all the service, dialogue, value proposition and 

final service would have to be co-created with users using the service-dominant marketing 

mix. The research question was molded so that it took on the challenge of co-creating the 

final service idea with clients. 

 

I tried to keep in mind the lessons from service-dominant logic. I should investigate what 

knowledge and skills firm and the clients have to exchange (Vargo & Lusch 2004b, 10). Profit 

would be a test of how well the final service will deliver value. A valuable thing to keep in 

mind was also how clients co-create value with their own commissioners.  

 

I kept in mind that value is not embedded in products but in interaction between the compa-

ny and clients. The new service should not be seen as having value, but having value-in-use 

(Vargo & Lusch 2004b, 7). If products would be present in the new service, they should be 

thought to provide value through value-in-use.   

 

The new service should also consider the users context (Vargo, Maglio & Akaka 2008, 148-

149). Because the customer integrates the companies offering to his current context (working 

conditions, tools, design type etc.), the company should research in what conditions the cli-

ent works. The new service should be offered through channels architects use and how they 

want to operate the service.    

 

The case example should be a learning experience for the company. Service-dominant logic 

implies that one of the fundamental things in creating new service is to learn from users 

needs and latent needs (Vargo & Lusch 2004b, 9). The company should see what things clients 

value and why. This information is valuable to the case company because the firm should 

provide value efficiently and with optimal costs. The focus should be on process manage-

ment. Earning money is not the final outcome; it just shows that you are providing valuable 

service (Vargo & Lusch 2004b, 6).  

 

The final guiding principle on my way was that the customer decides value. Clients in every 

step of the way should evaluate the new service. It is not enough that I realize the service 
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value. I have to be able to communicate what value the new service would bring to the client 

so he can understand and evaluate it sufficiently.  

 

The theory is useful, but it has its downfalls. First of all if you involve customers in the co-

creation process of a new service ideation phase, you may end up having too narrowed view. 

Same goes with sales people who see things from their perspective. The best way in my mind 

is not to ask directly what people want, but how they operate and what obstacles they face.  

 

Also, can I trust the client´s opinions? For example, if I would suggest a ceramic tile that 

changes colour every time you touch it, clients would probably say it would sell like crazy. I 

would go and produce this wonderful new product but what if nobody would buy it and I 

would go out of business? What then? How will I know people are talking about their needs if 

they do not even know them? For example, if asked a few years ago, how many people would 

have said they would need a touchscreen phone or a tablet computer? Or electricity a few 

hundred years back?  Gladwell (2005, 156) explains that even careful user tests can lie, as 

with Pepsi in the 90s Pepsi Cola beat Coca Cola in a taste competition. The product sold at 

first but then something odd happened. It flopped. The reason for this was that Pepsi cola 

was too sweet. The customers liked the first glass but didn´t like the second one. Sometimes 

you can not trust what people say.  

 

 

2.3 Service design as a way of executing service-dominant logic  
 

Why develop services? 

 

There are services all around us. We travel, use the Internet, visit the hairdresser and the 

local bank. These are certainties, but as we have learned through looking at service-dominant 

logic you can think more broadly about services than these examples. If you dare to think 

every object you see renders service for you, then you really live in a service-centered world. 

Imagine a hairdryer, doesn´t it provide hairdressing service for you? Doesn´t your car provide 

transportation service for you as in Shostacks (1977, 73) example? Moritz (2005, 26) provides 

an example of a mobile telephone functioning as a platform for communication service. If you 

look at services this way, it is obvious that developing user-friendly services are a major pri-

ority for companies to compete in today’s business environment.  

 

The more developed the economy, the more it is dependent on services. In Finland the share 

of services from gross domestic product (GDB) is at the moment 66 %. In western EU-

countries, the figure is 70-75 %. In the United States, it is over 80 %. According to Tuulaniemi 

(2011, 21) in Finland 1,7 million (from 2,4 million) are employed in the service sector. This is 

over 70 % of all labor force. It is clear that most new businesses operate in services rather 
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than production or selling tangible goods. These figures provide insight about the importance 

of services, but they do not tell the whole truth. It is hard to decide does a company belong 

to the service sector or do we classify it as a production firm. A firm may produce something, 

or offer it as a service or offer maintenance for its products. Nevertheless we have moved 

from agriculture focused, and industrially focused country to a service-based economy.  

 

 

Image: the shift from agriculture and manufacturing based economy to service based econo-

my (Tuulaniemi 2011, 23) 

 

The market is full of products. Companies try to find new ways of coping in the ever tighten-

ing competition. The traditional way has been to push advertising and pricing towards quick 

gains. Because the service economy is booming, the product market is satisfied, technology 

has enabled new kind of services and humans have individual needs, companies are shifting 

their thinking towards services. (Moritz 2005, 25-27). For example, IBM´s (Moritz 2005, 25) 

services consisted 32 % of their total turnover in 1994 and in ten years the percentage had 

gone up to 48 %. Traditional product developing companies are developing towards solution 

companies that provide services to add to their products. Meroni and Sangiorgi (2011, 38) also 

argue, that the service economy shift will provide more sustainable future for us than re-

source-exploiting manufacturing-based economy.  

 

 

The role of design in services 

 

(agriculture) 

(industrial goods) 

(services) 
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Meroni and Sangiorgi (2011, 40) suggest design should move from ”signs” and ”objects” to-

wards ”interaction” (interaction design) and ”systems” (environment and system design).  

 

Moritz (2005, 32) elaborates how designs role is changing. Design used to be used only to 

make things attractive for the eye. Designers were brought to the project in the end of a 

product development project. From designing features for products, services and spaces, 

design is shifting to be an ideology and can function as a strategy for competitive advantage. 

In the process design helps to design the customer experience and processes and systems to 

deliver this experience.  

 

 

Levels of design 

1. Design of features (product, service or space) 

2. Design of client experience 

3. Design of processes and systems 

4. Design of strategy, philosophy, policy or ideology 

 

Image: levels of design based on Worldviews of Design, Spirit of Creation 2004 (in Moritz 2005, 

33) 

 

Ezio Manzini (2011, 26) explores what design can do for services. Because services are per-

formed mostly with human activity, with network relationships, they cannot be as simple as 

machines. As for they are so complex, they are largely not designable. Designers entering 

service design have to lose their illusion of total control over the thing they are designing. 

This changes design culture and is part of a larger transition towards sustainable service and 
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network-based economy. It used to be that a design group could gather all the necessary in-

formation about the designed artifact and then go to creation phase. Services are more com-

plex than tangible things. There are more unpredictable factors and un-designable actors. 

Manzini (2011, 28) says design today is more about ”designing for something” or ”to get 

something to happen” and not ”design something”. In other words, designers create action 

platforms, enabling people to act in a certain way. The extreme case can be ”The McDonald´s 

model”, where every action is done by protocol. On the other hand, an action platform can 

also be the opposite ”Radio taxi” model, where the taxi driver is very flexible in some bound-

aries.   

 

Evolution of service design 

 

Service design is a relatively new concept. Many people have been occupied in developing 

services without calling themselves service designers. There have been people who have used 

service design methods in improving the wellbeing of others as long as there have been socie-

ties of people. 

 

The concept “service design” can be dated back to Shostack (1977, 73), who wrote the fa-

mous ”Breaking Free from Product Marketing” essay in the Journal of Marketing in 1977. She 

proposed a systematic method for improving and developing services, the technique called 

Service Blueprinting (Shostack 1984, 134-135). Blueprinting is a method of mapping the whole 

service experience including the customers and the firm’s actions in the service process. With 

it, you can identify the service process steps, and it helps to isolate the fail points. It also 

helps to establish a time frame for the service and analyze its profitability for the firm.  

 

Others joined Shostack and in 1988 Parasuraman, Zeithaml and Berry (1988, 64) presented the 

SERVQUAL-model for measuring customer perception of quality of service. The measurement 

tool divided total service quality to five dimensions: tangibles, reliability, responsiveness, 

assurance and empathy (Parasuraman, Zeithaml, Berry 1988, 23). The method takes into con-

sideration people’s expectations for service and helps to identify gaps between perceptions 

and actions.   

 

These developments led to the research of understanding, measuring, managing and planning 

the service encounter. Bitner, Nyquist and Booms were concerned about how to diagnose 

favorable and unfavorable service encounters. Together they set to create a tool that is 

known as Critical Incident Technique. (Czepiel, Solomon, Surprenant & Gutman 1985, 195) 
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As a discipline, service design started to emerge when design thinkers Morello, Hollins , Man-

zini, Erlhoff and Pacenti started discussing about a new design agenda for services. (Meroni 

and Sangiorgi 2011, 9) 

 

Service design was introduced as a discipline in 1991, when Professors Erlhoff and Professor 

Mager created a service design education field in Köln International School of Design Universi-

ty in Germany (Moritz 2005, 66).    

 

Mary Jo Bitner (1992, 67) made a significant contribution to service design by identifying the 

servicescape, explaining the role of the service surroundings and their effects on customers 

and service providing personnel’s behavior. She suggested that careful design of the physical 

servicescape can be great marketing, but it can also drive the company’s internal goals.  The 

servicescape is a physical metaphor for a service companies offering. It can be thought of as a 

”service package”. The servicescape also effects how employees are able to provide the ser-

vice.  

 

One of the first companies that said they provided service design was Live|Work in 2001 

(Moritz 2005, 67). The company had previously concentrated on interaction-design. IDEO also 

entered service design in 2001, when the company decided to concentrate on client experi-

ences opposed to former product design.  

 

In 2004 Spirit of Creation and Birgit Mager founded the Service Design Network, an interna-

tional network for service designers, businesses and researchers to be a catalyst for theories 

and design methods of service design. (Moritz 2005, 73) 

 

Tuulaniemi (2009, 62-63) provides insight into evolution of service design in Finland. The 

roots of service design are European, that is undoubtebly, but the Finns have been contrib-

uting strongly in the Service Design Network and you can find strong players in service design 

in the Finnish market. Unfortunately, the group is quite narrow at the moment. A pioneer of 

service design was Satama Interactive in 1997, a company now owned by Talentum. A group 

of service designers moved from Satama to join the Taivas Group Beta Ego.  Fourteen Beta 

Ego designers founded their own service design agency Palmu Inc. Mikko Koivisto was the first 

to write a masters thesis on service design in 2007. Laurea University of Applied Sciences 

works at the frontline of service design by providing the first Master of Business and Admin-

istration degree program in service innovation and design (2012 Laurea). 

 

Meroni and Sangiorgi (2011, 35) question should we really call the new discipline service de-

sign or design for service. This is because services cannot really be designed in the way that 
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the designers are in control of the service outcome. You can design for service, and hope that 

most of the time people act as planned.  

 

Holmid (2007, 7) has compared interaction design and service design. He has suggested that 

service design is a holistic approach and it may set other design disciplines into a “wider so-

cial and action context”. Also, as service design focuses on the whole service, interaction 

design is more focused on the interactive artifact, which is one part of the service journey.  

 

Ramirez and Mannervik (2008, 37) present how the role of design has changed in the process 

of understanding customer roles. We have moved from thinking that the customer is a de-

stroyer of value towards co-creation of value and from interface design to interaction design 

and forward.  

 

 

Image: the changing role of design as the understanding of customer value evolves by Ramirez 

and Mannervik (2008, 37) 

 

IDEO (2012 IDEO), the award-winning design company, takes a different perspective towards 

service design. They see designing for service as human-centered design. This approach 

doesn´t say anything about products or services. IDEOS design outcomes help organizations in 

the public and private sectors to innovate and grow. They design products, services, spaces 

and interactive experiences that bring companies to life. They apply design thinking in their 

profession, combining people’s needs with company’s interests and technology to create new 

innovative solutions.  

 

Another concept close to service design is transformation design, introduced by RED, a UK 

Design Council research and development team (Burns, Cottam, Vanstone & Winhall 2006, 2-

3). REDs goal is to promote innovative thinking and practical innovations to social and eco-

nomic problems. Their goal is to make UK managers best users of design in the world. Trans-
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formation design is a similar concept than service design, although the writers emphasize that 

the approach is tied to radical innovations, completely questioning today´s ways of doing 

(Burns, Cottam, Vanstone & Winhall 2006, 8). The method is also user-centric and uses same 

methods as service design, including gathering insight, making things visible and rapid proto-

typing (Burns, Cottam, Vanstone & Winhall 2006, 18-19). Transformation design aims high in 

cultural change.  

 

Definitions of service design  

 

Miettinen & Koivisto (2009, 34-35) define service design as an activity that addresses services 

from the customer’s perspective. Focus of service design is to create useful interfaces that 

customers need, are able to use, and interfaces that work efficiently and are distinctive from 

the companies point view. The discipline stands in between product design and interface 

design (interface design originated in interaction and experience design).  

 

Service designers use an explorative, analytical design approach. Designers observe users 

behavior and try to interpret them. These observations are converted to future services. 

(Miettinen & Koivisto 2009, 15) 

 

Tuulaniemi (2011, 10) adds that service design is a systematic way of approaching service 

development and innovation simultaneously both analytically and intuitively. He says that 

service design is a discipline that brings design methods to service development and combines 

them with traditional service development methods. The aim of service design is to design 

service products that are financially, socially and ecologically sustainable (Tuulaniemi 2011, 

24-25).  

 

According to Tuulaniemi (2011, 37) a new service can produce value through brand and sta-

tus, usability, price, design, characteristics or helping people perform better. Other valuable 

things are accessibility, saving money, product customization, novelty value or reduced risk. 

The best suitable value can be retained through use-value, namely value-in-use.  

 

Kimbell (2011, 49) has concluded that service design is a strategic design activity that com-

bines social and material systems to create value. She argues if service design could be called 

a new discipline, but suggests that design has to reinvent itself and its role for businesses and 

people more broadly to incorporate designing for service.  

 

Moritz (2005, 39) traces service designs origins back to design thinking. Moritz sees service 

design as total experience design of a service as well as the backstage processes and strategy 

behind the service. Service design process includes four D´s – Discover, Define, Develop and 
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Deliver. He sees service design as not a design discipline, but a multidisciplinary platform of 

expertise. He summarizes service design as a connector of the ”desires of the client with the 

desires of an organization”.    

 

A key concept in service design is the service touchpoint.  According to Moritz (2005, 41) ser-

vice touchpoints consist of spaces, goods and peoples interactions. If you align these touch-

points together, they make up the whole service experience. Service designers create new 

and modify old touchpoints in order to create an experience that customer’s value. (Miet-

tinen & Koivisto 2009, 16)  

 

Service design is all about designing these touchpoints, but as you cannot predict how humans 

behave exactly, service designers focus their attention to creating conditions that lead to 

experiences. These practices, such as persona creation have come from interaction design 

that has traditionally been concerned with human-machine interaction. (Mager 2008, 354-

355) 

 

Service design is inherently a user-centric approach to services. To gain insight into custom-

ers, designers need to dive into customers needs, latent needs, habits, customs, values, oth-

ers opinions, pricing of services, service attributes and competitors services. (Tuulaniemi 

2011, 72). 

 

Mager (in Miettinen & Koivisto 2009, 35-37) provides some basic guides service designers use 

to form new services.  

 

1. Look at your service as a product 
2. Focus on customer benefit 
3. Dive into the customers world 
4. See the big picture 
5. Design an experience 
6. Create perceivable evidence 
7. Go for a standing ovation 
8. Define flexible standards 
9. A living product 

 

Mager explains that one should not consider service design as a decorative discipline, but a 

substantial and useful way to create intangible outputs, because as she said ”Good design is 

connected to good strategy”. Service design may rethink the organization in order to create 

more benefit for the customer. The move from backstage to front stage changes perspective. 

The designers are more interested about today´s customer’s feelings and experiences than 

old perceptions. They observe and probe customers in order to learn from them. Service de-

sign professionals try to see the customer’s context where the service is used. Sometimes the 

service starts before the companies offering and continue far beyond what is traditionally 



 35 

seen as end of service. Service designers use for example theatre techniques in order to cre-

ate an experience. They try to make the intangible more tangible for the audience to gain 

evidence of the service that is being consumed. They try to create servicescapes that are 

usable and exceed customer’s expectations. They try to find the right alignment of standardi-

zation and flexibility that suits the case. The services they design are never complete and 

they learn from feedback. One of the major changes service design can bring to a company is 

that it takes into consideration the existing culture, but can be also a change agent for a 

more user-oriented culture. 

 

Companies and governmental institutions use service design. Parker and Heapy (2006, 80-82) 

say it can have transformational effect on public services if applied systematically. Service 

design has the potential to close the gap between policy markers and the regular Joes priori-

ties. From just proposing simple improvements to services, service designers may come up 

with new models that may be valuable for the user and provider. Service designers are inter-

ested in service that can learn from itself. They try to design systems that are able to adapt 

and reconfigure themselves. (Parker and Heapy 2006, 90).  

 

Harvey Dogson (2006) points out in his article “The core of service design” that improving 

value delivery by designing good services may meet customer needs, but every service needs 

to be in constant evolution; thus people tend always gradually expect a higher level of ser-

vice. This is why service design must not be seen as a single project, but a continuous pro-

cess.   

 

What is the service designer’s role? 

 

Miettinen and Koivisto (2009, 37; Kimbell & Seidel 2008, 54) explain that service designer’s 

work is interdisciplinary. Usually projects demand many types of specialist knowledge to be 

successful. It is typical that specialists from the client’s side are involved in the process (mar-

keting, strategists, human resources, IT etc.). Many times psychologists and anthropologists 

can bring needed expertise for a project, but sometimes branch-specific knowledge is needed 

more. The point here is that service design projects need skills from the designers, client, 

and customer and possibly outside experts. The projects are co-created with these resources. 

The designer’s job is to bring in new (preferably radical) ideas and make them tangible 

enough for everyone to experience them.  

 

Parker and Heapy (2006, 16) from the Think Tank Demos describe how service designers 

think. Designers do not consider the building blocks of service only episodes or institutions, 

but also touchpoints, channels, architectures and journeys that describe people’s services 

from start to the end of the service experience.  
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Manzini (2011, 29-30) sees users as an important resource. In the center there is the user, 

who can bring his needs, skills, capabilities and other resources on the table to create collab-

orative services with a service provider. The designer’s job is to be a facilitator or a provoker, 

who manages to listen and collaborate with users. Their job is to provoke conversation for 

something new to emerge. This can be done for example by prototyping and storyboarding. 

Miettinen and Koivisto (2009, 60) claim, that for these designers need to have good social 

skills, empathy for the users, ability to think outside the box and ability to bring his ideas 

forth in a visual way.  

 

Moritz (2005, 49) proposes that service design can function as a hub, binding the organization 

and the client, and it can use various forms of expertise (marketing, research, management 

and design) in order to create value for both parties. To create a successful service, you may 

need expertise about branding, product design, psychology, interior design, participatory 

design, ethnography, interaction design, interface design, strategy, sensation, market re-

search, marketing, process management, product development, communication planning and 

experience design.  

 

 

Image: service design overview model (Moritz 2005, 152)  

 

Moritz (2005, 150-152) has created an overview model of service design. The model shows 

how service design can function as a mediator between the company and the customer. Ser-

vice design can add effectiveness and efficiency to a service for the company to be more 

productive. On the other hand, it can raise customer satisfaction by being useful, usable and 

desirable from the customer’s perspective (orange arrows on the bottom).  The grey arrows 

represent how service designers navigate through company resources, client needs and con-
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text to gain insight for the design. For the organization service design can help in strategy 

formation, change culture to be service-oriented, service concept design, provide solutions, 

present design processes and help to add guidelines. From the customer’s side, it can help to 

design touchpoints, assure service quality, create new service ideas and foster the brand. It is 

invaluable in gathering feedback and customer insight to maintain competitive edge and re-

discover the company´s business. This way service design can create a win-win situation for 

both parties.  

 

Service design approaches this win-win situation with specialized methods (for example the 

business model canvas) designed to bring efficiency and value with new business models. (Os-

terwalder Pigneur 2010, 48-49).  

 

 

IMAGE: The business model canvas by Osterwalder & Pigneur (2010, 48-49) 

 

Osterwalder and Pigneur (2010, 168) describe building a new business model (or service) by 

first deciding to pursue after a new service or to improve an existing business model and then 

go for a spin of design-prototype-provoke-design-prototype-provoke… until you are sure you 

have something you can execute.  

 

 

Image: service design process by Osterwalder and Pigneur (2010, 168) 
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Morelli (2002, 11) sees service designs role as creationary, not so much as a maintaining 

force. Service management’s role is to foster the service to ensure that it is executed daily 

according to the design. To mold a product-service system one must focus ones perspective 

how it takes form, understanding the users cultural and technological context. The trick is to 

present immaterial and material aspects of the service in a designed order (see the service 

blueprint).  

 

 

Image: service design and management model (Morelli 2002, 11) 

 

Harvey Dogson (2006) presents some core elements of service design. He adds, to the later 

description, that service designs job is also to cause consistent service delivery, to make a 

concept that works every time as it is designed.  

 

Kimbell (2011, 48) has studied service designers and has found that designers approach ser-

vices in a social and material way. This means their output may contain physical as well as 

social things and still they think they are designing service. They tend to think as service-

dominant logic (Vargo & Lusch 2004b) suggests that physical goods render services too. From 

this point of view, everything is service. Kimbell has created a framework to understand ser-

vice design. 
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Matrix: approaches to conceptualizing service design (Kimbell 2011, 45) 

 

The above matrix by Kimbell (2011, 45) illustrates that in the engineering quarter the distinc-

tion between goods and services is obvious. Design is problem solving. Services are artifacts 

that are designed. The non-engineering design discipline quadrant can be seen as traditional 

art and design discipline, where the design process is exploratory. For example, traditional 

interior design or furniture design sits here. On the top right of the matrix design is seen as 

problem solving, but from a service-dominant perspective with engineering type of touch to 

it. Kimbell suggests that service designers sit on the bottom right quadrant, designing for 

service by thinking service-dominant way and making no distinction between products and 

services. These designers see service as the fundamental basis of exchange of value. 

 

The service design process 

 

The service design process can be described in many ways. Every author describes the process 

in somewhat similar way, using different words to describe the process. These all consist of 

first evaluating the objective and resources for the project. The process continues to re-

search phase, and ideation phase. The ideas are filtered, and the best ones are selected to be 

used for a new or existing service. The service is launched and evaluated. All the process 

descriptions describe the process as iterative and some even a continuously looping one.  

 

Damien Newman (in Stickdorn, Schneider etc. 2010, 125) describes the process of service 

design as a squiggle. At first the process goes back and forth with ups and downs. After a 

while, the objectives become clearer and clearer.  
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Image: ”The Squiggle” by Damien Newman Central Inc. (Stickdorn, Schneider etc. 2010, 125) 

 

The service design process can be described (Stickdorn, Schneider etc. 2010, 126) as itera-

tive. The idea is to learn and sometimes go back to a previous stage and start again. The pro-

cess is not linear in that sense, but can be described as such. Stickdorn states, that it is useful 

to describe the process to get an understanding what impact the designers have had to the 

final outcome.  

 

Most books (Tuulaniemi 2011; Stickdorn & Schneider 2010; Moritz 2010; Meroni & Sangiorgi 

2010) about service design characterize the design process into stages. For example Tuula-

niemi (2011, 126-129) defines the process as an efficient linear process, which consists of 

defining, research, planning, production and assessment. Although he states that every pro-

ject is different, and the process can be altered to suit a certain design. 

 

Image: service design process by Tuulaniemi (2011, 127) 

 

First the design team defines the problem to be solved and objectives for the beneficiary. At 

the first step, it is important to get to know the service provider. Then with interviews, dis-

cussions and other research methods the team should get a general understanding about the 

resources, working environment and user needs. The team ideates and creates alternative 

solutions and tests them with users. New service models are introduced to clients to be test-

ed and re-evaluated. After the initial testing phase, the team concentrates its efforts in plan-

ning the actual service. After the final service is launched, the team fine-tunes it according 

to feedback from the market. (Tuulaniemi 2011, 126-129) 

 

Moritz (2005, 154-159) describes the process more vividly in his framework. He divides the 

process to six stages and gives detailed descriptions on what to do in every step.   

Defining	   Research	   Planning	   Produc3on	   Assesment	  
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Image: service design process by Moritz (2005, 154) 

 

According to Moritz, the process isn´t linear, but continues back and forth towards a better 

model. At the first step Moritz encourages service designers to assemble a project team with 

various expertise and knowledge, clarify objectives, make a time plan for the design process 

and find out what resources are available. The first steps for a well-planned process are to 

find out market needs, client need and all about the client and the context of the existing (or 

new) service. After this initial compilation of talent and objectives, the team should investi-

gate and learn from customers, end users and all participants involved in the service process 

to better understand their needs. At the third stage, the group assembles this information 

and uses different methods to define objectives for service improvement. At this phase, ideas 

are generated to solve problems, interferences and customers primary needs in the service 

process. The next step is to filter the generated ideas into acceptable solution suggestions. 

The fifth stage is to make the solutions or improvements visible and as tangible as possible. 

These methods are also used in previous phases, tough every realization and idea needs some 

visual explaining. When the investigation, ideation, filtering and visualization are completed, 

the service can be put to action to get feedback. The feedback takes the team back to phase 

three to evolve the service.  

 

The British Design Council simplifies the process to four stages, starting with the letter D: 

 

 

Image: Service design process by The British Design Council 

 

The process is described as ”The Double Diamond” as the British Design Council has described 

the model.  

 

SD	  Genera3on	   SD	  
Thinking	  

SD	  
Genera3ng	   SD	  Filtering	   SD	  

Explaining	  
SD	  

Realizing	  

Discover	   Define	   Develop	   Deliver	  
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Image: British Design Council (2012) ”Double Diamond” 

 

Design Councils (2012) process starts by discovering the world through fresh eyes and seeing 

what others have missed. The designers gather inspiration and insight to develop an opinion 

what they see and what will help them generate new ideas. At this stage, the designers re-

search the market, for current and potential service users. They also plan how to plan and 

manage the design process and with who. The first goal is to define the question that needs a 

solution. After the discovery-phase, the designers define what matters most and what should 

be acted upon. The design challenge is framed by creating a brief. At this stage the project 

gets its shape, form and management. At the third, development phase the designers create 

possible solutions to the problem, prototype and test the ideas. The process is filled with trial 

and error. Methods include a lot of different kinds of ideation techniques such as brainstorm-

ing. After the final idea is selected, the final quarter of the process is delivery and launch of 

the developed service. At this stage, final testing and approvals are made, and the service is 

launched. The collected feedback loops and enables designers to improve the service process.  

 

Meroni & Sangiorgis (2010, 240) version of the service design process includes roughly same 

elements as the previously mentioned, but they stop to prototyping stage. They also note, 

that the process should be iterative, and the design team should make up their own version of 

the process. Their process, based on 18 case studies looks like this: 
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Image: Meroni & Sangiorgi (2010, 240) design process.  

 

What is a good service design outcome? 

 

Dogson (2006) claims that services may be designed in same precision as engineered goods. A 

service can be broken down to smaller pieces and every step may be improved, or the whole 

service may be restructured. He also claims that service processes may be as consistent as 

manufacturing processes by standards and training. This requires the design of touchpoints, 

systems and service policies.  

 

According to Miettinen & Koivisto (2009, 101-105) to formulate a successful service you need 

the right idea, team, design process, leadership, target, time and the list goes on. You need 

to first gain insight about the service providers business, customers, business environment, 

and trends for the future. After this, you need to create an innovative value proposition to 

suit the situation. Prototypes are useful in this stage; tough they can be circulated to accel-

erate conversation with the stakeholders. You need to align the new service with existing 

offerings and create the service with analytical tools to measure its effectiveness in providing 

value for customers and the service provider (ROI). The last step is to make sure that the 

service is carried out as planned without deterioration of service quality and learn how the 

processes and value proposition could be improved in later stages.  

 
According to Tuulaniemi (2009, 100) service design helps new service development by: 

-‐ Making the intangible tangible early in the development process. 
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-‐ Providing a process and tools for gaining insight to customers, ideation, visualization, 

launch and evaluation.  

-‐ Bringing new customer insight that helps in finding out new customer needs.  

-‐ Providing tools for co-creation work for the company and its customers.  

-‐ Being independent of any supply channel and contact point. 

-‐ Helping to plan the customer experience in customer service.  

-‐ Helping to plan the customer service personnel work.  

-‐ Reducing the risk of new service failure.  

-‐ Improving the return of investment for a new development project. 

 

A simple way to evaluate a new service offering idea is the Palmu Inc. evaluation matrix. A 

service can be really liked, but it can lack business potential. A service may be profitable, but 

customers do not like it. The aim is to get to the top right corner of the matrix to make it 

sustainable.  

 

 

IMAGE: Palmu Inc. matrix for evaluating service ideas (Tuulaniemi 2009, 106). 

 

This all sounds expensive doesn´t it? Miettinen and Koivisto (2009, 165) explain that service 

design might sound expensive, but if you look at the investment levels for services that fail, 

you can see that investing in prototyping and research pays off in the end. Service design 

projects are in many cases complex (Miettinen & Koivisto 2009, 179), but it is the dealing 

with complexity that drives people to work in this discipline.  

 

Dogson (2012) guides to “Keep it simple“. But as we have come to know, people and services 

(customer experience) 

(business value) 

(small) (big) 

(poor) 

(excellent) 
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are as complex and the designer’s task is to create a simple enough execution after a com-

plex analysis. The under-relying fact is that designing services requires focus on the smallest 

details.  

 

Drivers and barriers of service innovations 

 

Tekes, in their Technology Review 2003 (Kuusisto & Meyer 2003, 56) have identified some 

drivers and barriers of service innovation. They conclude that in heterogeneous services, 

technology push is a major driver of innovation for new service delivery. Regulatory changes 

also effect new service development. If the government deregulates services, then there will 

be possibilities for new offerings. The emergence of systematic new service development is a 

driving force in its own. Industry champions make good examples and drive service innova-

tion. Barriers for service innovation are lack of competition, too much supply of services, a 

business cycle that does not support services, tight industry structures and too few skilled 

people. Too little funding and other resources may also pose a challenge to service innova-

tion. Intangibility and context specificity slow down innovation.  

 

Future of service innovation 

 

Manzini (2011, 27) says that the next economy can be named social economy; thus every or-

ganization is connected to each other. We will probably see more social innovation in the 

grass root level. What we will see in the future are more about solutions or systems towards 

specific problems, not just tangible consumer products. Manzini concludes that these changes 

will undoubtedly gear the economy towards services.  

 

Tekes (2010, 69) the Finnish Funding Agency for Technology and Innovation, in their report 

”The Future of Service Business Innovation” conclude, that services will increase in number 

and will add value by making sense of vast amounts of complex, censored or captured data. 

Social networking, collaboration and user-centeredness will be important in service creation 

and delivery. Delivering value through the use of technology, especially cloud computing, 

mobile and web-based will continue to be important for any service business. Social responsi-

bility will be expected of any service.  

 

Tekes together with Peer Insight in their research paper “Seizing the White Space” talk about 

innovative service concepts and have pointed out some findings that support service innova-

tion in the future. They have found, following innovative service concepts in the United 

States, that the customer is now the new reference point. It used to be the competitors who 

were followed in order to keep up in the competition. Today you cannot know who will chal-

lenge your business, so companies try to design their customer experience as good as possi-
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ble. The second finding is that by changing who does what companies may reinvent their 

businesses. In some innovative business cases the service firm has reconfigured what tasks the 

customer does, and what it does for the customer. The third finding was that the driving 

force of innovation lies within entrepreneurship. The US examples presented in the paper 

were stories about entrepreneurs, who saw that an industry was performing badly, and they 

knew how to address the problems in an innovative way. Another thing driving innovation is 

IT, a service “factory” of the 21st century. The researchers saw IT as the production depart-

ment of the services era. The last thing on their list was the Internet, as a distribution chan-

nel that enables new ways of providing value for the customer. (Ezell, Ogilvie & Rae 2007, 7-

8) 

 

How does service design comply with service dominant logic?  
 

Service-dominant logic can act as a foundation and way of thinking for service designers. 

While reading about service-dominant logic and service design it became obvious that service 

design can put service-dominant logic into action in numerous ways. Below you can find the 

service-dominant logic FP´s and an explanation how service designers comply with them.  

 

Foundational premises (Vargo 

& Lusch 2008) 

How the service design discipline complies with Service -

dominant logic?  

FP 1 Service is the fundamental 

basis of exchange 

For service designers, service (or experience) is what peo-

ple value, not possession of things (Moritz 2005, 32, Kim-

bell 2011, 50). They are not in search after a drill. They 

are after a hole in the wall (or solution to suit their situa-

tion).  

FP 2 Indirect exchange masks 

the fundamental basis of ex-

change.  

Service designers do not make distinctions of product ver-

sus service (tangible and intangible output). They try to 

create action platforms (service systems) for customers to 

experience (Manzini 2011, 28, Kimbell 2011, 48). The task 

is to present immaterial and material aspects of a service 

in a designed order to create a favorable experience (Mo-

relli 2002, 11).  
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FP4 Operant resources are the 

fundamental source of compet-

itive advantage 

Service designers combine companies and customers re-

sources and integrate external resources to create compet-

itive advantage for the firm. Mostly they gather infor-

mation about customers and company resources (knowhow 

and skills) to find out what kind of services can be done. 

(Miettinen & Koivisto 2009, 37; Kimbell & Seidel 2008, 54; 

Moritz 2005, 49). They rely mostly on operant resources, 

but require operand resources to function properly (mon-

ey, facilities etc.).  

FP5 All economies are service 

economies 

Service designers may be employed within the private or 

public sectors, in product production companies or in in-

tangible output service firms (Parker & Heapy 2006, 80-82; 

Kimbell 2011, 48). For them it is all about service and their 

work is valuable for any society or group of people provid-

ing something for another.   

FP6 The customer is always a 

creator of value.  

Service design focuses not only in companies’ resources, 

but also in users of the company’s output. They use tools 

to engage with customers to gather insight and co-create 

offerings with them, for them. (Miettinen & Koivisto 2008; 

34-37, Tuulaniemi 2011, 72)   

FP7 The enterprise can´t deliv-

er value, but offer value propo-

sitions 

In service design discipline, designers need to lose their 

illusion of total control over the thing they are designing, 

thus services cannot be designed, only conditions that can 

lead to good service experience (Manzini 2011, 26). The 

designs are tests of the designer’s ability to gather insight 

and ideate new value propositions.  

 

FP8 A service-centered view is 

inherently customer oriented 

and relational. 

Users (or customers) are at the heart of service design 

discipline. Service designers try to improve organizations 

relationships with customers by engaging with both parties 

to create win-win-situations that on the other hand are 

efficient and effective for the company and useful and 

valuable for the customer. (Moritz 2005, 150-152, Tuula-

niemi 2011, 106). Thus, Service Design is customer orient-

ed and relational.  

Refined additional FP9: All so-

cial and economic actors are 

resource integrators (Vargo & 

Service Designers try to interpret customer needs and la-

tent needs by observing them in their natural surroundings. 

This is because in order to create valuable services they 
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From this compilation we can see that service designers apply service-dominant logic way of 

thinking. I do not know how many service designers have familiarized with Vargo & Lusch 

service-dominant logic. It seems that for them it is natural to think in this way.  

 

 

2.4 Introduction to service design methods used in case 
 

The main research method for this thesis is in-depth interviews. Interviews are used to gather 

data from clients. In this section we will have a look at the advantages and disadvantages of 

in-depth interviews and how they should be performed. We will also go through all other ser-

vice design methods and tools used in this thesis, such as co-creation sessions, design drivers, 

service blueprinting, brainstorming, sorting ideas with the affinity diagram, storyboarding and 

service evidencing. I will explain how these methods are used in the upcoming service design 

case.  

 

In-depth interviews  

 

Because in-depth interviews will be carried out in this study it is important to develop a good 

understanding about the definitions, benefits, disadvantages and ways of in-depth interviews 

compared to other interviewing methods. The framework discusses some basic definitions of 

in-depth interviews and proceeds to investigate the methods and guidelines of doing research 

with in-depth interviews.  

 

Definitions of in-depth interviews 

 

Crouch & Housden (2003, 124-126) divide personal interviews to four categories. These are 

fully structured, semi-structured, unstructured and in-depth interviews. In fully structured 

interviews the interview situation is controlled in detail. The interviewer can for example 

Lusch 2008) 

 

need to know the customers context, where and how he 

operates. Service design discipline sees customers (and 

their living context) as an important resource for the ser-

vice provider. (Tuulaniemi 2011, 72) 

 

Additional FP10: Value is always 

uniquely and phenomenological-

ly determined by the benefi-

ciary.  

 

All services the service provider creates are tests of how 

well the company knows its customers. Service designers 

are there to increase company´s profits by creating things 

customers value. Their performance can be evaluated by 

how much the services are used and appreciated among 

users (Miettinen & Koivisto 2009, 101-105.  
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read out the questions and write down the respondent’s answers. The participant parties, 

interviewer and the respondent do not speak about things that the research designer has not 

displayed in the questionnaire. In many cases, these interviews have multiple choice ques-

tions and not open questions. This data is easily compiled and analyzed. The semi-structured 

interviews are interviews where there are fully structured questions but also open-ended 

questions. These questions are harder to answer for the respondent and harder to analyze, 

but get more insight from the respondent. The interviewer can encourage the respondent to 

answer the questions more specific with questions like ”What other factors are there”. Con-

ventionally the whole answers are written down as the respondent answered. Unstructured 

interviews are situations where the interviewer and the respondent are not bound by struc-

tured questions. The interviewer has a topic list which acts as subjects of discussion. The 

questions do not have to be asked in a specific order. This method gives great insight, but is 

difficult to analyze. The fourth interview category is in-depth interviews. This interview ap-

proach has been borrowed from psychoanalysis. The method tries to probe a lot of questions 

on a certain topic to go deeper and deeper into the subjects into the level of thought. The 

interviewer does not settle on the first answer and tries to discover real motives and explana-

tions for behavior.  

 

According to Malhotra and Birks (2006, 179) in-depth interview is an “unstructured, direct, 

personal interview in which a single respondent is probed by an experienced interviewer to 

discover underlying motivations, beliefs, attitudes and feelings on a topic.”. The method is a 

direct, qualitative way of obtaining data from subject persons. Unlike focus groups in-depth 

interviews are conducted one-on-one basis.  

 

Carson, Gilmore, Perry & Gronhaug (2001, 71-74) say interviews purpose is to get inside 

someone’s head and see their perspective. Interviews are great when finding out feelings, 

memories and interpretations that could not be discovered with other research methods. The 

authors say that the interviewer should hold back his own perspective on the respondent. 

Even tough the interviewers contribution to overall data collection isn´t totally excluded. In-

depth interviews scope can range in characteristics and uses from one extreme to another. 

Sometimes they are almost like informal conversations with a respondent to find out his view 

of a certain topic. These interviews have no structure or direction placed for the interviewer 

since the aim of the research is the internal reality of the respondent. Ethnographic inter-

views are examples of this method. These interviews often try to see the external reality 

picture of the respondent.  

 

McDaniel and Gates (1998, 118) define in-depth interviews as being the ”one-on-one inter-

view that probe and elicit detailed answers to questions, often using non-directive techniques 
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to discover hidden motivation”. The term has meant in the past relatively unstructured inter-

views. The direction of the interview is guided of the responses of the respondent.  

 

Aaker, Kumar and Day (2001, 187) describe in-depth interviews as ”interviews that are con-

ducted face to face with the respondent, in which the subject matter of the interview is ex-

plored in detail.”. They divide in-depth interviews to two categories, non-directive and semi 

structured interviews. The difference with these two is the amount of guidance or direction 

the interviewer provides. Non-directive interviews are interviews where there is total free-

dom for the respondent to answer as he pleases within the boundaries of the subject. Success 

is gained via constructing relaxed and sympathetic relationship with the interviewer, probed 

questions to better understand the subjects point of view and guiding the discussion to the 

right direction. The sessions usually last for one to two hours. Semi structured or focused 

interviews are interviews where the researcher tries to cover specific list of topics. The tim-

ing and question phrasing is decided by the interviewer during the session. The open structure 

provides unexpected data or behavioral data from the respondent. 

 

In-depth Interview advantages  

 

In-depth interviews reveal deeper insight than focus groups. Insight is better gained through 

discussions on certain subjects and developing an issue with the respondent. In a group situa-

tion interesting and knowledgeable people cannot be solely concentrated upon. In focus 

groups it is also difficult to determine which respondent made a particular response. Also, in-

depth interviews the information exchange is free of social pressure. This makes in-depth 

interviews ideally suited for sensitive issues, especially commercially sensitive issues. (Mal-

hotra & Birks 2006, 182-183). Also, compared to focus groups in an interview the researcher 

gets more quantity from one interviewee. This is because the respondent stays quiet most of 

the time in a group session and comments shortly to some questions and topics. (Aaker, Ku-

mar and Day 2001, 188). McDaniel and Gates (1998, 119) point out that in in-depth interviews 

group pressure does not exist and respondent reveal more honest feelings than in group inter-

views. The personal interview situation gives the respondent the feeling of being the center 

of attention, whose answers to questions are important. This motivates the person to speak 

more.  

 
Individual interviews are easier to set up and organize, because the interviewer can travel to 

the respondent and not the other way around (Malhotra & Birks 2006, 182-183). The longer 

the interview takes, the more the interviewer can get information. The nonverbal feedback in 

an in-depth interview situation can also give cues about how a person feels about a certain 

topic. This is valuable information for the researcher. (McDaniel & Gates 1998, 119) 
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In-depth interview disadvantages  

 

The challenge in in-depth interviews is the lack of structure. This makes the results suscepti-

ble to the interviewers influence. The quality of the results depends mostly upon the inter-

viewers skill. As with all qualitative methods the interviewer should try to gain awareness of 

the facts why the respondents ´see´ in a particular way. Data of fewer persons can be diffi-

cult to analyze and interpret. The analysis raises questions about the interpretations of how 

respondents express themselves. (Malhotra & Birks 2006, 183). In in-depth interviews the 

group dynamics is missing, and the interviewer is left with only minor reactions with the re-

spondent (McDaniel & Gates 1998, 119). 

 

The length of the interview also presents a challenge with high costs. This usually means that 

there can´t be many interviews in a single research (Malhotra & Birks 2006, 183). In-depth 

interviews are more expensive than group sessions if viewed per-interview. In-depth inter-

views are exhausting for the interviewer and there cannot be many interviews in one day. In 

two focus groups there can be up to 20 people. (McDaniel & Gates 1998, 119) 

 
In-depth interview application  

 

In-depth interviews can be used to interview for example professional people or children. In-

depth interviews are especially good when discussing confidential, sensitive or embarrassing 

topics, e.g. personal hygiene issues. The method suits situations where strong social norms 

exist and where respondents would be influenced by group response or to understand compli-

cated behavior. In-depth interviews are used for example in interviewing competitors (who 

are your customers), who are unlikely to reveal the information in a group session and in situ-

ations where the product consumption is sensory, affecting the mood and emotions of the 

respondent. The method suits situations where the true feelings about a certain subject 

should be revealed. (Malhotra & Birks 2006, 187) 

 
Interview process 

 

In-depth Interview can take from 30 minutes to over an hour. It can be a single meeting ses-

sion or multiple sessions. The respondent should always know what the research is aiming at. 

The process is explained so that the respondents know what they are participating in. (Mal-

hotra & Birks 2006, 179) 

 

The interviewer usually does not have many structured questions, but certain topics he is 

assigned to discuss with the interviewee. The first question is followed by probed questions. 
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The subject person is probed with questions that try to reveal underlying meanings to an-

swers. Spontaneity ensures that the interview process is creative and meaningful to the re-

spondent. The interviewer keeps an eye on the topic guide to ensure he is on the right track 

probing questions that ensure research objectives are met. Probing can be done by asking 

general questions such as ”Why do you say that?” or ”That is interesting, can you tell me 

more?”. One of the key things in in-depth interviews is for the interviewer to gain a deep 

understanding about the nature of the person being interviewed. (Malhotra & Birks 2006, 180) 

 

The interviewer should let the interviewee also discuss subjects the respondent wants to talk 

about, although trying to guide the conversation to areas, which are on the topic guide. It is 

important to notice what the respondents are enthusiastic about. The respondents should feel 

comfortable and relaxed which can mean that the interview should happen in a place most 

suitable for the respondent. This can be for example his office, sports bar or cafe, any place 

where the respondent feels that he can relax and be comfortable. The interviewee’s office 

tells a great deal about the respondent. (Malhotra & Birks 2006, 180) 

 

If the interview is carried out in the respondent’s home or office, the researcher can observe 

the characteristics of the respondent in his or her working environment. These characteristics 

are for example formality in the workplace, reports and books that the respondent has 

around, the respondents IT equipment or the tidiness of the workplace. The things that are 

missed in focus groups are for example seeing the work schedules pinned on the wall, the 

working atmosphere, the freebies from the suppliers on the desk and the way coffee is served 

in the company. The context of the office can be helpful in order to make the interview 

work. The surroundings help fill out the picture. (Malhotra & Birks 2006, 180) 

 

Malhotra and Birks (2006, 180) give six advises for the interviewer. First the interviewer 

should make his best effort to develop empathy with the respondent. Secondly he must make 

sure the respondent is relaxed and comfortable. In in-depth interviews the interviewer should 

also be personable to encourage and motivate respondents. He should note issues that inter-

est the respondents and develop questions in these areas further. The in-depth interview 

should not consist of ”yes” or ”no” answers and the interviewer should phrase the question so 

that the respondent has to reply in depth to the questions. The interviewer should also note if 

a question is not answered clearly enough to be enough and which questions need probing. 

 

The interview should be planned carefully. Most interviews are planned in three ways. First 

the researcher identifies the overall objective of the research. Secondly the researcher cre-

ates an interview guide to be a guideline for the interviewer. This guide consists of some gen-

eral topics that address the research objective. These topics can be put to conversation in 

random order in the interview. After the guide is formulated, the researcher can make probe 
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topics below the general topics to find out more about the phenomenon. These probe topics 

are questioned if the interviewer did not get a clear enough answer from the respondent. 

Probe topics can be for example ”where”, ”when” of ”why”. General topics are made to get 

the discussion started on a certain subject. Sometimes they do not have to be asked if the 

discussion goes to the general topics naturally without asking. (Carson, Gilmore, Perry & 

Gronhaug 2001, 74) 

 

The researcher should begin the interview when he thinks the respondent is ready. Because 

the researcher expects honest and open answers from the respondent he should also be the 

same with the respondent. This is also why the research objectives will be covered first be-

fore any discussion is created. The respondent has to have informed consent to be inter-

viewed (ethical requirement), and the data should be confidential. If the interviewer uses a 

tape recorder he needs the respondent’s permission to record the session. Taped interviews 

have the advantage of getting back into the interview later on and refilling the missing parts 

in the interview notes. Note that the tape recorder can sometimes distract both parties dur-

ing the interview, if it draws attention. For example when the tape recorder clicks and the 

researcher has to change tapes. (Carson, Gilmore, Perry & Gronhaug 2001, 75) 

 

The first topic can be very broad. The researcher can for example ask the respondent to tell 

his story about the research topic. This way the respondent does not need to worry if his an-

swer is the correct one. Armstrong (1985) has made up good interview rules. The most im-

portant rules are to encourage the correspondent to speak more about the subject by for 

example say ”yes” or murmur from time to time to inform that he understands. The inter-

viewer should also use the ”active listening technique of feeding back dialogue on the re-

searchers own words to check his or her own understanding and what they are discussing is 

interesting. The interviewer should use the respondent’s terms rather than academic terms, 

for example ”partnership” and not ”strategic alliances”. Also, the respondent should not be 

interrupted. The researcher should never ask leading questions that could imply the ”right 

answer” or to introduce his or her own ideas to the interview. Also, the awkward pauses 

should be filled with the respondent’s words, not the interviewers. (Carson, Gilmore, Perry & 

Gronhaug 2001, 76) 

 

Aaker, Kumar & Day (2001, 187) argue that a major challenge is to establish ”a rapport credi-

bility” in the early stages of the interview and then maintain the mood throughout the ses-

sion. For this the interviewer should relate to respondent on his own terms. The interviewer 

should try not to ask threatening questions. To maintain a trustworthy atmosphere the inter-

viewer could for example summary some of his findings with the interviewee.  
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Questioning methods: laddering 

 

The first questioning technique is the laddering technique, a widely used in in-depth inter-

views. The following example is from the book Marketing Research by Aaker, Kumar and Day 

(2001, 188). When asking about airlines, the interviewer could ask the respondent to compare 

three airlines in sets of three to the other two. The question could be “How does airline A 

differ from B and C?” Each answer such as ”a softer seat” is probed to find out why this is 

important to the subject. Then that answer is probed. The discussion could sound like this: 

 

Interviewer: ”Why do you like wide bodies.” 

Respondent: ”They are more comfortable.” 

Interviewer: ”Why is this important?” 

Respondent: ”I can accomplish more.” 

Interviewer: ”Why is this important.” 

Respondent: ”I will feel good about myself.” 

 
The discussion has gone from tangible thing to intangible thing such as self-esteem in this 

case. (Aaker, Kumar and Day 2001, 188) 

 
Interview data Analysis 

 

The interviewer tries to build up a narrative and create a story of the customers who he 

wishes to understand. This requires the interviewer to ”step into respondents shoes”. The 

shape of the narrative is formulated of two factors. The first factor is the theoretical under-

standing of the researcher as he collects and analyzes the data. Theory helps researchers to 

understand what they should focus their attention upon in their questioning, probing, obser-

vation and interpretations and to focus their questioning. The second factor is marketing un-

derstanding. The researcher must understand and appreciate what is the objective of the 

interview in order to create a narrative that helps the marketer to gain the ultimate goal of 

for example building a communication campaign or changing product features. The researcher 

needs to see what the marketer is after. (Malhotra & Birks 2006, 204) 

 

The interviewer should make notes and observations during the interview. The field notes are 

a vital part in analyzing the data. The researcher goes through a learning process and can see 

things differently when the discussion and observation goes on. The notes will aid the re-

searchers memory when in the analysis phase. The data is often structuralized afterwards. 

The main task however is to help the researcher formulate a sense of what is happening. 
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There are four different kinds of notes an interviewer can make. These are short notes at the 

time of the interview, expanded notes made as soon as possible after the interview, fieldwork 

journal where the researcher records problems and ideas in the research process and a provi-

sional running record of analysis and interpretation. (Malhotra & Birks 2006, 206) 

The field notes prove their value in the data verification process (Malhotra & Birks 2006, 214). 

 

A good way to analyze qualitative data is Grounded Theory. Glaser and Strauss developed 

grounded Theory in the late 1950s. By then qualitative research was seen as "soft science" or 

journalism. The researchers accepted that people study should be scientific as quantitative 

research, but with qualitative approach. In other words, they wanted to get a validation pro-

cess for qualitative research. Grounded Theory is a method that follows a set of procedures to 

systematically collect and analyze data. The trick is to gather the data and analyze it simul-

taneously. The aim is to develop generalized data, to organize it and to categorize it in a 

systematic way. (Malhotra & Birks 2006, 145) 

 

First the grounded theorist gathers the data and collects every bit of information that can be 

coded. The words and responses are coded for example in charts. Then the second step is to 

code the data into code themes and to distinguish links between the data. This can be done 

by looking at the data from a distance and making comparisons between the gathered data 

charts. The connections between codes can be identified with the help of qualitative data 

analysis software, for example comparing interview answers. When the analysis is complete, 

the researcher typically uses diagrams to present the data to visualize the data. Both objec-

tivity and sensitivity are needed in the data-gathering phase. This is hard, because the re-

searcher is influenced by the research situations and when they are repeated with other indi-

viduals the earlier information should not keep the researcher from being naive in the re-

peated situations. In qualitative research objectivity means being open to subjects and will-

ingness to listen to them. It means to "give them voice" and wanting to hear what they have 

to say. Having sensitivity means being able to give meanings to subject’s actions. (Malhotra & 

Birks 2006,145-147) 

 

In this research in-depth interviews are used as primary data gathering method for new ser-

vice development. Architects are interviewed with a topic guide specially designed to develop 

understanding about their challenges in their work. The research method was highly success-

ful and overwhelming amount of data was gathered. The data was analyzed with the guiding 

principles of grounded theory together with the affinity diagram.  

 

Idea Cards 
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Idea cards are used to gather ideas. According to Koivisto (2011, 5) idea cards are a form of 

brainwriting. Everyone fills out idea cards and passes them on to another. Each person draws 

a card from his neighbors pile for inspiration. Idea cards are also described as a method for 

describing an idea for a certain touch-point in the service process. The idea card then with-

holds information about for what need the idea aims to fulfill, its benefit for the recipient 

and the resources needed for it to be implemented.  

 

In this thesis Idea Cards are used in a different way. A real-world problem was presented in 

one idea card and brainstorming was used to come up solutions to the problem. All ideas were 

recorded to the idea card. The idea cards method were used in a co-creation workshop with 

eight salespeople. The method helped formulate fresh ideas for new services and potential 

fixes for old services.  

 

Design Drivers 

 

Design Drivers are usually definitions that are derived from research findings. With design 

driver’s designers identify customer needs, objectives and motivations. Well-defined design 

drivers help designers focus on topics that are valuable for customers. These drivers are often 

transferred to profiles. They are crystallizations of what the service should offer and why. 

(Tuulaniemi 2011, 156-157). After the team has come up with the proper design drivers, they 

can prioritize what needs to be done and how the design should be evaluated. Usually five 

design drivers is the maximum number for one concept (Koivisto 2011b, 26).  

 

In this thesis three design drivers were formulated after the in-depth interviews were ana-

lyzed. The interviews were used to gather insight to create good design drivers. The design 

drivers were used to evaluate service ideas that were generated in workshops. All service 

ideas that did not serve the design drivers goals were rejected as not valuable for architects. 

In this thesis case, the design driver’s acted as catalysts, not filters.  

 

Service blueprinting 

 

Service blueprinting is a customer-focused approach for service innovation and service im-

provement. It is specially designed for customer experience design. The technique helps visu-

alize the service process. It points out customer contact points and the physical evidence 

associated with service from the customer’s point of view. Blueprinting views the service 

process as a chain of activities that allow the service to function effectively. To function ef-

fectively for the customer, the entire process should be coordinated and managed as a whole. 

Blueprinting can help add more value to customers through new ideas. (Bitner, 

Ostrom, Morgan 2008, 71) 
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Image: example of service blueprint for overnight hotel stay service (Bitner, Ostrom, Morgan 

2007, 9) 

 

Blueprinting views the service process from customers and company’s point of view and ena-

bles us to see how we can be more efficient internally and externally. The total customer 

experience evokes perceptions of service quality and value – along with perceptions of the 

brand. Brand experience influences future preferences and customer loyalty. Service blue-

printing is also a highly useful tool in the concept development plan of new service innovation 

as well as identifying failure points and help solve problems in the current situation. (Bitner, 

Ostrom, Morgan 2008, 71). Bitner, Ostrom and Morgan suggest all parts of the organization 

should be focused on the common goal of creating an integrated and memorable customer 

experience.  

 

Bitner, Ostrom and Morgan (2007, 11-12) make suggestions how to apply the blueprinting 

method in practice. People who are involved in the blueprinting method should be aware 

what is the objective of the method and what they are doing. This may mean, that the meth-

od should be first educated by blueprinting a simple example service. After participants know 

what they are doing, they should work in teams to create a blueprint of a service as it hap-

pens most of the time. The ideation and insight is typically captured during this phase, so 

notes of agreed and disagreed improvement suggestions should be created. After the blue-

print is done, the teams brainstorm ideas how to improve the customer’s experience. The 

focus should be with the customer. The method is a great way for starting a discussion about 

factors that influence the customers overall experience in touch-points he is participating in 

the service.  
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The blueprinting method is not just an executive tool, but a tool for all participants included 

in the customer process. A smoothly delivered service is more likely to result in favorable 

brand image evaluation. (Bitner, Ostrom, Morgan 2008, 69) 

 

Service blueprinting presents a process, which has various components. All are presented in 

lines. At the top of the lines lie the customer actions. Below the customer line is the onstage 

contact employee actions. Onstage actions are actions the customer can see. Below onstage 

actions are backstage actions, tasks the customer doesn´t see. They are for example the ser-

vice provider writing an offer or brainstorming ideas for the customer. Below these lines are 

support processes and physical evidence. Physical evidence is the service scape what custom-

ers evaluate to give cues about the company and service. Every time a line is crossed be-

tween the customer and onstage employee actions, a moment-of-truth has occurred. The line 

is called the Line of Interaction. Below the onstage employee actions is the line of visibility. 

The customer can´t see these processes, but can hear or see the outcome. (Bitner, Ostrom, 

Morgan 2008, 71) 

 

Tuulaniemi (2011, 210) states, that if the service is blueprinted in too much detail, the whole 

image of the service can be hard to realize, although if too narrowly blueprinted some valua-

ble phases can be left unnoticed. He states, that blueprinting is meant for professional devel-

opers, not amateurs. Also, blueprint is not beneficial for service design if the focus is on the 

service provider’s actions. Blueprinting can also be used for counting costs for a particular 

service. Cost counting also helps when the designers are considering customized offerings.  

 

How to build a blueprint? 

 

Before you start blueprinting you must specify which segment of customers is blueprinted. 

Companies have specific services offered to many kind of customers and the process should 

be focused in just one at a time. First you present the customer actions one by one. This 

component serves as a foundation of all other elements in the blueprint. After that the con-

tact persons onstage and backstage actions can be added followed by the support processes. 

After these actions, you can draw the lines connecting these actions. Physical evidence is 

typically added last at the top of the blueprint. You should include people that are familiar to 

customer actions and support functions and possibly even actual customers in the blueprinting 

process. (Bitner, Ostrom, Morgan 2008, 73) 

 

The blueprint should be mapped as it happens most of the time. The blueprinting method 

should give your team the visual image of the customer process. In the process new ideas 

usually emerge and people start to discuss the problems in detail and how to solve them. 
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Besides being the visual image of the customer process, the blueprinting method is excellent 

for new service innovation. (Bitner, Ostrom, Morgan 2008, 73) 

 

Blueprinting was used in this thesis case in two ways. To come up with new service ideas and 

to present how a new service would be used. First the blueprint was used in a co-creation 

workshop with eight sales people innovating new services. They were given the task to pre-

sent how today’s service was usually provided and make suggestions how the service could be 

provided in the future. The task presented to be too much for a fast paced workshop and the 

blueprint wasn´t really accurate. Still it provided the context what we were talking about. 

When the new service was decided I described the service with the blueprinting method. 

 

Co-creation sessions (or co-creation workshops) 

 

Service design embraces co-creation in all its forms. Co-creation can happen for example 

between customers, service providers, staff members and designers. The participant parties 

try to innovate new possible solutions for a given problem together. The settings vary, and 

sessions can be organized in many ways. The designers usually organize a session, where they 

try to moderate the conversations towards beneficial outcome, new ideas and new customer 

insight. The crucial things to consider are how to get the participant parties lose their fear of 

being embarrassed or feeling unfamiliar with the situation. In other words, they need to be 

relaxed. The designers can for example place boundary objects they think could generate 

discussion and not try to constrain the responses. It is possible to moderate the conversation 

with structured or non-structured questions that are well thought of beforehand. (Stickdorn, 

Schneider etc. 2010, 198-199) 

 

The method is exceptional in the sense that a group of people first generates ideas and in-

stantly filters them as most potentially useful ones. If there are a lot of people involved, 

many perspectives for a problem are heard. The shared ownership of the ideas also brings the 

group together and motivates them in the following phases. (Stickdorn, Schneider etc. 2010, 

198-199) 

 

In this thesis co-creation workshop played an important role. A session was organized for sales 

people to innovate new services. I had interviewed architect clients and could provide real-

world problems people tried to find solutions to. Blueprinting was also used in the co-creation 

session. I recorded the session to video and concentrated on moderating conversation. I tried 

my best not to interfere and tried to be a catalyst of innovation by asking provocative ques-

tions. The session was quite chaotic, but the video helped a lot in gathering all ideas and to 

formulate new ones after the session.  
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Brainstorming 

 

The brainstorming method was first published by Alex Osborn (Mycoted 2012) He was one of 

the founders of BBDO advertising agency. From the 1950s the method has become somewhat 

of a common word to describe idea generation processes in general. The technique has be-

come successful mostly because it is free of criticizing group member’s ideas.  

 

The classic brainstorming method is simple. You gather a group of people (usually 6-8 per-

sons), introduce the problem or theme that needs a solution and people openly try to gener-

ate as many ideas as possible in a given time. There are a few ground rules that must be ap-

plied. There should not be any criticism or censorship of ideas at the first stage of the pro-

cess. People should listen to others ideas and try to refine them or prompt new ones as they 

come to mind. People should concentrate on generating ideas, not discussing them.  Every 

idea is written down for everyone to see. Everyone is free to give out ideas at any time or the 

process can be more structured, giving everyone a chance to give out their ideas at a time. 

Combining similar ideas concludes the session and discussing what ideas should be looked at 

more thoroughly. 

 

Brainstorming can also be creatively adjusted for a given situation. For example, the facilita-

tor can add random adjectives for the problem words to inspire people to invent new ideas. 

This is called Associative Brainstorming.  

 

The brainstorming method was used in this thesis in many ways. Brainstorming happened 

while interviewing architect clients. A more formal brainstorming method was used in the co-

creation sessions where I gave some rules how people should give their ideas freely without 

judgment.  

 

Affinity diagram 

 

The affinity diagram is a good way to organize gathered information or suggestions to clus-

ters. The researcher looks for patterns and organizes the research data under common 

themes. The patches are named after subject, and they are linked with other headers. The 

classification lifts up important subjects from the users point of view. (Tuulaniemi 2011, 154). 

As Koivisto (2011b, 4-5) mentions, the method, presented by Kawakita Jiro is great for inter-

preting vast amounts of data, which is gathered for example by observing people. It is also a 

good way to get people to interact and participate in the design process. Koivisto explains 

that it is better to organize the data in groups with affinity sessions because teams see more 

than one person. The sessions should be arranged shortly after data gathering, and a team 

can consist of 2-6 people at a time. According to Koivisto (2011b, 6-14) the process starts by 
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transforming notes from data to understandable statements what the customer would like to 

have or needs. These notes are written down to Post-Its. The notes are then attached to a 

wall so that everyone in the team can see them. Then they are organized into clusters, 

themes or ideas that are linked or similar. These clusters are given a header. Two headers 

can be linked with a superheader. These superheaders give clues where the team should draw 

their attention.  

 

The affinity diagram was used to analyze interview data. The method was used with placing 

everything that was said in the interviews to a large Excel canvas and then organizing the 

data in more understandable format. Then the data was clustered into themes, and three 

design drivers could be filtered from the data. Affinity diagram was also used to cluster ideas 

after the sales people co-creation workshop. 

 

Storyboards 

 

A storyboard is a visualization of the service process (Stickdorn & Schneider etc. 2010, 187). It 

can be a series of drawings like a comic, or pictures. The method can be used to describe the 

current service or a prototype of a new service. Key thing is to include as much contextual 

information of the situations so that people who do not use the service get the idea. The se-

quence should be visualized as straight forward as possible. Scenarios can be used.  
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Image: example of a storyboard (Meroni & Sangiorgi 2010, appendix 2). 

 

There can be alternate endings to the story to provoke discussion in the design group. The 

method forces the designers to step into the users shoes for a while. The storyboard can also 

be filmed (Moritz 2005, 230). Different character profiles should be considered, and story-

boards can be made for each one to investigate their differences. The method helps find im-

portant details about the characters and customer touch-points.  

 

Sometimes the storyboard is divided to front stage actions and backstage actions as service 

blueprint. Moritz argues with Stickdorn & Schneider that the storyboard should in some situa-

tions best be left to sketch stage to underline that it is a prototype, not a ready made ser-

vice. (Moritz 2005, 230). 

 

The storyboard method was used in this thesis case to show how the new service would func-

tion for the client’s perspective. It first demonstrated what was the client problem and how 

the new service helped him to get what he needed.  

 

Service evidencing 

 

Sometimes people have ideas that are clear to them, but hard to express in words. When a 

designer has decided on a new service or a fix to an existing one, there comes time to present 

the idea for people who have not participated in the service design process and have no idea 

why a certain idea is selected. Koivisto (2011, 17-22) describes the method called ”evidenc-

ing”. This method includes making objects, images or other tangible evidence of a new ser-

vice. The evidence describes the new service and how it feels and works. The method also 

helps the designer to evaluate the ideas for further adjustments. Evidence of a new service 

can be for example an ad, tomorrow’s headlines in a newspaper or an imagined customer 

feedback.  

 

Service evidencing was needed in this thesis case for visualizing new service ideas to architect 

clients. Simple words wouldn´t have been enough to get their attention, so some imaginary 

was created and a small brochure of all the service ideas was created for the architects to 

“get the idea”.  

 

 
3 Case: in search of a new service for Kaakelikeskus 

 

After looking at theory, it was time to start the thesis service design case. The case for 

Kaakelikeskus architect services included careful qualitative research by interviewing archi-

tects about their daily challenges and turning these challenges to new service offerings. The 
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case study included all the above service methods, careful data analysis and presenting new 

service ideas to the company board.  

 

3.1 My design process 
 

This service design project was completely designed and organized by the author. I suggested 

the project to Kaakelikeskus, because I believed Kaakelikeskus could benefit from a com-

pletely new service that would be co-created with architects and sales staff. Luckily the 

company did not have anything against my proposal and I could continue to the research 

phase.  

 

From the above service process descriptions it is obvious, that every author has quite the 

same kind of design process, they just tend to use different words to describe them. For this 

thesis there are phases and characteristics of the process descriptions described earlier from 

Stickdorn & Schneider (etc. 2010, 123) and others. I have changed the words to be more ap-

propriate for my process and added a new phase (organize). I consider organizing ideas and 

themes so crucial, that it had to have its own stage.  

 

I designed the service design process taking into consideration the customers and case organi-

zations resources and selected service design methods that I believed I would have time to 

organize. The process was flexible and iterative and other methods were used if an oppor-

tunity presented itself or something would go wrong in the process. For example, if inter-

views or on-site analysis couldn’t have been organized sufficiently. 

 

After looking at the literature, I started to plan the design process. I had previously designed 

services with interior designers and got some experience of in-depth interviews. I decided 

interviews would be my main research method because they could reveal architects needs 

and latent needs. I started to interview architects clients with a topic list and making quick 

sketches. I recorded every discussion on my mobile phone (recording software included). Af-

ter interviewing clients, I interviewed sales staff with a modified topic list.  
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Image. Tuomas Suominen thesis service design process. 

 

After I got all the data from the interviews, I coded it all to Excel and divided all challenges 

to themes. After this, I could compile some challenges to idea cards for the upcoming co-

creation workshop to be used as triggers for innovation. Then I made a design driver list for 

the new service. It would serve as a filter for new ideas after the workshop. After analyzing 

the data and interpreting it to design drivers, I organized workshops where sales staff brain-

stormed new service offerings with the idea cards and service blueprint exercise. I sorted all 

ideas from the workshop with affinity diagram to themes. After the session, I reflected the 

ideas to the design driver list, and dropped a lot of ideas. The final ideas endured the design 

driver test and Palmu Inc.’s profit-value-matrix. I conceptualized then to new service ideas 

and formed them into brochures of new services. The brochures would explain what value the 

services would bring to the architect. I sent these five ideas to architects to be evaluated and 

commented upon. After feedback and some discussions with architects, I conceptualized the 

final idea. I blueprinted and storyboarded the idea to be presented to the company board.   

 

To do the research, I needed the following resources:  

• 9 architects who specialized in big building projects for interviewing 

• 2 salesmen, who provide the current Kaakelikeskus architect services for interviewing 

• 8 salesmen for co-creation workshop. 

• Company executives approval for research 

• 15 months time to do the research 
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3.2 Understand 

	  
User interviews 

 

The research started as planned with in-depth interviews. I carefully selected the partici-

pants. The focus was on architects who design large public and corporate buildings. Sales 

people provided the list of potential candidates. I contacted the potential candidates for 

interviews by phone, and described the objective and method thoroughly. Luckily almost all 

the architects booked time from their calendars for an interview session to be held at their 

office. The interview sessions lasted for an hour. I tape-recorded all the interviews to a mo-

bile phone with this kind of software.   

 

Discussion topics and guiding questions: 

 

Question Research objective 

How did you become an architect?  Background information. Why the architects do what they do?  

What kind of buildings have you designed? Background information. To find out what expertise he possesses.  

What does your client value? To gather insight what the architect is trying to achieve.  

What are the upsides in your profession? To gather insight what kind of tasks architects like to do.  

What are the downsides in your profession? To gather insight about challenges in architects daily job.  

What tools do you use in the design process? To gather insight what kind of tools the architects use daily. 

What are the biggest challenges in your work? To gather insight about challenges in architects daily job.  

What attributes you value in services (examples) To gather insight what architects value in service providers.  

TASK: Design a dream tile service for architects.   To involve architects in the design process.  
	  

	   

Service-dominant logic helped in formulating the discussion topics. Service-dominant logic 

advised to investigate what is the context the clients (users) operate (Vargo, Maglio & Akaka 

2008, 148-149). First six discussion topics tried to reveal this context. Some time was used for 

covering this topic. The discussion about challenges started by discussing the downsides (chal-

lenges) of the architect client’s profession. A downside could be a challenge, latent need 

and a problem to be solved. After discussing challenges, I invited architects to co-create a 

new “dream tile service” for Kaakelikeskus.    

  

I designed the interviews to be informal discussions. The discussion usually led to other sub-

ject areas, which was ok. I focused on hearing what was said and what topics the architects 

were keen to talk about. It helped tremendously to have all the discussions on tape to be 
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listened after the interviews. No notes had to be taken, and focus could be on making probing 

questions to discover needs and latent needs.  

 

The interviews took place in the architect’s office; thus they tend to be busy, and I wanted to 

have a glimpse of the context where the design takes place. Some interviews were arranged 

in a restaurant near the architect’s office. In these meetings, I would pick up the architect 

from his or her office. This enabled me to see also their working spaces. Two interviews con-

sisted of two participants so they could be labeled as focus group interviews. The participants 

suggested this arrangement, and I agreed.  

 

The participant architects: 

 

Matti Salminen - Arkkitehtitoimisto Matti Salminen & Co 

Pekka Koski-Lammi - Arkkitehtitoimisto Mirja ja Pekka Koski-Lammi Oy 

Heikki Viherkoski - Arkkitehtitoimisto Mirja ja Pekka Koski-Lammi Oy 

Kari Palaste – Virta Palaste Leinonen Arkkitehdit Oy 

Aulikki Jylhä - Gullichsen Vormala Arkkitehdit Ky 

Kirsi Korhonen – Arkkitehdit Kirsi Korhonen ja Mika Penttinen Oy 

Mika Penttinen – Arkkitehdit Kirsi Korhonen ja Mika Penttinen Oy 

Olli-Pekka Jokela – Arkkitehtitoimisto Olli-Pekka Jokela Oy 

Susanna Hyden – Arkkitehtitoimisto CJN Oy 

 
Sales people interviews 

 

After interviewing the current service users, I interviewed two Kaakelikeskus sales people. 

The questions were modified to suit them. The aim of the interviews was to find out do the 

sales people recognize the architect’s needs shown in the earlier research phase.  

 

The participant sales people: 

 

Panu Koiso-Kanttila – Project Manager at Kaakelikeskus Helsinki Oy project sales 

Yrjö Ahonen – Sales Manager at Kaakelikeskus Helsinki Oy project sales 

 

Idea generation workshop for sales people 

 

After interviewing and analyzing carefully the research insights, I organized a workshop. The 

workshop was for sales people, and the idea was to gather lots of ideas how to address these 

three drivers. To get the eight sales people to generate ideas, I used idea cards. Every idea 

card presented a new architect real world problem. The Idea cards are shown in appendix 1. 
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The idea cards had two functions. One was to gather ideas and the other was to educate 

salespeople about architect’s daily profession. All ideas were laid to quickly sketched service 

blueprint to present the service steps they could be applied. The session was recorded on 

video for me to better concentrate on steering the conversation and not writing things down. 

I watched the video afterwards and made some additional observations, such as what was 

considered more important and what was not. The Post-Its didn´t provide this kind of infor-

mation, but the video did.  

 

 

Image: using idea cards and service blueprint to come up with solutions to customers’ prob-

lems during the service journey.  
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Image: making a quick service blueprint of the current architect service. The first draft.  

 

The blueprinting exercise didn´t go as planned. It still functioned as a boundary object that 

would keep the discussion in topic.  

 

 

Image: Kaakelikeskus project sales staff ideating new services to a service blueprint.  
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After the ideation session, I compiled the Post-Its to service encounter themes into an affinity 

diagram. One theme was the service encounter happening in the architect’s office. One was 

how better sell quality products that would not be changed by the contractor. One theme was 

how to provide more accurate product information. One concentrated on how to get the right 

products into the right design. One was how the client could find suitable products.   

 

 

Image: sorting all ideas into affinity diagram themes.  

 

 
3.3 Organize 
 

Analyzing the client interview data 

 

I compiled all the architect discussions, comments and suggestions to a big data sheet. I cate-

gorized the comments to topics covered in the interview guide. This way I could get an over-

view of everything that was said and the data could be interpreted and quantified.  
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Image: coding all interviews to Excel  

 

After gathering the data, I refined it to lists. I sorted the lists lists to be comprehensive. I 

erased some comments that were mentioned only once.    

 

Image: sorting challenges to lists 

 

I summarized the challenges and placed them into one sheet. I interpreted how the company 

could help the architect meet these challenges and converted them to three design drivers 

that could be used for new service development. I simplified them to time, information and 

product value and other things valuable. 
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Image: interpreting challenges to themes and deciding what design drivers to use.  

 

 

Image: three design drivers derived from interview data 

 

Design driver 1 - Save architects time 

 

This design driver became obvious after a few interviews. As mentioned, architects struggle 

with limited time and it seems that their job will get even more stressful in the future. May a 

new service offer whatever, the service should be designed so that it consumes less time than 

the alternative way of doing things. Architects time is money. The faster he or she is, the 

more he can design. The more he can design the more he gets paid. The companies who real-

ize this important fact will probably provide better service than others. For example, you 

should not decide that the architect needs to step outside his office to use your service. You 

should think of ways of providing the service in the office or via the Internet (or mobile). You 

should try to avoid interrupting him with things that are not relevant at the time.  
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Design driver 2 - Serve 24/7  

 

Architects time goes in meetings and communicating with many shareholders in the daytime 

and in many cases they need to design in the evening when it is quieter, and they can concen-

trate. You should think of ways the client can use your service when he has the time, may it 

be early in the morning or in the evening.  

 

Design driver 3 - Offer products via use value 

 

Architects design things for the users as well as their client. You should provide service that 

concentrates on the space user. The user values aesthetics as well as functionality. The new 

service should take users in the center of service offering. The service should provide im-

portant information about what users need and want to educate the architect and service 

provider staff.  

 

Architect interview insight 

 

Why become an architect? 

 

The interviewed architects said they were directed to architects profession by their passion 

for architecture or simply because they had the talent to visualize their thoughts on paper 

combined with mathematical talent. All of them were interested about art and drawing when 

they grew up. Many of the interviewees grew up at a time when everything had to be drawn 

by hand, when no computers were used in the design process. The architects see architecture 

and buildings as works of art, so they see themselves as artists. Many of them have studied 

abroad where the profession looks a bit different than in Finland.  

 

The architect’s profession looks a bit different from the inside than from outside. Some of the 

architects said they were attracted to architecture because they wanted to design by drawing 

sketches and creating something new and exciting. In the end, they all are creative souls. 

They get to be creative at times, but a large part of the architect’s profession is designing 

technical details others fail to see. One can spend a lot of time designing for example sus-

pended ceilings bottom rails, as one architect put it.  

 

The architect’s profession seems to be a lot about controlling chaos. Besides the esthetical 

design of the building they, have to know all the technical data behind the design. This is 

challenging, tough buildings tend to be built of thousands of different products. This is not 

only a challenge. The architects see their profession as the broadest profession there is. This 

is because they stand between art, technology and architecture. The architect sees the needs 



 73 

of the users, contractor, planners and government officials as well as product providers’ vast 

range of materials that can be used in the design. The architect is the only one who sees it all 

and has to take every parties needs into consideration. Others do their work from their own 

perspective.   

 

So why should one become and architect? If you like to solve difficult problems, then maybe 

architects profession might be your choice. It quickly became obvious for me that architects 

like to solve technical or esthetical problems. They enjoy solving problems others can´t. The-

se problems make up for the sometimes-dull phases in the design process.  The trickier the 

problem, the more satisfying it is to solve it.  

 

The architects say that there are fewer routines today than there was on the past. This is 

because of software that enables them to do time-consuming tasks in a blink of an eye, such 

as drawing shadows to objects. Some architects liked these past time-consuming activities, 

when the brain could relax for a while, but recognize that the transformation of the work has 

been a needed one.  

 

In the architect’s profession, there are things that drive towards mediocrity. Some counter-

parts involved in the planning and manufacture of the building such as the contractor, HPAC 

engineers or structure planner or the firm buying the building may want to do things that are 

easy for them. Not necessarily best for the design or people using the design.  

 

The work in different architect agencies seems to look quite the same, although there are 

other things that can change such as the social ambience. The work is for most parts done 

solo, but in many big projects there is a project group to complete the design.  

 

 

What do these architects do? 

 

The architects that were interviewed were selected because they had designed several public 

and corporate buildings. The group of architects had designed public schools, universities, 

libraries, sport spaces, hospitals, ice rings and churches. On the corporate side, they had 

designed company buildings, factories, banks, hotels, restaurants and other spaces. In the 

process, they had also designed thousands of private homes, mainly large-scale multi-story 

houses.      

 

When asked how did they specialize in these kinds of big spaces, they said their success in 

architect contests and school projects were major influencers. Many public projects are given 

to architect companies that provide the best suitable design in contests. When you win, you 
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get to make your design a reality. This way you get a testimonial of your talent. These refer-

ences help you compete in future competitions because customers (such as the Finnish gov-

ernment) value past experience of certain kind of designs, such as hospital design. To note, 

winning an architecture contest also means you get to decide the boundary conditions for the 

design. They aren´t provided by the subscriber. Architects say these projects are exciting to 

work on. Architects that do not succeed in contests many times end up dropping out from 

contests all together. It is important to get good feedback when you are a young architect.  

 

You can also get a deal by entering a public acquisition contest. One big change has been that 

the government has decided to place every design to a bidding contest. The design company 

that succeeds to get most things right (namely price, references, design) in the bidding con-

test ends up winning the deal for the design. The government values highly past references, 

so architects tend to specialize in certain type of buildings. For architects, this is frustrating, 

tough they feel that if they can design a school, they could also design a common place for 

citizens. The general feeling is that the government places too much weight on past refer-

ences. This does not support new ways of thinking about the spaces we use.  

 

Architects plan their work well. They have schedules for every phase of the design process. 

They need to schedule HPAC plans, build plans, electric plans, customer approval times etc. 

in order to make their work profitable and to stay on schedule. They start by hearing the 

customer and the sometimes the users. First they design blueprints, floor plans and draft the 

outlines of the building. In phase two, they create 3D models and select materials to be used 

in the design. In this phase problems become smaller. They drive for unanimous opinions 

about the design with the customer and make adjustments. After these phases, they go to 

construction detail planning, which can take a lot of time and effort. In large projects there 

usually is a lead designer, who is in charge of the first half of the project. In later stages, he 

stays in the background and sees that the construction architect and additional architect fin-

ish the design as guided. In smaller projects, the lead architect does everything by himself.   

 

The architects are not alone in the design process. When building up the design, the customer 

usually compiles a project group to gather important information about the user’s prefer-

ences. In hospitals, there is usually a project manager who gathers all the opinions (of staff, 

patient and goods transportation etc.) the space users (mainly doctors and nurses) in work-

shops and compresses them into consensus. He is the link to users of the space. The customer 

may also provide specific instructions for floor materials and other products used in the 

space. Architects can do their job sufficiently if the customer can communicate what he 

wants. Especially in housing co-operatives the customer may not be a professional builder, or 

he may not have a clear picture what he wants.  Some architects who were interviewed tend 

to prefer designing to professional customers. Professionals know how to communicate their 
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wishes in detail. Architects are also really strict that their design will be built as designed. 

They do not want to change their plans during the construction process if not necessary. For 

example, private homeowners often do not consult the architect when making changes to 

plans. The result is far from what the architect designed. The larger the project, the more 

architects plans are respected and followed.  

 

Architects love to draw and sketch. They love to visualize loosely and without great con-

strains. They want to imagine, rethink and conceptualize. They want their design to look 

fresh and exciting. Unfortunately, this part of the project takes little time comparing to the 

overall mechanic design process, which compiles all the bits and pieces together. When you 

get to be the lead designer, you do not have to be considering all the details. Your job is to 

monitor and guide your personnel who are making your plan reality. On the other hand, the 

designers who are building up the plans have to get inside the lead designers head to select 

solutions and products that are suitable for the design. This requires a lot of communication 

between the people involved in the project.  

 

When asked do people specialize inside the architect office the architects said it is natural. 

People are interested in different things. Some know a lot about materials, someone knows a 

lot about elevators or someone knows a lot about a certain user group. Architects tend to rely 

on the opinions of their more knowledgeable co-workers to be efficient. It is beneficial for 

the company and especially for the architects to get to do all sorts of projects and learn new 

skills. This makes the architects work more meaningful and rich in content. All architects like 

that their days are filled with different tasks and problems to solve.  

 

 

What kind of tools architects use? 

 

The architect’s office is usually quite plain. It includes an office (or open office) space, a 

large desk and a big bookshelf.  They usually have a powerful computer with architect soft-

ware such as ArchiCAD and AutoCAD. They use both software. They also need Photoshop and 

other visualization software. They need Microsoft Office or similar software. Sometimes they 

make tangible 3D models, but this tradition is decreasing thanks to software that does the 

same thing faster in digital format. The bookshelf includes hundreds of books about architec-

ture and lots of product provider information. For example, they have slots for furniture and 

tiles where they insert brochures and other marketing material.  

 

 

What does architect’s customer value? 
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Who exactly is the customer? Is he the one who placed an order for the design? Or are the 

customers really the users of the space? Also, a space may have multiple different users you 

have to consider. Or is the customer the one who will buy the finished building after it is fin-

ished? The architect has to navigate between these stakeholders when creating the design. 

Usually architects emphasize that their customer is the one with the wallet, he should know 

what he and the users need.   

 

According to the interviews, you win architect competitions by having the best quality-price 

relation ratio. You have to know beforehand what the customer values (gives points in bidding 

contest). It also helps if you know the people asking for the offer. Sometimes they emphasize 

things they know you are good at. The architects feel that customers usually say they value 

good quality design, but actually costs whey more. This is sad because architects would want 

to design spaces to be innovative, with good quality products and get more time for the de-

sign process. But sometimes the budget itself really makes the architect innovative. You need 

to come up with solutions that at the same time cost less and save time.  

 

The architect´s own customers value good customer service. They value reliable service, 

where timetables are met, work is done thoroughly, and the design is presented in a way that 

the customer gets it. Architects usually try to make their design in detail; thus they say the 

customer values design where everything is drawn in detail. For example, blueprints should 

be 90 % right. This is necessary also from the architect companies’ side, because doing double 

work costs a lot.  Sometimes when there is a big project you do not have all the plans ready, 

but you have to have them ready in your head and communicate that they are not ready yet. 

Architects almost never show incomplete plans to their customers.  

  

So what is a good design from the customer’s point of view? The architects say that there are 

some general things you must consider. First of all the spaces need to be designed so that 

people can work or live efficiently in them. Building, renovating and maintaining the building 

should be affordable, easy and fast, because all these phases require money and time from 

the customer. You should always keep in mind lifecycle costs. The buildings are meant to be 

used for decades or in some rare occasion centuries.  

 

Some customers tend to value things they have seen before. This creates a challenge, when 

the architect wants to present a new visual or technical solution for creating something with 

his own thumbprint. New solutions are sometimes scary for the customer, and they need to 

be well presented and well justified.  

 

In today’s business, the architect is in enormous time pressure, and it does not help that their 

customers value constant communication in the design and construction process. You should 
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answer your phone and email right away when the customer has a question. A lot of questions 

are about the design and the customers could easily check details from the project plans, but 

instead they ask the architect. This is frustrating and time consuming. Some architects see 

this as double work because they have already provided the plans, and now they have to go 

back to the design papers to see what they wrote there. This problem occurs because con-

struction sites are busy and they have a lot of plan papers there. It is sometimes faster to 

contact the architect than find what you are looking for from a pile of construction plans.  

 

 

Magical moments in the architect’s job 

 

Architects job is creative. With your design, you can actually have an impact on people’s sur-

roundings and how people operate.  

 

A magical moment is when the architect gets an interesting project, and the plan is not ready 

even in his head. This is the time when he needs to get the big idea what the building should 

look and feel like. When he is in this situation, he may have difficulties concentrating else-

where, for example boring office routines.  

 

The interviewees said their magical moments consist also of situations where they have fig-

ured out a solution to a difficult problem. The more difficult the problem, the more satisfying 

it is to solve it. Some people would have great difficulties motivating themselves to projects 

without these situations.  

 

It would seem obvious that one magical moment would be to hand out the design papers to 

the client. This is rarely the case. The architect and the client communicate a lot in the de-

sign process. In the final versions of the plans there are rarely things that make you go wow.  

On the other hand, a magical moment is when the architect visits the almost ready made 

building to see how his plans worked out. He wonders about in the building and may feel very 

excited. Or he may feel disappointed if the plans have not been followed. 

 

The architects say there are many things that make architects work easier today than before. 

For example, computers have speed up the boring and sometimes effortful tasks. It used to 

be that first you thought the project all the way through in your head and today you design as 

you think in the process of making the plans with architecture software.  

 

The evolution of the Internet and email has also transformed the architect’s work. Searching 

for products and their specifications is easier today than before thanks to Google. Phone calls 
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have decreased thanks to email. Email is great, tough every bit of information stays there, 

and you can check things if you do not remember what was said before.   

  

Challenges in the architects profession 

 

When I set out to figure out the challenges in architects job, I never thought how many  chal-

lenges I would encounter in nine hours of interviewing. For convenience, I have divided the 

challenges to time, company management, costs, design, customer, regulations and product 

challenges.  

 

Time challenges 

 

The interviewees said limited time creates the biggest challenge. You should be designing, 

but you are somewhere else all the time. A lot of time goes to creating reports no one cares 

to read and what are made to secure that there is a report if something unexpected would to 

suddenly happen. They feel their work could be done with much less paper work. The reports 

are meant to secure the builders and architects backs, but the necessity to be prepared for 

everything takes too much effort.  

 

Also, there are too many meetings in a week to do your design. When you go about your 

meeting in daytime, you have to design in the evening. It used to be that you had just one 

meeting a month at the construction site, but today you need to be there every three weeks. 

On top of this, you have site building supervision meetings and office meetings.  

 

The architect’s time is shattered; tough he is interrupted time after time. This is bad because 

you are efficient when you are in a zone of design when you can fully concentrate on it. The 

phone is ringing, emails keep on piling up, and people assume that you will provide quick 

answers to their problems. In many cases, the customer would get the answer from the archi-

tect’s plans without contacting the architect directly. 

 

The architect needs time to keep up with the design deadlines. Making reports in a rush can 

be quite stressing. When you are late, the construction site might suffer from time problems, 

tough they cannot start without your plans. Sometimes architects need to do some serious 

overtime.  

 

Company management challenges 
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Running your private company also creates challenges. Architect companies are usually quite 

small (2012 Tilastokeskus), and most operate with under 300 000 turnover. There are just a 

few architect companies in Finland that employ over 50 people.  

  

>	  50	   4	  

20-‐49	   20	  

10-‐19	   50	  

5-‐9	   115	  

3-‐4	   189	  

1-‐2	   889	  

<	  1	   334	  

Total	   1267	  

 

Table 1. Employees in architect companies in Finland (transformed to whole-time employ-

ees). (2012 Tilastokeskus) 

 

This means that in many architect offices, the entrepreneur has to take care of all the office 

routines from buying software and office supplies to billing and people management. The 

entrepreneur has a lot of things to do and rarely enough time to do his tasks. If you have a 

bigger company, maintaining a sufficient workflow for everyone at the office is challenging. 

Every hour the architect is not doing things worth billing or strengthening his competences is 

a waste of money.  

 

Cost challenges 

 

The general feeling is that financial restraints have increased in the past 40 years. The client 

(meaning town and government) is very strict on expenses. Architect competitions push de-

sign prices down. How can you design with less money every year, when your own costs in-

crease at the same time? People’s efficiency has limits. Architects need to have overall effi-

ciency in their own doing as well as with the design. The budget for the design also creates a 

challenge because architects would like to use high quality products. Under pricing is a big 

problem in architect design.  

 

Design challenges 

 

To design a building is not easy. There are a lot of people you must convince. You may have a 

vision the customer is not ready to accept. You may design a visual interpretation of a build-

ing the users want to reject because of the colors. Your boss and colleagues may disagree 
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with you. The architects feel technical solutions are easier to justify than the esthetical side. 

After all, buildings are pieces of art and everyone usually has opinions about them. The ones 

who are good at communicating their esthetical characteristics (forms and colors) have a 

greater possibility to get to build them. If you are a lead designer, you may disagree with 

your design colleague about the overall look. If you are the designer who has to follow lead 

designers plans you may have difficulties maintaining the plan. It is hard to make things so 

simple that details do not jump in your face. Every little piece should be thought so that it 

fits to the overall plan.  

 

The architects see no real challenge in designing “normal” buildings. For example, multistory 

houses are easy; thus you can use past projects as foundations for a new one. It is easy when 

you can identify with the user. You also know how much time you can use to design the build-

ing. The task becomes more difficult when you want to rethink the spaces totally, or you de-

sign for users who´s needs you do not know. If you use a lot of new kinds of solutions, you 

need a lot of statements from government officials to make the design. This takes a lot of 

effort. It is better to use one or two innovative solutions in a project to make the project 

more feasible. Many times architects use a lot of time on lobbies and entrance halls; thus 

they make up the first impression of the space. Architects enjoy solving difficult problems 

and they want to create unique and novel visual and technical characteristics to buildings. To 

make unique is challenging in ever so tight deadlines, but these new solutions are why some 

architects like their job.  

 

 When the architect is doing his first designs he has to compile large material lists that are 

troublesome to do from scratch. More experienced architects may use earlier material lists 

and change them to suit the new project. They can use these lists when building flats but not 

in unique buildings such as churches and hospitals.  

 

Some architects see more challenges in new buildings and some see more challenges in an old 

building renovation. On the other hand, there are challenges in old buildings because the 

rooms and structure do not sometimes match today and you have to design on top of old de-

sign. You do not have control to everything and history is a burden. On the other hand, new 

buildings are more complex; thus there is no history, and you need to start from an empty 

canvas.  

 

The architect’s day fills up with small technical problems that bother them. The mind tries to 

solve the puzzles even after working hours and the ideas or solutions may come at any time, 

usually off-duty.  
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Architects feel disappointed at times when their design isn´t as good as they thought. If they 

leave things undesigned, the constructor or subcontractors may have to add things to the 

design. For example, one architect said there were suddenly air conditioning pipes in one 

finalized building he hadn´t planned there. He thought they ruined the design, but he could 

do nothing about it tough he hadn´t made the design all the way through. Another example 

was a building where the designer hadn´t designed what kind of clocks should the space in-

clude. The architect walked in the new floor and saw ugly looking clocks in odd places. So, 

architects like to be specific about their designs. In many cases, the architect does nothing 

about the interiors such as select sofas and other interior items, but they care how their de-

signs look and feel when it is finished.  

 

Sometimes when there are no big puzzles to solve architects may feel as if they were just 

adding small things to a gigantic canvas. It is not as exciting as you would thing architects 

work is, but important for the final result.  

 

Customer challenges 

 

Customers generally provide good guidelines and brief to architects. But there are exceptions 

and sometimes opinions collide. Architects are proud of their profession and expertise, and 

they want to be appreciated. In Finland, architects operate in somewhat different way than 

in Europe and the rest of the world. In other countries such as in the UK, the architect has 

more responsibility of the final project and needs to be at the center at all times. In Russia, 

you do not question the architect’s design. It is unheard of. In Finland, the architect is re-

sponsible only for their design, but not the actual construction process. It seems that con-

struction companies have gotten much power because they have to try and get all materials 

most cost-efficient way. In the process, they may end up destroying some quality by changing 

products to cheaper ones. The architects say their profession is not as appraised in Finland 

than in some other countries.  

 

It bothers them if their customer doesn´t get what they are after, and they do not like when 

the customer starts to tell them how the design should look like. One architect said that 

there is a problem if the customer grabs the pen. Usually these things happen because the 

customer doesn´t know what he wants and the architect has to guess. Sometimes the cus-

tomer doesn´t even realize that he has a problem. He cannot see himself from a distance as 

the architect can. Some architects say that customers have difficulties accepting new kind of 

solutions they have never seen before. They tend to appreciate solutions they have seen.  

 

There may also be conflicts between the one who is paying and the ones that are using the 

space. Usually the builder wants to condense spaces to save money, but the users would ap-
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preciate more space. This is a constant battle and architects need to be thinking both parties 

interests. Nowadays customers may have a group that decides things for the space users. The 

group is a good thing, but sometimes they tend to drive for only economically efficient solu-

tions, not user-friendly solutions.  

 

Regulations challenges 

 

The government regulates a lot of things related to building. These things sometimes create 

problems. There are a lot of parties you need to keep informed, and everyone needs their 

report. A lot of new building principles have been added for insulation, sound, non-

impediment and other things. And they keep piling up. Doing these reports takes a lot of time 

and effort.  

 

The government also seems to be against new esthetic solutions. The ones who can justify 

their visual interpretations of the building may get to design it with government approval. 

You need to present the design in some way, and you need to make sure you “sell” your de-

sign with great visualizations. The architects feel that the government is more after preserva-

tion of old buildings than new innovative building.  

 

The biggest thing for architects who are designing public projects is that every project must 

go though a bidding contest. This means you should get as many points as possible for your 

company in an architect competition to win the job. The problem here is that you need a lot 

of past references of similar projects. If you have in the past designed a school, you get more 

points in a new school design contest. If you want to design a hospital, you should have expe-

rience of designing hospitals. The government seems to think that if you have not designed a 

school, you cannot do it. While architects feel that the design process for these kinds of 

learning facilities and corresponding spaces are quite the same. They would know how to 

design a school even tough they have more experience from other projects. From the gov-

ernment view, this is a safe route, but our schools will probably not get innovative new solu-

tions this way.   

 

So what if you have designed schools before and you like to design more of them? You are in a 

pleasant situation, but you still have to start from the same bidding contest starting point 

over and over again. One job well done will not guarantee the next job. So, there is no conti-

nuity, and you live in constant uncertainty. And if the government decides not to build 

schools, what then? It used to be that people did a lot of different kinds of jobs. This progress 

can slow down learning. 
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Service provider challenges 

 

Service providers such as material providers and software providers usually do their job well. 

When asked about service providers the participants remembered more good things than bad. 

Usually bad things are related to how fast and precise the service provider can provide valua-

ble information to them.  

 

Before entering to discussions with the architects I had always wondered how do architects 

manage all the thousands of product they need to add to their design. In particular, I was 

interested about ceramic tiles, but the discussion was about all product and service provid-

ers.  

 

The architects feel annoyed if a service person is too pushy. A lot of product providers rely on 

architects who are designing with their products. They try to lift their products up as well as 

they can. Sometimes they contact the architect too often or try too hard to push their prod-

uct into a design. If you are a service provider, you should try not to disturb the architect if 

the products are not needed at the time. Some sales people slander competitors’ products. 

This is seen as bad conduct.  

 

In general, selecting interior materials for wall and floor is relatively easy. There are harder 

materials to select such as hospital equipment or furniture. Architects value providers who 

can supply everything in their category (such as Isku with furniture).  

 

One challenge for architects is that materials tend to change every year. Large design pro-

jects such as hospitals may take up to five years. The architect needs to select materials for 

the design that are still valid after a few years. If he has to come back to the design and se-

lect new materials he may have difficulties getting paid. Also, how can you renovate old 

buildings when same materials are not possible to buy any more? 

 

Specific product information is important for architects. They do not want to make hasty 

decisions without knowing all the technical characteristics. The problem is that the architect 

many times has difficulties finding all the necessary information. A product provider company 

may have a brochure about the latest product, but it may lack the important technical prod-

uct information such as what it is made of. Architects are responsible that the products they 

choose to their design suit the space.  

 

Architects want to design buildings that last. They would want to select the best possible 

materials for their design and they feel frustrated because their client tends to be more in-

terested about price. They may get to include a top quality product, but it isn’t usually 
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enough that it looks great; it has to have some characteristics other products do not have. Or 

else it gets changed to a cheaper one in the construction process.  

 

The architects make detailed room product lists that are used in the construction phase. For 

products that are unique (such as lamps) they write down a specific product name. In prod-

ucts such as paint that is not as unique, they might just write a RAL color number or an ex-

ample product.  

 

Tiles are usually chosen with not only aesthetic qualities but also functional characteristics. 

These being mainly easy clean, slip resistance and size. The tile should be timeless and 

strong. When the architect is interested about a tile or needs one for the design he needs to 

get the salesman as quickly as he can to provide samples. In the material selection phase, the 

architect needs to act fast and get all the information possible at minutes notice. One prob-

lem is that usually the product folders in the architect’s shelf are outdated. This is the big-

gest reason they use the Internet a lot. It is the fastest way to get information, but they also 

need a trustworthy salesman to find products that are not listed on the web.  

 

Architects are very interested about new solutions that are being applied around the world. 

They read a lot and use architecture books for inspiration. Their offices are filled with books 

about architecture. Their offices are also filled with bookshelves with product folders and 

marketing brochures. Their offices are quite small, and the computer is the main tool they 

use.  

 

The customer may also constrain the architect with deals he has made with product provid-

ers. The builder may have contracts with product providers where the architect needs to get 

the products. Sometimes it is the case that the architect can´t find the best suitable product 

from these collections. They have to make compromise solutions they hate.  

 

Architects want service personnel to not change. It seems to be that when a salesman has 

figured out the architect’s distinctive style and knows what kind of projects the architect 

does, he can offer just the right kind of products and service. If the service person changes 

monthly, the architect has to use more time educating the sales people what kind of products 

they should offer. Architects need reliable, knowledgeable and fast salesmen. They need to 

listen and learn what the architect likes. All architects have distinctive styles and needs. You 

should also do what you promise. For example, two architect companies relied on a certain 

bookstore salesman because he knows what kind of books the architects want and brings only 

those to their office. His service was praised in the interviews spontaneously. The architects 

do not need to go look for books elsewhere.  
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Besides sales people, these architects use the Internet a lot. They think every technical and 

esthetical bit of information should be on the company’s website. This is because usually they 

like to figure things out by themselves. The more essential details you can provide, the more 

valuable is your website. And the website should also provide contact information to your 

salesman. Today´s websites are professionally done with a lot of readymade 3D images and 

instructions. For example, when picking an elevator to a project the architect needs only to 

give information about the users and Kone sales people (or website) can provide a suitable 

solution. You do not have to design every piece of the elevator, just the elevator shaft.  

 

The salesman does not need to know everything, but he should try to get information fast and 

be precise. For example, architects are nowadays very interested about product delivery 

times. If you cannot provide this information on your website, you should try to find them out 

before entering the architect’s office.  

 

Companies that provided excellent service for architects were for example Upofloor, Kaake-

likeskus, Ala-Carte, Isku, Bookstore Saarikoski, Dorma, Target, Teklux and Vallila Interior. 

Tikkurila and Kone were also seen as good service providers, but they got also negative feed-

back. 

  

Dream tile service 

 

I gave the architects a task to design a new “dream service” for Kaakelikeskus. Architects 

gave suggestions and improvement suggestions. Here is a compilation of what they said: 

  

• Tile collection should always be up to date whether it is the architect’s bookshelf or 

in the company website.  

• The company website should include all the products with detailed information and a 

perfect search machine to find what you are looking for.  

• You should be able to search by use qualities such as maintenance and slip resistance 

as well as color, size and other important qualities. The search engine should suggest 

the best possible product according to where the tiles would be installed. The search 

engine should provide information, which tile series, is most used in same kind of pro-

jects.    

• We always want the real thing, a real size model of tiles. Small pieces are not enough 

to get the big picture.  

• You should arrange products according to their use space. 

• The architect should not have to search for products, but to get fast hold of the sales 

man who can give examples of products that fit perfectly to the design.  
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• Grey collection would be nice. Architects who create public spaces need grey because 

it is a timeless color. You should have many shades of grey.  

• A tile series, which is in production for several years or decades. Basic colors such as 

grays and beige shades should remain, but some vivid colors could change from time 

to time. 

• A color chart as Tikkurila paints provides. Or mosaic wall chart of all tile colors.   

• The service should not cost anything for architects.  

 

3.4 Ideate 
 

Quick sketches  

 

Shortly after and during the interview process, I sketched some new service ideas. Some of 

them were based on intuition. Some were the participant architects ideas and some came 

from careful analysis of the interview data. The clue was to get ideas on paper the minute 

they came into mind. I also listened all the interview recordings and made some new sketch-

es. Below you will find a compilation of ideas from the interviews.  
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Image: some quick sketches of new service ideas  

 

I discussed some wild ideas with architect clients and they evaluated them immediately. Ide-

ation was easy, tough there were no financial restrictions and no design drivers to explain 

what is valuable for clients. The wild ideas were drawn to provoke thinking and conversation.  
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Examples of wild ideas for new services: 

Color Splash > pick any color and size, and we will produce it for you. 

Designers Box > custom-made box with tile samples customized to architects style. 

Book & Sample > books provided about architecture with tile samples. 

Tile trip to Italy > tile education for architects with Kaakelikeskus sales staff in Italy. 

30 years product guarantee > tiles should last a lifetime, so why no lifetime guarantee? 

Time Machine > shows how products get old (wood and rubber versus tiles) and how tiles last. 

3D-design service > 3D-images of spaces where tiles are used. 

Quick delivery > fast delivery when you pay extra. 

Best price guarantee > if you find the same tile cheaper, we´ll sell it 10 % cheaper. 

Everlast series > we will provide same colors and sizes minimum 10 years.   

 

 

Sales people interview insights 

 

Sales people recognized almost all the main challenges architects had. They talked about 

time pressure and business problems architects face. They have been working with architects 

so long that they know what their clients like and dislike. They said architects time is valua-

ble, so the company should help them by acting fast and efficiently. Architects work with 

small profit margin and the company should help them be more efficient for the architect to 

earn more. For example, the company should avoid situations when the architect has selected 

products to be used and they have to come back, and change them for some reason.  

 

It was not very fruitful to discuss these subjects with salespeople. I guided the discussion to 

new areas covering how we should develop our business to better suit architects needs. This 

opened up a treasure chest of ideas how we as a company can serve well. Here is a compila-

tion what they said: 

 

Passion for architecture 

 

People working with architects should be interested in what they do, mainly about architec-

ture. You should recruit people who are passionate about esthetic and technical things relat-

ed to architecture. This way you do not have to force your staff to go out and sell your things, 

they do it with passion and really go the extra mile to serve the architect. This way they can 

earn trust from architects. Architects are ambitious, and you should also be. Otherwise, it 

will seem that you are not interested about what you sell. You should aim to be the best in 

what you do, architects will appreciate it. You may have the resources and knowledge to 
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provide good quality products, but you need passionate people to sell your products. You 

should aim to be a great consult that solves the architects problems related to your products.  

 

Get inside their heads 

 

Sales people should get inside the architects head and think how they do, only then they can 

solve architects daily problems. You should not restrict your staff to know only about your 

own products but competitors and supplement products as well. This way you know what 

context your products area evaluated. This is vital also because the sales representative must 

be able to discuss detailed technical attributes about products that are close to the compa-

ny’s products. Cost knowledge is also important.  

 

Train your staff 

 

I do not know can you really train people to be passionate about architecture, but you can 

create a place where architecture is everywhere. The company should aim resources in train-

ing their staff to know history of architecture and today’s architecture. The sales reps should 

read literature related to architecture to get to know who is doing what in this field. Sales 

staff should be at fairs and other meeting places and network with architects.  

 

The sales reps emphasized that the company should invest in more training. The training 

should be arranged so that they are efficient and provide instant solutions. Sales people need 

for example critical incident training to constantly improve their work.  

 

Conclusions from sales people interviews 

 

Sales people gave lots of ideas related to this service design case. They emphasized that ar-

chitects work 12-hour days and that you should train your staff to meet their needs. This led 

me to think that the service design concepts I was working on should include an element that 

could educate the sales staff and the service should be provided 24 hours a day. The service 

should reduce the architects time and effort.   

 

Co-creation workshop ideas 

 

In appendix 3 is a compilation of ideas people discussed about in the workshop. The session 

lasted for four hours with no pauses. It was intense and exhausting. All ideas were marked to 

Post-Its. The ideas could be clustered to themes after the session. People discussed what is 

the real goal of architect services, how could sample presentation be improved and how 

product information or website search could be improved or re-designed. We also talked 
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about how architects could more easily find suitable products and how to be available to the 

architect client when he needs service from the sales rep. All ideas came from trying to find 

solutions to architect challenges (problems) in his daily job presented in the 10 idea cards. All 

ideas are shown in appendix 3.  

 

3.5 Filter 
 

Co-creating the final service idea 

 

I had created fast sketches of new service ideas. I added New ones after the workshop. Now 

that there were a lot of new ideas, I selected the ones that addressed the design drivers best 

by reflecting all ideas to the design drivers. The aim was to identify most potential ideas that 

could benefit the architect and at the same time be possible and profitable for the case com-

pany (win-win-situation). The ideas had to deliver the best customer experience as well as 

have significant business value. I tried to pick ideas with Palmu´s method, where these two 

elements are aligned in harmony.  

 

 

 

Image: Palmu Inc. matrix for evaluating service ideas. (Tuulaniemi 2011, 106) 

 

I conceptualized the service ideas into understandable formats and then asked feedback from 

the interviewed architects. This way, the new service would be co-created with the users. 

While there was little work made how the services would actually work, I wanted to get con-

firmation about where to put my effort and time. If the architects could pick the most valua-

(customer experience) 

(business value) 

(small) (big) 

(poor) 

(excellent) 
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ble service proposition for them, they could also contribute how the service could work. They 

could suggest some other execution ways than I had in mind.    

 

  

 

Images: from seven ideas to five ideas with the help of three design drivers.  

 

 

Service ideas to be proposed to architects  

 

I made five quick brochures with Adobe Photoshop and Microsoft PowerPoint software. They 

served as service evidence for all the services to be handed out to architects to collect feed-

back. I created some imagery for the services to make them look more attractive and to high-

light their advantages.  

 

 

Service concept 1: 24 Hour Samples Service 

 

The 24 Hour Samples Service could save the architect’s time. He could easily contact the firm 

and submit his sample order and get samples with guaranteed one-day delivery. This doesn´t 

apply to products Kaakelikeskus does not have in stock, but it applies to over 3000 stock tiles. 

The service could be provided by phone (and answering service in the evenings), website and 

email. Sample orders coming in public holidays and on the weekends would be delivered on 

the next business day.   
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Image: 24 Hour Samples Service idea sheet  

 

The idea endures the design driver test of serving day and night and saving the architects 

time. The problem is today, that the architect has to do his design in the evenings when sales 

people cannot be contacted. The architect is compiling products for his massive project and 

needs to get things done and move on to other things. When he orders samples from Kaake-

likeskus via this service, he can instantly move on to do other things.  He doesn´t have to 

worry about when he can decide what tiles to use in his design. They will be at his desk the 

next day, and the project continues on schedule.   
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Service concept 2: Architect Tile Search  

 

The new search engine takes into account the space user better than the one, which is oper-

ating today. The architect can select a space, which to tile, how the space is operated and 

what kind of users there will be. In addition, there will be important new additions to the 

search engine such as maintenance and slip resistance. The search result will provide the 

most used and suitable series to the architect’s design and some references of former pro-

jects tiles with the tile series.  

 

Image: Architect Tile Search idea sheet 

 

 

Service concept 3: Product technical data sheet 

 

The technical data sheet would make it possible to print and download PDF-format product 

data documents from the Kaakelikeskus website. The data sheet would contain relevant in-

formation such as the product name, product code, price, availability, size, color, toughness, 

surface, slip resistance, cleaning, and how it is produced.  This data sheet can be saved, ar-

chived, printed or sent via email to people who need the information. The architect could 

save it as an attachment to his design plans quickly with minimal effort and time used to 

compile the data from various sources (web and sales people) would decrease.  
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Image: Tile Data PDF idea sheet 

 

Service concept 4: Super Tile Database 

 

The Super Tile Database is the boldest idea in this service design project. Kaakelikeskus has 

an extensive 3000 stock tile product search engine, which has been developed for several 

years. The competitors have similar tile search methods at their website. Kaakelikeskus has 

over 50 000 tiles it can order from factories around the world. To differentiate from competi-

tors and to bring an overwhelming product collection to architects, the company could devel-

op a Super Tile Database that could include a lot more products than in stock. The architect 

could order a sample of the product and get a sample in 4-6 weeks. If this would be ok for the 

architects, it could be worth investing in.  
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Image: Super Tiles Databank idea sheet 

 

Service concept 5: Tile Folder Order Service  

 

Today sales representatives book meetings with architects to update their current tile fold-

ers, which the architects have archived in their bookshelves. The problem is that these fold-

ers typically outdate in some time and Kaakelikeskus has problems updating them as fast as 

they should. With the new Tile Folder Order service, the architect could easily check from an 

Internet page, email of via phone that he has an updated tile folder with current data about 

the tile folders.  If they are not up to date, he can easily order an update the folders.  
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Image: Tile Folder Order Service idea sheet 

 

Feedback from architects 

 

I sent the new service ideas to architects via email, and asked them to contribute what idea 

would best fulfill their needs. It was obvious that the best idea would be service concept 

number 2, the Architect Tile Search. The idea was praised because it would have the all the 

attributes architects need to find a suitable tile. It was surprising, that architects didn’t value 

a larger tile collection, but a simple tile search machine in the website. The architects select 

tiles according to the space user needs, so they need specific data about surface, mainte-

nance and various other attributes.  

 

 

3.6 Prototype 
 

 
When evaluating these service concepts, one participant client suggested these service ideas 

to be converted to one service path. The service ideas addressed some different real and 

latent needs. An idea came to mind that could three ideas be brought to the process to make 

a completely new service process?  
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Image: a new service process with three designed touch points.   

 

With the new service process, the architect could first find what he is looking for from the 

new search engine, then proceed to download a technical data sheet. After this, he could 

order a real size sample of the product.  

 

This idea could provide value for the company and architect client. Architects would find tiles 

that suit the space user needs and that would benefit the space owner (for example cleaning 

costs easier to predict). The architect could make his first selections without contacting the 

sales rep and familiarize with the technical details. When he would be satisfied with a tile (or 

tiles), he could instantly get product data about his selection(s). Then he could order the tile 

sample(s) that would be delivered in 24 hours to his desk. This way he would be efficient. For 

Kaakelikeskus, the service would ensure that architects would use their service opposed to 

competitor’s service. If the architect would choose to use Kaakelikeskus products, it would 

ensure future tile sales. The service would also save sales peoples time that are providing the 

service. This is a needed bonus tough Kaakelikeskus only has few people offering the service 

full-time.  

 

Details of the new service process 

 

+ 

+ 
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In order to give an explicit image how the service would operate from customers and service 

provider’s side, I created a service blueprint of the service process. If the company would to 

proceed to developing this new service process, I would suggest taking future users to the 

testing phase to make the service user-centric. For example, users could provide additional 

information about how the search machine drop-down menus should be sorted or would they 

want to order the tile samples via email, phone or from the website search machine. Involv-

ing users would also provide knowledge would the service operate as designed, or would there 

be obstacles this thesis hasn´t provided answers to.  
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Image: new service process blueprint (also shown in appendix 2) 

 

The blueprint presents how the client would proceed from need recognition to Kaakelikeskus 

website to the search engine and how the search engine would use different databases to 

formulate the search result. He could adjust the search result by sorting it and refining it. 

The service could continue from a digital service to analogue form by the salesman entering 

the scene. He would present the tile samples and provides additional advice. The blueprint 

stops to client selecting the final product to use. In the future it would be useful to blueprint 

the whole process into what context the service is provided, blueprinting the whole building 

design process and how the space users benefit from the service.  

 

 

Storyboard for the new service process 

 

From the users point of view, the new service would function as the below storyboard demon-

strates. The user would use the tile search via the Kaakelikeskus website 

(www.kaakelikeskus.fi). He would select attributes from a drop-down menu and get a search 

result. The search result would show with star ratings most relevant search results. Below the 

search result images, there would be a short description of the tile and a link to detailed 

product info. Product info would open up, and there would be reference images of tile usage 

in similar types of buildings the architect is designing. This way he could be sure that the tile 

is ok for this design. After the architect would find what he was looking for, he could order a 
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sample from the sales rep or possibly via the search engine. After seeing the tile, he would 

write how and where the tile would be used in his building design.  

 

 

 

Image: A storyboard of a new service process with three designed touchpoints: tile search, 

tile technical data sheet and 24-hour sample service.  

 

4 Conclusions 
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The aim of this thesis was to develop a new service for Kaakelikeskus architect customers. 

The service idea had to be valuable for architects and at the same time profitable for Kaake-

likeskus. The thesis succeeded in this task by developing not only one service touchpoint, but 

three linked touchpoints making a small service journey. The journey starts with a novel idea 

how to display Kaakelikeskus tiles at the Kaakelikeskus website. The new search engine would 

emphasize what is the space where the tile is used and who is using it. The idea is highly us-

er-centric in the sense that architects can choose tiles by their use, not technical characteris-

tics. The idea is simple to execute, valuable for architects and it can differentiate Kaake-

likeskus service offering from competing offerings. If architects use the service, it would 

mean that Kaakelikeskus tiles would be selected to new and renovated buildings more than 

before. This in turn would mean more tile sales. 

 

The service design case has demonstrated, that by looking at customers daily challenges a 

company can innovate new service offerings may they include tangible products or not. The 

qualitative research in this thesis has provided useful data that can be used and reflected 

upon by companies who deal with architects. I have learned how architects work and how 

they think. This information can benefit the firm and its architect customers by developing 

understanding where the company should allocate its resources. 

 

The thesis provides a useful service process that is in my opinion applicable to any company, 

may it produce goods or offer intangible services. It may be applied to companies working in 

the B-to-C and B-to-B sectors and public sector. It may also be applicable to third sector 

foundations and associations as well as any social group. Being able to discover needs and 

latent needs is valuable for every organization to be able to innovate new service. The aim is 

to solve problems together with the service user.   

 

How is service-dominant logic realized in the new service process? 

 

Service-dominant logic has guided how the new service has been created. The service was 

formulated with the use of service-dominant logic marketing mix (Vargo & Lusch 2006a, 407-

408). The value proposition, dialogue, value and final service were all co-created. Service-

dominant logic embraces co-creation as Vargo & Lusch (2004b, 12) describe in FP6, the cus-

tomer is always a creator of value.   

 

Kaakelikeskus is a service firm not because it does not produce anything, but because it has 

knowledge and skills it can exchange with architect clients (Vargo & Lusch 2004b, 10). Profit 

in this case will be considered to be a test of how well the service provides value for the cli-

ent.  

 



 102 

I co-created a new service idea together with clients. It that is based on exchange, but not 

exchange of money. The architect client and Kaakelikeskus exchange knowledge. The client 

gives information of the space user, and Kaakelikeskus gives information what products are 

most suitable. So you could say that (as in Vargo & Lusch 2004b, 6) service was exchanged for 

service. 

 

The final new service process takes into consideration customers changing needs, and it pro-

vides information according to tiles use-value (as in Vargo & Lusch 2004b, 7). Each design is 

different, and each architect need is different. Service-dominant logic praises custom-made 

solutions to problems and interaction with customers to find solutions (2004b, 12). A tile may 

have use-value because it is a tough material, it is not slippery, maintenance is easy, and it 

looks good. The user is satisfied if the architect makes good decisions what products to use in 

his design. With the new search engine customers are able to choose more wisely what prod-

ucts to use.  

 

The newly designed service is not valuable on its own, but when it integrates with the archi-

tect clients knowledge and skills (FP7 & FP9, Vargo & Lusch 2006a, 285). The architect has 

information about users of spaces and how spaces are operated. He also has a vision how the 

design should look like. Kaakelikeskus knows the boundaries what products are available and 

what products suit space users. The new service is a service platform for information ex-

change. The new service helps to create value taking into consideration client’s current con-

text (tools, design type, time and needs of space users) as in service-dominant logic FP 9 

(Vargo & Lusch 2006a, 283-284); all social economic actors are resource integrators. The 

search engine and other services were co-created with knowledge and skills from Kaake-

likeskus and from architects as Vargo & Lusch (2004b, 7) have suggested. 

 

In this project, I have learned through co-creating this service what customers’ value as Vargo 

& Lusch (2004b, 9) emphasize is one of the fundamental things in creating new service. The 

focus has been on process management. Focus was on architect clients decision-making pro-

cesses and design processes and how to mold a valuable service process for them.  

 

Service-dominant logic has the power to shift thinking from goods-dominant thinking to how 

you can provide value to customers via service. The theory is a thinking shift that sticks after 

reading it. I believe everyone who participates in designing value should get familiarized with 

service-dominant logic to make the thought shift to be more service-oriented.  
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5 Final words & my own reflections 

	  

The thesis has moved from service theory to service innovation to case example. The journey 

has been breathtaking and a lot of effort and time has been invested in gathering insight 

companies can use to create new service offerings for architects. The case example teaches 

how you can convert customer daily challenges to new services. A totally new service path 

has been presented to show how you can combine specially designed touchpoints.  

 

The thesis has tough me how to think about service through service-dominant perspective. I 

have become familiar of the historic perspectives of the theory, and I have developed my own 

framework how the theory is applied in practice. I have realized that service design can be 

the application of service-dominant logic. Service design is a discipline that cuts through all 

functions on the company and therefore it can have a wide perspective on business. It can 

also act as a unifying function between traditional marketing, logistics, R&D and other areas.  

 

The thesis service design case was fascinating and needed in the case company. I got to make 

interviews, that were eye opening and people opened up more than I could have hoped for. 

Analyzing in-depth interviews is a tough job, and there are many ways how to interpret the 

data. I interpreted it my way, someone else could see things in another light. I am convinced 

that by informing people about architects’ challenges, others can transform their businesses 

to better serve their architect clients. 	  	  	  
 

Academic writing and presenting your research is hard, but I tried to “keep it simple” as good 

as I could, following research guidelines. I have also learned how I can modify the process a 

bit by designing my own research agenda; understand, organize, ideate, filter and prototype.   

 

But most of all, this thesis has trained me to think like a service designer. As Kimbell (2011, 

50) I also believe that service is what people value, not possession of things. I created an 

action platform, an experience as Ezio Manzini suggested (2011, 26-28). Although experiences 

cannot be really designed, only conditions that led to them. I combined the case companies 

resources and integrated them with architect clients’ resources as Miettinen & Koivisto (2009, 

37) guided. As service designers, I aimed for win-win situation (Tuulaniemi 2011, 106) for the 

service provider and the service user. And I believe as Miettinen & Koivisto (2009, 101-105) 

that the firm can earn more money only by providing useful services that beat competitors 

offering. While thinking like a service designer, I approached the problem systematically and 

designed the new service process with sufficient customer insight. I applied some service 

design methods I hadn´t used before such as co-creation workshops. I used them in a creative 

way as I also did with the idea cards turned into “challenge cards”. I have learned that these 

methods are meant to be modified and used creatively.    
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Appendix 1. Idea Cards 
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Appendix 2. New service process blueprint 
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Appendix 3. Ideas from the co-creation workshop  

 

What	  is	  the	  
goal?	  
• Friendshi
p.	  Create	  
a	  
rela3onsh
ip	  that	  is	  
based	  on	  
trust.	  	  
• Create	  a	  
service	  
that	  saves	  
the	  world	  
(and	  
saves	  
money).	  
• More	  
rubber	  
mats	  
please.	  
• Know	  the	  
budget	  
• Know	  
what	  the	  
price	  class	  
for	  the	  
3les	  
should	  be	  
(A,	  B,	  C	  or	  
D).	  	  

Sample	  
presenta3o
n	  
• The	  
architect	  
tells	  what	  
he	  needs.	  
You	  
should	  
provide	  
all	  
technical	  
data	  he	  
needs.	  
• Print	  the	  
EN-‐
standards	  
to	  
product	  
info	  
s3cker.	  
• Provide	  
reference	  
project	  
info	  with	  
the	  
product.	  
• Print	  the	  
maintena
nce	  quide	  
link	  to	  the	  
offer.	  	  

Product	  
info	  
• R-‐value	  to	  
product	  
s3cker	  
• Slip	  
resistance	  
and	  
maintena
nce	  -‐info	  
with	  the	  
product!	  
• Renova3o
n	  3les	  
should	  
also	  have	  
a	  product	  
info	  
s3cker!	  
• Include	  
Rec3fied,	  
frost	  
resistance	  
and	  R-‐
values	  to	  
products	  
in	  our	  
website.	  	  
• Print	  date	  
____/
_____to	  
products	  
and	  
folders.	  

The	  right	  
product	  
• Make	  a	  
hospital/
school/
church	  
folder	  or	  
brochure	  
• Include	  
euro	  
norms	  to	  
products.	  	  
• Make	  a	  
new	  
search	  
engine	  
that	  
concentra
tes	  on	  the	  
space	  
func3on	  
and	  users.	  
• Sell	  by	  
theme	  
"hospital	  
3les",	  
"school	  
3les"	  (Tik
kurila	  
Paints).	  
• Include	  
reference	  
project	  
images	  in	  
the	  
website	  
ager	  
product	  
info.	  	  
• Automa3z
e	  search	  
of	  
cheaper	  
products.	  
• Provide	  
samples	  
of	  all	  
factory	  
order	  
samples.	  

In	  	  the	  web	  
• Specific	  
product	  
data.	  
• Provide	  
ready-‐
made	  	  
produc3st
s	  of	  
product	  
packages	  	  
to	  use	  in	  
certain	  
situa3ons
.	  
• Automa3z
e	  a	  
reference	  
list	  for	  all	  
products	  
in	  the	  
website.	  
• Present	  
3le	  
sample	  
folders	  in	  
the	  web	  
and	  make	  
an	  order	  
form.	  

Contact	  
sales	  
• Leave	  a	  
message	  
to	  a	  
recording	  
device	  
and	  we	  
will	  
contact	  
you.	  
• Every	  
customer	  
has	  its	  
own	  
salesman	  

Why	  buy	  
expensive?	  
• Provide	  
10	  year	  
quarante
e	  for	  
some	  
products?	  
• You	  can	  
save	  
more	  
with	  
cleaning	  
and	  
maintena
nce	  costs.	  
• Make	  a	  
lifecycle	  
cost	  
calculator	  
"Time	  
Machine"	  
.	  
• If	  
products	  
are	  no	  
longer	  
produced,	  
inform	  
customer
s	  who	  
have	  
bought	  
them	  
before.	  
• The	  sales	  
rep	  offers	  
products	  
from	  
reliable	  
producers
.	  
• Inform	  
the	  
customer	  
to	  buy	  
some	  %	  
3les	  for	  
renova3n
g	  the	  
building.	  


