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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 innovation
approaches could benefit their businesses.
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SMEs - Servitisation

Increasing offering of “fuller market packages or ‘bundles’ of customer
focused combinations of goods, services, support, self-service and
knowledge" (Vandermerwe and Rada, 1988: 314).

L Demand for Accumulated
Commoditisation & . :
. } customisation & } experience and
market maturity - L
efficiency specialisation

ServDes 2012 - Helsinki February 2012




SMEs - Servitisation

- . Integrating service offerings means entering into
the service-providing competitive field

- . political process that needs to build consensus across
the organisation

Mathieu (2001)
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Service Thinking

Becoming more customer—centric implies a change in the way
companies think about themselves, their identity and their position in

the market.

The authors describe
and ‘service design’ as a methodology that can support

and guide companies through this process.
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Service Thinking

A framework and a strategic tool for innovation that has its roots in a
that affects the way products and
services are conceived:

1 - From value added to

2 - From units of output to

3 - From individual actors to

ServDes 2012 - Helsinki February 2012



Service Thinking

look for value creation outside the companies’ boundaries and
adopt the customer’s perspective;

look at the value networks and customers’ overall practices in a
proactive way to identify new opportunities for innovation

reframe value propositions around the processes and interactions
that generate benefit for the customer’s own activities;
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Service Design

Service Design has identified service experiences as a central area of
design intervention:

O The capacity to deeply understand users’ experiences and the
contexts of service provision and use is at the core of service
designers contributions to service innovation (sangiorgi et al, 2011).

O Service designers propose a ‘outside-in’ approach to
innovation, that, focuses on where value is actually co-
created.
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Knowledge Exchange

1. Translate service thinking and service design in
terms of KE tools and activities;

2. Start the understanding of
their identity, offerings, competences, innovation
processes and market strategies around a new
description of value.

ServDes 2012 - Helsinki February 2012



Surveys
To SMEs

Workshop @

The Role of
Service Thinking
iIn Product
Orientated
SMEs

Workshop @

Customer
Centred
Innovation

Workshop @

Service
Development
and Action
Planning

13% June 2011
9.00am — 1.00pm

20" June 2011
9.00am — 1.00pm

27" June 2011
9.00am — 1.00pm

Aim
Understand how service thinking

can increase competitiveness &
improve customer relationships.

Outcome

Generation of a new business
proposition that includes services
for optimal customer experience.
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Aim

Learn about service design methods
for identifying and defining new

or improved service offerings

Outcome

Identification of potential areas of
focus, forming the beginning of a
customer-driven innovation plan.

Aim
Develop emerged opportunities

into refined concepts and generate
plans for implementation.

Outcome

Definition of value propositions,
service concepts and
individual action plans.

Closure
Survey

: Design

tutors

Filmed
Action
plans




Booklet
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Wikispace
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Companies

The events attracted of various sizes
(from 100 to 2.5 staff), working at different stages of

the product-service continuum: from pure
manufacturing companies with limited added services

to pure knowledge based consultancy services.
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Survey

Company Profile
Enertec Fuels Ltd

Source: Leigh Astin, Dirsclor

Enertec Fusls designs and manufactures bio-diessl producing machings, halping
clier ing up 1o B5% on their disssl costa I i an inndvative and technology
driven onganisation. Their core offering is essertialy the bio-diessl machinery. This
Felps clients 1o producs thar own el and, tharks 1o an adanced
lormation faalune, o have the ablity 10 manags and monibor it
Tesir cong products ane bio-ciess machinery, chermical and ol suppliss,
machingry sLpples, wass management services and onrfisld managament.

Service dimension ¢

Enertec offens service-imensive machinenes. Servicas ofened inclide purchase
of kaase of bio-dessl machinery, ol supply, chamical supply, wisshe managerment
& fusl maragerment S e Théir clstormers vitlus Thair unigue offering like

5 AL ormation, ther cushomer serices, and relabiily, BEnerbec so anablas
10 the machines. They marke! their products

migirily anlirg and also by word of mouth, nebwaorking and prormotional rmatenials.

}

Customer Focus

Enerbad Fusls" prodic
rmiarkets, Thesr 1ypical

customer nedds by Istening 1o and und
importantly whal they do not want, during each ancourer. They o
customer reptionshipes through regular and consishent communication.

'

ices and s1yling o their offering. R s pressn

i also used for product design which

iy LS an edermal design agency
sign

Design Awareness

Dhasigr 5, fupesd

i dione inbamally in the anga
for the development of Their cormpary wabsile. Enerisd reoognis
a5 a relevant component Iowands the sucoess of the anganiss
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SERVICE THINKING

1. From thinking in terms of functions to thinking in terms of benefits;

2. From thinking in terms of benefits to thinking in terms of customer’s
experiences and practices

3. From thinking in terms of experiences to thinking in terms of value co-
creation
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From known
processes to assumed
and unknown
customer experiences
From a list of functions and practices

(what we do) to a list of

benefits for customers (the

difference we make)

ap —— FUNCTIONS —

as L—— Sl43N3d

H

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

1. All the workshop can be summarised in the key question: what do
customers really think?

2. Customers are the centre for innovation. Given the extremely varied
customer typologies and requirements, how can we segment

customers to create service packages and optimise resources?

3. Stakeholders are key to value creation as well as customers. How to
create effective relationships with stakeholders to optimise value?
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Workshop 2
SERVICE DESIGN

1. Identify 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 existing and the ideal customer
journey

Tool C
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Workshop 2

Choose a customer

Use the template to describe type from your " tracking and describing all the

customer types that customer base and experiences a customer has as
represent you customer the given form. he/she encounters the service.
base.
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Workshop 2

Key learning points

1. The tools are effective in organising and developing new or existing
services

2. The Service Design methodology is a much more systematic way to
innovation than what we have being doing since today

3. We will apply these tools within our organisation with our colleagues

4. How can you apply the customer journey tool for multiple 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 opportunities

Action Plan
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Workshop 3

Engine

Detail your ideas in

Based on YOU_" s_ervice_ terms of what they
strategy and InSIgh’(ij |nto. offer, to whom and Use the principles and other
your customer needs, write why criteria to evaluate and choose

down fou.r gl_Jldmg Service the most promising one
Design Principles. /
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Workshop 3

Action Plans

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

- a more customer focused approach to their businesses: proactive way to
investigate their customers’ context of use;

- a more effective way to recognise and communicate the value they
currently create for their clients;

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

- a systematic approach to service innovation, as they were mostly familiar
with product design and didn’t know that ‘such a thing as Service Design
did exist’.
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Final considerations

1. The were all clearly present and articulated by
SMEs participants in their comments and implementation plans

2. All these challenges could be summarised in the need to

3. The tools and activities provided tangible means to
the understanding of their identity, offerings, competences,
innovation processes and market strategies
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Knowledge exchange 1 Knowledge exchange 2

SME
Management team N

SME N\
| &
representative S S

) ) Design tutors
+ brand and communication 1,

+ business model innovation
+ organisational change
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THANK YOU

d.sangiorgildlancaster.ac.uk
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