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WEEK 3: BUSINESS PERSPECTIVE

WEEK 1 WEEK 2

+ TECHPLATFORMS

HUMAN
PERSPECTIVE
What jobs are relevant to solve What are the possible roles that
in people’s lives that help them emerging technologies (Al) could
achieve their goals? take at this life event?
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+

WEEK 3

BUSINESS
PERSPECTIVE

Which service providers

should be involved (and

integrated) to deliver an
integrated solution?

WEEK 4

SERVICE

What does the future service
look like? What could go
wrong? What are the ethical
implications?



TODAY

15.15-15.45 Share feedback from testing
15.45 - 16.15 Service proposition

Break

16.15- 17.00 Customer Journey, Service Blueprint and Service Ecosystems

17.00 - 18.00 Map Customer journey, Service Blueprint and Service Ecosystem
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How was the

testing?



1st

Understand
the shift




Make
things
To people
want /
need :)

Before After
2000 2000




Make a
positive

2019
Impact on

and in :
people's
the future life.




CX maturity leads to growth

Higher revenues: Better
retention, less price sensitivity,
great wallet share and positive

o word-of-mouth
Lower expenses: Reduced
B acquisition costs, fewer
complaints, and the les intense

Annual Revenue Growth service requirements of happy,
loyal customers.

A%

63.1%

Annual Revenue Growth

Customer
Experience
Leaders

Customer
Experience
Laggards

11-Year Stock Performance of
Customer Experience Leaders vs,
Laggards Watermark, The 2019
Customer Experience ROI Study

(2007-2017)



CASE ENERGY TRADING - MVP SCOPING

L B 4

Feasibility Viability Desirability

TECHNOLOGY BUSINESS NEED HUMAN VALUES




CASE ENERGY TRADING - MVP SCOPING

e

Desirability

DO PEOPLE REALLY NEED THIS?




CASE ENERGY TRADING - MVP SCOPING

e

Viability

P SHOULD FORTUM DO THIS?- — — — — — — — -
7 \

/ \

{ |

| I
1. High urgency area 1. Low urgency area
2. Increases revenue 2. Doesn’t affect on revenue
3. Increases customer loyalty 3. Doesn’t affect on customer

loyalty




CASE ENERGY TRADING - MVP SCOPING

e

Feasibility
e ——————— CAN FORTUMDO THIS?- — — — — — — — — <
/ \

/ \

{ |

| I
1. Needed data is available 1. Needed data is not available
2. Internal systems support this topic 2. Internal systems don’t support this topic

3. Low cost to start 3. High cost to start



Exercise:

Service proposition



WEEK 3: BUSINESS PERSPECTIVE

Communicating
Service propositions

In service innovation when we create a new service
or service offering we design service propositions.

The most strategic “product” of service design, the
service offering, is ultimately what the service is all
about, the delivered result, the value that is
co-created between the service provider and the
service user.

The service offering is a value proposition the service
provider makes to users. To be successful, it must

have a compatible value recognized by users and I

providers. As such, it needs to emerge from research
on users, their context, as well as the service

Penin, Lara. An Introduction to Service Design: Designing the
Invisible . Bloomsbury Publishing. Kindle Edition.
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@ MOBILITY AS A SERVICE

whim Bundling Service Promise T
O Routing Payments Experience
F ¥

TRANSPORTATION PROVIDERS

O & & &b

—

lafl ol fles

INFRASTRUCTURE

=———Add layers of security to Nest Secure.
organisation and the way it functions. =

Lights, switches and plugs that can
respond to intruders. Garage doors that
know when you leave. Locks that connect
with your security system. These devices
work with Nest to help deter intruders
and keep your home safe.

@ Visit Finland

21



VOCABULARY CHECK - VALUE CREATION

~ A0 -
-~ - T T T 1t
/
{ YOUR PRODUCT
YOUR COMPANY YOUR CONSUMER

e ——— — — — — — — — — — — — — — — —




VOCABULARY CHECK - VALUE CREATION

VALUE PROPOSITION
WITH YOUR CUSTOMER

— — — — ——— — — — — — — —

{ YOUR PRODUCT

YOUR COMPANY YOUR CONSUMER
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DATA TIME MONEY LOYALTY
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VOCABULARY CHECK - VALUE CREATION

— — — — — — — — — — — — — —

{ YOUR PRODUCT

PARTNERS YOUR COMPANY YOUR CONSUMER
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VOCABULARY CHECK - VALUE CREATION

PAINS
RELIEVER
e oR VALUE PROPOSITION
WITH YOUR CUSTOMER
PRODUCT & —
SERVICE %
\ I / X
= ~ Q0 - %
o = - —————— ~ S - < T ~
( D \ 7 \
| MONEY | { YOUR PRODUCT \
v ' v
PAINS
GAINS
§
Inc =
PARTNERS YOUR COMPANY YOUR CONSUMER

/

| ™ = =
N A N ___/ ~_ . L e [
o e - € -5

INVENTORY DATA STORAGE DATA TIME MONEY LOYALTY




Empathy map and
Value proposition

— Gain creators

Customer
Jobs

Products >
& Services

Pain relievers %




Hands on work

Empathy map / \
ains
Customer

Jobs

o —
 —

€] 10 min / group



Hands on work
Value Proposition Map

-

- D Gain creators

D_

N

Products
& Services

Pain relievers %

€l 10 min / group



Exercise:

Customer journey



Customer journey
example

Smart Living Customer
Experience Lifecycle

o Advocation A 6
Minna and Mark are very happy with D
their new Smart Living setup. When @
their friends visit for a dinner party, they

notice how Mork and Minna are able to <
monitor their home so well and carefully

and want to get more information on

=

+ Easy and attractive to advocate with =
customer loyalty benefits ”—‘“
+ Easy to extend the service to friends
and family members

@ Fufiliment 71 2 Y

After setting up her devices, she is
offered a tutorial for the App. She
begins to use the Smart Living App and
is able to view and monitor her indoor
air quality, as well as remote control her
smart plugs and an abundance of other
services directly from the App

* Support when needed, but also dismissive

to suit different users

o Set-up

She opens the App and is able to input
her settings and preferences.She is also
able to add her partner Mark to the
Smart Living App

* Smooth setup process

* Feels personal and secure

© instaliation .

She pairs her devices and following
instructions on from the package. Some
of the devices are hyperocal, while
others require wifi and it is easy for her
to tell the difference R '
* Setup should be easy to understand and
qQuick to build trust and asumince

0 Unboxing

Minna opens the Hygge lamp at home.
The box includes easy to understand
instructions on how to use Hygge lamp
and where to place the sensors

+ Provide easy o follow instructions
+ Make the tech less intimidating for different users

o Awareness

Shop-in-shop pop up is set up in a high

traffic location by Fortum

+ Generate interest and awareness of Smart
Living solutions, Hygge and gain new

customers

O SMART LIVING =

e Discovery

Minna (non-Fortum customer) notices
the pop up and decides to get more

an ¢ information
- i + Thggers customers’ attention to gain more
'}! nformation and approach the Shop-in-shop

o Inception

She talks to a Sales rep from Fortum

who explains the features and

product details

* Provide convincing and engoging
materdls for the customer to make a
decision in the Shop-in-shop

o Conversion

Minna decides to buy the Smart Living
service. The Sales rep helps her create
a new account, set up the contract and
payment that works for her

» Create paositive first ience through a
quick and efficent sign up process

* Bulld o relationship though talored
commitment plans that suit the customer’s

needs.

e Engagement

He then direct her to the Smart Living

App where she downloads it on the spot

* Make the app easy to find and
desirable to downlood

Everything is set up and she can take the
Hygge lamp home immediately

+ Start o build the conversation with the customer

SMPRT LIVING.

<= + Begin bullding o trustful mlationship



Daily living in a smart On the go with EV,
and energy-efficient home a weekend trip

Energy related

Solor panels self-installed =

= s:)roge solutions L

insurance © - 7
iy S etk ; Fortum cloud 360° Charging deal Energy efficiency
e Y twm Smart ~ o . - o
deatly produces h it My Fortum app collects all Fortum cffers a complete Electricity from own solar
icity by usng et hove their home relevant information from the charging sclution to panels production cirectly

radiator vaky cavered by eHSIgy CONANnpion anc: ZRsties customers, including to the EV battery charging
appliances, Forur's home ts security ang acy. The deta hardware, installation, — clean and cost effective
and light svitches, Asurance. stored in 1 tum cloud is

eletricity and pre-peid
public ond privote
charging.

Smart

analyzed, mal rsonalization
z Home EV Y
heating

and relevance possible.

EV Charging

on the go

Fortum public
charging polls ensure
wide network of £V
charging to minimize
the fear of not having
encugh range.

EV Charging

solutions thot can be at home
cortrolled remotey.

Fortum offers a smart
home charging soluticn
that con be controlled
remotely regardless
customer is living in a
villa or in a housing
association.

Simple, relevant, trustworthy,

. wpn Remote control Smart home  Energy efficiency
engaging and unified customer S ok Soliations Sharing economy Add-On services
= accessed and Fortur S Fortum encble tun's ad e
experience to all Fortum o men o el T e
7 i optinise for the mos! around the home chargers wperience, They bri
services under one login. pn I proide csomrs ider e <omenience ond

range of possibilities to
even eom

aquipment. it clso
heips the fomiy to
sove mo

traordinary
ith own happenings, i.e. insurances
nvestments. and cor maintenance

©@ 0

» = =\
O O

’ - -

Simple, relevant,

Multiple users Voice Ul and Voice e

Fortum Fortum Supporting and extended search ecosystem ey
webpages webshop web channels locations P
Fortum web pages Fortum webshop The significant presence EorRn ol e Voice is a notural extension Bringing the right,
orovide all the relevant resells cll the relevant of Fortum on socicl need for multivle users, of our kcyboc_rd. mouse, relevent and ecsy to
information neeced for devices ‘o helo megia channels and web b i touch-based input and access and undertand

g i amily members.
the customers and customers and news will suggort the It also will support output metheds. Consumers content to the customers
non-customer. They also non-customer to se'\'ice.:o attract more multiple locations, such are recognizing the value will help Fortum to
can guickly access the uncerstend energy users. They also help and ¢ for it to work in differentiate from the

as grend parent’s house
and cottoge, and why
not multiple it
cars.

desklop version of the My consumption anc current custemers to get
Fortum app from there. t more efficiently. informed promptly.

more ways. competitors.

Fortum, Smart Living,

Smart home, service experience

A day in the life journey



Cruise to Stockholm

CAN 1 UPGRADE MY
CABIN TO A BETTER
CLASS, PLEASE?

WHAT ARE THE BEST
NEW SHOPS IN
TOWN?

TEXTING TO FRIENDS
* 1AM AT THE SUN
DECK. JOIN MEI"

HMM... SHOULD 1 BOOK
A CRUISE? LET’S SEE
WHAT THEY HAVE.

WHAT A DELICIOUS
MEALI GOOD THAT
WE TRIED THE NEW
RESTAURANT

BEFORE BEFORE THE TERMINAL ONBOARD DESTINATION TERMINAL ONBOARD AFTER THE
={eJe] {],'[c] TRIP CITY TRIP

OK, HERE WE AREI WE HAVE * WHICH WINE

STILL HALF AN HOUR TO SPEND SHOULD 1 CHOOSE...

IN THE TERMINAL BEFORE WE

CAN GO TO THE BOAT LUCKILY 1 GOT THE Sl -

TWILL CALL HER

LAST FREE MASSAGE AFTER THIS TRIPI
TIME IN THE SPAI

s




BEFORE

* Fireman & Incident commander
* When is the next fire?

* How long can | sleep until the next incident?
* Do | have time to finish my football game with

my colleagues?

+ Is my performance level acceptable in the next

test situation? Am | in a good shape?

CUSTOMER JOURNEY EXAMPLE

Firefighter & Commander

‘.
- A

DURING

+ Fireman
* Where are the people | need to save?
* Where are my team mates?
* How can | get out? Can | get out in time?
+ Can anyone get me out if | get trapped?
* Incident commander
+ Can | keep me team safe and alive?

Feelings
« Tired
+ Anxious
» Pumped
» Ready

+ Can | keep them out from not trying anything
stupid?

* How are they doing? Where are they?

+ How to prevent any further casualties?

Feelings
+ Exhausted
* Hot
- Lost
+ Pumped
» Hopeless

Feelings
« Frustration
« Stressed
« Lack of trust

AFTER

* Fireman
« Why did | not go further?
+ Why did | not push harder?

* Incident commander
+ Did | give the right orders?
+ Could | have done something
different?

Feelings
+ Happy to be alive
+ Sad for not being
able to save them
+ Proud

Feelings
+ Guiltiness
+ Happiness




STRUCTURE

Customer Journey

BEFORE DURING

Actions Actions Actions




S
g
2
z
(©)
o
o
L
Q
S
i
1T}

BEFORE

'§ Customer Action /
"l' Touchpoint

Customer Action /
Touchpoint

10 min / group

Customer Journey

DURING

Customer Action /
Touchpoint

Customer Action /
Touchpoint

Customer Action / Customer Action /
Touchpoint Touchpoint

AFTER

Customer Action /
Touchpoint

Customer Action /
Touchpoint



Exercise:

Service Blue



PBC Account Executive

Journey

Storyboard

Journey Steps

Existing Employee
New Plan

New Employee
Existing plan

Journey

Storyboard

Journey Description

Activities

Backstage
Interactions

Backend Systems

Plan Sponsor Purchasing Journey

Plan Administrator Onboarding
/Member Pre-Onboarding

WAIT

PBC Pr

On-Boarding

Extended On-Boarding

Ongoing Membership Renew, Advocate, L riewans

GATHER CRNSUS DATA

"DECIOF A NEGOTIATE DFTARS.

BACK STAGE INTERACTION

ROLL OUT

BACK STAGE INTERACTION

SUPPORT N

FRONT STAGE INTERACTION




Service Blueprint

BEFORE DURING AFTER
5 -
c 'Y Customer N _
lél § L Action / . C:;ti(())r:(/er Customer
s 2 Touchpoint Customer - Touchpoint Action /
fQ “E’ Action / Customer Touchpoint
% <) Touchpoint Action /
(T § Customer Touchpoint Customer Cust_omer
. o Action / Action / Action /
E) Touchpoint Touchpoint Touchpoint
>
i 88
= qt) 3 Service providers have direct
2 contact with customers
] Partners get involved in
w £ delivering value to customers,
g g value chain and exchange
=
? o
< [~
m =—=®-
w g =
) s Tools and systems that are
S - Portal
e 24 needed for smooth, transparent
7 2 @ and efficient value creation

Cloud Database



ERVICE -FRONTSTAGE|

SERVICE -BACKSTAGE

({0

I
53}

Customer Action /
Touchpoint

BEFORE

Customer Action /
Touchpoint

Service Blueprint

DURING

Customer Action /
Touchpoint

Customer Action /
Touchpoint

Customer Action /
Touchpoint

AFTER

Customer Action /
Touchpoint

Customer Action /
Touchpoint

10 min / group

Customer Action /
Touchpoint




Service ecosystems



o e By mmers

L) m‘dm
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WEEK 3: BUSINESS PERSPECTIVE

Ecosystems

Business strategist James Moore adopted this biological concept in his 1993
Harvard Business Review article “Predators and Prey: A New Ecology of
Competition,” in which he paralleled companies operating in the increasingly
interconnected world of commerce to a community of organisms adapting
and evolving to survive.

Moore suggested that a company be viewed not as a single firm in an

industry, but as a member of a business ecosystem with participants
spanning across multiple industries.
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REAL ESTATE

BANKING

LOGISTICS

PUBLIC SERVICES

UTILITY

PLUMBING







Find a home Buy Moving in/out

't : =
LIVING

N o o

Park car Manage costs Fix incidents




Stakeholderroles



WEEK 3: BUSINESS PERSPECTIVE

Ecology map

[CAR-SvsTEw |
A map of actors involved in or affected by a new car-sharing scheme. = T
This map was created for FIAT’s Future Design Group as part of a & s 2 ’ s S %
project at Interaction Design Institute Ivrea in Italy. d ' L
Designing an entire ecosystem is impossible, Designing an entire 42 :
ecosystem is impossible, so service ecology maps give you a means to wu ;;, m o O
establish a shared overview of the space you work within. Q & = , 3 N

2 v ke
The development of the service ecology map helped make @ & VAY
connections between different services that would normally have G & o 4
been overlooked. The center describes the relationship between the 5 Cad ) \( 1 e i @ © = S
driver and the car, and then expands to passengers, other cars, other s " ;
services, communities, and at the perimeter, the Earth. i &2 A W &
. @  PN s

The map was designed as an interactive tool for project participants to 3 /B & & &

combine actors in different ways in order to explore different service : = =

concepts. As an example, connecting a community to a car revealed

the potential of a business model in which FIAT could get a town to pay

for a shared car to provide more flexible transportation for its citizens. EHASLERS

WHERE? MOTIVATIONS
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WEEK 3: BUSINESS PERSPECTIVE

Stakeholders & Roles

FRONT END ACTORS

Q &
5

CLIENTS SERVICE
ACTORS
Customer
User

Individuals involved in the
service delivery, e.g. civil
Community servants, sales reps,
customer service support,
service staff,...

End-user
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BACK END ACTORS
é::.&
PARTNERS & REGULATORS &

SERVICE PROVIDERS EXTERNAL AUTHORITIES

Organisations directly or Local institutions, regulatory

indirectly involved in the bodies and policy agents, but also

service delivery, including Independent organisations,

public services and other thought leaders

commercial services



ECOSYSTEM MAP

p -
(0]
oo
-———-> ___.||mn__n__n__ m
E
P Zh
m
oooo
oooo|H

oIk

~
(0]
(&)
C
©
[
[0
g
£
©
0]z
~
(@)]
£
(]
>
[e]
T

Competitor

Building Company

Lock manufacturer

A

\
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Exercise



N

Service ecosyste

P pat R

77
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of post-covidl9 service

=Y

=2e € -

o

e

= ENER

2 Q”%).‘e* page 2 083
%
% s,
W




S & —

What is the ecosystem of your service (JBTD)?

Identify your partners and theirroles

€115 min / group



WEEK 3: BUSINESS PERSPECTIVE

Assignment

Thursday 1st October: Service Concept sheet

Based on the learnings from testing and the possibilities of different

service providers, consolidate your service idea into a value proposition.

On an A3 sheet, your concept sheet (see template) should include:

A visualisation of your service idea

A title for your service idea

A brief description of the service

A description of the value and outcomes people will get out of it
A description of the role of the emerging technologies used

A description of the role of your service provider(s)

The main customer interface
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Reading task (Blomberg & Stucky)

Read the 8 pages chapter ‘Service design and the emergence of
a second economy’ by Jeanette Blomberg and Susan Stucky
from the book Designing for service by Daniela Sangiorgi.
Reflect on the implications of your service and other ethical
considerations related to the design of digital services. We will
discuss it collectively in class.
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WEEK 3: BUSINESS PERSPECTIVE

SERVICE coNCEPT Give it a punchy name!

Based inter findings, d ibe the JTBD - the that
WHAT JOB DOES IT SOLVE? oo on o miomaw indngs, descros o e

WHAT’S THE OUTCOME? Dssaribe the oore value of your idea, what doss it help them to achieve?

WHO ARE THE SERVICE PROVIDERS? 1o s o omenersyac?

WHAT’S THE MAIN CUSTOMER INTERFACE? 1w rmsscron oy "

WHO IS THIS FOR? Describe the user type and their scenario

9
a

lustrate the conoept in a high-Jeval, that express the 0ore vake of the servios
for their ugers and the servioe prowders involved

SKETCH
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