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A	
  3	
  workshops	
  programme	
  aiming	
  to	
  help
product	
  orientated	
  SMEs	
  to	
  explore	
  how
thinking	
  in	
  terms	
  of	
  services	
  and	
  applying
more	
  customer	
  centered	
  innova=on
approaches	
  could	
  benefit	
  their	
  businesses.
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Programme	
  organisers:

Designers:

Support:

Helen	
  Fogg,	
  IEED:
Project	
  Manager	
  for	
  the	
  Innova=on
for	
  Growth	
  project.

Daniela	
  Sangiorgi,	
  Imagina=onLancaster:
Project	
  Manager	
  for	
  Think	
  Services

Gavin	
  Maguire,	
  Engine	
  Service	
  Design
Facilita=on	
  workshop	
  2

Steven	
  Johnson,	
  The	
  Hub
Facilita=on	
  workshop	
  1

Lakshmi
Vijayakumar

Andrenna
Carou	
  D’souza

Roger
Whitham
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SMEs
‘servi=sa=on’
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Increasing	
  offering	
  of	
  “fuller	
  market	
  packages	
  or	
  ‘bundles’	
  of	
  customer
focused	
   combina=ons	
   of	
   goods,	
   services,	
   support,	
   self-­‐service	
   and
knowledge”	
  (Vandermerwe	
  and	
  Rada,	
  1988:	
  314).

SMEs - Servitisation
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Commoditisation &
market maturity

Demand for
customisation &

efficiency

Accumulated
experience and
specialisation



SMEs - Servitisation

ServDes 2012 - Helsinki February 2012

-­‐	
   Compe==ve	
   costs:	
   Integra=ng	
   service	
   offerings	
  means	
   entering	
   into
the	
  service-­‐providing	
  compe==ve	
  field

-­‐	
   Poli=cal	
   costs:	
  poli=cal	
  process	
   that	
  needs	
   to	
  build	
   consensus	
  across
the	
  organisa=on

Mathieu	
  (2001)



Becoming	
   more	
   customer–centric	
   implies	
   a	
   change	
   in	
   the	
   way
companies	
   think	
  about	
   themselves,	
   their	
   iden=ty	
  and	
   their	
  posi=on	
   in
the	
  market.

The	
   authors	
   describe	
   ‘service	
   thinking’	
   as	
   the	
   poten=al	
   driver	
   for	
   this
transforma=on	
  and	
  ‘service	
  design’	
  as	
  a	
  methodology	
  that	
  can	
  support
and	
  guide	
  companies	
  through	
  this	
  process.

Service Thinking
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A	
  framework	
  and	
  a	
  strategic	
   tool	
   for	
   innova=on	
  that	
  has	
   its	
   roots	
   in	
  a
new	
   way	
   of	
   thinking	
   about	
   value	
   that	
   affects	
   the	
   way	
   products	
   and
services	
  are	
  conceived:

1	
  -­‐	
  From	
  value	
  added	
  to	
  value	
  co-­‐crea=on	
  and	
  value-­‐in-­‐use

2	
  -­‐	
  From	
  units	
  of	
  output	
  to	
  mutually	
  sa=sfying	
  interac=ve	
  processes

3	
  -­‐	
  From	
  individual	
  actors	
  to	
  value	
  crea=ng	
  systems

Service Thinking
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1. look	
   for	
   value	
   crea=on	
   outside	
   the	
   companies’	
   boundaries	
  and
adopt	
  the	
  customer’s	
  perspec=ve;

2. look	
   at	
   the	
   value	
   networks	
   and	
   customers’	
   overall	
   prac=ces	
   in	
  a
proac=ve	
  way	
  to	
  iden=fy	
  new	
  opportuni=es	
  for	
  innova=on

3. reframe	
  value	
  proposi=ons	
  around	
  the	
  processes	
  and	
  interac=ons
that	
  generate	
  benefit	
  for	
  the	
  customer’s	
  own	
  ac=vi=es;

Service Thinking
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1

2

3



Service	
   Design	
   has	
   iden=fied	
   service	
   experiences	
   as	
   a	
   central	
   area	
   of
design	
  interven=on:

 The	
  capacity	
  to	
  deeply	
  understand	
  users’	
  experiences	
  and	
  the
contexts	
  of	
  service	
  provision	
  and	
  use	
  is	
  at	
  the	
  core	
  of	
  service
designers	
  contribu=ons	
  to	
  service	
  innova=on	
  (Sangiorgi	
  et	
  al,	
  2011).

 Service	
   designers	
   propose	
   a	
   ‘outside-­‐in’	
   approach	
   to
innova=on,	
   that,	
   focuses	
   on	
   where	
   value	
   is	
   actually	
   co-­‐
created.

Service Design
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Knowledge Exchange

1. Translate	
  service	
  thinking	
  and	
  service	
  design	
  in
terms	
  of	
  KE	
  tools	
  and	
  ac=vi=es;

2. Start	
  a	
  process	
  of	
  reframing	
  the	
  understanding	
  of
their	
  iden=ty,	
  offerings,	
  competences,	
  innova=on
processes	
  and	
  market	
  strategies	
  around	
  a	
  new
descrip=on	
  of	
  value.
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
Surveys
To	
  SMEs

Design
tutors

 


Closure
Survey

Filmed
Ac=on
plans
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Booklet
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Wikispace



Companies

The	
  events	
  afracted	
  14	
  companies	
  of	
  various	
  sizes
(from	
  100	
  to	
  2.5	
  staff),	
  working	
  at	
  different	
  stages	
  of
the	
  product-­‐service	
  con=nuum:	
  from	
  pure
manufacturing	
  companies	
  with	
  limited	
  added	
  services
to	
  pure	
  knowledge	
  based	
  consultancy	
  services.
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Survey
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Workshop 1

SERVICE THINKING

1. From	
  thinking	
  in	
  terms	
  of	
  func=ons	
  to	
  thinking	
  in	
  terms	
  of	
  benefits;
tool	
  A

2. From	
  thinking	
  in	
  terms	
  of	
  benefits	
  to	
  thinking	
  in	
  terms	
  of	
  customer’s
experiences	
  and	
  prac=ces
tool	
  B

3. From	
  thinking	
  in	
  terms	
  of	
  experiences	
  to	
  thinking	
  in	
  terms	
  of	
  value	
  co-­‐
crea=on
Tool	
  C
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Workshop 1
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From	
  a	
  list	
  of	
  func=ons
(what	
  we	
  do)	
  to	
  a	
  list	
  of
benefits	
  for	
  customers	
  (the
difference	
  we	
  make)

From	
  known
processes	
  to	
  assumed
and	
  unknown
customer	
  experiences
and	
  prac=ces

From	
  key	
  well	
  known	
  resources
used	
  internally	
  to	
  customers’
resources	
  used	
  independently
from	
  your	
  offering



Workshop 1

Key learning points
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1. All	
  the	
  workshop	
  can	
  be	
  summarised	
  in	
  the	
  key	
  ques=on:	
  what	
  do
customers	
  really	
  think?

2.	
  Customers	
  are	
  the	
  centre	
  for	
  innova=on.	
  Given	
  the	
  extremely	
  varied
customer	
  typologies	
  and	
  requirements,	
  how	
  can	
  we	
  segment
customers	
  to	
  create	
  service	
  packages	
  and	
  op=mise	
  resources?

3.	
  Stakeholders	
  are	
  key	
  to	
  value	
  crea=on	
  as	
  well	
  as	
  customers.	
  How	
  to
create	
  effec=ve	
  rela=onships	
  with	
  stakeholders	
  to	
  op=mise	
  value?
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Workshop 2

SERVICE DESIGN

1. Iden=fy	
  your	
  customer	
  types

tool	
  A

2. Choose	
  the	
  less	
  known	
  one	
  and	
  create	
  a	
  persona

tool	
  B

3. Based	
  on	
  the	
  persona,	
  describe	
  both	
  the	
  exis=ng	
  and	
  the	
  ideal	
  customer
journey

Tool	
  C
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Workshop 2
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Use	
  the	
  template	
  to	
  describe
customer	
  types	
  that
represent	
  you	
  customer
base.

Choose	
  a	
  customer
type	
  from	
  your
customer	
  base	
  and	
  fill
the	
  given	
  form.

tracking	
  and	
  describing	
  all	
  the
experiences	
  a	
  customer	
  has	
  as
he/she	
  encounters	
  the	
  service.



Workshop 2

Key learning points
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1.	
  The	
  tools	
  are	
  effec=ve	
  in	
  organising	
  and	
  developing	
  new	
  or	
  exis=ng
services

2.	
  The	
  Service	
  Design	
  methodology	
  is	
  a	
  much	
  more	
  systema=c	
  way	
  to
innova=on	
  than	
  what	
  we	
  have	
  being	
  doing	
  since	
  today

3.	
  We	
  will	
  apply	
  these	
  tools	
  within	
  our	
  organisa=on	
  with	
  our	
  colleagues
4.	
  How	
  can	
  you	
  apply	
  the	
  customer	
  journey	
  tool	
  for	
  mul=ple	
  pathways?
5.	
  How	
  can	
  you	
  design	
  for	
  service	
  recovery?
6.	
  We	
  need	
  to	
  start	
  applying	
  the	
  same	
  customer	
  centred	
  approach	
  we

use	
  for	
  product	
  development	
  to	
  service	
  design
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Workshop 3

SERVICE DEVELOPMENT

1. Define	
  your	
  Service	
  Design	
  principles
tool	
  A

2. Describe	
  your	
  emerged	
  service	
  ideas	
  in	
  more	
  details

tool	
  B

3. Evaluate	
  and	
  choose	
  the	
  most	
  promising	
  one

Tool	
  C

4. Share	
  how	
  will	
  you	
  develop	
  and	
  embed	
  these	
  opportuni=es

Ac=on	
  Plan
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Workshop 3
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Based	
  on	
  your	
  service
strategy	
  and	
  insights	
  into
your	
  customer	
  needs,	
  write
down	
  four	
  guiding	
  Service
Design	
  Principles.

Detail	
  your	
  ideas	
  in
terms	
  of	
  what	
  they
offer,	
  to	
  whom	
  and
why

Use	
  the	
  principles	
  and	
  other
criteria	
  to	
  evaluate	
  and	
  choose
the	
  most	
  promising	
  one
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Action  Plans

-­‐ Share	
  what	
  they	
  learnt	
  and	
  create	
  dedicated	
  service	
  design	
  teams;

-­‐ a	
  more	
  customer	
  focused	
  approach	
  to	
  their	
  businesses:	
  proac=ve	
  way	
  to
inves=gate	
  their	
  customers’	
  context	
  of	
  use;

-­‐	
   a	
   more	
   effec=ve	
   way	
   to	
   recognise	
   and	
   communicate	
   the	
   value	
  they
currently	
  create	
  for	
  their	
  clients;

-­‐	
   segment	
  their	
  customers	
   (persona	
  tool)	
  to	
  befer	
  develop	
  their	
  offering,
specify	
  service	
  packages;

-­‐	
   a	
  systema=c	
  approach	
  to	
  service	
  innova=on,	
  as	
  they	
  were	
  mostly	
  familiar
with	
  product	
  design	
  and	
  didn’t	
  know	
  that	
  ‘such	
  a	
  thing	
  as	
  Service	
  Design
did	
  exist’.

Workshop 3
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1.	
  The	
  challenges	
  of	
  servi=sa=on	
  were	
  all	
  clearly	
  present	
  and	
  ar=culated	
  by
SMEs	
  par=cipants	
  in	
  their	
  comments	
  and	
  implementa=on	
  plans

2.	
   All	
   these	
   challenges	
   could	
   be	
   summarised	
   in	
   the	
   need	
   to	
   move	
   the
organisa=on	
   from	
   a	
   product	
   focused	
   to	
   a	
   customer	
   centred	
   and	
   service
focused	
  approach	
  and	
  strategy

3.	
   The	
   tools	
   and	
   ac=vi=es	
   provided	
   tangible	
   means	
   to	
   start	
   a	
   process	
   of
reframing	
   the	
   understanding	
   of	
   their	
   iden=ty,	
   offerings,	
   competences,
innova=on	
   processes	
   and	
   market	
   strategies	
   around	
   a	
   new	
   descrip=on	
   of
value.

Final considerations
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+	
  brand	
  and	
  communica=on
+	
  business	
  model	
  innova=on
+	
  organisa=onal	
  change



THANK YOU
d.sangiorgi@lancaster.ac.uk
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