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The purpose of this thesis is to gain a better understanding of value co-creation for planetary wellbeing in 
the context of regenerative service development. Addressing complex societal challenges, like biodiversity 
loss, requires challenging a human-centric paradigm of service design and applying a planet-positive ap-
proach that takes planetary wellbeing and nonhuman stakeholders into consideration in the design process 
and promotes the regeneration of natural ecosystems.  
 
The increased demand for nature tourism and the accelerating biodiversity loss calls for tourism services 
that support the regeneration of destinations. In Finland, the government organisation Metsähallitus has 
an important role in safeguarding national parks and other protected nature areas and creating 
opportunities for sustainable tourism. 
 
The objective of this thesis is to develop a regenerative tourism service concept that engages stakeholders 
in value co-creation for planetary wellbeing. To create such a concept, strategies, including mindset 
changes and design practices, need to be identified. 
 
The knowledge base is derived from the Transition Design (TD) framework and so-called planet-positive 
design approaches, including the concepts of planetary wellbeing and regenerative design. These 
approaches are combined with a service-dominant logic for value co-creation, emphasising all 
stakeholders’ pivotal role in contributing to positive outcomes for the planet and each other. In addition, 
the concepts of eco-literacy and stewardship are discussed and adopted. TD ties together the different 
theoretical dimensions needed for designing for societal transitions. 
 
The research-based development work leans on a mix of service design methods and tools and qualitative 
research methods. During the design process, partner and customer interviews were conducted at various 
stages. Co-creative workshop methods were also employed in creative co-design events to collaboratively 
build a shared understanding of problems and ensure that the perspectives of stakeholders, including 
nature as a stakeholder, were taken into account in the solution development. Content analysis was used 
to analyse the qualitative data. 
 
The developed regenerative service concept invites travellers and citizen-customers to engage in 
conservation activities, reducing biodiversity loss in Nuuksio National Park. Participants contribute 
positively to the destination while learning about biodiversity and ways to restore ecosystems. The 
solution emphasises the role of Metsähallitus as an enabler of regenerative tourism and the role of 
partners as environmental educators and catalysts of change. The value propositions were created for 
each stakeholder to emphasise the need for mutual benefit for all stakeholders. The results suggest that 
recognising both partners and customers as national park stewards could encourage stakeholders to take 
more responsibility for caring for common nature areas. Furthermore, service design can provide methods 
and tools for enhancing the inner sustainability and eco-literacy of organisations and individuals and boost 
the cultural transformation needed to shift from sustainability to regeneration. 
 

Keywords: planet-positive design, planetary wellbeing, value co-creation, regenerative service develop-

ment, eco-literacy 
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Tämän opinnäytetyön tarkoitus on ymmärtää paremmin planeetan hyvinvointia edistävää yhteistä 
arvonluontia uudistavan palvelukehityksen kontekstissa. Globaalien yhteiskunnallisten haasteiden, kuten 
luontokadon ratkaiseminen vaatii ihmiskeskeisen muotoilun haastamista ja niin kutsuttua 
planeettapositiivista lähestymistapaa, joka edistää luonnon ekosysteemien uudistamista ja huomioi 
planeetan hyvinvoinnin ja myös muut toimijat kuin ihmiset sidosryhmänä osana palvelumuotoiluprosessia. 
 
Lisääntynyt kiinnostus luontomatkailua kohtaan ja kiihtyvä luontokato edellyttävät matkailupalveluita, 
jotka edistävät kohteiden uudistamista. Suomessa Metsähallituksella on tärkeä rooli huolehtia 
kansallispuistoista ja muista suojelluista luontoalueista ja luoda mahdollisuuksia kestävälle matkailulle. 
 
Tämän opinnäytetyön tavoitteena on kehittää uudistavan matkailun palvelukonsepti, joka sitouttaa 
sidosryhmiä osallistumaan yhteiseen arvonluontiin planetaarisen hyvinvoinnin puolesta. Palvelukonseptin 
luomista varten tunnistettiin siihen tarvittavia strategioita, kuten muutoksia ajattelutavoissa sekä 
muotoilukäytännöissä. 
 
Opinnäytetyön tietopohjana on käytetty Siirtymämuotoilun viitekehystä ja niin kutsuttuja 
planeettapositiivisia muotoilun lähestymistapoja, kuten planetaarisen hyvinvoinnin ja uudistavan 
muotoilun käsitteitä. Nämä lähestymistavat yhdistettiin palvelukeskeiseen arvonluonnin logiikkaan sen 
korostamiseksi, että kaikilla sidosryhmillä on keskeinen rooli tuottaa arvoa planeetalle sekä toisilleen. 
Lisäksi työssä sovelletaan luonnonlukutaidon ja luonnonhoidon käsitteitä. Siirtymämuotoilu nitoo yhteen 
teoreettiset ulottuvuudet, joita tarvitaan yhteiskunnallisten siirtymien muotoiluun. 
 
Tämä tutkimuksellinen kehittämistyö hyödyntää palvelumuotoilumenetelmiä ja -työkaluja sekä laadullisen 
tutkimuksen menetelmiä. Palvelumuotoiluprosessin aikana toteutettiin sekä asiakas- että 
kumppanihaastatteluja. Lisäksi yhteiskehittämisen menetelmiä, kuten luovia yhteiskehittämisen 
tilaisuuksia, järjestettiin yhteisen ymmärryksen rakentamiseksi, ongelmien tunnistamiseksi ja sen 
varmistamiseksi, että eri sidosryhmien näkökulmat, mukaan lukien luonto toimijana, huomioitiin palvelun 
kehittämisessä. Laadullinen aineisto analysoitiin sisällönanalyysilla. 
 
Kehitetty uudistavan matkailun konsepti kutsuu matkailijoita ja kansalaisasiakkaita ottamaan osaa 
luontokadon hillitsemiseen osallistumalla luonnonhoitoon Nuuksion kansallispuistossa. Osallistujat 
pääsevät vaikuttamaan positiivisesti matkailukohteeseen samalla kun he oppivat luonnon 
monimuotoisuudesta ja tavoista auttaa luonnon ekosysteemejä palautumaan. Palvelukonsepti korostaa 
Metsähallituksen roolia uudistavan matkailun mahdollistajana ja kumppanien roolia ympäristökasvattajina 
ja muutoksen ajureina. Arvolupaukset luotiin kaikille sidosryhmille korostamaan tasavertaista arvonluontia 
kaikille osapuolille. Tulokset viittaavat siihen, että sekä kumppaneiden että asiakkaiden tunnistaminen 
kansallispuiston luonnon hoitajiksi voisi kannustaa sidosryhmiä kiinnostumaan enemmän yhteisten 
luontoalueiden huolehtimisesta. Palvelumuotoilu voi tarjota menetelmiä ja työkaluja tukemaan 
henkilökohtaista sisäistä muutosta, jonka kestävän kehityksen ja uudistavien palveluiden edistäminen 
vaatii, sekä lisäämään niin organisaatioiden kuin yksilöidenkin luonnonlukutaitoa sekä kulttuurista 
muutosta, jota tarvitaan yhteiskunnalliseen siirtymään kestävyydestä uudistamiseen. 
 
Asiasanat: planeettapositiivinen muotoilu, planetaarinen hyvinvointi, yhteinen arvonluonti, uudistava pal-
velukehitys, luonnonlukutaito, luontopositiivisuus  
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1 Introduction 

Climate change and biodiversity loss are complex, evolving, and urgent grand challenges of 

our times, and they have growing effects on our lives. Contemporary organisations across sec-

tors are increasingly expected to address these so-called “wicked problems” as a part of their 

service development and sustainability actions. Wicked problems are large-scale systemic 

problems that are hard to define, connected to other similarly complicated problems and im-

possible to solve with conventional, linear problem-solving methods (Rittel and Webber 1973). 

Biodiversity loss, or nature loss as sometimes called, is a pivotal example of a problem that is 

inherently wicked and constantly evolving (e.g., Sharman & Mlambo 2012, 274). Biodiversity 

loss means that the variety of species on the Earth are decreasing at an alarming rate. This 

ecological crisis harms and threatens both wellbeing of humans and nonhumans, the whole 

planetary wellbeing.  

As wicked problems are impossible to solve by one entity alone, solutions require working to-

gether with the whole network of stakeholders (e.g., Irwin 2018). The changing circumstances 

and the complexity call for a holistic approach that involves multiple stakeholders to address 

the problems and find innovative ways to tackle them. 

This thesis is a research-based development work that explores through a concrete develop-

ment case how service design can support organisations in value co-creation for planetary 

wellbeing and creating regenerative services that restore and regenerate the biodiversity of 

ecosystems. Human-centricity, customer-centricity, and customer experience, especially in 

the context of business settings, have been traditionally on the focus of modern service de-

sign and service development. Yet, designing for complex environmental challenges requires 

challenging this human-centric paradigm of service design and applying a more planet-posi-

tive and regenerative approach, which takes nonhuman stakeholders and the planet into con-

sideration in the design process and promotes regeneration of natural resources and social 

systems. 

The Nature Positive Initiative is advocating globally for urgent action to halt and reverse bio-

diversity loss, aiming to transform the continuous decline in biodiversity to the global state of 

“nature positive” by 2030 (Figure 1). This goal is equivalent to the United Nations’ net goal 

for carbon neutrality and an equitable world, and all these three goals are equally important 

to achieve as none of them can achieved alone. (Locke et al. 2021.) The European Union’s Bi-

odiversity strategy has a similar goal to “put Europe’s biodiversity on the path to recovery by 

2030 for the benefit of people, climate and the planet” (European Commission n.d -a). 
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In Finland, a national biodiversity strategy and action plan extending to the year 2035 is cur-

rently being developed after the previous global and national strategy failed to meet its goals 

to halt the nature loss by 2020. The strategy draft leans on a similar goal and timeline as the 

Nature Positive Initiative, proposing that Finland would halt the biodiversity loss by 2030 and 

become nature-positive by 2035 (Ympäristöministeriö 2023).  

There are many challenges in the transition to nature-positive era. First, only in Finland, 

11,9% of species and 48% of habitat types are endangered, and 60% of the state of nature 

types have already been lost (Ympäristöministeriö 2023). Furthermore, it is recognised that 

the emergency state of nature has failed to gain the attention of the public and politicians, 

possibly due to the complexity of the topic and the fact that the changes in the natural eco-

systems are very slow and even more difficult to observe than those of climate change (Kan-

gas & Lyytimäki 2020, 236-237). Furthermore, media has been covering remarkably less biodi-

versity loss than it has debated about the consequences and implications of climate change, 

even though biodiversity loss is closely connected to climate change, and it is seen to cause 

similarly alarming, long-term consequences that can be catastrophic to the life in the planet 

(Kangas & Lyytimäki 2020, 233-235). 

The Global Goal for Nature acknowledges that some loss of nature will be unavoidable due to 

human activities, still underlining the need for scientifically informed mitigation to minimise 

and compensate for these losses. Strategies for biodiversity conservation include halting the 

loss of species through conservation efforts, protecting the remaining natural systems, and 

restoring human-impacted landscapes, such as disappeared meadows that urgently require re-

wilding and ecological restoration. (Locke et al. 2021, 3.) 

 

Figure 1: Trajectory of nature positive by 2030 (adapted from Locke et al. 2021, 4). 
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The whole humanity is in many ways dependent on nature and its ecosystems, and this inter-

connectedness of the health of natural systems and human health is also recognised in the 

public health community. Therefore, investments in biodiversity can be seen as investments 

in human health. (Marselle et al. 2021.) 

Contemporary businesses are facing more requirements related to corporate social responsi-

bility as new standards and laws in the European Union are implemented regarding sustaina-

bility reporting. Starting in 2024, the new Corporate Sustainability Reporting Directive (CSRD) 

mandates that all large and listed companies in the EU will have to disclose data on the sus-

tainability impact of their actions. The new directive covers all relevant ESG reporting ele-

ments (environmental, social and governance). The goal of these changes is to help consum-

ers, investors, and stakeholders in general to evaluate the sustainability performance of busi-

nesses. (European Commission n.d. -b) 

One of the fastest-growing tourism sectors, nature tourism, is an industry which holds a key 

position in tackling biodiversity loss (e.g., World Travel and Tourism Council 2022). The indus-

try is in some ways even more dependent on natural resources and the existence of nature 

destinations to attract visitors than other industries. At the same time, the growing popular-

ity of nature tourism, especially after the COVID-19 pandemic, increasingly damages the eco-

systems and wildlife in the destinations. There is an urgent need for a large-scale transition 

to regenerative tourism that seeks to nurture and create a positive impact with the help of 

travellers instead of tourism that only aims to avoid harm. Similarly to the Global Goal for Na-

ture, regenerative tourism aims to create a net positive impact on nature while at the same 

time generating value for people and social systems (Dredge 2022, 270). 

World Travel and Tourism Council (2022) has already recognised private sector businesses as 

crucial game changers in driving the Global Goal for Nature and the transition of the whole 

society’s relationship to nature. Even though the nature tourism businesses are enthusiastic 

about supporting the nature-positive agenda, the industry lacks an understanding of key con-

cepts and ways to act and monitor the impact. (World Travel and Tourism Council 2022, 5-

15.) 

The purpose of this thesis is to gain a better understanding of value co-creation for planetary 

wellbeing in the context of regenerative service development. The development task was to 

develop a regenerative service concept for the public sector authority that manages the na-

tional parks and other protected land and water areas in Finland. At the core of the service 

development was the need to engage more stakeholders, especially nature enterprises, as 

value co-creators for regenerative tourism. Therefore, the aim of this thesis is to identify 

strategies, including mindset changes and design practices, needed for creating the 
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regenerative tourism service concept. The outcome of this thesis concentrates on the value 

creation and value propositions of the service concept to narrow the focus of the thesis. 

In this thesis, the term nature enterprises or nature businesses is used to refer to tourism 

businesses operating in the context of national parks. They are not exclusively eco-tourism 

businesses but include a broad range of different businesses that provide their services to 

people visiting the national parks. An alternative concept that is often used to refer to this 

kind of companies is nature-based companies, but it was discarded for clarity. The concept of 

nature-based solutions (NbS) is used increasingly to refer to strategies, interventions and solu-

tions that harness natural resources to tackle environmental or societal challenges, like cli-

mate change (e.g., Rice 2020). Therefore, in the context of this thesis, nature enterprises 

were considered a more neutral term to refer to businesses operating in national parks. 

This research-based development work follows a service design approach which is further in-

troduced in chapter 3. The research-based approach to development means — besides solving 

problems and developing new or improved solutions — research orientation, systematic data 

gathering and analysis, critical mindset and aim to produce new knowledge for the benefit of 

the organisation (Moilanen et al. 2022, 30-33). 

Conceptual clarifications 

Service development for the regeneration of natural systems or “regenerative service devel-

opment” to drive societal transitions is a relatively new field in design, and therefore there is 

no established terminology nor set ways for designing. Thus, it is essential to take a transdis-

ciplinary approach, especially in relation to understanding the theories of change, how 

change happens, and making the implicit ideas of change visible (Irwin 2015). 

The terms nature-positive, planet-positive, and regenerative are often used interchangeably, 

e.g., in relation to tourism. All these concepts can be used to refer to human actions and 

their relationship to nature when emphasising creating a net positive impact on nature. How-

ever, it is worth noting that all these terms are prone to greenwashing; making bold environ-

mental claims without evidence. Therefore, this thesis aims to use these concepts with this 

awareness, aiming to provide more clear definitions. 

So-called ‘planet-positive design’ is used as an umbrella concept for describing design ap-

proaches that generate value for planetary wellbeing and drive the Global Goal for Nature. 

Thus, the planet-positive design approach encapsulates the various dimensions of the 

knowledge basis of this thesis, including planetary wellbeing and regenerative service devel-

opment. Planetary wellbeing is a state where the Earth's system and ecosystem functions re-

main unharmed, enabling the sustainable coexistence of diverse life forms, including humans. 

(Kortetmäki et al. 2021). 
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Furthermore, planet-positive is used instead of nature-positive because it better describes 

the interconnectedness of human health and the health of nature systems, thus covering bet-

ter the concept of planetary wellbeing. Moreover, several emerging design approaches are al-

ready using terms such as “planet-centric” or “earth-centric”. However, nature-positive is a 

term that people in the field of tourism use and thus it is already used in the industry more 

than planet-positivity. Therefore, it is also present in this research-based development work, 

especially when referring to the Global Goal for Nature.  

The concept of regeneration is prone to similar misuse. By definition, regeneration refers to 

strengthening the vitality of living systems, supporting their innate capacity for revival. In this 

thesis, regenerative organisations, services, or solutions are defined by their actions for the 

benefit of planetary wellbeing. These organisations recognise the interconnectedness of hu-

man health and the health of the planet, actively promote and strengthen their value propo-

sitions for planetary wellbeing and strive to have a positive impact on all stakeholders 

(Konietzko et al. 2023, 384). 

Value co-creation that stems from the service-dominant logic is a central concept in this the-

sis. It is used for describing how organisations should provide value to their stakeholders. 

Value exchange between the customer and the service provider is a fundamental element of 

services. The concept of value co-creation is used to describe this exchange, emphasising the 

collaborative and participatory aspect of the process of creating value throughout the service 

interaction (Lusch & Vargo 2014). The modern view of value co-creation involves multiple 

stakeholders that exchange value within a multi-stakeholder ecosystem (Vargo & Lusch 2016; 

Pera, Occhiocupo & Clarke 2016). This thesis follows this holistic perspective to the service-

dominant logic for value co-creation, emphasising that all stakeholders hold a pivotal role in 

contributing to positive outcomes for the planet and each other. 

The structure of the thesis 

This thesis consists of five chapters. In the introduction section, the background for the re-

search is presented and the development task, purpose and aim are introduced. The introduc-

tory chapter is followed by the knowledge base of the research-based development work in 

the second chapter. It presents the theoretical context of the thesis and further introduces 

the key concepts and theories utilised in this thesis. The third chapter covers research-based 

development work in practise and explains what it involved using service design as an ap-

proach. Moreover, it describes the service design process that was followed and argues for 

the general choices of methods and tools that were used during this research-based develop-

ment work. The fifth chapter presents the results that aim to respond to the research ques-

tions introduced in the beginning. In the end, chapter 6, weaves together the conclusions and 

reflections of this project. 
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1.1 Overview of the case organisation 

This research-based development work was conducted for and in collaboration with Metsähal-

litus Parks & Wildlife Finland (later Metsähallitus P&WF or case organisation) and The Finnish 

Nature Centre Haltia in the Nuuksio National Park in Southern Finland. Metsähallitus (in Eng-

lish “forest government”) is a state-owned, unincorporated enterprise that uses, manages, 

and protects state-owned land and water areas in Finland. Metsähallitus has a duty to con-

tribute to state revenue. Metsähallitus is divided into three business units: Parks and Wildlife 

Finland, Metsähallitus Property Development and Metsähallitus Forestry Ltd. 

The commissioner of this research-based development work, Metsähallitus Parks & Wildlife 

Finland has an important role in safeguarding the biodiversity of protected nature areas, in-

cluding, among others, Lapland’s wilderness areas and 41 national parks in Finland. The unit 

is structured based on the regions of Finland. The unit carries out a diverse range of work 

managing protected areas, promoting natural wellbeing services, protecting nature and cul-

tural heritage sites, and creating opportunities for sustainable enterprise within the pro-

tected areas. Moreover, Metsähallitus, Parks & Wildlife Finland oversees public administration 

services such as fishing and hunting permits. The services of Metsähallitus Parks & Wildlife 

Finland are mainly funded by the national government. (Metsähallitus Parks & Wildlife n.d.) 

In recent years, the popularity of national parks has risen steadily. This so-called “outdoor 

boom” emerged during the COVID-19 pandemic. Compared to the year 2019, the visitor num-

bers in national parks have increased 14 per cent in total. Since then, Metsähallitus has in-

vested with the support of external funds in strengthening the structures and developing tour-

ism services in the national parks. (Metsähallitus 2023a.) 

Metsähallitus P&WF has several offices and nature and visitor centres around Finland. One of 

the centres is the Finnish Nature Centre Haltia which is located in Espoo within a short dis-

tance from the capital. The Finnish Nature Centre Haltia is a popular attraction for nature 

tourists and a meeting hub for outdoor enthusiasts. The centre offers nature exhibitions, hik-

ing-related equipment rental services, nature-related events and local food. Moreover, it or-

ganises a Nature School and environmental education activities for schools. The Finnish Na-

ture Centre Haltia is also a gateway to Nuuksio National Park, a tourist destination rich in bio-

diversity. Nuuksio National Park was established in 1994 and it has approximately 300,000 vis-

itors yearly. The park has marked trails for hiking and skiing and places for camping and grill-

ing. Nuuksio National Park is protected for its lake-highland nature and its diverse population 

of endangered and threatened species, such as the Siberian flying squirrel and woodlark. 

With a wide range of activities, including habitat restoration and ecological management 

work, Metsähallitus works to ensure the biodiversity of the land and water areas it manages. 

The conservation work of protected areas is one of the core duties of Metsähallitus 
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(Metsähallitus 2023b). According to the Metsähallitus’ value creation model (Figure 2), 

Metsähallitus creates “added value for nature, people and society” and considers the mega-

trends and stakeholder expectations in their mission, vision, and strategy for the future.  

 

Figure 2: Metsähallitus’ value creation model in the annual and sustainability report 2022 

(Metsähallitus 2023b, 16). 

Overall, Metsähallitus emphasises the importance of its partnerships and collaboration with a 

variety of stakeholders (Metsähallitus 2023b). The organisation has a long tradition of engag-

ing different stakeholders for managing and taking care of the national parks and nature con-

servation sites. Since the early 2000s, Metsähallitus P&WF has worked in cooperation with the 

Criminal Sanctions Institute (RISE), to offer rehabilitative work activities for prisoners as care-

takers of national parks and nature conservation sites (Epressi 2023). Metsähallitus also col-

laborates closely with WWF (World Wide Fund for Nature) to organise restoration camps for 

volunteers. During one camp, volunteers usually spend 3-8 days restoring natural areas, such 

as meadows and heathlands and eradicating ecologically damaging alien species. Metsähalli-

tus also has Junior Ranger activities which involve educational programs for children about 

caring for the national park. 

Besides these activities, individual travellers have been able to take part in shepherding 

weeks, a concept that Metsähallitus P&WF developed in 2007 (Metsähallitus volunteer shep-

herds, n.d.). A volunteer shepherd spends a week on an old farm located in protected nature 

areas, caring for the animals that maintain the valuable landscapes of the nature reserve. 

The shepherd’s duty is to provide sheep, cattle or horses fresh water and herd them from one 

pasture to the next so that the grazing animals get food and keep the meadow open. The 

shepherds pay a fee to cover each location’s maintenance costs and nature management 
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expenses. Shepherding weeks are only available for a limited number of people each summer, 

as the shepherds are selected by a draw among thousands of applications. Thus, there is a 

growing need for enabling more participation in the conservation work of national parks. So 

far there have not been many ways that individual organisations or national park visitors 

could have participated in the conservation and restoration work. This research-based devel-

opment work as part of this thesis is aiming to fill that gap. 

Metsähallitus is committed to promoting sustainable tourism in the national parks and ena-

bling their stakeholders, local nature enterprises and other travel companies, to develop and 

provide even more sustainable nature tourism and experiences in the future. Metsähallitus 

has cooperation agreements with various parties regarding the services provided in the na-

tional park. When signing the contract, the local companies commit to following sustainable 

nature tourism principles while operating in the national park. 

1.2 Research and development objectives 

The purpose of this thesis is to gain a better understanding of value co-creation for planetary 

wellbeing in the context of regenerative service development. 

The work is commissioned by Metsähallitus Parks & Wildlife Finland. One of the core duties of 

the case organisation is to actively reduce biodiversity loss. In the future, Metsähallitus aims 

to involve even more of their stakeholders, including local nature entrepreneurs and their 

common customers; international travellers and so-called “citizen-customers”, to actively 

tackle biodiversity loss and participate in conservation activities. However, the case organisa-

tion lacks a model for developing these new regenerative tourism services. Therefore, the de-

velopment task and objective of this research-based development work was to develop a re-

generative service concept that engages stakeholders, both partners and customers, in value 

co-creation for planetary wellbeing. To create such a concept, strategies, including mindset 

changes and design practices, needed to be identified. This thesis focuses on developing the 

service concept from the point of view of value creation and value propositions. 

The main development question is: How the case organisation can facilitate value co-crea-

tion for planetary wellbeing in regenerative service development? 

To explore this, following sub-questions are investigated: 

1. How the case organisation can support partners in overcoming barriers and harnessing 

motivators to develop sustainable and regenerative tourism services while meeting 

customer expectations for the planet-positive, regenerative services? 

2. How value co-creation for planetary wellbeing can be considered in regenerative ser-

vice development? 
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2 Knowledge base for designing planet-positive, regenerative services 

While the importance of design in addressing global challenges such as climate change has 

been acknowledged, there is still a need for design to shift its focus towards more environ-

mental concerns and planetary health (Bohn et al. 2022). This section introduces the key con-

cepts of the thesis and discusses relevant theories related to regenerative service develop-

ment and so-called planet-positive design approaches. The aim is to establish a knowledge 

base that supports the research-based development work and builds the foundation for gener-

ating new knowledge in the process. 

The section begins with the concept of wicked problem and planetary wellbeing, then intro-

duces the Transition Design (TD) framework, the shift needed beyond sustainability to regen-

eration, and then further explains some key concepts in the field of regenerative design. 

Next, the role of value co-creation and service dominant-logic in service development logic is 

being explored. At the end of the chapter, the synthesis of the knowledge base and a theoret-

ical framework of this thesis is presented. 

2.1 Design for planetary wellbeing 

Traditionally, design has been based on the human-centric approach, with a focus on building 

empathy for human stakeholders, for example, customers and employees. In addition, a sig-

nificant portion of the design has been focused on solving problems of the business world, 

particularly in the context of industry and capitalism (i.e., Udoewa 2022). The holistic, hu-

man-centric design thinking approach that emphasises empathy, creativity and collaboration 

was first popularised by a design and innovation consultancy IDEO to help organisations inno-

vate and create social or organisational change (Brown & Katz 2009). Design thinking process 

is highly iterative, meaning that the knowledge and perspectives are being questioned and 

gained throughout the design process.  

Today, there is a growing emphasis on using design to address a broader range of societal and 

environmental challenges, so-called wicked problems or grand challenges of our time. For ex-

ample, Martin Sharman and Musa C. Mlambo (2012, 274) state that an essential step in under-

standing and tackling global biodiversity loss is to define and treat it as a “wicked problem”.  

Rittel and Webber (1973) were the first to introduce the term “wicked problem” to refer to 

the type of emerging societal problems that were hard to define and not solvable with con-

ventional problem-solving methods. Compared to natural sciences and engineering problems, 

they stated that all problems in social policy and planning are “inherently wicked” (Rittel and 

Webber 1973, 160). In their paper, Rittel and Webber describe wicked problems with 10 char-

acteristics (Figure 3). 
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Figure 3: 10 Characteristics of wicked problems (adapted from Rittel & Webber, 1973). 

These characteristics have later been modified and revised for the use of different disci-

plines. Nowadays the concept of a wicked problem is used to especially describe complex so-

cietal problems that are complicated and ill-defined, for example, poverty, sustainability, or 

climate change (i.e., IDF 2023).  

It is recognised that design thinking and the practise of design is especially valuable for ad-

dressing and working with wicked problems (Bender-Salazar 2023). In fact, the need for de-

sign thinking increases as the level of uncertainty and complexity of a problem grows (Hillner 

2018). In the field of design, complex issues have brought emerging design approaches aiming 

to provide solutions, such as “design for sustainability”, “design for social innovation” and 

“design for social impact” or “social design” (Manzini & Coad 2015; Smeenk 2022; Andrews 

2010). However, these design approaches have continued to follow the human-centric para-

digm and generally focused on human experience. Moreover, even existing frameworks of Sus-

tainable Development are built on addressing issues impacting people and benefiting human-

kind (Kortetmäki et al. 2021). 

Perhaps consequently, in the context of the United Nations’ Sustainable Development Goals 

(SDGs), especially health themes have been under the interest of designers but less so envi-

ronmental concerns and planetary health (Bohn et al. 2022). Hupkes (2020, 1) explains that 

anthropocentrism of design is problematic because the dominance of human experience and 

values are linked to the causes of climate change, and it reinforces the false idea of the 

world that excludes nonhuman values and experiences.  

According to Kortetmäki, Puurtinen, Salo, Aro, Baumeister et al. (2021), the need to concep-

tualise wellbeing in a more nonanthropogenic and systemic way is evident. They propose a 

concept of planetary wellbeing to support a more holistic and systemic understanding of well-

being. Planetary wellbeing emphasises the interdependency and interconnectedness between 

the wellbeing of human beings and the wellbeing of the planet Earth and its species and eco-

systems — a view that highlights the balanced wellbeing of all living and its importance for 
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sustaining life and ecosystem processes. Planetary wellbeing is a state where the Earth's sys-

tem and ecosystem functions remain unharmed and allow for the sustainable existence of di-

verse life forms, including humans. The concept combines ecological and social equality as-

pects and thus serves to address also the consequences that human actions have to the envi-

ronment. (Kortetmäki et al. 2021, 2–3.) 

As the team of Kortetmäki propose in their article, this thesis uses the concept of planetary 

wellbeing as a supplementary lens that enables more planet-centric thinking and considera-

tion of satisfying human needs without compromising the wellbeing or needs of nonhuman ac-

tors and entities (Kortetmäki 2021, 6-7). Consequently, it requires taking into account the 

perspective and needs of nonhuman actors in the design process. 

2.2 Transition Design – Accelerating societal transitions 

Besides the need for expanding the way of thinking from human to non-human species, solv-

ing wicked problems requires thinking in long horizons and understanding transitional change. 

To answer this need, there is an emerging approach of Transition Design for addressing 

twenty-first century wicked problems and enabling transitions towards more sustainable fu-

tures. (Irwin 2015; Irwin 2018). The founder of the Transition Design approach, Terry Irwin 

(2015, 231) places the new design practice on a continuum of earlier design approaches, after 

service design and design for social innovation. While service design focuses on designing ex-

periences usually in the business context, the emerging discipline of Transition Design chal-

lenges people’s lifestyles and aims to provide long-term societal solutions that are place-

based and create positive social and environmental change. (Irwin 2015, 231-232.) In other 

words, wicked problems in Transition Design, although global in nature, should always be ad-

dressed in the local context in the natural world. 

Richard Buchanan (1992) illustrates in his Four Orders of Design theory how design has 

evolved from creating tangible things to intangible systemic change. The theory explains how 

the design challenges may vary from designing a visual element or a physical artefact to de-

signing a complex social change or pathways through the system. Thus, the theory can also 

help in exploring and defining the nature and the scope of a design challenge or project. The 

fourth order of design is for designing and solving wicked and complex problems: the design in 

complex systems and environments. 

According to John Body and Nina Terrey (2019, 23), these “the fourth order designers” need 

to aim to understand and find ways to create systemic change, and in order to work with 

these complex issues, they need to be able to zoom between the different levels of systems, 

varying from individual perspective, the cohorts of individuals (users who share similar experi-

ences) and the strategic, systemic level. Richard Buchanan (2019) points out that it is not 

possible for people to experience the system but rather to experience personal pathways 
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through the complexity of a system. Therefore, the focus of design in solving complex prob-

lems should be on understanding and constructing those personal actions and transition path-

ways through the system. This requires understanding people’s role as catalysts of change in-

stead of focusing on solely analysing or designing the system. This is also the focus of the 

Transition Design which aims to design those pathways and systems interventions that aim to 

radically changing the direction of societies. 

The Transition Design framework proposes including four areas or elements in the design pro-

cess when accelerating societal transitions. The areas are 1. Visions of transitions, 2. Theories 

of Change, 3. Mindset/posture, and 4. New ways of designing. Vision refers to envisioning fu-

ture possibilities; how the future would look like for example in terms of lifestyles and how 

the needs of the people would be met in those visions. Theories of Change haves a key role in 

driving change because it recognises that it is crucial to challenge our ideas related to change 

itself and look for theories outside the design practice to understand how change happens in 

complex systems. Therefore, Theories of Change require exploring, gathering, and learning 

from the co-evolving transdisciplinary body of knowledge to better understand the dynamics 

of change. In addition, as the third element suggests, a new kind of reflective mindset is 

needed to live through transition and build the change in the foundation of a new mindset or 

worldview. Lastly, the visions, transforming mindset and new knowledge will all lead to new 

kinds of design approaches that arise from ongoing learning. (Irwin 2015, 233-235, 237.) 

It should be noted that in this thesis Theory of Change does not refer to a method that is ap-

plied especially by non-governmental organisations or organisations for social change to 

demonstrate their work for impact especially in the context of funding applications. Referring 

to this use, Carey, Sides, and Dorn (2022, 4) criticise the traditional Theory of Change (ToC) 

method for its linear model that is usually illustrated in a format of diagrams (mapping in-

puts, activities, outputs, and outcomes). Carey, Sides & Dorn (2022) further argue that de-

signers and design teams who design for complex transitions should not use these kinds of 

simplified models but instead focus on being conscious and explicit about the transition pro-

cess, and continuously reflect on the connection between their actions and outcomes. Moreo-

ver, they underline that it is relevant for designers to recognise that any way of designing, 

and especially Transition Design, is inherently a theory of change as it entails ideas about how 

sustainable change happens. (Carey, Sides & Dorn 2022, 3-5.) Following this idea, this re-

search-based development work aims to make the implicit ideas of change visible by recognis-

ing the different perspectives each stakeholder holds. Moreover, this thesis follows the idea 

of Irwin (2015) and considers Theories of Change as a transdisciplinary knowledge base for un-

derstanding what is needed for change. 
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2.3 Doing more – From sustainable to regenerative 

The aforementioned Transition Design approach is applied in this thesis to better understand 

the ways design can create societal change and transitions. Likewise, several governmental 

institutions, technology businesses and design consultancies have taken initiatives to develop 

alternative design process models and toolkits for better understanding systemic problems or 

taking sustainability into account when designing products and services. One of the best-

known examples of such is probably the Design Council’s Systemic design framework (Design 

Council 2021), which is introduced more thoroughly in chapter 3.1. Similarly, Finnish IT con-

sultancy Vincit (2020) has created a Planet-Centric Design (PCD) toolkit to support designing 

sustainable digital services and products. The toolkit combines systemic thinking and respon-

sible design principles that aim to guide the design team to take circular resource use into ac-

count in the design process and consider ways to enable sustainable behaviour of users. The 

toolkit is designed to serve business purposes and it supports businesses to reduce harmful en-

vironmental impact (for example CO2 emissions) of products and services. 

Social innovation non-profit organisation Social Town makes a distinction between Planet-

Centric Design (PCD) and another trending design approach, Earth-Centered Design (ECD). 

While Planet-Centric Design (PCD) seeks to take into account the whole product lifecycle aim-

ing to reduce the impact on the environment and ecosystems, e.g., waste generation or use 

of planetary resources by innovation and technology, Earth-Centered Design (ECD) leans more 

on the idea of the planet as living ecosystem and it focuses on creating sustainable practices 

and products that are “in harmony with nature”. (The Social Town 2023.) Interestingly, 

Väätäjä and Tiihinen (2022, 799) have used the earlier mentioned PCD toolkit in the context 

of higher education and they place the Planet-Centric Design hierarchically under the Earth-

Centered Design. Therefore, it seems that they consider Earth-Centered Design as a wider 

umbrella concept or framework initiated by the design community and PCD as a more practi-

cal approach. However, these contradictory views demonstrate well how these novel ap-

proaches remain still under development and how there is a need to establish a clearer termi-

nology. Also, Väätäjä and Tiihinen emphasise how there is very little research done related to 

these emerging design approaches (Väätäjä & Tiihinen 2022, 799). 

The approaches that mainly focus on sustainable design or design for sustainable development 

have been criticised to be insufficient in tackling climate change and biodiversity loss as they 

focus on minimising harm to the environment instead of restoring or regenerating long-lasting 

positive impact (i.e., Wilson & Bhamra 2020; Bellato et al. 2022a). This has created an 

emerging trend of regenerative perspectives, especially in the fields of architecture, tourism, 

and ecological design, that take one step further to support the ecosystem’s ability to renew 

itself, and people’s and the planet’s ability to address the current and future needs. In other 

words, there is a need for an approach that thrives for net positive impact. 
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Bill Reed is a pioneer in regenerative development and design in the built environment. How-

ever, his framework and concepts are well applicable to the field of service design, as the 

same paradigm shift is needed in every industry. Reed describes the shift from sustainability 

to regeneration as a “cultural leap” that requires whole systems thinking, recognising that 

natural systems and human cultures are deeply connected. To shift to regeneration, society 

must follow a trajectory from conventional design via “green design” and sustainable design, 

towards restorative design and finally to regenerative design (Figure 4). Reed highlights the 

importance of healing the damage human beings have caused as a crucial step toward achiev-

ing planetary health. (Reed 2007, 676-677). It is worth noting that sustainable solutions are 

still needed, but the overall goals should be moved further and beyond the sustainable level 

to become positive. 

 

Figure 4: Trajectory to regeneration (adapted from Reed 2007). 

Regenerative tourism 

Regenerative approach has also been emerging in the field of tourism. Regenerative tourism 

aims to ensure that travel and tourism have a net positive impact on people, places, and na-

ture while helping social and ecological systems thrive (Dredge 2022, 270). This thesis follows 

the definition of regenerative tourism. 

Regenerative perspectives are seen originating from the knowledge, worldviews and wisdom 

of Indigenous people and local communities and it’s considered important in regenerative 

tourism to include the perspectives and voices of the local communities whenever possible 

(Bellato et al. 2022a, 4). Also, Global Initiative for Regenerative Tourism (Turismo Regenera-

tivo 2023) practitioners highlight the three-folded relationships of regenerative tourism: the 

relationship with the individual itself, with others and with non-humans (the Earth). In 
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contrast to a more dominant sustainable tourism paradigm that sees tourism as an industry 

that works with top-down logic and aims to minimise socio-ecological damage, the regenera-

tive tourism approaches are place-based and the solutions are co-created with local people, 

governments, and enterprises (Bellato et al. 2022a, 10). 

Planet-based approach involves gaining understanding of the specific place as a context for 

the design. This requires a continuous cycle of learning about the place, to better understand 

what contributes to the wellbeing of its human and natural systems and what role humans can 

play in regeneration (Reed 2007, 678). In other words, it means exploring the value exchange 

between the different stakeholders and systems through understanding the needs of the 

whole system better. Reed (2007, 679) recommends developing 'a story of a place' and inte-

grating it into the design process to foster a connection between people and the place. Trans-

lated into service design methods, this could involve creating empathy towards the place and 

its ecosystems through ecological storytelling (e.g., Talgorn & Ullerup 2023). 

In the context of organisations, it is still less clear what regenerative thinking means in prac-

tice or how a regenerative business model differs from a circular or sustainable business 

model, partly because they have overlapping perspectives, and because the ambiguity of the 

concept raises a risk for industries to use the concept for greenwashing (Konietzko, Das & 

Bocken 2023, 373). However, a team of Konietzko (Konietzko, Das & Bocken 2023, 384) list 

three key principles of regenerative organisations: 

• The organisation recognises the interconnectedness of human health and the health 

of the planet (a single socio-ecological entity). 

• The organisation delivers a value proposition of planetary health and societal wellbe-

ing that commits to serving nature and society. 

• The organisation strives to have a positive influence on all stakeholders (nature, cus-

tomers, partners, investors etc.) and give back more than it takes. 

In this research-based development work, designing with a regenerative approach follows 

these principles. 

2.4 Stewardship – People’s role in guarding and nurturing nature and the planet 

As explained earlier in chapter 2.1, traditionally the design traditions are based heavily on 

human-centricity. It is important to note that there is no need to abandon this paradigm even 

though designing for the planet. Many of the sustainable design approaches build upon tradi-

tional holistic design foundations while incorporating new elements. For instance, in circular 

economy design, it is recognised that consumer behaviour is a vital component of the system, 

and a commitment from users or consumer behaviour change are essential factors for design-

ing circular business models (Wastling et al. 2018). 
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Similarly, Daniel Christian Wahl (2006) recognises ecological and social literacy as a key com-

ponent in driving responsible and active citizenship for guarding and caring the planetary 

wellbeing. In his PhD, Wahl (2005, 6) builds upon the concept of ecological literacy or eco-

literacy, originally coined by David Orr in 1992, to describe a deep understanding of nature as 

a complex, interconnected and ever-changing system in which humans are an integral part. 

He points out that eco-literacy is crucial for 21st century designers but also for whole human-

ity and every individual to learn from nature and be better prepared to face the sustainability 

crisis. In addition, Wahl sees that increased eco-literacy combined with ethical considerations 

can lead to a broader sense of empathy that goes beyond social groups and species and helps 

achieve higher ecological awareness (Wahl 2005, 15). In the context of regenerative organisa-

tions, supporting eco-literacy and thriving with nature requires organisations to invest in ac-

tivities where the employees can deepen their relationship with nature and spend time in na-

ture as that is seen as beneficial for their own wellbeing as well (Konietzko, Das & Bocken 

2023, 381). 

Leah V. Gibbons (2020) suggests a shift to a regenerative sustainability (RS) paradigm that 

meets the sustainability development goals and goes beyond them. Instead of conserving en-

vironmental resources for human benefit, the goal is to make living systems thrive with a ho-

listic worldview, co-creation, combining inner and outer sustainability and placing emphasis 

on changing fundamental aspects of systems to drive transformative progress at various lev-

els. In this transformation, inner sustainability has a key role, referring to the internal mind-

set shift needed in one’s values, beliefs, and worldviews (Gibbons 2020, 5). 

Thus, inner sustainability is a similar concept to eco-literacy, but it also covers the change of 

worldview for adopting a regenerative mindset. Regenerative sustainability insightfully 

demonstrates how shifting towards a regenerative mindset do not require abandoning the Sus-

tainable Development Goals (SDGs) or the overall focus on sustainability. Instead, sustainabil-

ity is included within regenerative internal journey as one crucial step. Therefore, it still 

makes sense e.g., to refer to sustainable choices or developing sustainable tourism as they 

are still valid goals and actions in the lives of people. Not everything can be regenerative. For 

example, SDGs can serve as intermediate milestones for organisations and systems, facilitat-

ing the transition from degenerative and unstainable practices to regenerative ones (Gibbons 

2020, 14).  

It could be concluded that to apply a regenerative approach to the development of tourism 

destinations, all stakeholders (e.g., local businesses and customers) need to enhance their 

eco-literacy and inner sustainability. This has already been recognised in the field of tourism 

as well. For example, Dredge (2022) acknowledges that key factors in the transition to regen-

erative tourism is a mindset shift in thinking “we” instead of “me” and building compassion, 

empathy, and collaboration. Furthermore, it is recognised that the stakeholders should adapt 
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to a new role to contribute to and guard the planetary wellbeing of the destination (Bellato 

et al. 2022b, 315). One of the core tasks of stakeholders and businesses in regenerative devel-

opment is so-called “destination stewardship”, which means taking responsibility for protect-

ing, restoring, and regenerating the destination (Bellato et al. 2022b, 320-321.) Especially lo-

cal tourism operators (e.g., nature entrepreneurs in destination) are considered as essential 

“catalysts of change and stewards of regenerative tourism systems” (Bellato et al. 2022a, 8).  

The concept of stewardship has been used especially in conservation policy to refer to sus-

tainable management of ecosystems and the conscious use of natural resources. At the core 

of the concept lies the idea of people as stewards of nature and that there is a need to nur-

ture and care for nature as a whole. (Mathevet, Bousquet & Raymond 2018, 2.) 

It should be acknowledged that there are several meanings and uses of the stewardship con-

cept across different disciplines as it may refer to motivation, ethic, action, or outcome re-

lated to ways people view, act, and care for the landscapes and natural resources (Enqvist, 

West, Masterson, Haider, Svedin et al. 2018). Stewardship can also be a problematic concept 

as it has been used in the field of environmental policies to emphasise humans’ supervision, 

dominance, and power over nature. Thus, it may contribute to the anthropocentric, human-

centric worldview. However, Mathevet et al. (2018), argue that in the recent years, the con-

cept of stewardship has evolved to portray more how people can serve and care the nature, 

and thus it is well suitable to describe the change needed in our relationship to nature.  

Enqvist et al. (2018, 23-24) recommend that the concept of stewardship serves best as an in-

terdisciplinary tool for increasing collaboration and dialogue to understand the different 

meanings that stewardship can mean to different people from civic participation to individual 

volunteering or generation of profit. It can tie together for example psychological and envi-

ronmental perspectives (e.g., biodiversity outcomes) and organisational participation. The 

team of Enqvist (2018, 24) propose a framework to link together these multiple, partly over-

lapping dimensions of stewardship: 

• Care refers to emotional connection and feelings of responsibility towards the cause.  

• Knowledge refers to understanding and information related to the systems that are 

being cared for. 

• Agency refers to the most used meaning of stewardship as active doing. It involves 

the capabilities of people and organisations to act and create impact.  

It is worth noting that the earlier-mentioned concept of inner sustainability could represent 

the dimension of care and eco-literacy could represent the knowledge dimension of steward-

ship. In conclusion, this thesis the concept of stewardship is used to refer to how individuals 

can take more responsibility in caring for nature in the context of the national parks but also 
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the internal transformation needed in ethical values (inner sustainability) and the need for 

knowledge to support stewardship (eco-literacy). Thus, the concept is used to underline the 

need for all three dimensions of stewardship. 

Bill Reed (2007) proposes taking a place-based approach to regenerative design because it is 

an efficient way to strengthen people’s understanding of complex ecological systems and 

frame their understanding of planetary issues and system-level challenges to a more manage-

able format. He suggests creating a ‘story of the place’ to provide people with a meaningful 

context and framework for learning and evolving together with the environment. He argues 

that storytelling and rituals can help strengthen a connection with a place and thus enable 

restorative and regenerative design. (Reed 2007, 677-680.) Thus, supporting eco-literacy with 

place-based storytelling may increase people’s care towards planetary issues and their com-

mitment to feeling and taking stewardship of the place’s wellbeing. 

It is worth noting that the service developed during this thesis can be considered as a form of 

voluntourism, a type of tourism merging business-driven tourism and volunteering. Kabil, Pri-

atmoko, Farkas, Karpati & Dávid (2023) recognise voluntourism as a promising but potentially 

complicated sector within the tourism industry because it mixes different activities and in-

volves cross-sectoral collaboration. Moreover, previously the industry has been criticised for 

its potential negative impacts on local communities, e.g short term volunteering do not pro-

vide long-term benefits or the lack of engaging local communities. Thus, the need for trans-

parency when developing voluntourism practices is evident. Therefore, Kabil et al. (2023) 

recommend applying Business Model Canvas to better define the service concept and avoid 

clashes between different elements of the service, stating that it is especially important to 

identify and clarify different roles of stakeholders in the service. 

2.5 Value co-creation with and for people and the planet 

As recognised earlier, diverse stakeholders like citizen-customers, businesses or other organi-

sations, and non-human stakeholders such as the local ecosystem play an integral role in the 

regenerative design, and in general value co-creation. Together they construct a comprehen-

sive network of mutually beneficial connections (e.g., Bill Reed 2007).  

It is important to note that modern-day consumers and customers are recognised as increas-

ingly networked, informed, and active in participating in service development (Prahalad & 

Ramaswamy 2004). This is true also for citizens who increasingly expect the same level of ser-

vice and quality from governmental services as they expect from private sector enterprises 

(Ansell & Torfing 2021, 11). 

This thesis refers to citizens as citizen-customers to stay aligned with the customer-centricity 

and Service-Dominant Logic of service design. The foundational theory in service design, 
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Lusch and Vargo’s (Vargo & Lusch 2004; Lusch & Vargo 2014) Service-Dominant Logic, S-D 

logic, emphasises the customer experience and involves customers and other stakeholders in 

the design and service delivery process. The theory represents the major shift in perspective 

from the traditional product-centred "Goods-Dominant Logic" (G-D logic) that is focused on 

the exchange of tangible products to a logic that emphasises value co-creation. According to 

the service-dominant logic, value is always co-created through interactions between service 

providers and customers and realised when customers use and experience the service. This 

paradigm shift has been an important basis of service design in the late 20th and the beginning 

of the 21st century. However, it should be noted that there are still companies and organisa-

tions that are focusing on products instead of services. Yet even these companies should in-

corporate service-dominant logic and tailor their value propositions to align with customers' 

perceptions and preferences because from a consumption perspective they can be considered 

“service firms” (Grönroos 2008, 309).  

Pine & Gilmore (2011) argue in their book that the world has already shifted beyond products 

and services into the “Experience Economy”, and to compete in the markets, businesses need 

to differentiate by staging memorable, transformative, and engaging experiences for their 

customers. Interestingly, it is also suggested that the next type of economy could be a mis-

sion or purpose-driven economy where people seek to develop themselves and fulfil a bigger 

purpose (e.g., Hurst 2016). 

Prahalad and Ramaswamy (2004) point out that value co-creation with customers does not 

mean providing one-size-fits-all solutions. Instead, it involves empowering customers to col-

laboratively co-create and customise their experiences in ways that best meet their unique 

circumstances. In practice, this can and often should involve the creation of 'experience envi-

ronments' where customers can actively shape and tailor the experiences to suit their person-

alised situations. (Prahalad & Ramaswamy 2004, 5-8.) Following the idea, this thesis sees na-

tional parks as prime examples of experience environments where individuals can select the 

ways they wish to participate in co-creating value for themselves and the planet.  

Besides customers, suppliers and other stakeholders can contribute resources, expertise, in-

novation, and collaboration opportunities that may enhance the overall value proposition, the 

communicated statement(s) of how a service may benefit a customer, or as in the context of 

this thesis, the nature and society more widely. Overall, the multi-actor or ecosystem per-

spective on value co-creation has become more prominent in recent years, highlighting value 

co-creation by multiple actors instead of only one service provider (Vargo & Lusch 2016; Pera, 

Occhiocupo & Clarke 2016). This thesis follows this multistakeholder perspective to the 

service-dominant logic for value co-creation, emphasising that all stakeholders hold a pivotal 

role in contributing to positive outcomes for the planet and each other. 
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Anne Vorre Hansen (2019) criticises the concept of value co-creation for the lack of critical 

evaluation and the tendency to emphasise the positive side of service interaction. Hansen 

proposes increasing the use of its counter-concept, “value co-destruction”, to increase 

understanding that the service interactions are always negotiated and not just created, and 

thus they may also lead to misunderstandings, conflicts and value destruction (Hansen 2019, 

81). Especially in the context of multi-stakeholder value co-creation, it is possible that the 

different actors have sometimes conflicting agendas and interests. 

It should be noted that the partners of the case organisation could also be referred to as cus-

tomers, since they are paying for using the resources and services at the national parks, such 

as renting out the cabins and paying national park visitor fees for their own customers. How-

ever, in this thesis, they are referred to as partners of the case organisation or nature entre-

preneurs to make a distinction between the end-customers of the case organisation that are 

referred to as customers. Yet, it is still relevant to remember that from the point of view of 

service-dominant logic, the case organisation is expected to apply the same emphasis in cus-

tomer experience towards their partners than to citizen-customers. 

2.6 Summary of the knowledge base and synthesis of the theoretical framework  

This knowledge base has focused on gathering a better understanding of the elements needed 

for designing for regenerative service development. This thesis uses the Transition Design 

(TD) framework to tie together the different theoretical dimensions needed for designing for 

societal transitions (Irwin 2015). 

Furthermore, the thesis builds on so-called planet-positive approaches, including the con-

cepts of regenerative design and planetary wellbeing to refer to design that supports plane-

tary wellbeing and societal transitions beyond the net zero, sustainable level. As demon-

strated earlier, planet-centricity as a concept is not very clear nor used systematically in the 

field of design. Additionally, it may cause unnecessary confrontations and comparisons to the 

traditional human-centric paradigm of service design. However, as stated in this chapter, 

planet-positivity, planetary wellbeing, and regenerative design can all be additional layers of 

human-centric design. The services can still be looked at and developed from the perspective 

of people if the positive value the service brings to non-human stakeholders and the planet is 

also considered. Therefore, the important step to design for the planet is to take the founda-

tions of human-centric design and build on top of it towards a more holistic view that includes 

planetary wellbeing. 

In a central role in this thesis and in planet-positive design is a service-dominant logic for 

value co-creation, emphasising all stakeholders’ pivotal role in contributing to positive and 

mutual outcomes for the planet and each other.  
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In summary, value co-creation for people and planet requires combining both the understand-

ing of planetary wellbeing and the regenerative approach to the traditional service-dominant 

logic and customer-centricity of service design. According to literature, strengthening mutual 

value co-creation between all stakeholders in the design process and supporting people’s eco-

literacy, planetary stewardship as well as the relationship to the place can all enhance value 

co-creation for planetary wellbeing. To drive a major societal and cultural transition to re-

generation, the different theoretical dimensions of Transition Design are necessary in the de-

sign process. All of these theoretical perspectives are combined in the Figure 5 and explained 

below. 

 

Figure 5: Framework for designing regenerative and planet-positive services with value for all 

stakeholders combined with the four key elements of Transition Design (Irwin 2015). 

The value co-creation is placed at the core of the theoretical framework (Figure 5) to empha-

sise the importance of mutual value co-creation between different actors and customer expe-

rience in service development. To acknowledge and strengthen the value co-creation for the 

planet, both the perspectives of planetary wellbeing and a mindset shift to regeneration are 

needed. The concepts of eco-literacy, sense of place, planetary stewardship are all contrib-

uting to this transition and underlining the importance of people’s relationship with nature 
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and the planet. The mutual value co-creation requires also increasing empathy towards all 

stakeholders, including non-human stakeholders. The four surrounding elements are the four 

areas of Transition Design framework (Visions of transition, Theories of Change, New Ways of 

Designing and Posture & Mindset). The TD framework ties together all the different theoreti-

cal dimensions needed for designing for societal transitions as described by Irwin (2015). 
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3 Development process and methodical choices 

This thesis applies a research-based development work approach. Research-based develop-

ment work aims to solve real-life problems and create new practices or processes, services, 

and solutions for organisations. Additionally, it aims to create new knowledge about prevail-

ing practices in working life to better understand them and develop alternative solutions. Re-

search-based development work can be seen as located between traditional scientific re-

search and general organisational development that is usually based on people’s practical 

knowledge of solving working life problems. Research-based development work stems from 

practical problems while leaning on versatile data that is gathered systematically using sev-

eral different methods and then evaluated critically harnessing both practice and theory. At 

its core, development work involves an active interaction with different stakeholders during 

the different stages of the project. (Moilanen, Ojasalo & Ritalahti 2022, 29-31.) 

The methodological approach plays a crucial role in research-based development work. There 

are several different approaches (Figure 6), including case study, action research, construc-

tive research, service design and innovation production (Moilanen et al. 2022, 51). Case study 

as an approach focuses on creating in-depth insights instead of advancing change. In action 

research, a group of people find out together how to solve a problem and drive change. The 

constructive research approach is similarly flexible as service design and innovation produc-

tion, but it is most useful when the outcome or solution is not innovation or service but for 

example training material. The innovation production approach can be used when the aim is 

to develop and implement something novel, such as a new product, service, or model. The 

service design approach focuses especially on creating value for service users and customers 

through understanding their needs and improving the service experience with a range of de-

sign tools and methods. (Moilanen et al. 2022, 51, 52, 85, 108. 

 

Figure 6. Approaches to research-based development work placed in a continuum of Research 

and Development (Moilanen et al. 2022, 51). 

As the team of Moilanen (2022, 50) proposes, the approach for this thesis was decided based 

on the development task. This development work could have benefited from other ap-

proaches, but service design was chosen as an approach as the principal aim was to develop a 

value-based service concept. Furthermore, one of the goals was to discover how planet-posi-

tive design principles and perspectives could be integrated into the service design process. 
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The Transition Design framework that was introduced in the previous chapter, is used to sup-

port the understanding of the transitions and Theories of Change in this thesis as an addi-

tional layer. However, it’s not used as a methodological approach but more for supporting the 

theory and knowledge base. 

After selecting an approach, it is important to choose methods that support the development 

task. The same methods can be used for different approaches, but all choices should be 

guided by the chosen approach and the development work task (Moilanen et al. 2022, 68). 

The next chapter will introduce service design as an approach. The following chapter after 

that will describe the development work process and methods and tools that were used dur-

ing the project. 

3.1 Service design as an approach  

This research-based development work follows a service design approach. Service design is 

used increasingly for developing services and processes in the variety of organisations from 

companies to public sector organisations. It is possible to apply service design to all levels of 

service development within an organisation, for instance for developing business models, ser-

vice concepts, organisational culture, or processes. (Moilanen et al. 2022, 93.) As explained in 

chapter 3.5., modern service-dominant logic is based on understanding of and empathising 

with the customer’s and other stakeholders’ needs and situations and providing services that 

meet those needs. Applying this service logic and customer orientation in general is one of 

the most fundamental characteristics of service design (Moilanen et al. 2022, 94). However, 

service design has increasingly a growing role in delivering positive social impact and it can be 

seen as having an important role in breaking preconceptions and showing more people how 

widely design can be used (Andrews 2010, 88). 

Stickdorn & Schneider (2010, 29) describe service design in their book ‘This is Service Design 

Thinking’ as an interdisciplinary approach that uses different methods and tools of different 

disciplines and has several definitions across academia and design agencies. In the book, cus-

tomer-centricity and design as ‘a way of thinking’ are highlighted. In their second book, ‘This 

is Service Design Doing’ (Stickdorn, Hormess, Lawrence & Schneider 2018, 26) there are still 

multiple definitions for service but they also outline their definition of service design as “hu-

man-centered, collaborative, interdisciplinary, iterative approach which uses research, proto-

typing, and a set of easily understood activities and visualization tools to create and orches-

trate experiences that meet the needs of the business, the user and other stakeholders.” This 

definition is based on the principles of service design as human-centered, collaborative, itera-

tive, sequential (visual and interrelated), authentic and holistic practice (Stickdorn et al. 

2018, 16). The evolution from mainly customer-centricity to human-centricity describes well 

the constant change and transformation in service design practices and how the service 
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design approach has integrated more holistic thinking during the recent years, also giving 

more emphasis on the perspectives of other stakeholders besides customers. 

Service design is guided not only by its principles but also by processes and a wide range of 

methods and tools. There are several frameworks and process models of service design, alt-

hough they often follow a similar phasing. According to Stickdorn et al. (2018, 84-87), differ-

ent service design processes contain usually between three to seven different stages, but all 

of them lean on the service design principles and have the same core pattern of switching 

perspectives between divergent (exploring and creating perspectives and options) and conver-

gent (selecting, making decisions, and taking action) thinking and doing. 

One of the most well-known and most used process models of service design is the so-called 

Double Diamond model (Figure 7) popularised by the British Design Council in 2004. In 2019, it 

was updated with added elements, such as design principles and putting more emphasis on 

the non-linear nature of the design process. The design process is driven by four design princi-

ples: people-centredness, visual and inclusive communication, collaboration and co-creation 

and iteration. The Double Diamond model is visualised in the shape of two diamonds, and it 

includes four phases that are Discover, Define, Develop, and Deliver. It is typical for the de-

sign process to contain several iterative rounds or a need to return to the beginning to rede-

fine the problem. (Design Council 2023.) 

 

Figure 7: Simplified model of Double Diamond process (Adapted from Design Council 2023). 
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There are also other development models for the design process. For example, in the book 

‘This is Design Thinking’, the design process is modelled with four iterative steps that are Ex-

plore, Create, Reflect, and Implement (Stickdorn & Schneider 2010, 126). Likewise, most of 

the design process models share the same emphasis on fast iterative loops of different stages, 

starting from data collection and research, moving into collaborative ideation and then to the 

creation of solution models that are being tested (Moilanen et al. 2022, 96). Nowadays, also 

foresight research is frequently applied to development work, especially combined with the 

service design approach (Moilanen et al. 2022, 53). Although imagining alternative futures or 

analysing future trends, for example, could have been valuable additions to this project, their 

exclusion was an intentional choice to narrow the focus of the project.  

The Design Council has also acknowledged a need for a new, more advanced framework with 

a better fit for solving systemic problems, such as creating new policies (Design Council 2021, 

7). Therefore, it has published an updated framework of the service design process for a sys-

temic design called Systemic Design Framework. This framework builds on top of the Double 

Diamond model, with revised phases of Explore, Reframe, Create and Catalyse and with 

added elements around the design process for Orientation and Vision setting, Connections and 

Relationships, Leadership and Storytelling and Continuing the Journey. Moreover, the frame-

work includes recommendations for considerations to be done during the design process and 

updated principles for systemic design. (Design Council 2021, 43-46.) 

Even though one could argue that the Design Council’s new framework might seem more ap-

propriate for this development work’s theme, this research-based development work follows 

the traditional Double Diamond model and its discover-define-develop-deliver approach. 

There are several reasons for this. First, the starting point of this research-based develop-

ment work was to better understand the needs and perspectives of entrepreneurs for devel-

oping sustainable travel practices within national parks, and therefore the traditional people-

centred framework seemed a suitable approach at the beginning of the thesis to understand 

their needs. Secondly, applying a more advanced systemic design framework would require 

high design maturity from the organisation and as the framework suggests, strong visionary 

leadership and adapting new kinds of design roles. Thirdly, as Smeenk (2022, 153) argues, de-

signers are not yet ready or being trained to work in networks and design systemic change. 

Fourthly, it is equally worth exploring if the universally used Double Diamond model could be 

harnessed for planet-positive and regenerative service development. 

Therefore, it was a practical decision to follow the traditional discover-define-develop-de-

liver model and find out if it could be possible to integrate planetary wellbeing and regenera-

tive perspectives as an additional lens to this core process of service design as Kortetmäki et 

al. (2021) propose. Therefore, this thesis also follows the recommendation of the Systemic 
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Design framework to consider the natural ecosystems as stakeholders in the design process 

and communicate and commit to the values that the service is driving. 

It should also be noted that even though awareness of the need to consider the nonhuman 

stakeholders in the design process is rising, there is still a lack of tools and methods for bring-

ing these perspectives into design practices (Veselova, Gaziulusoy, & Lohmann 2022, 2). Due 

to this shortage of established methods and tools, this research-based development work took 

an experimental approach to the subject. The starting point for choosing the methodology 

that would consider nonhuman stakeholders was raised in the Develop stage when the design 

team wanted to understand the needs and perspectives of the local ecosystem or nature in 

terms of biodiversity loss to create value propositions for increasing planetary wellbeing. 

Therefore, it was decided to experiment with filling the value proposition canvas with a 

stakeholder profile and value map for nature as a stakeholder. Value proposition canvas and 

more general value proposition design are used to create, test, and improve value proposi-

tions and help in creating a shared understanding of value creation in the organisation (Oster-

walder, Pigneur, Bernarda & Smith 2014). This experimentation with the value proposition 

canvas is explained in more detail in chapter 3.2.3. 

3.2 Development work process  

This chapter describes the development work process in practice. It explores the four phases 

of Double Diamond and covers the methods and tools used in each phase. The last phase, De-

liver, is only partly included in this thesis due to the time limitations. However, at the end of 

this report, there are suggestions for continuing the service development. 

The research-based development work process, its stages, methods, and tools have been 

compiled in Figure 8. 

Service design relies on a variety of methods and tools for gathering information and visualis-

ing it. Methods are wider approaches, such as contextual interviews, ethnography, or proto-

typing, while tools are more concrete models based on similar templates or a common struc-

ture (Stickdorn et al. 2018, 37). 

In service design, it is normal to use several research methods to gather data and to develop 

an understanding of the issue. This principle of triangulation supports viewing the same phe-

nomenon from different angles and improves the accuracy of data (Stickdorn et al. 2017, 106-

107). Research methods are typically either quantitative (e.g., surveys) or qualitative (e.g., 

interviews, observations, workshops) methods but both of these methods can also be mixed 

together. Quantitative methods are used for testing the hypothesis or a theory, and qualita-

tive methods serve best for understanding new issues and topics (Moilanen et al. 2022, 134). 
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Figure 8: Methods and tools used during the Double Diamond process. 

Especially qualitative research has an important role in design because it enables a gaining 

understanding of human behaviour and other social and cultural aspects. Moreover, qualita-

tive research can provide insights into, e.g., how a service fits into the life of a user or a cus-

tomer and what motivations and needs they have for using the service, thus offering valuable 

business insights in way that traditional market research could not do (Cooper et al. 2014, 

33). This thesis seeks to gain this kind of deeper insights and qualitative understanding which 

is why mainly qualitative methods are applied.  

The methods and tools used during this research-based development work are basic resources 

of service design, including interviews, personas, empathy map, value proposition canvas and 

co-creation with stakeholders. Some of them will be discussed in more detail because of their 

role in this development work, others are only covered briefly. 

Often different tools and methods are developed for specific purposes or to be used in certain 

stages of the design process for acquiring certain types of data or for supporting e.g., concept 

building in the modelling and testing phase (Moilanen et al. 2022, 99-100). However, there is 

no one “right” or “wrong” way to apply service design methods and tools because experimen-

tation is a vital part of service design and thus any combination of tools and methods can be 

successful as long as it helps explore, develop, and testing ideas (Stickdorn & Schneider 2010, 

148.).  
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As described in the previous chapter, the service design process is always iterative. In prac-

tice it means that, for instance, research is not only limited to the first stage of the develop-

ment work but done during the various stages of the development process. Therefore, data is 

acquired and analysed on several occasions during the development work. 

The development work process started in the autumn of 2022 and continued until the summer 

of 2023. Due to the seasonal nature of the developed service concept, the customer testing in 

a real-life environment was only possible to organise during the summer month of July. 

The principles of good research ethics and responsible conduct of research were followed in 

this thesis (TENK 2023). An agreement of the collaboration was signed between the contact 

person of the case organisation and the author of the thesis. During the whole research-based 

development work, all processing of personal data was handled in accordance with GDPR 

(General Data Protection Regulation). Prior to conducting interviews, participants were asked 

for their consent, informed about the research focus, interview themes, data privacy, volun-

tary participation, and their right to withdraw at any point. 

The original interview data was stored in the online cloud service which only the author of 

this thesis had access. The workshop and more processed data were stored on two different 

Miro boards. One board was used as a platform for co-creation sessions and prior to the work-

shops, access was granted to the participants and the access to the board was again re-

stricted after the workshop. The content analysis was conducted on the private Miro board. 

Once the research and analysis were done, all stored personal data was removed. The key in-

sights and reports compiled during the thesis were shared with the case organisation. 

3.2.1 Discover  

Discover phase can also be described as the exploration or insight phase which is by nature 

divergent, aiming to expand perspectives and ideas (Stickdorn et al. 2018, 88-89). This phase 

aims to also understand the service context and the environment surrounding the business or 

the client organisation, in other words, the context (Miettinen & Koivisto 2009, 13). 

The first step in the service design process is to understand the existing culture and goals of 

the development organisation and identify what the problem or need is from the perspective 

of the service organisation. After that, the problem should be viewed and clearly understood 

from the perspective of the customers/users and their situation. Only after gaining this infor-

mation, it is possible to start uncovering and identifying the core problem. (Stickdorn & 

Schneider 2010, 128.) In practice, it is necessary to conduct pre-research before interviews or 

workshops with stakeholders (Stickdorn & Schneider 2010, 67). In this study, this pre-research 

phase is called desk research. 
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Desk research 

The development work started with gaining an overview of the case organisation and gather-

ing existing data and insights related to the topic. This pre-research phase, so-called desk re-

search is based on secondary research data and it should always be conducted before the ac-

tual research takes place (Stickdorn et al. 2018, 117-119). Desk research for this project in-

cluded getting to know the terminology and topical issues related to sustainable and responsi-

ble travel in the case organisation, research and media. Furthermore, existing research and 

other material, such as strategy roadmaps, reports, and press releases were collected to the 

infinity board Miro as background materials. 

At the beginning of the project, a steering group was established for the project. It consisted 

of five internal stakeholders of the case organisation, from Metsähallitus Parks & Wildlife 

unit. They were representing different roles, e.g., service design, sustainability, and partner-

ships.  

This background material included partnership survey results gathered and analysed by a con-

sultancy company Digitalist in 2022 for the case organisation. Based on the survey insights, a 

partnership model had been created to support the collaboration with nature enterprises. The 

existing materials also consisted of the national park visitor profiles (in Finnish Retkeili-

jäprofiilit) that had been created in the case organisation’s service design project in 2021 

(Nylund 2021).  

 

Figure 9: Some secondary research data sources and existing insights gathered in Miro board. 

(Auto)ethnographic lens 

Autoethnography is often used in service design, especially in the early stages in the format 

of short visits to service context or situations where designers are exploring the experience 

themselves (Stickdorn et al. 2018, 119). These designer’s or other person’s personal 
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experiences are usually written and recorded in a format of a diary or a story (Moilanen et al. 

2022, 152). Contextual perspective is important to better understand customers and the 

whole service environment (Moilanen et al. 2022, 97). 

During the whole extent of the development project, the author of this thesis visited several 

Finnish National Parks and other protected nature areas, including Nuuksio National Park, 

Meiko Nature Reserve, Lake Iso-Melkutin and Liesjärvi National Park and Saana Trail in the 

Malla National Park in the Finnish Lapland. Also, during the project timeframe, the author did 

an 8-day hiking trip to Swedish Lapland along the popular King’s Trail, a shorter visit to a Gra-

nada UNESCO Geopark and the Caminito del Rey route in Southern Spain and several day hikes 

in the popular nature destinations in the Lofoten Islands in Norway in summer 2022. Moreo-

ver, several other national parks in Finland and abroad were familiar to the author prior to 

the project. Even though these unstructured field visits cannot be officially considered as 

(auto)ethnographic fieldwork as they were not systemically recorded, this embodied 

knowledge and lived experience helped gain contextual understanding and a wider perspec-

tive to the issues that many national parks and nature areas are facing in terms of sustainable 

and responsible travel. Since the author wanted to be aware of not to design for herself, 

therefore more emphasis was given to the other methods and the unstructured observation 

and site visits were only to support this type of contextual understanding especially in the 

Discover stage. 

Interviews with partners 

The existing partnership survey provided insights about the perspectives and wishes partners 

had towards the partnership with the case organisation in general, but it covered only briefly 

their relationship, attitudes, emotions, or current practices related to sustainable and re-

sponsible tourism. Therefore, it was necessary to acquire this deeper insight after the initial 

desk research. An important part of the service design process is to “get into the shoes of 

customers” and to be able to empathise with them, so gaining this perspective was essential 

(Design Council 2015). In the context of service-dominant logic, also partner companies can 

be seen as customers of the case organisation and therefore, this insight was created using 

tools that are usually used for creating customer insights in service design. 

Semistructured interviews was chosen as the first method for gathering this data since inter-

views make it possible to collect deeper qualitative insights quickly. Semistructured inter-

views allow the interviewer to change the order of the questions or ask further questions if 

they arise in the situation. (Moilanen et al. 2022, 136, 139.) However, it is important to serve 

the purpose of the research and aim to find meaningful answers that help understanding what 

kind of meanings people give to the topic at hand (Tuomi & Sarajärvi 2018, 88). As the quali-

tative research seeks to gain understanding of a specific subject, therefore it is usually best 
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to interview people who know about the topic and that it is relevant to them (Tuomi & Sa-

rajärvi 2018, 98). 

The participants were recruited through the contacts of the case organisation, directly con-

tacting the nature businesses around Finland and through outdoor-themed and nature busi-

ness-related social media groups. In the beginning, it was discussed with the case organisation 

whether recruiting participants for the interviews should only be limited to a specific area in 

Finland to match better with the region-based organisational structure of the case organisa-

tion, but then it was agreed that for gaining customer understanding at this stage, the loca-

tion was not a relevant factor. This turned out to be a good strategy as it enabled a wider 

scope at the beginning of the study, which can be seen as overall beneficial in the Discover 

phase. 

In total, 10 qualitative semistructured interviews were conducted and recorded with the con-

sent of the participants. This was a sufficient number of informants, because during the inter-

views, the same perspectives and experiences were mentioned repeatedly, suggesting satura-

tion of the data. In qualitative research, this is usually a sign that there is enough data for 

analysis (Tuomi & Sarajärvi 2018, 100). 

Prior to the interviews, research consents from the participants were acquired, and the par-

ticipants were informed about the research focus and interview themes, data privacy and the 

voluntary nature of the research and their right to any moment withdraw from the study. All 

the interviews were conducted remotely using the virtual conferencing tool Teams due to the 

scattered locations of entrepreneurs around Finland. Nine out of ten interviewees were na-

ture entrepreneurs or other travel businesses with nature-related activities within national 

parks, and one was a sustainability expert working in a travel company. All the companies 

that participated were already partners of the case organisation and they had signed a coop-

eration contract. However, the contract types were varying regarding the length and type of 

contract, as others had solely contracts for the right of use land and water areas and others 

had longer and wider rental agreements for, i.e., entire resorts. 

It should be noted that the chosen entrepreneurs were likely to have an increased under-

standing and interest towards sustainable tourism and higher motivation towards responsible 

tourism practices in general as they were interested in participating in the research-based de-

velopment work in the first place. However, from the perspective of service design and co-

creation, this can be a positive and fruitful starting point, since as Sanders and Stappers 

(2008, 12) point out, effective participation in the design process requires individuals to have 

both a passion for the topic and knowledge in the area. Thus, it is important to find people 

who are committed to the common mission. 
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The interviews followed a field guide prepared by the thesis author (Attachment 1). A field 

guide is a necessary preparatory step before interviews, a document containing information 

about the structure of the interview and questions and other details to be covered (Portigal 

2013, 39).   

In summary, the interview questions focused on the following themes: 

1. The overall description of business activities within the national park 

2. Sustainable practices of the company 

3. Mindsets towards sustainable/responsible tourism 

4. Recognised barriers to the sustainable/responsible tourism in national parks 

5. Pains and gains of entrepreneurs for driving and improving sustainable/responsible 

tourism in national parks  

6. Need for support from the case organisation and expectations for the partnership re-

lated to sustainable/responsible tourism 

Sensemaking and analysing the interview data 

After gathering data, it needs to be organised and analysed. In service design, this so-called 

‘sensemaking’, making sense of data, is often done in a more flexible way than in the aca-

demic world and visualisation techniques and different templates are used to identify com-

mon patterns and possible gaps every time new data has been collected. (Stickdorn et al. 

2018, 111.) As this is research-based development work, a deeper, more systemic way of ana-

lysing data related to research questions was also necessary. However, it should be noted 

that combining the academic ways of analysing and service design’s sensemaking can be chal-

lenging because in real-life development work projects, there are usually limited timeframes 

and resources for analysing data, and due to the multiple methods and iteration rounds of 

service design process, also the amount of data can be overwhelmingly large. Therefore, this 

work was also balanced with drawing the line between which data should be analysed with 

content analysis and which data could be synthesised and visualised based on the sensemak-

ing methods of service design. Therefore, content analysis was only conducted in the later 

stage of the study, when it was clearer what the final focus of the research questions would 

be. This does not mean that the sensemaking was done less carelessly, but the process was 

simply different. To differentiate these two ways of analysing, the concept of sensemaking is 

used to describe the more practical “service design way” of organising, visualising data, and 

creating insights and content analysis to a more academic way of analysing data. 

Content analysis is one of the most common methods for analysing qualitative data the aca-

demia. The aim of the content analysis is to search for meanings in the data that match the 

development work task. (Moilanen et al. 2022, 171.) Compared to sensemaking, content anal-

ysis involves codifying the transcribed interviews or other research data with (coloured) tags 
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or labels (Stickdorn et al. 2018, 111). In this development work, inductive, data-based con-

tent analysis was utilised, which means that the relevant, development task-related content 

snippets were recognised among Miro post-its and then similarities were identified, clustered 

and new categories created and named (Tuomi & Sarajärvi, 2018 122-123). 

In the early phase of development work, the primary goal was to gather insights and under-

stand the wider problem space before defining a specific problem. Therefore, the data was 

first organised with sensemaking after the interviews. Every interview was first transcribed 

into a separate document. This was an important preparatory step also for the content analy-

sis at a later stage because prior to qualitative analysis, it is important to transfer the raw 

data (e.g., interviews) to written format (Moilanen et al. 2022, 171). 

Affinity mapping 

The content of the interviews was taken to a virtual whiteboard Miro in post-its, tagged based 

on the data source for sensemaking and to enable later content analysis. After that, the in-

terview data was categorised into groups with affinity mapping technique based on common 

themes of the interviews, such as the value of responsibility, sustainability certificates, prob-

lems in nature tourism, mindset, responsibility as actions, entrepreneurs’ roles within a na-

tional park, barriers to the sustainable tourism, current collaboration with Metsähallitus, 

wishes for collaboration with Metsähallitus, responsible/sustainable travel as customer expe-

rience. Another clustering was done in the format of a Problem wall based on the pains (prob-

lems) of entrepreneurs to subthemes of cultural differences, lack of resources, lack of sup-

porting structures and services, problems within national parks and mindset towards responsi-

bility.  

 

Figure 10: Identifying common themes in the Define phase in Miro board. 
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Visualising insights: Personas, empathy map, storyboards and customer journey map 

After sensemaking and learning from data, it is important to visualise the findings to make 

complex processes and structures visible and more tangible (Stickdorn & Schneider 2010, 

129). Moreover, narrative visualisations and storytelling enable to empathise with users and 

see the problem more clearly (Lupton 2017, 38). 

For this, empathy maps, personas, customer journey maps and storyboards were used as tools 

to visualise the gathered partner insights to the case organisation and other stakeholders par-

ticipating in the development project. These tools formulated a background material for the 

two workshops that took place in the second stage of the design process. 

Based on the data gathered in the Discover phase, partner personas, an empathy map, a sto-

ryboard and a partner sustainability journey map were created in order to communicate eas-

ily the research insights to the case organisation and to begin developing ideas in the work-

shops in the next stage. 

The empathy map method helps increase empathy towards users and helps the whole design 

team understand the users more profoundly. Easy-to-use empathy map can be built based on 

the hypothetical archetype of a user or real user insights. The empathy map gives an over-

view of the customer's life context, behaviours, goals, and concerns. (Ferreira et al. 2015.) 

The empathy map (Figure 11) was used in this stage based on real customer insights. 

Personas are perhaps one of the most used visualisation models in service design. Originated 

from interaction design, personas are user archetypes, models of groups of users and their de-

scriptive behaviours, thoughts, desires, and sources of frustrations (Cooper et al. 2014, 62). 

The benefits of creating and using personas include, among others, strengthening the shared 

understanding of the design team about the user/customer needs and guiding better design 

solutions. They should not be mixed with stereotypes, since the personas are derived from 

and synthesised based on the research data, and thus they represent real people’s emotions 

and needs. (Cooper et al. 2014, 64-66.) Personas can be co-created in a workshop and help 

facilitate empathy towards the specific customer groups, or created and visualised by a de-

signer as in this thesis, to support bringing insights into other parts of the design process 

(Stickdorn & Schneider 2010, 179). In total, 4 profiles were created based on the data col-

lected in the Discover phase. 

Storyboards are another visualisation technique (Figure 10). It is a set of pictures or drawings 

often in comic-strip format that, for example, illustrates the service situation. Storyboards 

can communicate imaginary or a real-life situation. In the context of workshops, designer-

made storyboards can be used to encourage discussion about the topic (Stickdorn & Schneider 

2010, 186-187). A storyboard and an empathy map were created to visualise the experience 
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the partners had in implementing and developing sustainable tourism and responsible travel 

practices in national parks. 

 

Figure 11: Storyboard used to communicate the viewpoint of the businesses in the national 

parks. 

 

Figure 12: Empathy map of nature entrepreneur based on the interview insights. 
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Figure 13: Partner insights crystallised in a format of a persona. 

Customer journey maps support the visualising the holistic service experience and touchpoints 

where the customer interacts with the service (Stickdorn & Schneider 2010, 158). This kind of 

visualisation model was adapted to better convey and visualise the different stages of the re-

sponsibility journey that the entrepreneurs were taking or expected to take. The entrepre-

neur’s responsibility journey was created based on the insights that demonstrated that the 

needs of the nature businesses were different depending on the stage or level of the sustaina-

bility of their business. 

 

Figure 14: Responsibility journey of nature entrepreneur. 
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3.2.2 Define 

Due to the iterative and complex nature of the service design process, it is not easy (nor nec-

essary) to put a clear line where one stage of the design process ends, and another begins. 

For example, the original Framework for Innovation (Double Diamond model) places the co-

designing in the third diamond (Design Council 2023). In this development work, redefining 

the problem took place at the end of the Define stage. 

In other service design processes, the second stage is often described as the creation or idea-

tion stage and in this development work, it would have perhaps been more suitable to name 

it as that. According to Stickdorn & Schneider (2010, 130-131), the goal of the second stage in 

the service design process is to create as many ideas as possible. Expressed another way, this 

stage is all about failing early and learning together. In this stage workshops and other co-cre-

ative or collaborative methods are used to feed ideation and creative problem-solving (Moil-

anen et al. 2022, 98).  

Overall, at the heart of addressing all kinds of design problems lies interdisciplinary collabo-

ration and co-creation and it should not be limited to only one stage of the design. Its im-

portance has also been recognised in driving regenerative transformations and developing re-

generative tourism (Gibbons 2020; Dredge 2022). Especially more complex design issues re-

quire participation, input, and expertise from multiple stakeholders, such as experts, policy-

makers and local communities or other relevant affected individuals. However, collaboration 

between different stakeholders with conflicting interests can be hard, and especially multi-

stakeholder collaborations require empathy towards each other’s perspectives from all people 

who are involved in the co-design process (Smeenk 2019, 24). Thus, co-designing does not 

only mean creating empathy towards end-users of the service but also towards all the differ-

ent actors and perspectives in the design process, like towards nature as in the context of this 

research-based development work. 

In summary, the goal of co-creation sessions and ideation workshops is to bring multiple per-

spectives to the design process. The results of the workshop are then usually further dis-

cussed and developed among the core design team who will continue the design process 

(Stickdorn & Schneider 2010, 199). 

Co-creation workshop 1  

After gaining the initial interview insights, a 2-hour virtual ideation workshop with partners 

and the case organisation was planned and organised in October 2022. The objective of the 

workshop was to develop ideas and solutions for how the entrepreneurs could take a more ac-

tive role in developing sustainable and responsible nature travel in national parks alongside 

the case organisation. The thesis author’s role was to plan and facilitate the workshop. 
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The ideation workshop was organised as a virtual event in Teams due to the scattered loca-

tions of the participants. In the workshop, there were participating 5 nature entrepreneurs, 1 

citizen-customer, a service designer and a sustainability expert from the case organisation.  

The first ideation workshop with partners was built to include both divergent and convergent 

activities to make sure that a wide range of ideas were explored creatively while ensuring 

that the ones that are selected are relevant. Therefore, in divergent phases, idea generation 

was encouraged and in convergent phases, the best ideas were evaluated and selected. Idea-

tion workshop leans on brainstorming: generating ideas together in a group (Moilanen et al. 

2022, 194). 

The participants were sent the agenda and the partner personas as background material prior 

to the workshop. The workshop started with a warm-up introduction to getting to know each 

other and it was also meant to help get familiar with the Miro platform, a virtual whiteboard 

that enables realtime collaboration in a shared workspace. A second warm-up exercise en-

couraged us to think together about what kind of mindset was needed for transformation to 

sustainable tourism. After the warm-ups, the storyboard based on the nature entrepreneurs' 

painpoints in developing sustainable tourism in national parks was presented to the partici-

pants as a conversation starter. While listening to the story, the participants were encouraged 

to brainstorm and make notes of more painpoints and share them on the Miro wall. Then, the 

topic was discussed briefly and more painpoints and experiences were added to the frame. 

The next task was to turn problems into “How might we” questions on another Miro frame. 

After that, the HMW virtual sticky notes were clustered, and categories named. Miro’s silent 

voting function was used to choose which questions to work on within the brainwriting stage. 

Brainwriting is another idea generation method where individuals are simultaneously writing 

down ideas silently, then move on to another topic and continue developing the ideas gener-

ated by the previous person. This method intends to allow everyone to participate equally. 

(Moilanen et al. 2022, 195.)  In the workshop, the task was to ideate to answer the 4 different 

HMW questions that were voted in the earlier phase. The brainwriting continued until every-

one had been able to share and grow the ideas of the others. 

In the last activity, the most promising ideas were brought to the Idea portfolio and arranged 

based on two variables: impact and feasibility. Participants discussed the possible solutions 

and the most prominent ideas were chosen. Lastly, the workshop was concluded with a feed-

back collection. 
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Figure 15: Ideation methods used in the co-creation workshop. 

Due to the limited 2-hour timeframe available, the ideation workshop resulted as quite an in-

tense session as there was a strict schedule for each activity. This was reflected also in the 

feedback, as participants mentioned that there could have been more time for discussion. 

However, the goal of the idea sessions is to generate plenty of ideas in a short timeframe and 

in that the workshop succeeded.  

Co-creation workshop 2: redefining the development task 

In the second co-creation workshop, which was also organised as a virtual event, there were 

five members from the original design team present representing different functions of the 

case organisation, including service design, sustainability, partnerships, management of the 

parks and The Finnish Nature Centre Haltia. The objective of the workshop was to communi-

cate the insights from the design research, redefine the challenge and start developing solu-

tions. 

At the beginning of the workshop, the research insights from the interviews were presented 

and summarised to the participants. Then the design challenge was discussed and redefined 

together based on the insights. It was highlighted that the nature enterprises should be con-

sidered as equal partners of the case organisation. The focus of the rest of the session was set 

to commenting and ideating more solutions for supporting the value co-creation with the en-

trepreneurs. 
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Next, a brainstorming session was organised. The workshop participants were asked to add 

their own solution ideas to the Miro frame that already included some selected ideas from the 

first workshop. Then the ideas were clustered under four themes and the categories named 

(network building, communication, education, and tools/service) and discussed (Figure 16). It 

was decided that the development project should focus on designing a regenerative service 

concept. This was an idea that had been already discussed between the case organisation and 

with one nature entrepreneur, but the project had not been initiated nor planned in more de-

tailed. Now the insights validated the partners’ need for this new kind of collaboration 

through the service concept as a way to strengthen their role within national parks. Next, 

quick visions and news headlines were created for the year 2030 when the service would be in 

use and businesses and travellers would help the case organisation to tackle biodiversity loss. 

 

 Figure 16: Ideation session results from the second workshop.  

3.2.3 Develop 

After the development task had been redefined and the first vision of the service concept 

ideated, it was time to develop the regenerative service concept further and put it to the 

test. Partly, the Develop stage was already initiated during the workshops when the first 

ideas of the service concept were developed and visualised. 

The thesis author made a field visit to a Haltia Lake Lodge in Espoo in January 2023 in order 

to meet the business partner of the case organisation with whom it had been agreed to de-

velop and test the new service in practice in the context of Nuuksio National Park. Haltia 
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Lake Lodge is a nature hotel established in 2021. The hotel is a pioneer in sustainable travel, 

and it has been selected as Europe’s most environmentally friendly hotel in the World Bou-

tique Awards Competition in 2022 (STT 2022). The hotel is located within Nuuksio National 

Park next to the Finnish Nature Centre Haltia. Later in this thesis, Haltia Lake Lodge is re-

ferred to a partner organisation or nature entrepreneur like other partners unless otherwise 

stated. 

It should be noted that during this development stage, an external service designer was ap-

pointed to work on the project on behalf of Haltia Lake Lodge to support the business in de-

signing the customer touchpoints of the service. In a complex collaboration project like this, 

it was a welcome addition. In practise, this person was involved in designing the service expe-

rience that the traveller had in the hotel (before and after the regenerative service experi-

ence), thus focusing on the practical travel arrangements from the point of view of the entre-

preneur. It was decided that the author of this thesis would instead focus on designing the 

service concept from the standpoint of the value co-creation with and for all stakeholders, 

thus concentrating especially on understanding how the service can provide mutually benefit-

ing value to all actors and how the case organisation can support stakeholders in this value 

co-creation. Narrowing the scope of the thesis was also important in order to make the thesis 

more manageable. At this point, a lot of data had already been gathered and it was important 

to be able to utilise it in the analysis. 

In the Develop stage of the service design process model, the goal is to make the service idea 

more concrete and test it with different participants, such as customers (Moilanen et al 2022, 

98). Therefore, the plan was to put together an initial service concept and test it during the 

summer of 2023 with a real customer group. In service design, this kind of high-fidelity ser-

vice testing refers to as contextual prototyping or piloting when the testing takes place in the 

actual service environment, e.g., in a tourism destination (Stickdorn et al. 2018, 221-222).  

The practical development stage continued with a live meeting at Haltia Nature Center in 

January 2022. Besides the thesis writer, another service designer and the case organisation 

representatives, there were also field workers from the Nuuksio National Park. They were in-

troduced to the project because they have the best expertise related to the practical ecologi-

cal and conservations needs of the national park. Therefore, they had a crucial role in collab-

oration. 

In this meeting, an initial idea of the service concept, roles and responsibilities and the nec-

essary next steps were discussed. The author of this thesis proposed to gather customer in-

sights to develop the value proposition prototype to customers. This was crucial because a 

strong value proposition is considered a valuable first step when starting prototyping a new 

service (Stickdorn et al. 2018, 214). Moreover, due to the redefined focus of the development 
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task, there had not been any end-customer insights collected in earlier stages. Instead, the 

insight stage had focused on creating insights on the business partners of the case organisa-

tion as they were considered as customers of partnership services. However, a redefined de-

sign problem set a need to acquire customer expectations and better understand their needs 

for regenerative tourism services. Compared to the initial research that was explorative and 

inductive, research conducted for testing is usually deductive with an aim to test a hypothesis 

or theory (Stickdorn et al. 2018, 114). 

Benchmarking 

When the focus of the development task was redefined to develop a regenerative service, it 

became necessary to return to Discover phase and build an understanding of regenerative 

travel and to benchmark regenerative tourism practices. For this, desk research was done 

again to gather different information sources into a frame in Miro (Figure 17). The infor-

mation was used to build understanding of regenerative travel. 

 

Figure 17: Benchmarking and desk research on regenerative and eco-travel experiences in Fin-

land and abroad gathered on Miro.  

Customer interviews and value proposition canvases 

A field guide was prepared for the customer interviews similarly as for the partner interviews 

(Attachment 2). It included background questions related to sustainable tourism and descrip-

tion of the potential “Planet-positive nature holiday” and further questions related to the 



  49 

 

 

service concept. In total, three quick customer interviews were conducted to assess the con-

cept idea. Two of the customers were Finnish and one Austrian traveller. 

Interview insights were organised as empathy maps based on each interview data. In the fol-

lowing co-creation session, the interview insights were further used for preparing a value 

proposition canvas based on the interview with an Austrian traveller as his profile was consid-

ered the most relevant from the point of view of the entrepreneur. Two people from the 

partner organisation and an environmental education expert from the case organisation were 

participating in the co-creation session to enhance the value propositions. The partly specula-

tive storyboard was prepared prior to the workshop to visualise the elements of customer ex-

perience based on the customer profile of Enthusiast which is one of the customer personas 

that the service design unit of Metsähallitus has created (Nylund 2021). In other words, the 

storyboard was again used to inspire to look at things from the perspective of the customer 

(e.g. Stickdorn & Schneider 2010, 186-187). 

 

Figure 18: Storyboard to visualise a customer journey in conservation activity. 

In this session, a value proposition canvas was also prepared for nature to consider as a stake-

holder, for example, the Design Council (2021) recommends. In hindsight, it was crucial that 

there was an environmental educator from the case organisation participating in the session. 

Without her eco-literacy skills, it could have been possibly harder to see the perspective of 

nature from so many different perspectives. On the other hand, the whole point of the activ-

ity was to challenge participants to think about the needs and goals of nature and recognise 

aspects that could ease its painpoints or help it thrive. In the future, it would be interesting 

to use the same approach with a group of people with a lower level of eco-literacy and envi-

ronmental understanding. 
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Figure 19: Value proposition canvas for nature as a stakeholder.  

Testing the concept with a digital community in LeanLab 

The case organisation hosts a digital citizen-customer community for service design purposes 

that consists of outdoor enthusiasts and people interested in developing nature travel in Fin-

land. The community is managed through the customer collaboration hub LeanLab platform 

where it is possible to create polls, surveys, and forums for different topics. The digital com-

munity was harnessed to test the desirability and perceived customer value of the service 

concept in the early stage. The testing was organised in collaboration with the service design 

unit of the case organisation. 

Service advertisement was used as a prototyping method. Service advertisement involves pre-

paring an advertisement mock-up in a format of online ads, video or other type of advertise-

ment and collecting feedback from people (Stickdorn et al. 2018, 237). The created adver-

tisement was a simplified poster describing the planet-positive holiday in Nuuksio. 

The poster was published in the digital platform of the case organisation along with a mini 

survey and invitation to participate in discussion. The members were encouraged to share 

their thoughts and feelings about what in the concept worked, what did not and ideas about 

how the concept should be further developed. 
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Figure 20: The customer testing with the digital community.  

The testing took place in May 2023 during a two-week period. In total, 100 responses were 

collected. The reply percentage was 9%. The thesis author worked as a facilitator of the con-

versation, replying to the questions of the community members, and encouraging them to 

contribute more. Approximately 1100 community members were invited to participate in 

commenting on the new service concept. Two days before the discussion area was closed, a 

reminder invitation was sent to those who had not yet participated. 

The data gathered from the testing was included in the second stage of the content analysis 

(chapter 3.2.4.). 

Contextual prototyping in Nuuksio national park — Conservation of a meadow with the 

Aalto University ARTS summer school participants in 12th of August 2023 

In service design, it is essential to test service concepts in real-life situations or circum-

stances that are close to reality to help to test and include important emotional elements to 

the value proposition. This kind of testing refer to contextual prototyping. (Stickdorn & 

Schneider 2010, 133.) Moreover, the importance of a place-based approach is highlighted in 

transition design and regenerative design (Irwin 2015; Reed 2007). Therefore, it was crucial to 

test the service concept in the national park with real customers. 
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On the 12th of August 2023, a group of international Aalto University ARTS Summer school stu-

dents participated in the conservation of an old agricultural land in the Nuuksio National 

Park. The focus of the contextual prototyping was to test the volunteering activity as an ex-

perience itself, not as a part of a longer stay in the national park. 

A group of 18 students, their coordinator and 2 travel agents from Germany spent two hours 

restoring a meadow area in the Nuuksio National Park. On a bus journey from Haltia Lake 

Lodge to the conservation site, the biodiversity guide who was leading the group during the 

activity gave a quick overview of the mission and background information related to Nuuksio 

National Park and its nature. On-site, the biodiversity guide gave information related to tools 

and safety issues, e.g., how to protect the skin with clothing against ticks, the importance of 

tick inspection later in the day and the use of tools. Protective gloves were shared with each 

participant. The use of the scythe was carefully explained. The group was divided into 

smaller groups that were dedicated to doing one task at a time. The groups changed the task 

every 15 minutes so that everyone was able to try different activities. The volunteer group's 

activities included mowing hay with a scythe, raking, setting up hay poles, lifting raked hay 

onto the poles, and removing willows from the meadow. Several short breaks were included 

in the session. 

Participant observation and short interviews were conducted during the activity. In addition, 

data related to the experience was gathered from the participants with a survey form after 

the activity (Attachment 3). The author of the thesis also participated in the conservation ac-

tivity.  

3.2.4 Further data analysis 

As described in chapter 3.2.1., two types of approaches have been used for organising, visual-

ising, and analysing data during this research-based development work. Besides service de-

sign’s “sensemaking” that was used to organise and visualise findings quickly in earlier stages 

during the practical development work, a more throughout content analysis was conducted 

after all data was gathered and it had become clear what the research questions that would 

guide the analysis process were. As defined earlier, content analysis is a method for finding 

how meanings in the data respond to the development work task (Moilanen et al. 2022, 171). 

The content analysis phase was conducted in two distinct parts, as different data was needed 

for analysing data related to different research questions. During both phases, inductive 

(data-based) content analysis was utilised, meaning that development task and research 

questions related content snippets were identified from the data and coded with descriptive 

theme tags, then further clustered and new categories named (Tuomi & Sarajärvi, 2018 122-

123). 
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During the first content analysis round, the data was gathered from the interviews of the Dis-

cover phase and from two first co-creation workshops. Everything was gathered in the same 

Miro board in the format of virtual sticky notes. Next, the relevant sticky notes were marked 

with colours and symbols (due to the lack of sufficient amount of sticky notes colours) based 

on the recognised codes. This meant reducing the amount of data, as only relevant content 

was marked. Three types of patterns / meanings were searched from the data based on the 

initial research questions: 

1. Barriers to developing sustainable and responsible nature tourism (10 codes recog-

nised) 

2. Motivators for developing sustainable and responsible nature tourism (6 codes recog-

nised) 

3. Ways that the case organisation could support value co-creation for people and the 

planet (7 codes recognised) 

  

Figure 21: Content analysis stage of coding in Miro. 

Next, the virtual sticky notes marked with codes were clustered in groups, and the codes 

were revised. After that the virtual sticky notes groups were further organised in thematic 

categories and the categories named (Figure 21). These categories are further presented and 

interpreted in results in chapters 4 and 5. 
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Figure 22: Content analysis stage of creating new categorisations in Miro. 

In the second content analysis round, the aim was to analyse the data gathered during the 

testing phase to find out customer expectations and feedback for the regenerative service 

concept. Again, the data gathered from the customer interviews, third workshop, LeanLab 

platform results and the piloting day was taken to the Miro board. Customer interviews, work-

shops and survey and observation data had already been reduced and organised in the format 

of the virtual sticky notes during the earlier stages of the research-based development work, 

but the LeanLab results needed to undergo this same process. Therefore, the LeanLab results 

were first taken as raw texts to Miro board and reduced and codified based on the three types 

of patterns/meanings related to the development task to evaluate the service concept: 

1. Expectations towards service experience (7 codes recognised) 

2. Motivators of participation (strengths of the value proposition) (7 codes recognised) 

3. Barriers to the participation (weaknesses of the value proposition) (3 codes recog-

nised) 

4. Ideas for developing the service experience (3 codes recognised) 

The data from other sources, e.g., customer experiences and feedback from the conservation 

day was then codified based on the same logic and added to the analysis. Similarly, as in the 

first round, the next task was to cluster the code groups further and name the new catego-

ries. 

The goal of the second round of data analysis was to analyse the customer expectations to-

wards planet-positive experiences and customer experiences related to the regenerative 
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service concept. In data analysis, it was identified what elements in regenerative service cre-

ated value for the customers, which elements hindered it and what would further enhance 

the value for customers. The data was collected based on the different methods used in test-

ing the regenerative service concept. 
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4 Results  

This chapter presents the results and insights of this research-based development work with 

the purpose of gaining a better understanding how value co-creation for planetary wellbeing 

can be facilitated and supported in the context of regenerative service development. During 

this research-based development work, service design methods and tools were used to gain 

this understanding. 

Prior to developing the new service concept, it was crucial to better understand the current 

situation of the partnership and the barriers and motivations of partners for developing sus-

tainable and regenerative tourism. This understanding was gathered with qualitative research 

methods such as desk research, interviews and workshops as presented in the earlier chapter. 

The chapter follows the Double Diamond process model and the order the insights were gath-

ered. The first section is based on the interview and workshop insights and partner experi-

ences, and then the questions related to customer expectations and experience are explored 

based on the results of the analysis of the testing phase of the developed service concept. 

The chapter ends with a proposal of a regenerative service concept. 

The main research question was: How can the case organisation facilitate value co-creation 

with stakeholders for planetary wellbeing? 

In this result chapter, the following sub-question is responded: How the case organisation can 

support partners in overcoming barriers and harnessing motivators to develop sustainable and 

regenerative tourism services, while meeting customer expectations for planet-positive, re-

generative experiences? The second sub-question will be replied in the conclusions. 

This development work started with a kick-off meeting with the case organisation where it 

was decided that the initial focus of the development task would be to find out how the case 

organisation could better support and guide their partners, nature entrepreneurs and other 

travel companies, towards more sustainable travel practices. The assumption was that the 

entrepreneurs were not implementing sufficiently sustainable and responsible tourism prac-

tices in the national parks as it had been recognised that many entrepreneurs did not have a 

contract with the case organisation even though it was communicated as mandatory to run 

any business activity inside the national park. Therefore, the starting point of the develop-

ment work was to explore by using service design methods and tools how the case organisa-

tion could enable and strengthen the role of local nature enterprises as partners in sustaina-

ble nature tourism, and how those partners could better serve also their common customers, 

the visitors of the national parks. 
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Based on the desk research, it was recognised that the case organisation had already taken 

steps to improve their collaboration and communication with the partners. In collaboration 

with a consultancy company Digitalist, a new partnership model has been developed based on 

a partnership survey conducted in January 2022. Based on the partnership model, the follow-

ing perspectives has been established to guide the role of the case organisation in supporting 

the partners: 

1. Unified and equal service experience for partners 

2. Serving the common end customer 

3. Acting as an enabler 

4. Participation and community: increasing partner understanding and co-creation 

5. Improving partner experience and service 

Furthermore, in the case organisation’s strategy work, it was acknowledged that the case or-

ganisation was expected to play the role of a forerunner of sustainable tourism and share in-

formation with its stakeholders. In relation to partners, the case organisation was seen as act-

ing as an enabler of nature tourism in national parks. To strengthen this role, a digital web-

site Sustainable tourism in protected areas - Guide for Metsähallitus tourism partners was 

developed. The guide communicates the principles of sustainable tourism in protected natural 

areas and shares information, like sustainability monitoring methods and video interviews 

with partners that have committed to the principles and promote sustainable tourism. 

In summary, the existing material provided insights into the perspectives and wishes that the 

case organisation had towards partners and some understanding on how partners saw their 

collaboration with the case organisation. However, there was less knowledge and understand-

ing of the partner’s struggles and motivations to develop sustainable tourism in national 

parks. Therefore, the next step was to gain that understanding. 

It should be noted that in themes 1 and 2, the term sustainable tourism is used instead of re-

generative tourism, as sustainable tourism is a more familiar term for entrepreneurs and de-

scribes better their perspective. 

4.1 Theme 1: Barriers of sustainable and regenerative tourism in national parks 

Based on the 10 interviews conducted with the nature businesses and co-creation workshop 

with partners, three issues were recognised as barriers for developing sustainable tourism in 

national parks. It should be noted that all businesses saw the matter of developing sustaina-

ble tourism as a wider issue than only their own business practice. The recognised barriers for 

developing sustainable tourism were: 

• Overcrowded nature destinations and unsustainable behaviour 
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• Environmental apathy and change resistance 

• Concern for profitability over sustainability 

Next, these three barriers are further described. 

Overcrowded nature destinations and unsustainable behaviour 

As the amount of the visitors to the national parks have been increasing remarkably since 

COVID-19, entrepreneurs have observed a growing pressure on the local environment and a 

rising number of problems related to limited infrastructure in popular destinations, such as 

reckless parking and problems with toilets. Most notably in the light of the analysed data, 

there has been a surge of unsustainable behaviour, like individual travellers ignoring the re-

gional forest fire warnings and making a wildfire regardless of the restrictions in the area or 

camping in forbidden areas. Also, other types of unsustainable or irresponsible behaviour, 

such as littering or riding bikes on paths that were only marked for hikers, were reported in 

the interviews. According to the interview data, the problem was not so much related to the 

organised tourism groups as they were under the supervision of the entrepreneurs or nature 

guides but the people who were visiting independently in the national parks. However, many 

businesses in the national park are providing accommodation, food, and rental services and 

therefore their customers are independent travellers. The interview and workshop data also 

suggest that Finnish people seem to perceive their nature relationship as more positive and 

less harmful than it is, and this lack of awareness or reflection is causing problems also in the 

field of nature tourism. 

Challenges to guide travellers to act responsibly 

This type of unsustainable or irresponsible behaviour left the partners of the case organisa-

tion puzzled as they did not have guidance about whether they should intervene and guide 

travellers to act more responsibly. For example, one partner was not sure what to do if a cus-

tomer who had been seen violating rules of the national park, would want to rent a kayak. 

These types of situations were common especially for the businesses in the more popular na-

tional parks, posing a moral dilemma to entrepreneurs. 

Some entrepreneurs had tried to intervene in situations where visitors had broken the rules of 

the national parks or the forest fire warnings, but they were afraid of creating a negative at-

mosphere and evoke feelings that could impact the customer experience and the reputation 

of the company. It was also recognised that some businesses were generally afraid that their 

customers would feel that they were pushing or imposing “eco-beliefs” onto them or judging 

people for their choices and that this kind of guidance might be perceived negatively. 
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Inexperienced nature travellers 

Moreover, it was recognised that there was especially a rising number of inexperienced na-

ture travellers, people who had found outdoors and national parks after COVID-19 lockdowns 

but who had not used to spend time outdoors. Several entrepreneurs whose customers were 

mainly international travellers stated that a significant portion of their customers were afraid 

of nature, including a growing number of Finns. Consequently, it was acknowledged that the 

need for advice and information varies a lot based on different customer groups and their re-

lationship to nature. 

Environmental apathy and change resistance 

The second barrier that was recognised in the data was environmental apathy and change re-

sistance. In the context of this project, environmental apathy refers to a lack of interest, en-

thusiasm, or concern towards environmental issues and ecological and conservation matters. 

It can manifest as a lack of motivation to engage in sustainable practices or support conserva-

tion efforts. It was recognised that environmental apathy and change resistance can manifest 

in both the entrepreneurs’ and customers’ attitudes and behaviour. 

Behind this lack of interest can be seen a lack of awareness, understanding and knowledge re-

lated to sustainable practices and sustainability overall. By some partners, sustainability was 

considered as a too abstract concept to apply in the field of tourism and terminology was dif-

ficult and confusing. The practical guidance like the Outdoor etiquette was seen as more 

comprehensible and self-evident to follow in national parks. However, knowledge related to 

sustainability varied remarkably between interviewees since companies had different needs 

based on what phase they were on their own sustainability journey. This was visualised during 

the development work in the persona profiles and customer journey canvas that was adapted 

for illustrating the journey of an entrepreneur in developing sustainability.  

The lack of awareness and interest was present in the observations of the interviewed part-

ners who had witnessed several other businesses that did not have contracts with the case or-

ganisation or who did not seem to care about sustainable practices. In addition, there were 

several mentions of foreign nature guides who were not following the common practices or 

instructions of the national parks. Moreover, one interviewee argued that “sustainability 

doesn’t matter in the big picture when you look at the developing countries”. It was also a 

recurring theme to argue that the company does not need to prioritise sustainability because 

the small group sizes ensure minimal impact on nature. Many entrepreneurs also saw that the 

biggest problem in the field of sustainable nature travel was infrastructure and the lack of 

public transport connections. This kind of blaming or justifying attitude may communicate 

about real issues, but it can also be a way to shift attention to external factors and things 

that are not in the hands of the individual. For example, pointing out problems like lack of 
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waste management solutions could be seen as a form of resistance to change as it could indi-

cate that the individual does not want to reflect on their own behaviour and choices related 

to sustainability. 

However, the most prominent experience was that the customers did not talk about or did 

not seem to be interested in sustainable travel. All partners said that their customers do not 

ask or care about the ecological impact of the services or sustainable certificates nor they are 

actively making sustainable choices. One entrepreneur saw that their customers see ecologi-

cal services as the opposite of luxury, and another pointed out that most people do not want 

to make sustainable choices in their holidays, e.g., in restaurants. “No one wants to have a 

responsible holiday, it’s not a thing,” one participant said. In the data, this type of eco-igno-

rance was interpreted as a possible form of environmental apathy. 

Concern for profitability over sustainability 

The third identified barrier in the analysed data was the partners’ concern for profitability 

over sustainability. Even companies that have built their business on sustainable practices, 

need to first and foremost to think of their business model and profitability. This concern was 

discussed in the data. It was especially evident in relation to sustainability certificates. Espe-

cially, smaller companies were struggling with the rising sustainability standards that are 

monitored through expensive certificate programs. The threat of these green certificates be-

coming mandatory caused stress and anxiety to entrepreneurs. However, most partners also 

underlined that the case organisation cannot demand sustainability certificates from its part-

ners due to the inclusivity principles. They also claimed that the sustainability standards of 

certificates are remarkably higher than what the principles case organisation expect from the 

partners. Moreover, several companies emphasised that their sustainability efforts, especially 

sustainability communication, were limited due to the lack of time and resources. In sum-

mary, most entrepreneurs asserted that they struggled to make sustainability profitable and 

turn the abstract sustainable requirements into profitable business models and activities. 

4.2 Theme 2: The motivators for developing sustainable and regenerative tourism 

Besides barriers and hindrances of sustainable tourism, the data was analysed to recognise 

what gains or motivators partners had for developing sustainable tourism. First, it should be 

acknowledged that regardless of the previously mentioned barriers to sustainable tourism, 

most of the nature tourism companies that participated in the development project could be 

considered to be already advanced in implementing sustainable tourism principles and prac-

tices. For example, several businesses have already acquired sustainability certificates or par-

ticipated to the Visit Finland's Sustainable Travel Finland programme (STF) which supports 

companies and destinations to harness more sustainable practices (STF n.d.). On the other 

hand, most interviewed companies did not have sustainability certificates, but they had made 
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efforts to evaluate and develop their sustainable practices and communicate their principles 

to their customers, e.g., on their webpage. 

Only two companies asserted that they did not need to think too much about their sustaina-

bility, as the group sizes were so small, stating that their activities barely had any impact on 

destinations. Regardless of these differing perspectives, it could be concluded that most na-

ture businesses aim to do their best to be as sustainable and “green” as possible and that 

they actively seek ways to develop more sustainable or regenerative travel practices. For ex-

ample, they were making active efforts to keep their impact to the environment as small as 

possible by following a zero-waste and leave-no-trace approach in organised group activities 

such as nature tours. In addition, customers were encouraged to make environmental choices, 

such as saving water in the showers and using public transport or shared rides when possible. 

One eco-lodge provided accommodation without showers and with the use of composting toi-

lets and served organic and vegetarian food. At least two companies with several sustainable 

certificates also calculated and compensated for their carbon emissions. Overall, the compa-

nies with sustainable certificates communicated a more holistic view of sustainability, also 

considering the wellbeing of the employees and local communities. 

Three common motivators were recognised in the interview and workshop data. 

• Inner sustainability as a motivator for commitment to protecting nature 

• Passion for spreading awareness and good practices to other businesses and cus-

tomers 

• Sustainability as a business value 

These are further presented below. 

Inner sustainability as a motivator for commitment to protecting nature 

Several businesses hold a strong opinion that it is self-evident and crucial for a nature tourism 

business to act sustainably and that the whole starting point for their business is to appreci-

ate nature and minimise its impact on the environment. It is part of their personal and busi-

ness values and mission. In the context of national parks, they defended the protection of 

vulnerable nature and ecosystems from people as the most important sustainability matter in 

the state-owned national parks and other protected nature areas. 

From the data, it was identified that several entrepreneurs had strong personal values and an 

internal drive to promote sustainability. In this thesis, this kind of internally driven value base 

for sustainability, whether it is individual’s or company’s values, is referred to as inner sus-

tainability as opposed to external aspects of sustainability like built environments or policies 
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(Gibbons 2020, 5). In the data, it was recognised that inner sustainability was a strong indica-

tor that sustainable practices were developed and followed in the business. 

Especially in a couple of smaller businesses, entrepreneurs were aware that sustainability was 

inherently intertwined with their own values. For example, one interviewee affirmed that his 

motivation for conducting sustainable business was based on his moral principles of doing 

things right. Another entrepreneur illustrated that their philosophy in running nature tours 

was to explain to the customers that they should aim to be the best possible guests in nature 

areas, honouring nature and local communities with respect.  

Also, the current situation in the world with accelerating nature loss and climate change was 

given as motivators to act responsibly. Another entrepreneur had built the whole business on 

the philosophy of slow travel that leans on respecting environmental values. The interviewed 

sustainability expert emphasised that sustainable tourism was heavily a matter of attitude 

and mindset, describing developing sustainable practices as a journey that one needs to begin 

but cannot be finished. 

In the warm-up activity of the first co-creation workshop, it was brought up that developing 

sustainable travel requires a value-based approach, willingness to actively improve one’s own 

behaviour and seeing nature as something else than solely as an instrument or platform of re-

sources and profit. 

Passion for spreading awareness and good practices to other businesses and customers 

Another common motivator was entrepreneurs’ willingness to spread awareness related to the 

best practices of sustainable tourism and help their customers respect and love nature. Sev-

eral companies reflected that their core task was to improve the natural relationship of their 

customers. Therefore, it was considered as a minimum effort that the company should share 

information with their customers related to following Outdoor etiquette in national parks and 

e.g., zero-waste approach. However, the best way to spread awareness was considered to 

lead by example, which meant simply taking care that the company was doing their business 

as sustainably as possible. 

Several companies already demanded sustainability from their own partners and actively put 

effort in teaching their customers to act responsibly when travelling or visiting national parks. 

One company provided sustainability training to other companies and mentored them to re-

duce their carbon footprint. Passion for spreading awareness and good practices was also il-

lustrated in the following examples. For example, one entrepreneur regarded it as a win if 

she was able to impact the worldview of the customer by showing that acting responsibly did 

not mean losing something but gaining. Another entrepreneur wanted to inspire customers to 

make their eating habits more sustainable by providing tasty vegetarian food. One 
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entrepreneur was happy with how sustainability certificate programs had enabled everyone in 

the company to improve their behaviour and give new tools to evaluate the sustainability of 

products they used. 

Sustainability as a business value 

The third recognised common motivator was seeing sustainability as a business value and 

something desirable to customers. One entrepreneur argued that it was more likely for a busi-

ness to thrive and survive if the business was built sustainably. It was also noted that there 

are already travel operators that choose the destinations and partners based on the sustaina-

bility certificates. Moreover, among the participants who saw sustainability as a business 

value, it was common to believe that sustainability was also valued by customers. However, it 

was acknowledged that there is still limited evidence or information available about how the 

sustainability of the destination impacts the choice of travellers. Regardless of this especially 

the companies with sustainability certificates wanted to believe that the certificates did 

strengthen the image of the company. One entrepreneur had observed that small-scale sus-

tainable choices in tours within national parks, so-called “coffee cup sustainability”, were 

making customers feel good and trusting the organiser more. 

Based on the analysed data, seeing sustainability as a business value requires seeing sustaina-

bility as an opportunity for developing new business models and thinking differently, “out-

side-the-box thinking”. For example, one entrepreneur stated that it is possible to sell ser-

vices that do not harm nature. Another ideated new kinds of travel experiences that would 

strengthen people’s relationship with nature, affirming that there would be demand for 

courses or retreats to improve one’s relationship with nature and animals. Also, regenerative 

travel experiences were discussed, as means to give the traveller the possibility to contribute 

to the wellbeing of the national park. However, entrepreneurs were also aware that it was 

likely that customers did not dream about sustainable travel as such but foremost were look-

ing for new experiences. 

4.3 Theme 3: Supporting nature businesses’ emerging role as national park stewards 

In the data analysis, the following emerging themes were identified as potential strategies 

through which the case organisation could support partners in value co-creation with the aim 

to provide transformative experiences for their common end-customers while at the same 

time contributing positive value to ecosystems in national parks. 

• Recognising the role of partner organisations as value co-creators for people and 

planet 

• Strengthening the collaboration of the whole network 
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• Providing tools and best practices to support customer-centric and planet-positive 

service development 

Recognising the role of partner organisations as value co-creators for people and planet 

The role of businesses as stewards of national parks 

One of the most prominent themes in the whole data set was a need for understanding nature 

businesses’ important role as environmental educators, sustainability and nature conservation 

advocates and national park stewards. This perspective was strengthened during the whole 

project, especially after it was decided that the redefined development target was to de-

velop a service concept that would support partner organisations’ role in providing regenera-

tive tourism experiences in collaboration with the case organisation. 

In the interviews conducted in the Discover phase, entrepreneurs’ perception of themselves 

as an important and special resource and key actors within national parks, was highlighted. 

Entrepreneurs regarded that as partners of the case organisation, they represented the na-

tional park and, that they were, in some ways, responsible for maintaining and “guarding” it. 

Furthermore, they considered themselves important actors within the national parks since 

they had important local expertise and knowledge and experience related to serving common 

customers. Furthermore, entrepreneurs asserted that due to these factors, they were able to 

observe and monitor the visitors and witness misbehaviour and problems in infrastructure. 

Many entrepreneurs verified this with examples of how they had already adopted a voluntary 

position to report problems to the case organisation or guiding people, e.g., to use the 

marked trails for bikes or camp in designated tent sites. Most of the entrepreneurs were not 

involved as official national park rangers but several thought that they could take that kind of 

a role in the future.  

Furthermore, as already mentioned in chapter 4.2, most entrepreneurs described that it felt 

a natural role for them to share information about nature while they or their nature guides 

were experiencing nature side by side with their customers. One entrepreneur emphasised 

the crucial role of guides, stating, “the guide is like a divine being for inexperienced foreign 

travellers that are afraid of nature”. Entrepreneurs describe this responsible position as a 

fruitful starting point for environmental education, although often it meant that more focus 

had to be put on basic safety instructions, e.g., related to proper clothing and other equip-

ment in nature. 

It was also brought up that some entrepreneurs felt that their role in the national parks was 

undervalued by the case organisation. They saw that the case organisation did not value their 

contribution to providing services to the common end customers in the national parks. Re-

gardless of this, most interviewed entrepreneurs concluded that they wished to be even more 
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involved in protecting national parks and developing sustainable tourism for the benefit of all. 

This indicates that the partners are willing to take an even bigger role in tackling the sustain-

ability issues in national parks, such as curbing biodiversity loss with conservation efforts and 

providing transformative experiences to their customers as a chance to improve the sustaina-

bility of the destination. Moreover, all the interviewees were interested in putting more em-

phasis on educating the visitors, especially with the support of the case organisation. 

Promoting planet-positivity and the needs of nature 

In the workshop data, an emerging theme among both entrepreneurs and case organisation 

was the common mission and interest in supporting “nature positivity” or “positive attitude 

towards nature” through environmental education and shifting perspective in tourism to re-

generative thinking: what tourism can give to the destination so that the ecosystems and peo-

ple in the destination would have a positive impact? In the workshops when solutions were 

ideated, there were many emerging ideas to emphasise the importance of national parks to 

safeguard biodiversity and increase the understanding of the meaning of biodiversity to main-

tain life and people’s wellbeing. 

As established earlier, this thesis uses the term planet-positivity to refer to the positive im-

pact tourism can create on ecosystems and more generally on planetary wellbeing. In data 

analysis, the shared aim to increase this planet-positive attitude was combined with an over-

all positive, solution-oriented mindset, which was recognised as an important element and re-

quirement for encouraging more planet-positive attitudes among stakeholders. In the devel-

opment stage, this perspective was further explored when the regenerative service ideas 

were discussed and illustrated. It was identified that it is crucial to show positive examples of 

environmental actions and give new forms of participation that further encourage people 

from children to adults to learn about caring nature and empathise with it. For example, the 

importance of positive communications campaigns was underlined when developing solutions 

in the stakeholder workshop. In addition, entrepreneur interviews validated this perspective 

referring to how they have managed to support the transformation of the customer’s relation-

ship with nature by providing them with emotional experiences of connecting with nature, 

e.g., by touching a tree mindfully or while walking barefoot in the forest. Another factor that 

was recognised as potentially increasing customer’s engagement to restorative or regenera-

tive activities was making evidence-based information more available. For example, there 

could be more information to show how every saved firewood in the national park led to more 

living trees in the forests. The case organisation could promote this type of planet-positive 

awareness and actions by recognising the businesses’ role as value co-creators and national 

park stewards that have important capacity, knowledge, and motivation to transform end-

customers’ relationship to nature. 
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Strengthening the collaboration of the whole network 

As identified in the desk research at the beginning of the project, the case organisation has 

an important role as an enabler of sustainable tourism in national parks and other protected 

nature areas. In order to further support this role and to shift to regenerative tourism, it was 

discovered in the analysis, that the case organisation should strengthen its role as partner and 

facilitator of the sustainable tourism network. In the interviews, the case organisation was 

described as an enabler but also as “a big brother with whom it is possible to have construc-

tive discussion”.  

The data analysis demonstrated that entrepreneurs expect the case organisation to have a 

more open dialogue with them to better understand their perspective and needs. Further-

more, entrepreneurs stated that there was a need to clarify the roles and responsibilities of 

the case organisation and entrepreneurs, especially in partnerships where partners were rent-

ing and maintaining whole resorts and land areas. This need for clear roles and responsibili-

ties between the case organisation and entrepreneur was also evident in the process of devel-

oping a regenerative service concept that required more frequent and clear communication 

prior to organising the piloting of the conservation activity in Nuuksio National Park. 

In addition, entrepreneurs expect more facilitation of networks and that the case organisa-

tion would bring entrepreneurs together to discuss and share best practices related to sus-

tainable tourism and opportunities for new service development. It was suggested that there 

could be monthly meetings to facilitate information sharing within the network of stakehold-

ers. The need for network building was also demonstrated in the stakeholder workshop as one 

entrepreneur took the initiative to gather contact information of the workshop participants to 

further discuss together and share best practices in a separate meeting. 

Providing tools and best practices to support customer-centric and planet-positive service 

development 

In content analysis, it was identified that to support value co-creation with stakeholders, the 

case organisation should provide tools and best practices to support customer-centric and 

planet-positive service development. Besides adapting and generating a planet-positive and 

regenerative mindset, the case organisation should actively seek to understand the business 

perspective of their partners. One entrepreneur described that besides protecting nature, the 

case organisation has a key role in improving accessibility and inclusivity of national park in-

frastructure to better serve their common customers. Moreover, entrepreneurs emphasised 

that it would be important to them that the case organisation would understand the cus-

tomer-centricity of their services as well as the seasonal nature of tourism and how it affects 

their business. 
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Furthermore, supporting value co-creation for people and the planet as an enabler would 

mean that case organisations would share information related to developing sustainable and 

regenerative tourism in national parks. This could involve providing info sessions, information 

kits, packages, or playbooks to support environmental education and eco-literacy, e.g., re-

lated to invasive alien species, the benefits of wild herbs, or better understanding of natural 

ecosystems in national parks and activities to restore them. It was identified that the entre-

preneurs needed support, especially for creating regenerative services as they missed the 

knowledge related to the ecological and ecosystem needs of the national parks and recog-

nised what interventions can make a positive impact on nature.  

Moreover, the entrepreneurs valued sustainability training and support in marketing. In addi-

tion, it was recognised that the case organisation should be more involved in wilderness guide 

education programmes and provide accessible information and instructions to foreign guides 

that guide tourist groups in the Finnish national parks. 

4.4 Theme 4: Regenerative services and customer value 

The goal of the second round of data analysis was to understand elements that contribute to 

or hinder customer value in regenerative service experiences, or as the service was named in 

the testing phase, “the planet-positive conservation holiday”. In data analysis, it was identi-

fied what elements in regenerative service created value for customers and which elements 

hindered it. The data was collected from the testing phase of the regenerative service con-

cept. 

The original value proposition that was co-created in the third workshop based on the initial 

customer suggested that a planet-positive conservation holiday would provide a traveller: 

• A new kind of meaningful travelling experience that increases the understanding of 

the importance of biodiversity. 

• A meaningful activity and a mission for a holiday and experience of how one can im-

pact to the wellbeing of nature and the planet. 

• A different kind of wellbeing and nature care holiday with a break from daily routines 

and stress. 

Next, based on the concept testing and analysis, the elements that create value for custom-

ers or hinder it are explored based on the customer testing. Also, opportunities for further 

improvement are identified and presented. 

Elements of the value proposition that create value for customer 

Meaningful mission: People want to impact nature loss by doing something concrete 
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In the data analysed from the testing phase, it was evident that there was an interest towards 

regenerative services in the national park among customers. For example, the customer com-

munity of the LeanLab platform found the mission for curbing biodiversity loss important and 

meaningful. 64 % of respondents confirmed in the survey that they would be interested in par-

ticipating in conservation activities in the national park if they could get more information 

about it. 7,7 % of respondents were ready to “book the service immediately”. Arguments in-

cluded, among others, that “each person owes something to nature and that’s why it is im-

portant to dedicate a moment to give something back”. It was also considered important to 

strengthen people’s relationship with nature. Respondents expressed concern about the sus-

tainability of popular nature destinations and anticipated that conservation efforts could be 

one way to restore them. They believed that participating in regenerative activities could 

help them feel that it is possible to do something good for nature. However, it was also rec-

ognised as an important motivating element that there should be information shared prior to 

the activity to communicate what kind of impact or difference an individual’s efforts can 

make. 

Regenerative service supports eco-literacy and gives customers tools to care for nature 

Based on the customer experience feedback (surveys, observations and interviews) from the 

conservation day with the Aalto University international summer school participants in August 

2023, participants indeed felt inspired and that they had contributed to something important. 

The whole group were impressed by the amount of work they did in a short period of time. 

One participant remarked that “it is important to be able to feel that you are giving back to 

the world”. Participants also reported that they had learned about biodiversity, the im-

portance of conservation work and the use of traditional Finnish methods to take care of the 

meadow. They reflected that the activity was easier and more entertaining than they ex-

pected. A couple of participants described the experience as transformational and that they 

would participate again if they were given a chance. In development ideas, participants 

wished to have visual educational material to support the understanding of biodiversity loss 

and to learn more about the place. It was also suggested that the activity could be combined 

with a theoretical lesson prior to the activity. In addition, the participants were interested in 

monitoring the long-term impact of their work. They wished to have a website or other com-

munications channel to be able to see how the restored meadow would look in the future. 

Similarly, based on the customer interviews and the feedback from the LeanLab platform, it 

was stated that the regenerative service should focus on providing a learning experience re-

lated to biodiversity loss and teaching the methods to restore and take care of nature areas. 

Nature guide’s important role was recognised in motivating the participants and helping them 

in understanding the complex connections and processes of ecosystems. Based on these 
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insights, it can be concluded that putting more emphasis on building participant’s eco-liter-

acy in regenerative service experience would create more value for customers. 

Elements of the value proposition that hinder value  

Conservation work is considered as work, not as a holiday 

An emerging theme in the data analysed from the LeanLab platform and customer interviews 

was respondents’ resistance towards working during their holiday. In the service advertise-

ment prototype, the service concept was named “Planet-positive conservation holiday”, thus 

suggesting that the activity would be done while the customer is spending a holiday in the na-

tional park. Several respondents opposed the concept, making it clear that the regenerative 

service experience should not be mixed with a holiday. In total, 17 % of respondents chose in 

the LeanLab survey a response option which stated that “I consider the mission important, 

but I do not want to work during my holidays”. In the discussions, several respondents clari-

fied that, if the experience were to take place during the holiday, there should be more focus 

on providing luxury, rest, and wellbeing and the volunteering should form only a small mo-

ment of the whole holiday. However, this made respondents question the meaningfulness of 

the experience as they saw that it would not be enough to make a difference in nature during 

a short time period. The concept was also compared to the case organisation’s existing con-

cept, the Shepherd holiday experience. Shepherd holiday was described more as a holiday 

since the contribution as shepherd only involved giving water to sheep and monitoring them. 

The respondents also claimed that the shepherd’s holiday idea (customer value) was in the 

fact that it allowed people to spend time in a unique location where they would not have ac-

cess otherwise. 

One respondent suggested that the regenerative activity should perhaps be reframed and 

marketed as a course instead of a holiday. Arguments stated that in the context of a course 

“doing something by hand would not feel like work but learning something new”. Moreover, it 

was discussed that if the participants did not know anything about the subject, it would be 

more natural to emphasise the aspects of learning about ways and activities for caring for na-

ture. In the interviews, people were also emphasising that they were looking for new adven-

tures and transformational experiences in their travels.   

Commercialism raises questions and resistance 

Similarly, respondents in the LeanLab platform raised a concern about the price of the activ-

ity. It should be noted that the service advertisement did not include price, but it was men-

tioned that the “high-level holiday package” would include luxury accommodation in eco-

lodge, food, and other activities. The participant would not pay thus for volunteering but in-

stead for the whole holiday package. On the conservation day with Aalto University students, 
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this dilemma was not present as they participated in the activity as a part of their educa-

tional program. 

Respondents felt contradicted that the holiday would include volunteer work and they would 

still need to pay for the service. It was argued that nature can be helped, e.g., lupins to be 

eradicated, for free. Thus, a recurring theme was the desire for voluntourism experiences to 

be cost-free or include a significant discount for accommodation, reflecting a sentiment that 

contributing to environmental causes should not come with a financial cost. Another concern 

was that the organiser of the activity was a private enterprise. This raised questions and ethi-

cal concerns for transparency, as respondents believed that conservation work in the format 

of voluntourism activity was exploiting the desire to do good for profit. 

Behind this sentiment can be identified the idea that the customers consider that volunteer 

work should always be reciprocal. The respondents underlined that especially in Finland the 

spirit of community work or volunteering demands that the participants are provided with 

free food or paid back in some other way.  

Opportunities for value enhancement 

Recognition or reward as a way to give back to the customer 

Respondents in the LeanLab platform and customer interviews suggested that it would be eas-

ier for them to understand the need to pay for the accommodation services if there would be 

a significant discount or other recognition in exchange for volunteering. They offered exam-

ples of what value the organiser could exchange to make the experience more appealing to 

customers. It was proposed that the food could be free for volunteers or there could be free 

kayak or bike renting or other “bonus” activities in the national park. Others were suggesting 

a certificate for participants as a recognition or planting a dedicated tree for volunteers 

within the national park. It was also emphasised among several respondents that without 

some value-adding extra bonus or reward, they would rather choose to go for a walk in the 

forest, stating that “the concept is missing the element that makes people want to do it”. In 

contrast to this, there were also a couple of respondents who affirmed that for them, it 

would be enough to feel good after working hard and seeing their contribution. 

It is worth noting that based on the analysis, several people had participated before in con-

servation efforts organised by non-profit organisations, such as conservation camps and days 

activities organised by WWF, and that those experiences had included free food and accom-

modation. Thus, this experience was impacting their expectations towards the new concept. 

Another example of planet-positive activity is also Itämeri Plogging project sponsored by sev-

eral enterprises that allows people to kayak for free if they collect trash from the sea while 

kayaking (Itämeri Plogging n.d.). In the LeanLab platform it was also suggested as one option 
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to seek more business partners to sponsor the conservation work and thus enable less costs 

and adding a reward for participants. 

A need for a more inclusive and easier way to participate to planet-positive activities 

Lastly, an emerging theme among the data collected during the testing phase was citizen-cus-

tomers’ willingness to have a more inclusive and accessible way to engage in planet-positive 

activities in national parks. Many respondents expressed the desire to participate in the resto-

ration activities while they visited the national park for recreation. Others noted that they 

did not want to participate in group activities as they did not feel comfortable being in a 

group and felt worried about the group dynamics. 

Some respondents raised concerns that as a public sector organisation, the case organisation 

should provide an inclusive, low-cost activity that would allow anyone to participate without 

investing in a high-cost holiday. They were worried that the planet-positive holiday targeted 

to international tourists would lead to a situation where only higher socio-economic groups 

could participate. In fact, they felt it was the case organisation’s responsibility to enable visi-

tors’ participation in taking care of the public nature. Several respondents underlined that 

they wanted to help nature in national parks and fight against nature loss but while doing so, 

they would rather have a simple accommodation or stay the night in their caravan or in a 

tent. It was also emphasised that it would be important to include a family-friendly option as 

an activity to support the eco-literacy of children. One interviewed parent also saw the con-

cept of regenerative service appealing in case it would help keep youth away from their 

phones. It was also suggested that the case organisation could start providing bins for invasive 

species and creating campaigns to call people to act more for nature. 

4.5 Regenerative service concept from the value co-creation perspective 

During this research-based development work with Metsähallitus, Parks & Wildlife Finland, an 

initial regenerative service concept was ideated, prototyped, and tested with customers in a 

digital community and through contextual prototyping in Nuuksio National Park with a group 

of international students as described in the chapter 3.2.3. The initial co-created service con-

cept can be found in attachments (Attachment 4). This service concept does not include the 

detailed operational side as that part of the service concept is not yet thoroughly developed. 

Thus, it is considered as the next steps in the project that Metsähallitus and the Haltia Lake 

Lodge will continue to develop in collaboration. 

This result section focuses on presenting the key outcome of this thesis: the enhanced value 

creation elements and value propositions for the planet (local ecosystem and society), cus-

tomers, partners, and public authority (the case organisation). The perspective of mutually 

benefiting value co-creation was especially emphasised in the service development, and 
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therefore also the outcome of the thesis focuses on it. Moreover, also the research results 

confirmed that prior to developing the service concept further, it would be essential to look 

more deeply to the value co-creation elements and better understand what elements may 

hinder and what elements strengthen the value for each stakeholder. 

Below, the key elements of the value creation and value propositions are presented in the 

format of a regenerative service concept canvas (Figure 21), which is formulated based on the 

value creation and value proposition elements of Business Model Canvas (Osterwalder & 

Pigneur 2010). Value creation represents the feasibility of the service (what is needed to cre-

ate value) and value proposition desirability of the service (do customers/planet/partners 

want and need the service). To underline the need for mutual benefit for all stakeholders, 

the value propositions are included for every stakeholder. 

   

Figure 23: Value creation and value propositions of the regenerative service concept illus-

trated with the elements of the Business Model Canvas (BMC) (adapted from Osterwalder & 

Pigneur 2010). 

The enhanced value propositions for each stakeholder: 

The value proposition for the planet 

Seasonal nature conservation work and other restoring activities in national parks with guided 

tourist groups support the local nature and its ecosystems (e.g., wildflower meadow 
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maintenance), eradicate alien species like lupins, reduce nature loss and restore the balance 

of the vulnerable circle of life. 

National Park Stewardship increases the awareness of nature loss and promotes nature and 

planet-positivity. 

Value proposition for customers 

Planet-positive stewardship experience offers an inspiring and concrete way to impact posi-

tively to nature and learn about ecosystems and ways humans can care for nature and reduce 

nature loss. 

The experience helps feel empathy and connection with nature, gives hope and reduces envi-

ronmental apathy and anxiety. 

Being a National Park Steward for a day offers a unique reward to volunteers, e.g., a discount 

or coupon to the local regenerative businesses. 

The value proposition for partners 

A new partnership model offers new business opportunities in regenerative tourism and ena-

bles the developing of regenerative nature tourism activities in the national park. 

Collaboration gives access to tools and good practices to support environmental education 

and increase the eco-literacy of international travellers and citizen-customers. 

Hosting a regenerative service provides a way to strengthen the company's inner sustainability 

journey and commitment to sustainable and regenerative values. 

Value proposition for public authority (the case organisation) 

A new partnership model provides an additional means to implement the National Biodiversity 

Strategy of Finland by increasing public awareness, eco-literacy, and harnessing travellers' ef-

forts to reduce and halt biodiversity loss. 

Regenerative service strengthens the role of the public authority in meeting their goals of 

promoting regenerative tourism, supporting the local economy, enabling entrepreneurship, 

and ensuring the sustainability of nature tourism in national parks. 

Key activities, resources, and capabilities in value creation 

Key activities, resources, and capabilities include managing the operational level of the re-

generative services, including communications activities and tour operations. Moreover, the 
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prerequisite is to involve the national park environmental experts and field workers to share 

their knowledge related to place-based restoration needs of the local ecosystems within the 

national park and assist in organising conservation activities. 

It is also crucial to strengthen the collaboration between the key stakeholders and capacity 

building with partners. Another key activity in value creation is hiring and training nature 

guides and biodiversity experts to guide the customers or alternatively, train the partners to 

act as biodiversity guides. In addition, educational materials are needed related to eco-liter-

acy, biodiversity loss and for explaining how actions (positive and negative) of humans can 

impact nature. Moreover, further service development is needed to iterate the service con-

cept, scale it to other national parks and create an inclusive reward system for volunteers. 
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5 Conclusions and reflections 

In this final chapter, the key results of this thesis are explored in the light of the knowledge 

base and theoretical framework. In addition, the research-based development work and its 

methodological choices are assessed, and reflections are shared. Lastly, ideas for further de-

velopment are presented and discussed. 

The purpose of this thesis was to gain a better understanding of value co-creation for plane-

tary wellbeing in the context of regenerative service development. The objective of this the-

sis was to develop a regenerative tourism service concept that engages stakeholders in value 

co-creation for planetary wellbeing. To create such a concept, strategies, including mindset 

changes and design practices, needed to be identified. 

The main development question was: How the case organisation can facilitate value co-crea-

tion for planetary wellbeing in regenerative service development? 

The following sub-questions were guiding the research-based development work: 

1. How the case organisation can support partners in overcoming barriers and harnessing 

motivators to develop sustainable and regenerative tourism services while meeting 

customer expectations for planet-positive, regenerative experiences? 

2. How value co-creation for planetary wellbeing can be considered in the service devel-

opment process? 

The knowledge base of this thesis was derived from the Transition Design (TD) framework and 

so-called planet-positive design approaches, including the concepts of planetary wellbeing 

and regenerative design. These approaches were combined with a service-dominant logic for 

value co-creation, emphasising that all stakeholders play a crucial role in contributing to a 

positive impact on the planet and each other. 

This thesis has followed the three key principles of regenerative organisations to define re-

generative service. According to Konietzko, Das & Bocken (2023, 384) regenerative organisa-

tions (and thus regenerative services) recognise the interconnectedness of human health and 

the health of the planet (single socio-ecological entity), deliver a value proposition of plane-

tary health and societal wellbeing, and strive to have a positive influence on all stakeholders 

(nature, customers, partners, investors etc.) and give back more than it takes. This thesis 

presents as a principal outcome a regenerative service concept (chapter 4.5.) that aims to 

follow these principles. 
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Theory of Change: Shift to regeneration 

The Transition Design framework emphasises the importance of defining the Theories of 

Change when designing major societal transitions (Irwin 2015). As mentioned in the 

knowledge base of this thesis, any way of designing, and especially The Transition Design, 

should be considered inherently as a Theory of Change itself (Carey, Sides & Dorn 2022, 3-5). 

Besides TD and the design process followed in this thesis, the most central Theory of Change 

in this thesis is the recognition of the need for a paradigm shift in the transition from sustain-

ability to regeneration (Bill Reed 2007; Bellato et al. 2022a). This shift to regeneration is 

guided by a transdisciplinary knowledge base of this thesis and by identifying different strate-

gies that are crucial in the transition to regenerative service development and supporting 

value co-creation for planetary wellbeing. Next, these identified strategies are presented and 

discussed. 

Identified key strategies: 

• Recognition of enterprises and customers as stewards of national parks to better 

support the common vision and the stakeholders’ role in caring for nature and tack-

ling biodiversity loss by restoring and regenerating ecosystems. 

• Strengthening the capacity of partners as catalysts of change and environmental 

educators, by strengthening the collaboration of the whole partner network and by 

providing tools and best practices for developing regenerative, customer-centric and 

planet-positive services. 

• Promoting a regenerative, planet-positive mindset to the whole value network 

through supporting the eco-literacy skills of all stakeholders, including the employees 

of the case organisation, and through including the perspective of nature as a stake-

holder in service development to increase empathy and enhance the inner sustainabil-

ity of people and organisations. 

These service development strategies that harness service design methods and tools can 

enhance the inner sustainability and eco-literacy of organisations and individuals and boost 

the cultural transformation needed to shift from sustainability to regeneration. The identified 

strategies follow the four areas of Transition Design: Vision, Theories of Change, New ways of 

designing and Mindset shift as together evolving areas of knowledge, action, and self-reflec-

tion (Irwin 2015). 

Rethinking stewardship in national parks 

As the research findings of this thesis demonstrate, the case organisation should recognise 

both the nature enterprises and customers as “national park stewards” and enable and en-

courage them to take responsibility of protecting and restoring the destinations. As 
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mentioned in the knowledge base, this role of guarding planetary wellbeing is recognised as 

one of the key aspects of “destination stewardship” that drives regenerative tourism (Bellato 

et al. 2022b, 320-321.) Especially the businesses offering tourism services could take a lead-

ing role as “catalysts of change” as Bellato et al. further propose (Bellato et al. 2022a, 8). 

This was verified in the results of this thesis when the partners of the case organisation 

showed motivation for taking a bigger role in environmental education and guiding their cus-

tomers and visitors in national parks to understand the importance of environmental actions. 

They also underlined that they wished to have more recognition as important actors within 

national parks. 

The case organisation would need to not only allow this role to the nature enterprises, but it 

would be also beneficial to provide the partners more opportunities for open dialogue, net-

working and capacity building related to eco-literacy and environmental education. The best 

practices and tools should be gathered, co-created, and shared among all stakeholders. Fur-

thermore, results indicate that it would be important to acknowledge and fight against envi-

ronmental apathy which was recognised as a common mindset and barrier to sustainable prac-

tices among customers and also among some entrepreneurs. 

However, instead of blaming people for a lack of concern for the environment in front of 

overwhelming global problems, it would be important to normalise different environmental 

feelings and emotional reactions and help people shift from learned helplessness to environ-

mental action. This is essential because it is recognised that regardless of feeling concerned 

for the environment or having eco-anxiety e.g., related to climate change or biodiversity loss, 

learned helplessness is a common barrier to environmental action (Landry, Gifford, Milfont, 

Weeks & Arnocky 2018). Thus, even emotional reactions that are interpreted as apathy might 

indicate more of a state of being overwhelmed. In conclusion, the results of this thesis sug-

gest that enabling more ways to participate in tackling biodiversity loss and climate change 

and showing the impact of people’s efforts could provide ways to reduce learned helpless-

ness. 

As described in the knowledge base, Enqvist et al. (2018, 24) link together three dimensions 

of stewardship: agency, knowledge, and care: 

• Care refers to emotional connection and feelings of responsibility towards the cause.  

• Knowledge refers to understanding and information related to the systems that are 

being cared for. 

• Agency refers to the most used meaning of stewardship as active doing. It can be 

seen as referring to the capabilities of people and organisations to act and create im-

pact.  
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All three dimensions were identified in the results in this thesis, confirming that all these 

three dimensions are necessary to enable stewardship in national parks and to facilitate value 

co-creation for planetary wellbeing. Next, the dimension of care as inner sustainability and 

empathy and the dimension of knowledge as eco-literacy in the context of the research-based 

development work are explored further. 

The mindset change: inner sustainability as a key driver for stewardship 

The research insights and theory basis of this thesis demonstrate (e.g., Konietzko, Das & 

Bocken 2023, 384) that developing both sustainable and regenerative tourism calls for a 

change of a mindset towards the planet and nature, a more positive, regenerative mindset of 

“giving more than taking”. Without a doubt, the role of an open mindset is a crucial element 

in every design process as it is at the very core of design to seeks to create new solutions. 

However, the Transition Design approach calls for a radically new kind of reflective mindset 

as a foundation for accelerating transitional change (Irwin 2015).  

Moreover, as Enqvist et al. (2018, 23-24) point out, it is worth being aware that people give 

different meanings to stewardship, and it is usual that individuals and groups of people have 

different motivators for acting for caring the natural resources. Thus, cultivating inner sus-

tainability involves everyone challenging their worldviews and being open to understanding 

each other’s perspectives, including the perspective of nature. Recognising this inner-driven 

perspective on stewardship and regenerative tourism is important to be able to provide value 

for all stakeholders. In this research, these multifaceted meanings, and varying levels of inner 

sustainability of different stakeholders were also identified in the data, and they were consid-

ered when developing value propositions. 

The findings indicate that among stakeholders, both customers and partners and the compa-

nies they represent, hold very different levels of inner sustainability. Some people take serv-

ing nature for granted, for others developing the sustainability of their business is something 

that is more something mandatory in order for them to continue the business.  

It can be concluded that the case organisation, with a responsibility to protect natural ecosys-

tems and biodiversity in state-owned lands, should actively seek new ways to seed and facili-

tate empathy, hope and a positive mindset towards nature and planetary wellbeing among all 

stakeholders. This further requires that the case organisation would not aim to monitor sus-

tainable tourism but rather would adopt a new role of so-called “ecosystem orchestrator-ena-

bler” to navigate the joint journey towards a nature and planet-positive Finland. Orchestra-

tors of ecosystems are considered leaders who do not lean on “command-and-control” gov-

ernance but instead rely on persuasion to align participants' voluntary contributions to benefit 

the whole ecosystem and its purpose (Autio 2022). 
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Eco-literacy as a key citizen skill of the 21st century 

The research findings of this thesis demonstrate that becoming eco-literate is crucial to cus-

tomers and partners to be able to act as biodiversity stewards for national parks and nature 

more general. It involves learning to better understand ecosystems and how to recognise 

harmful changes or impacts (e.g., caused by human or invasive species) and the long-term 

and complex changes in the environment. As emphasised in the knowledge base, eco-literacy 

combined with inner sustainability can also be beneficial as a means to evoke empathy to-

wards different species and social groups (Wahl 2005, 15). This is important because the 

health of the ecosystems have direct consequences for human health (e.g., Marselle et al. 

2021). 

If eco-literacy is indeed so crucial for the whole humanity, as Daniel Christian Wahl (2006) 

recognises and the results of this thesis suggest, environmental education should be a joint 

effort of different industries and sectors. However, the recognition of eco-literacy in societies 

varies and the research seems to be focused on environmental education at schools. One posi-

tive step is that education experts have already listed environmental literacy as one of the 

key skills of the 21st-century to succeed in life, work, and citizenship in the Framework for 

21st Century Learning (Partnership for 21st Century Skills 2019). The importance of eco-liter-

acy is also increasingly considered a crucial skill for designers (e.g., Valenzuela-Chapetón 

2023; Wahl 2006). 

Therefore, it is obvious that the need for eco-literacy goes beyond the context of regenera-

tive tourism. However, as Metsähallitus holds an important duty to reducing the biodiversity 

loss in Finland and paving the way towards a nature-positive Finland, recognising the im-

portance of eco-literacy and promoting environmental education as part of their work would 

be a crucial step in developing regenerative nature tourism. Especially in times of economic 

turbulence, it becomes fundamental to work increasingly in collaboration with a wide range 

of stakeholders, such as experts in education, non-profit organisations, and enterprises for 

this common goal of bringing learning and transformational experiences also in the field of 

tourism. Therefore, it would be important to share this understanding to other sectors as 

well, including decision-makers. 

The new ways of designing — recognising nature as a stakeholder 

Transition Design framework used in this thesis proposes to actively seek new ways of design-

ing as a crucial area when designing for societal transitions (Irwin 2018). In the context of this 

thesis, the emphasis has especially given in consideration of the multiple ways design can en-

courage stakeholders to create value for planetary wellbeing. 
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In this research-based development work, the planet or nature, specifically the local ecosys-

tem of the Nuuksio National Park, was considered one of the key stakeholders as part of the 

design process. This approach is less conventional in human-centric service design and service 

development, although there are a growing number of recommendations to include more non-

human stakeholders or planetary perspectives in the design process (e.g., Kortetmäki 2021; 

Design Council 2021; Talgorn & Ullerup 2023). Taking the perspective of nonhuman stakehold-

ers into account is especially important in the context of designing for systemic change and 

societal transitions, e.g., when designing interventions for biodiversity loss like in this thesis. 

However, the author of this thesis recognises a growing potential in including nonhuman 

stakeholders also in the design projects where animals play a key role within the service as a 

service user, e.g., veterinary or animal training services. 

The perspective of nature as a stakeholder was included in the Develop stage of the design 

process when value propositions were developed in a co-creation workshop. At that stage, it 

became crucial to understand what value the regenerative service concept and other stake-

holders could create for nature and what were the biggest “painpoints” from the perspective 

of nature. 

Veselova (2023) notes that including nonhuman stakeholders can benefit the design process in 

three ways: by challenging the harmful unsustainable systems and structures, by shifting col-

lective mindsets towards the common cause, and by creating solutions that are better aligned 

with sustainability. In this thesis, especially the two latter aspects were particularly evident. 

Since the value proposition canvas was originally designed for human stakeholders, the work-

shop participants commented first that they felt a little strange to consider nature as an ac-

tor and trying to imagine what its painpoints, gains and jobs-to-be-done would be. However, 

they were open-minded to test the new approach. It turned out that considering the perspec-

tive of nature as a stakeholder provided a fast way to crystallise the common goal and the 

root cause that the team had struggled to address. Moreover, designing the value proposition 

for the planet also supported designing the value proposition for the customer and other 

stakeholders. The participants seemed inspired by the design activity and saw that the ap-

proach was useful for building a shared understanding.  

It is worth noting that one of the participants in the co-creation workshop was an environ-

mental educator from the case organisation who normally works with school children to teach 

them about nature. The person also leads educative conservation activities in national parks. 

This may have impacted the success of the design method as other participants felt more con-

fident in suggesting the potential perspectives of nature while the environmental educator 

supported them to interpret better the needs of nature. The crucial role of the nature & bio-

diversity guide was also highlighted in the customer experiences of the conservation activity. 
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It was considered valuable that the guide was able to explain the complex relationships 

within the ecosystems and the interventions humans could take for caring nature. The author 

of this thesis had a similar experience because discussions with people with a high level of 

eco-literacy, like the nature guide and the fieldworkers of the national park, helped making 

gradually more sense of the needs of the local nature and learn more about the complex is-

sues of the ecosystems in general. These people have years’ experience of observing the 

changes that take a long time to happen. 

These experiences suggest that it could be beneficial to include highly eco-literate people in 

the design process as interpreters of non-human stakeholders and complex natural systems. In 

the future in the context of regenerative tourism, nature enterprises could take this role if 

they have built their eco-literacy and have the capacity for environmental education. The re-

sults suggest that already many nature enterprises are willing to take more role in educating 

their customers and partners on biodiversity issues. 

Unlike the other stakeholders, nonhuman stakeholders cannot participate in the co-design 

events, nor they cannot be interviewed like human stakeholders. Therefore, it is essential to 

invent more creative and experimental ways to understand the needs of the nonhuman stake-

holders and include their perspectives in the design process. Therefore, it is crucial to collab-

orate with the people who have the knowledge to support this understanding and may in-

crease the eco-literacy of other stakeholders. In the worst-case scenario, with the lack of sci-

entific-based information about other species and ecosystems, the design team may end up 

making bold and potentially harmful assumptions about the needs of nonhuman stakeholders 

or even whole ecosystems. 

Furthermore, Root-Bernstein, Douglas, Smith et al. (2013) point out that people tend to an-

thropomorphise a very broad variety of species, also plants and this tendency can be har-

nessed beneficially as a tool in the conservation work. Anthropomorphising means acknowl-

edging similarities between people and “the anthropomorphised object”, or nonhuman stake-

holder, as defined in the context of this thesis. It can also mean speaking metaphorically 

about the nonhuman stakeholder. Anthropomorphising the nonhuman species is criticised be-

cause it could also lead to e.g., adding negative human features to non-human species. Thus, 

it is important to be careful when giving human features to nonhuman stakeholders. However, 

these dangers are considered less harmful than not including the perspective of nonhuman 

stakeholders at all or not using empathetic anthropomorphism as a tool for creating empathy 

and understanding towards nonhuman stakeholders. (Root-Bernstein et al. 2013.) Thus, even 

though it is good to be critical when bringing nature or other nonhuman stakeholders as ac-

tors or “characters” into the design process, even more caution should be applied if those 

stakeholders are excluded totally from the process. 
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In conclusion, this inspiring although limited design experience of including a perspective of 

nonhuman stakeholders in the design process with the support of design tools and the people 

who can work as “interpreters of nature” verifies that considering nature as a stakeholder can 

be beneficial for the design project, especially when it is crucial to better understand nature 

and complex ecosystems. The experience of the design team in this research-based develop-

ment work suggests that this approach may increase the understanding of planetary wellbeing 

and build the eco-literacy of the participants and empathy towards nature and ecosystems, 

thus supporting value co-creation for planetary wellbeing.  

5.1 Learnings and reflections 

In this subchapter, this research-based development work and its process is assessed from 

various perspectives. 

This research-based development work has been a multifaceted, sometimes frustrating but 

exciting journey to unknown fields, for the author of the thesis but also undoubtedly for the 

whole design team, as regenerative tourism and overall regenerative services are standing on 

an emerging field without established design methods or tools. In many ways, the topic of 

tackling biodiversity loss stands on no one’s land, and yet everyone’s. This describes perhaps 

best the nature of the challenge. 

This research-based development work followed a traditional Double Diamond model, adding 

new elements like the consideration of nature as a stakeholder along the way. It is difficult to 

estimate how the process, or the outcome would have looked if another service design pro-

cess model, e.g., Design Council’s Systemic Design Framework, would have been applied (De-

sign Council 2021). Discover-define-develop-deliver approach was guiding the process to focus 

on understanding the partners’ perspective in the early stages of the design process. In hind-

sight, it would have probably proved beneficial to start the design process with a shared vi-

sion setting (like in the Systemic Design Framework) where all the stakeholders, including dif-

ferent experts of the case organisation, citizens and nature and other travel enterprises 

would step into the same space and co-create a vision of the future together already in the 

beginning. However, a focus on the needs of partners made it possible to get a good overview 

of the complex issues of, for instance, misbehaviour in national parks or environmental apa-

thy, that are causing trouble in the field of tourism from the perspective of humans. This 

deep insight into the enterprises’ (and at the same time customer’s) reality also provided a 

good foundation for supporting the partners’ role as value co-creators. 

This thesis has underlined the role of value co-creation, emphasising that all stakeholders 

play a pivotal role in regenerative service development contributing to positive outcomes for 

the planet and each other. However, a couple of words should be said about the level of co-

creation during this research-based development work. First, co-creation should not merely 
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aim to enhance societal participation in predesigned processes, but it should be a continuous 

open dialogue that engages relevant stakeholders and citizens (Ansell & Torfing 2021, 7). In 

retrospect, more citizen-customers, decision-makers, and field experts or other environmen-

tal experts from the case organisation would have been important to be involved in the co-

creation throughout the development process. These people could have helped ensure that 

the ideas would have been more relevant for the benefit of the nature and case organisation 

and that the customer perspective would have been considered more strongly in the begin-

ning. Moreover, a stronger emphasis on co-creation would have been important, because, as 

Irwin (2015, 969) highlights in the Transition Design approach, enabling stakeholders to find a 

shared definition of the problem and its complexities and connections, is crucial prior to de-

signing interventions. 

Thus, bringing all stakeholders into the same space would have enabled a common under-

standing of the issues. Now the participation and commitment of the steering group of the 

case organisation along the process was varying and people who participated in different 

stages of the design process were constantly changing. For example, from the initial steering 

group, several people were not participating in the later stages of the development process. 

This was partly due to the structure of the organisation. Since the case organisation and the 

areas of responsibilities are organised based on regions, it meant that when it was decided to 

develop a solution and test it in the Nuuksio National Park, the work shifted its focus on col-

laborating with the Finnish Nature Centre Haltia and the people responsible for the Nuuksio 

National Park and other parks in the coastal area of Finland. Perhaps this change of people 

could have been avoided by making it more clear already in the beginning that the participa-

tion, and commitment of certain experts and decision-makers from the case organisation was 

crucial throughout the process. However, it should be further acknowledged that it was often 

challenging to find common times with the managerial staff of the case organisation even for 

organising smaller meetings. These realities impacted remarkably the design process and the 

availability of the people to contribute to and engage more systematically in co-creation. 

It could be concluded that the varying level of participation and the selected design process 

led to a situation where it took a longer time to establish and name a shared definition of the 

design problem. As explained earlier in this chapter, only after the value propositions were 

made, it became clear that the design solution would tackle biodiversity loss. Prior to that, it 

was clear that the regenerative service concept would help the enterprises to participate in 

creating a positive impact for nature of the national park, but the issue was not considered 

from the point of view of the nature or ecosystem, or at least it was not explicitly named. 

However, most stakeholders were likely implicitly aware of the biodiversity loss as an urgent 

crisis of nature, and that drove their overall concern for the environment. Nevertheless, they 

were not saying it explicitly. Remarkably, it was essential to create a value proposition for 

nature as a stakeholder before the problem from the perspective of the planetary wellbeing 
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was defined. If the starting point of the research-based development work would have been a 

shared mission to find ways to tackle biodiversity loss or create place-based insights related 

to nature as a stakeholder, this would have probably impacted considerably also to the pro-

cess and methods used during the design process, probably some ways streamlining the pro-

cess of defining the problem from more systemic perspective. However, this design process 

demonstrated that even following the traditional Double Diamond design process model, 

which is usually used for human-centric design it is possible to find new ways of designing and 

generating value for all stakeholders, when new elements are added to the design process, 

like planet-positive perspective and consideration of nonhuman stakeholders. It could be con-

cluded that there is still room and need for human-centric approaches that help organisations 

to understand the perspectives of human stakeholders and recognise opportunities to guide 

people to be change makers while co-creating authentic value for themselves as customers. 

Lastly, this research-based development work has also challenged the nature relationship of 

the thesis author. Undoubtedly, this project has increased the author’s level of eco-literacy, 

as even the nearby nature seems suddenly much more complex, an intriguing web of compli-

cated relationships. The design process has also raised new questions related to humans’ rela-

tionship with the planet. Do we as humans have the right to decide which species are harmful 

and in which context? Why one species can be defined as a harmful, invasive alien species in 

one place but elsewhere it is welcome? Can humans be considered invasive species? Where 

goes the limit of caring and patronising nature? These quite provocative questions could be 

interesting starting points for complex moral discussions. However, instead of emphasising 

potentially conflicting perspectives, it is more important to find common ground and solution-

oriented perspectives. Therefore, there is a need for using more planet-positive design ap-

proaches that bridge the gap between the human and natural world and provide these shared 

spaces for collaboration and a set of tools for awakening empathy towards all stakeholders. 

Further takeaways and reflections 

One learning takeaway was related to the differences of analysis in service design approach 

and content analysis. It was interesting to compare the sensemaking approach of service de-

sign that was done during the early stages of the development work and the results of the re-

search-based content analysis conducted at a later stage. Both approaches provided valuable 

insights, and they were also in line with each other. However, content analysis provided re-

markably deeper findings and meanings that would not have been possible with a more super-

ficial sensemaking. This argues for the importance of aiming to use more systemic methods in 

organisations when developing services. Any insights can be valuable but in order to go 

deeper, especially more structured content analysis methods can provide deeper, more evi-

dence-based insights. 
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It should be noted that conducting this thesis in two languages posed some challenges. The 

collaboration with the case organisation and stakeholders was done mainly in Finnish, exclud-

ing a couple of customer interviews and contextual prototyping. In Finnish, it is not similarly 

common to use the term “sustainability” as it is in English to refer to sustainability of an or-

ganisation. In fact, often the broader term “vastuullisuus/ vastuullinen matkailu” (responsi-

bility / responsible tourism) is used, especially in the context of businesses and individuals 

and their responsibility to do their part. This terminological jungle became an even bigger 

challenge when everything was needed to translate to English for this report. However, it has 

been a strategic choice to use the terms sustainability, sustainable tourism, and regenerative 

tourism to communicate the shared nature of environmental challenges instead of highlight-

ing solely the responsibility of a company or an individual. Moreover, an emphasis has been 

placed on creating a new paradigm of regenerative tourism, and thus the most terminological 

choices that are clarified at the beginning of this report are limited to the context of regener-

ative services and planet-positive approaches. 

5.2 Future perspectives 

In this final chapter 5.2., the results of this thesis are discussed with a perspective on the fu-

ture, including possible next steps for the further development of the regenerative service 

concept and the application of the findings in a wider context. 

The next step would be to continue developing the service concept with the delivery phase of 

the design process. Since this thesis’s research-based development work only covered value 

creation and value propositions aspect of the BMC, it would be necessary to develop the miss-

ing elements of the business model canvas, as Kabil et al. (2023) recommend for voluntourism 

business concepts in order to clarify the different roles of the stakeholders and make sure 

that the operational model will work in practise and is transparent to customers. As research 

findings suggest, people might consider the business-driven volunteering activities suspicious. 

Thus, it is important to communicate clearly the purpose of the partnership and the reason 

behind the public-private partnership in organising a voluntourism activity. Therefore, the 

crucial next step would be to continue developing the business model canvas together with 

nature enterprises and customers. Moreover, it would be crucial to apply BMC if the service is 

scaled to other national parks and new partnerships, as every new context require defining 

the roles of the different stakeholders and experts separately. Moreover, when developing 

the service in other national parks, it is crucial to take a place-based approach and aim to un-

derstand the needs of the local ecosystem. 

As findings show, there is a need to further enhance the final value propositions for customers 

and consider ways to reward the customers for their actions for nature. This may be different 

in the context where the participant is not expected to pay to participate in the experience, 
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i.e., if people are participating in the conservation activity as part of their employee retreat. 

As research findings show, customers do not consider that the regenerative service is desira-

ble enough that they would pay for it or for a holiday package that includes the experience if 

the only “reward” they get would be joy for helping the planet. In short, they expect a higher 

value proposition. If the value proposition is not enhanced, there is a risk of “value co-de-

struction” where the service is not perceived as mutually beneficial (Hansen 2019). 

Furthermore, there is a need to develop alternative regenerative service concepts within na-

tional parks that enable more inclusive ways of participation to tackle biodiversity loss, espe-

cially for people from lower socio-economical background. This is crucial because especially 

citizen-customers expect inclusive services from the governmental organisation. Moreover, as 

already recognised, tackling wicked problems, like biodiversity loss, should be a joint effort 

in society and should thus not only be limited to a niche market for high-income tourists. The 

research findings further suggest that especially the citizen-customers consider that it should 

be their “right as citizens” to be able to participate in such an important common cause. 

In collaboration with the nature entrepreneurs and customers, the case organisation could 

continue designing more regenerative service concepts, such as “first aid courses for nature”, 

combining the small acts for nature while building the eco-literacy of people. There are also 

many options for regenerative “self-service” concepts that were acknowledged in the results. 

They may work best in the context of national parks where most people tend to go on self-

organised trips. This could be done, for example, by harnessing digital technology and gamifi-

cation, encouraging people to collect points when doing small actions to nature, like gather-

ing information related to ecosystems with citizen-science initiatives. Through co-creative 

brainstorming, it is possible to find more ways to engage nature entrepreneurs to participate 

in organising also these kinds of experiences and find ways to co-create value for all stake-

holders. These types of concepts would strengthen the idea of national parks as “experience 

environments”, a concept introduced by Prahalad and Ramaswamy (2004, 5-8). In the experi-

ence environment, customers can actively tailor their experiences to suit their personalised 

situations, selecting the ways they wish to participate in co-creating value for themselves and 

the planet. 

In this thesis, the Transition Design framework was not followed as a design process but con-

sidered more like an additional theoretical model that helps understand the nature of societal 

transitions and interventions. The three phases (Figure 24) of the Transition Design suggest 

that designing for societal transition is a continuous cycle of reflecting on the present mo-

ment and future visions, designing interventions, and then waiting and observing to see how 

the system responds (Irwin 2018). In this context, the regenerative service concept that was 

developed can be considered as one design intervention with the potential to impact to a 

larger shift from sustainability to regeneration in the society. The model highlights how, a 
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planet-positive design aiming at regeneration and planetary wellbeing, is “a journey one 

needs to begin but which does not have an end”. One interviewee used this description when 

discussing the need for organisations to develop their sustainability but is it perhaps even 

more true with regeneration as a goal. The mindset shift and vision setting to regeneration 

extends the future goal and makes it visible that contemporary organisations should contrib-

ute to planetary wellbeing positively by doing more than simply avoiding negative impacts. 

This should be a continuous effort. 

 

Figure 24: Transition design phases (Irwin 2018). 

As recognised at the beginning of this thesis, terms like regenerative service include a risk for 

unintended greenwashing, making environmental claims without evidence. Therefore, it is 

important to be transparent about the intended aspirations of each intervention and find 

ways to monitor the change. One way to strengthen the transparency of the regenerative ser-

vice concept developed in this thesis would be to develop a “story of the place” as Reed 

(2007, 678) proposes. This has already been an intent of the case organisation, and it has 

been discussed that there could be a webpage for demonstrating the impact that travellers 

have made possible, including before and after photos of the restored or regenerated places 

such as the meadow in Nuuksio National Park. 

Incorporating place-based approach to design even more thoroughly is important because it 

can help strengthen the connection between the people and the place (Reed 2007, 679). 

Thus, for future development, it could be valuable to take the place-based approach into ac-

count already from the beginning of the development project in order to monitor the change 

from the beginning. There is also a need to develop design toolkits for planet-positive and 

place-based design to understand better what are all the environmental, cultural, and eco-

nomic aspects that need to be considered when aiming to strengthen the planetary wellbeing 
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of a place. Perhaps the service and transition designers need to lend and blend even more 

tools with other disciplines, such as social sciences, environmental sciences, and urban de-

sign. 

In the course of this thesis, numerous lessons were learned about designing regenerative ser-

vices and, more broadly, related to the cultural shift needed towards regeneration. The in-

sights gained through the research and design process can hopefully benefit other organisa-

tions seeking ways to give back to the planet and harness service design for mutual value co-

creation for regeneration. The gained understanding of value co-creation with and for stake-

holders and the identified strategies to support it could be applied to other contexts and 

other organisations as well. After all, the need to boost eco-literacy and stewardship for na-

ture is evident in every sector, in order the societies to meet the Global Goal for Nature by 

2030 (Locke et al. 2021). 

The companies have already a growing societal pressure to communicate their sustainability 

performance, also in the level of the European legislation due to the new Corporate Sustaina-

bility Reporting Directive (e.g., European Commission n.d. -b). However, to begin their jour-

ney towards regeneration, organisations need first to become aware of the shift needed be-

yond sustainability. The dominant paradigm across society is heavily focused on avoiding neg-

ative impact rather than aiming to leave a positive ecological handprint by actively restoring 

and supporting the ecosystems to regenerate. To embrace this goal, the organisations should 

adapt a fundamental mindset shift in their inner sustainability and start seeking new, more 

holistic ways of collaborating with their stakeholders to find solutions that provide value to 

all stakeholders. In addition, or perhaps most crucially, the organisations should seek to in-

clude the perspective of the nature and other nonhuman stakeholders to any development 

project that impacts the wellbeing of the ecosystems. It could mean aiming to understand 

how the services and products of the organisation could provide value to these stakeholders, 

e.g., by designing value propositions, as done in this thesis. 

As environmental designers Berg, Manninen and Vanni (2023) write, especially designers 

should be positioned on the frontline of the sustainability challenge, even though it is likely 

to be our hardest and most demanding design challenge ever. On a positive note, this thesis 

suggests that service design can indeed provide methods and tools for enhancing the inner 

sustainability and eco-literacy of organisations and individuals and boosting the cultural trans-

formation needed to shift from sustainability to regeneration. While continuous learning and 

the development of methods and tools for planet-positive design are still crucial, the beating 

heart of the journey is the collective commitment to becoming stewards of nature — as indi-

viduals, as organisations, and as societies. 
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Attachment 1: Field guide / partner interviews (in Finnish) 

 

Haastattelun tavoite: ymmärtää paremmin yritysten käsitystä kestävästä matkailusta, vastuullisuudesta ja 

vastuullisuuden haasteista kansallis- ja luonnonpuistoissa sekä heidän odotuksista yhteistyölle Metsähalli-

tuksen kanssa 

 

Yritystoiminta 

 

Kertoisitko yrityksestänne/yrityksestäsi? Minkä alan yritys, koko, sijainti? 

Minkälaista toimintaa teillä on kansallispuistoissa / luonnonsuojelualueilla? 

 

Vastuullinen / kestävä matkailu kansallis-/luonnonpuistoissa 

Mitä kuvailisit vastuullisuus/kestävyys kysymyksiä kansallispuistoissa? Mikä on mielestäsi suurin haaste tai 

ongelma nykyisessä toimintaympäristössä?  

Miten omassa yritystoiminnassa on huomioitu vastuullisuuskysymykset ja kestävä matkailu? 

Onko teillä ympäristösertifikaatteja? Minkälaisia? Miten suhtaudut niihin? 

Miten yrityksessänne ymmärretään vastuullisuus, entä kestävä matkailu? 

Ovatko yrityksesi asiakkaat ottaneet esille vastuullisuuteen liittyviä teemoja? Mitä ja miten? 

Entä ilmastonmuutokseen liittyviä teemoja tai huolia? 

Onko teillä vastuullisuuteen / kestävyyteen liittyvää asiakaslupausta tai tavoitetta? 

Miten uskot, että asiakkaasi näkevät vastuullisuustoimintanne? 

Uskotko, että kuluttajat vaativat näyttöä vastuullisuudesta yrityksiltä entistä enemmän? 

 

Yritykset kansallispuistoissa 

Mitä vastuullisuustekoja / kestävyystekoja kansallispuistoissa / luonnonsuojelualueilla toimivilta yrityksiltä 

voi mielestäsi odottaa? 

Miten näet, että yrittäjät voisivat toiminnassaan paremmin huolehtia luonnosta? 

Miten yritys voi tukea asiakkaan luontosuhdetta? Kuuluuko se yritykselle? 

Huomioitteko te paikallisia sosiaalisia kysymyksiä toiminnassanne? Miten? 

Voivatko vastuullisuusteot tai -puhe vaikuttaa negatiivisesti asiakaskokemukseen? Miten? 

 

Yhteistyö Metsähallituksen kanssa 

Onko yrityksesi Metsähallituksen sopimuskumppani? 

Miten aktiivisesti teet yhteistyötä Metsähallituksen kanssa? Millaisena koet yhteistyön? (Miltä se tuntuu?) 

Minkälaisena koet Metsähallituksen roolin suhteessa yrityksiin? 

Onko sinulle selvää, että mitä Metsähallitus odottaa yrityskumppaneidensa vastuullisuudelta? 

Oletko saanut Metsähallitukselta tukea yrityksesi vastuullisuuteen? 

Pitäisikö Metsähallituksen arvioida yritysten vastuullisuutta? (Miten? Jos ei, niin miksi ei) 

Mittaatteko omaa vastuullisuuttanne? 

Minkälaista tukea odotat Metsähallitukselta tai toivoisit lisää? 

Mikä motivoisi sinua yrittäjänä tekemään entistä enemmän vastuullisuustekoja ja viestimään niistä tai muu-

ten kehittämään toimintaa kestävästi? 
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Attachment 2: Customer interviews field guide (In English) 

The goal of the interview: to understand better the needs and expectations of the travellers and get feed-

back for the initial idea of the “Nature Care Holiday” 

Background questions 

What kind of traveller are you? 

What are the most typical kinds of travels you have had? 

What are important factors to you when you plan your next destination? 

Do you do nature tourism? E.g., visit National Parks? 

How would you describe your relationship to nature? 

Regenerative travel & sustainability 

Do you consider yourself as a responsible tourist? Why yes /or no? 

Do you consider your carbon footprint when you travel? 

If you do nature tourism, do you consider the wellbeing of the environment? 

Have you heard about regenerative travel / tourism? 

Do you know what is it? (Regenerative travel or tourism is a form of ecotourism where the traveller contrib-

utes to the local destination positively doing something concrete, e.g., volunteering in environmental con-

servation) 

What do you think of regenerative tourism? Do you see it as something that you would be interested in? 

Why/ why not? 

Case example 

Imagine that you would travel to Finland for a holiday. There is a local accommodation and nature services 

company that is located within one of the most popular National Parks, The National Park of Nuuksio (lo-

cated within 30 minutes from the capital of Helsinki). 

 

The local company provides high quality cabin lodge accommodation and nature experiences. One of their 

newest experience package is Nature Care Holiday weekend where they have partnered with the authori-

ties of the National Park of Nuuksio to provide travellers a holiday where they can participate in restoring 

the local nature areas while learning about the importance of biodiversity. 

The Nature Care Holiday includes an experience where you can participate in restoring the biodiversity in 

the area. In a group activity, you are taken to the old farmland inside the National Park that needs some 

work in order to be transformed back into a blossoming meadow with rare species. During the experience, 

you visit one of the already restored meadows to see why it makes a difference to restore these land ar-

eas. 

 

You would volunteer with your group for 2-4 hours to make an impact, e.g., by mowing and learning how to 

do the haystack. The tools are provided, and your tour guide will share many local stories about the history 

of traditional Finnish farming during the experience. The whole experience also includes an orientation 

where you will learn about the efforts that are needed for guarding the diversity in the park. 

Questions related to the service concept 

How does this experience sound to you? 

Which part of the experience you like the best? 

What don’t you like? 

How would the experience make you feel? 

What would you improve? 
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Attachment 3: Participant survey form 
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Attachment 4: Planet-positive conservation holiday service concept 
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Planet-positive conservation holiday concept
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