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Service Futures

Daniela Sangiorgi

ServDes2014 explores how Service Design is contributing to ‘Service
Futures’ and how it is developing as a field of research and practice.

We have witnessed how the concept and role

of services in the economy and society have
come a long way since its first definitions and
studies. Services have moved from being a
peripheral activity in a manufacturing - centred
economy, to an engine for growth and society
driven innovation. This transformation has been
fully recognised with a flourishing of service
innovation and service research studies aimed at
deepening understanding, and at supporting the
development of services both as a sector and

as a concept.

We suggest that Service Design is closely following
this transformation. Starting from its initial focus
on service interactions and experiences, Service
Design research and practice have entered more
strategic and transformational roles, dealing with
issues of organisational change, system design,
sustainability and social change, amongst others.

Increasingly, Service Design is considering ways

to integrate and collaborate with other service
related disciplines. Also, questions are emerging
on the future of this field, considering the growing
areas of application and the expansion of the
concept of service itself. ServDes2014 has brought
these recent discussions and transformations to
the fore and offered an ideal place to collectively
reflect on and imagine that future.

ServDes.2014 ran over three days:

The first day was dedicated to practical
explorations of Service Design with eight
workshops led by both practitioners
and academics;

The second day was mostly focused on

(long and short) papers presentations
organised in three parallel sessions and

two extra workshops;

The third and final day was partly dedicated to
papers presentation and came to an end with
three parallel forums exploring the future of
Service Design Research and Education and
their relationship with Social Innovation.

Working at the boundaries of Service Design,
Digital and Social Innovation, the keynote speaker
Dominic Campbell (Futuregov), projected novel
spaces and responsibilities for Service Design

in relation to complex societal transformational
challenges, while Prof. Pelle Ehn (Malmd
University), positioned it within a historical
retrospective of Participatory Design in a
constant search for more democratic

(service) design practices.

The conference was organised around five main
themes which are reflected in the proceedings
structure: Emerging Directions for Service Design;
Design for Service Innovation and Transformation;
Service Design and Implementation; Novel Service
Design Frameworks and Tools; Service Design
Across Organisations.

Thanks to everyone who contributed and
participated to this conference, and we look
forward ServDes.2016 further developments
and ideas.
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Our Keynote Speakers

DOMINIC CAMPBELL
FutureGov, London, UK

Designing for Change in Complex Organisations

Dominic Campbell is a digital government
specialist and social innovator with a background
in government policy, communications and
technology-led change.

He is an experienced organisational change
agent with senior management experience in
implementing successful change initiatives within
the local government sector, with a primary
interest in emerging uses of new media, design
and “social” strategies to deliver public service
transformation and social innovation.

Having spent five years in Local Government

in London, Dominic established FutureGov in
early 2008. A team of 20, FutureGov supports
government - particularly local government - in
the UK, Europe and the United States to better
understand new media and draw on social
technology-based strategies and tools in the areas
of business improvement and improved citizen
engagement.
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PELLE EHN
Malmo University, Malmo, Sweden

In Service of Things to Come?

Pelle Ehn is professor at the School of Arts and
Communication, Malmd University, Sweden.

He has for four decades been involved in the
research field of participatory design and in
bridging design and information technology.
Research projects include DEMOS on information
technology and work place democracy, UTOPIA on
user participation and skill based design, ATELIER
on architecture and technology for creative
environments, and Malm¢ Living Labs, on open
design environments for social innovation.

His publications include Computers and
Democracy (1987), Work-Oriented Design

of Computer Artifacts (1988), Manifesto for

a Digital Bauhaus (1998), and as one of the

voices of A.Telier Design Things (2011). Later
publications include Agonistic participatory design
(CoDesign), Design Matters in Participatory Design
(International handbook on Participatory Design),
Design Things versus Design Thinking (Design
Issues), Utopian Design (Design and Anthropology)
and What is the object of design (CHI).
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Service futures: What is expected from
customer care?

Asbjorn Folstad', Knut Kvale?2, Joachim Brithen 2, 1da Maria Haugstveit?
asbjorn.folstad@sintef-n
"SINTEF, Oslo, Norway, 2 Telenor Research, Fornebu, Norway, %) University of Oslo, Norway

Abstract

Customer care is a critical aspect of service provision. A customer-centric approach to the
design of services depends on knowledge of customers' preferences and expectations for
customer care. In this paper, we present a study on customers' near future expectations for
customer care within selected service sectors. As part of a future scenario process, 151
participants contributed their perspectives on customer care for banking, telecom, and
logistic services. The study findings highlight expectations concerning service value and
service experience, and shed light on preferences for self-service vs. manual care.
Furthermore, we find that, though the participants expressed a marked preference for service
providers that add a positive experiential aspect to their customer care, the studied service
sectors were not closely associated with experiential customer care. Consequently, the
experiential aspects of customer care may represent an unrealized potential in these sectors.

KEYWORDS: Customer insight, customer care, service design, future services

Introduction

Excellent customer care is a hallmark of the customer-centric service provider (Cook, 2011).
Customer care takes place in the interactions between the customer and the service provider,
where the latter is represented through front-line employees or self-service channels, and depends
on the service providet's empathic understanding of the customers' needs and expectations
(Gorry & Westbrook, 2011). The quality of customer care is seen as critical for customer
experience (Frow & Payne, 2007), customer retention (Cook, 2011) and for generating positive
word of mouth (Gremler, Gwinner & Brown, 2001). Designing excellent customer care depends
on a thorough understanding of customers' preferences and expectations, to facilitate setvice
performance that is equal to or above these expectations (Cook, 2011).

To supportt service providers and designers in their efforts to facilitate excellent customer
cate, we present a study of customers' preferences and near future expectations for customer
care in three important service sectors: banking, telecom, and logistics; all of these sectors are
in the process of transforming towards servicizing (Baines, Lightfoot, Benedettini & Kay,
2009) their product portfolio.

In this study, we analyze customers' preferences and expectations according to Polaine, Lovlie,
and Reason's (2013) distinction of service performance in terms of service value, which concerns
objectively measurable service delivery relative to service cost, and service experience, which
concerns the customet's subjective petception of the service. This distinction parallels other



frameworks that may be used to explore service performance, such as that of service value and
satisfaction in the field of service research (Cronin, Brady & Hult, 2000) and effectiveness and efficiency
vs. satisfaction in the field of human-centric design (Maguire, 2001). We chose the framework of
Polaine et al. (2013) to ground our findings specifically in the field of service design.

The study contributes insight that is of relevance for the design of near future services in
these service areas. It also contributes to our general knowledge of customer preferences and

expectations for near future customer care.

Background

Customer care

Customer care is understood as customer service provided on the basis of a thorough
understanding of customer needs and preferences (Gorry & Westbrook, 2011). Critical aspects
of customer care, studied in the fields of service research and service design, include
interpersonal relationships between customers and employees (Gremler et al., 2001), perceived
characteristics of self-service solutions that lead to customer satisfaction and dissatisfaction
(Meuter, Ostrom, Roundtree & Bitner, 2000) and the importance of the right clues provided by
the service provider to build the desired customer experience (Berry, Carbone & Haeckel,
2002). The customer-centric organization needed for excellent customer care has been studied
from, among others, the perspective of moments of truth (Carlzon, 1989), critical incidents
(Meuter et al., 2000), and experiential service provision (Zomerdijk & Voss, 2010).

The service value of customer care

The value of customer care may concern objectively measurable outcomes such as efficiency,
availability, and cost. Efficiency concerns the correctness and timeliness of service delivery and
is closely associated with the structure of the back-stage processes of the service provider
(Zomerdijk & Voss, 2010). The efficiency of service performance is also closely related to ease
of use, in particular for self-service alternatives, where the usability of such alternatives may
determine perceived service performance (Meuter et al., 2000). Availability concerns the how
and when of service provision. Online self-service may indeed improve service availability,
following the credo of 24/7 (Gotry & Westbrook, 2011). However, companies that provide
self-service solutions only to achieve cost reduction may easily end in what Polaine et al. (2013)
refers to as a "race to the bottom" (p. 2) where the customer-centricity perspective is lost along
the way. Though cost is important to customers, other differentiators are needed to counter
such a race to the bottom.

The service experience of customer care

The experiential outcomes of customer care may of course depend on the measurable
outcomes of a service, but other aspects are also of importance. In their work on experiential
services, Zomerdijk & Voss (2010) discuss how well-designed services may generate positive
emotional responses in customers which, in turn, drive purchase, loyalty, and word-of-mouth.
For this purpose, they highlight the importance of designing series of service encounters and
clues, engaging with customers through front-line employees, designing a dramatic structure to
services, and being aware of the sensory experience involved in the physical environment.
Cook (2011) and Polaine et al. (2013) discuss how experience may depend on expectations; a
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positive experience is generated when the service delivery surpasses the customers'

expectations, whereas service delivery below expectation generates a negative experience.

The experiential performance of customer care may also depend on the competency and
flexibility of the service provider. Competence concerns the ability of the service provider to
advise and guide, and may be reflected both through front-line employees and self-service
solutions (Gorry & Westbrook, 2011). Flexibility concerns service aspects such as
customization (Holmlid, 2009) and personalization (LLee & Park, 2009), including the freedom
to choose between self-service and manually served channels (Gorry & Westbrook, 2011).

Research objective

Many innovations in experiential services are driven by detailed insight of customers (Voss &
Zomerdijk, 2007). The aim of this study is to provide customer insight that may be useful in
the practical design of future customer care, and that may serve as a general contribution to
the scientific field of service design. Such insight serves as a needed complement to trend
report and foresight studies (such as James, 2011; Watson, 2011), which, typically, are based
on contributions from leading service managers rather than direct customer involvement. To
focus the gathered customer insight, we see it as beneficial to target near future services.

The research objective of this study is therefore to explore customer preferences and

expectations for customer care in near future services.

Because the study was situated in the context of a research project concerning three
particular service sectors, that is, banking, telecom, and logistics, the study findings mainly
concern these sectors. However, the centrality of these sectors in current and near future
service provision should make this selection of sectors of high general interest.

Method

To gather exploratory customer insight, we needed to engage customers in open-ended
reports on their preferences and expectations to produce findings that were not foreseen
prior to the study.

Polaine et al. (2013) distinguish between quantitative market research, where the objective is to
reach a small number of objective findings on the basis of quantitative data from large
amounts of customers, and qualitative zuzsight research, where the objective is to generate a
large number of insights on the basis of qualitative data from a small number of customers.
Such small sample insight research may be exemplified by the observational studies of the
empathic design tradition (Leonard & Rayport, 1997).

We wanted to explore customer preferences and experiences on the basis of an insight research
approach, while improving the robustness of our findings by involving a somewhat larger
number of customers than what is typically done in insight research. Our solution to this method
challenge was to employ an online social platform for gathering customer insight, where
customers were invited to contribute their insights as free text comments in response to a small
number of pre-set topics. All customer comments were made available to all participants, and
study participants and moderators alike could reply to, or ‘like’, any contribution made by others.
The online social platform was originally established for user involvement in Living Lab



innovation processes (Folstad, 2008) and has previously been used for customer feedback in
service innovation (Felstad, Fjuk & Karahasanovic, 2012).

The participants were recruited as a sample from an online marketing panel consisting of
more than 50.000 individuals who were representative of the Norwegian population. Norway
is arguably a suitable location for insight research by means of online social platforms due to
relatively high levels of computer literacy and Internet penetration. To ensure the
participants' interest in writing free text and engaging in online dialogue, we invited from the
panel only those that stated agreement on two initial questions concerning their preference
for expressing themselves in writing and their interest in debate.

In January 2013 the participants were asked to contribute in four study tasks. Task 1
concerned excellent customer care independent of service sector; Task 2—4 concerned
expectations for near future customer care in the three service sectors of the study.

»  Task 1: Examples of excellent customer care. As a warm-up task, we asked our participants to
contribute examples of excellent customer care from any sector. This was done to start
with a topic that was very concrete and that invited participants to make engaged and
detailed comments. This introductory topic also served the purpose of gaining insight in
customers' immediate associations with excellent customer care, which could then be
compared with the preferences and expectations concerning the three subsequent topics.

»  Task 2—4: Expectations for customer care in near future banking (Task 2), telecom (Task 3), or logistics
services (Lask 4). The participants were briefly reminded of the tremendous changes we have
witnessed over the last few years in the given service sector. For example, in Task 2, they were
reminded of how banking services have moved from physical banking offices to web-based
and mobile platforms. The participants were then instructed to think four years ahead, to the
year 2017, share their customer care expectations, and suggest what needs to be changed.

To stimulate conversation, the participants were notified by email if anyone replied to their
comments and invited to return to the online platform by means of a direct link to the topic
in question. Two study moderators (the first and forth author of this paper), monitored the
participants contributions and made replies with follow-up questions, acknowledgements of
valuable contributions, or, on a small number of occasions, challenges for controversial
contributions. From previous studies, we know that such active moderation could improve
the usefulness of the participants’ contributions (Felstad, Hornbzk, & Ulleberg, 2013).

To explore customer preferences and expectations, we conducted thematic and content
analyses of all answers (Ezzy, 2002). Firstly, we read through the answers in an open-minded
manner, to identify themes within the data set. To allow for comparison of preferences and
expectations, we established one set of themes to reflect the participants' answers for all four
tasks. Secondly, two researchers coded the replies according to the emerging themes. The
seven most prominent themes are presented as customer care preferences in Table 1. Inter-
rater reliability was obtained through pilot coding (Cohen's kappa ranging between 0.6 and
0.7 for the themes of Table 1), indicating substantial agreement (Landis & Koch, 1977).

Results

A total of 151 participants contributed with comments in our study. The participants were
divided nicely across gender (51% female) and spanned ages 21 to 80 years (mean age was 45
years). The participants contributed 555 comments across the four study topics. Comment
length averaged 333 characters. Findings from our analyses of the material are presented
below in terms of preferences and expectations respectively.
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Preferences for castomer care (Task 1)

The study participants' examples of excellent customer cate, contributed in Task 1, provided
interesting insights into a wide range of customer preferences. The preferences we identified
may be grouped according to the distinction between service value and service experience
made by Polaine et al. (2013). For a quick overview, the customer care preferences listed by
the participants are grouped according to this distinction in Table 1.

Service performance types  Identified customer care preferences

Efficiency / availability

Service value Cost

Ease of use

Friendliness

_ _ Benevolence
Service experience

Competence

Flexibility

Table 1: The participants' customer care preferences mapped onto the service
performance types of Polaine et al. (2013)

Service value was strongly associated with the efficiency and availability of customer care; in
fact, nearly half (48%) of the Task 1 participant comments concerned such preferences. As
stated by one of the participants:

"In my eyes, customer care should be to the point, speedy, and efficient. Nothing is worse than baving
to go through four departments to get an answer while the service personnel try to sell you other

services."

However, several of the participants noted that efficiency should not compromise the
willingness and ability of customer care personnel to understand the customer. Efficiency is
expected, but not seen as incompatible with mindful customer care.

Not surprisingly, the participants highlighted a desire not to be kept waiting for customer
care. However, when waiting occurs, excellent customer care requires that the service
provider acknowledges the customer and reassures that she has not been forgotten.

"[ find it to be good customer care when the customer is seen. For exanple, if a waiter, who is busy,
gives you an eye and signals that be has seen you and will come to your table as soon as possible, this
is very good."

Some of the participants also discussed the importance of expectation setting and noted that
their perceptions of customer care may depend on such expectations.

"[...] The airline Ryanair has managed the small masterpiece of lowering onr expectations. [...] 1
would not call the customer care of Ryanair particularly good, but 1 assume it is good customer care
when_you get as expected or what?"

Very few of the Task 1 comments (3%) concerned cost and ease of use. When asked about
memorable examples of customer care, the participants clearly tended to focus on service
values related to efficiency and availability rather than cost and ease of use.

Service experience was equally important as service value in the participants' examples of
excellent customer care. The most frequently mentioned aspect of service experience was
what we term benevolence. We defined benevolence as customer care that reflects in the service
provider a propensity to have the customers' best interests at heart. In Task 1, one-third



(33%) of the participant comments concerned examples of customer care that appear to
reflect benevolence in the service provider.

The prevalence of benevolence in the patticipants' examples of excellent customer care is
highly interesting, in particular as it represents a marked opposition to service providers
seeking to maximize short-term profit. In these examples, the participants showed their
preference for service providers who act in a manner that reflects a long-term interest in
their customers' wellbeing. Such acts of benevolence are presented as particularly indicative
of excellent customer care when they hold a short-term cost for the service provider.

"Without us having complained, we were called by [onr broadband provider] with a notification that
they would compensate poor signal quality by a reduction in the oncoming invoice — this is what I
think of as delivering above expectation — totally unexpected and highly confidence-inspiring."

Friendliness is another aspect of service experience that was markedly present in the
examples of excellent customer care, mentioned in 32% of the Task 1 comments. Friendliness
refers to customer care conducted in a pleasant, courteous, positive, trustworthy, and not too
pushy manner. Several respondents noted that a lack in friendliness might be detrimental to

the customer care experience.

Service provider competence was also highlighted as important to excellent customer care,
mentioned in 14% of the proffered customer care examples. Though competence arguably
can be important also in self-service contexts, the participants mainly addressed competence

in the context of manual customer care.

"My search for new mountain boots ended at |a retail store] where I excperienced both competence and
good service. Sales personnel that radiate trustworthiness are my favorites. Then I buy."

Service flexibility was not mentioned in any of the examples of customer care. Cleatly, our
participants associated more closely excellent customer care with experiential aspects such as
benevolence, friendliness, and competence rather than flexibility.

Near future expectations (Task 2-4)

In Task 2—4, the participants provided their expectations for customer care in the near future
of banking, telecom, and logistic services. We applied the same set of themes for Task 2-4 as
for Task 1. This made it possible to identify differences between customers' general

preferences and their near future expectations for customer care in these three sectors.

Service value was strongly prevalent also for the participants' expectations concerning
customer care. Across all three sectors, the aspect of efficiency and availability was by far the
most prominent service expectation, reflected in 53% of the Task 2—4 participant comments.
Efficiency expectations concerned response time, timeliness in delivery, and robust recovery
from error. Availability expectations concerned working hours for manual service and
physical location of offices or pick-up points.

Ease of use was somewhat more prominent in the customer care expectations of Task 2—4
than in the examples of excellent customer care in Task 1. In particular, the participants
highlighted an expectation of easy-to-use self-service for online banking. It seems as if the
importance of ease of use was readily present in the minds of the participants for sectors
where they have had substantial experience in self-service solutions.

"[...] if I should make a wish for the future, it would be a simpler user interface for online banking.
I often have problems in navigating, and which money that have/ should/ ought to be moved between
which account [...]"
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Cost was also somewhat more prominent for customer care expectations expressed in Task
2—4, in particular for logistics services, than was the case for the examples in Task 1.

Service experience in the comments for Task 2—4 mainly concerned competency and
flexibility (mentioned in 28% of the Task 2-4 comments) in service provision rather than
friendliness and benevolence (mentioned in 14% of these comments). This is strikingly
different from the service experience aspects associated with excellent customer care in Task 1.

The prominence of competency as a customer care expectation was found across all the
studied service sectors. The participants expressed an expectation both to be met with
knowledge and for this knowledge to be used for advice rather than as part of marketing or
sales initiatives. This use of knowledge was argued to increase customers' trust. Some
highlighted the need to improve the training of frontline personnel to meet heightened
competency demands.

"[...] in the future (as many of the services will be self-service) it will be important that the provider is
accessible and that customer care personnel has thorough knowledge in their fields (invoice, technical,
network, subscriptions, etc). [...]"

Flexibility was also a somewhat prominent customer care expectation across all the studied
sectors. For telecom providers, participants highlighted a need for flexibility both in terms of
channels for customer care and in terms of personally configurable service bundles. For
logistic services, participants discussed flexibility in terms of choice in pick-up points as well
as choice between self-service and manual customer care. This latter aspect of flexibility was
also a particularly noteworthy customer care expectation in the banking sector.

"To me an online bank, and in particular a mobile bank, bhas become an important tool that resolves
problems with opening hours, ete. I hope that these are continually improved. At the same time, 1 hope
that advisors will still be available to help if one feels lost among all the products of a bank."

The balance between self-service and manual service in customer care seemed to be one of
the more engaging issues for the participants and generated some emotionally charged
discussion. In particular, participants disagreed about whether manual customer care was to
be expected as a free option. Proponents of free manual customer care argued that such
service is sufficiently beneficial to the customers' experience to be a justifiable cost for the
service provider, as expressed in the following comment:

"@anon: I am happy that your family is good with data. I am afraid not all are as good [...]. I
think I would like to see the advisor in person when I am about to take up a loan [...]"

Conversely, opponents argued that manual customer care should be seen as a cost to be
reduced as much as possible and reserved for premium customers, as expressed below:

"@anon2: Nothing is for free. For me, banfks may have a lot of manned offices, personal customer
care, [...J, but I am not willing to pay the cost for this. [...]"

Interestingly, benevolence and friendliness in customer care were far less present in the
participants' near future expectations for the given sectors than they were in their examples
of excellent customer care. However, we may still learn something concerning the
importance of benevolence and friendliness from the participants' expectations.

In the banking and telecom sectors, some near future expectations concerned products,
subscriptions, and services being better fit to the actual needs of the customer, as opposed to
being fit mainly to the revenue models of the bank or telecom provider. Such near future
expectations arguably are associated with a wish for service providers in these sectors to
make it clearer that they have their customers' best interest at heart. As one participant
stated, when considering the telecom sector:



"Good customer care from the telecom operator would be to get help to find the right subscription plan
based on one's own actual nse, and not having to change operators to get the lowest price. This shonld
be the operator's responsibility.”

For banking and logistic services, some pointed out the importance of friendliness in the
personal meeting between the customer and the frontline personnel.

"[...] a bank which cares and shows interest in my life sitnation, this is the bank I want."

Discussion

In her book on customer care, Cook (2011) states, "We have become a service economy. Yet
few organizations ate truly delighting their customers" (p. 1). The findings from our study
provide some insight concerning customers' customer care preferences and near future
expectations in key service sectors. In the following sections, we will discuss our findings in
terms of their implications for (a) service providers and practical service design and (b) the
scientific discipline of service design.

Implications for service providers and practical service design

The presented study findings hold several implications for service providers and practical
service design. In the following, we will discuss three.

Firstly, excellent customer care requires attention to a range of aspects concerning both service
value and service experience, something that is in line with the current state of the art (Cook,
2011; Polaine et al., 2013; Stickdorn & Schneider, 2011). Though efficiency is highly
appreciated in customer care, the participants also expressed appreciation for the experiential
aspects of service provision. Friendliness and benevolence, that is, having the customet's best
interest at heart, are important in the personal meeting between customers and frontline
personnel; these aspects also need to be addressed when improving the efficiency of customer
care (Gorry & Westbrook, 2011). Furthermore, such experiential aspects can also be important
in self-service solutions; an interesting service design challenge will be to transfer the
friendliness and benevolence that is desired in manual customer care to self-service solutions.

Secondly, though experiential aspects such as friendliness and benevolence in service
providers are highlighted in the examples of excellent customer care, the same aspects are
nowhere near as prevalent in the customer care expectations for banking, telecom, and
logistics services. Hence, we suggest that these service sectors may represent an opportunity
for service designers in the future to augment these services with other experiential aspects
than what are currently expected by customers, in particular by strengthening the impression
of customer care as friendly and benevolent.

Thirdly, though we found that flexibility, cost, and ease of use were widely expected for near
future banking, telecom, and logistics services, these aspects were not prevalent in the examples
of excellent customer care expressed by participants in Task 1. Possibly, future service
designers should work to raise customers' attention to the importance of some of these
aspects, in particular flexibility; that is, to clarify for the customers the benefits they are offered
by flexible customer service. In particular, the choice between self-service and manual
customer care, or a combination of the two, may currently be underplayed as a service benefit.
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Implications for the scientific discipline of service design

Our exploratory approach to customer care preferences and expectations gave us some new
insights concerning what matters to customers. While the literature provides ample insight
concerning the importance of experiential aspects in service design (Zomerdijk & Voss, 2010)
and customer care (Gorry & Westbrook, 2011; Gremler et al., 2001), as well as how to achieve
a positive customer expetience (Cook, 2011; Polaine et al., 2013; Stickdorn & Schneider, 2011),

less is written on the actual experiences that we want customers to have.

In this study, we established a set of concepts to analyse our data, presented in Table 1.
While some of these concepts are well-established, such as efficiency, availability, and competence,
others are less familiar, in particular the concept of benevolence. To understand the experiential
needs and desires of customers, we may need to expand our technical vocabulary to be able
to precisely point out and design for the experiences that we want to evoke in the customer.

We do not argue that the presented set of concepts is complete or adequate for
understanding customer experience across service contexts. However, we believe that for
such sets of concepts to be available in practical service design they need to be established
within the science of service design. Possibly, our methodological approach of gathering
customer insight through an online social platform may represent an interesting middle way,
between what Polaine et al. (2013) discuss as insight research and market research, to
establish such concepts for customers' experiences. In this approach, some of the in-depth
character of, for example, the observational studies of empathic design is traded for the
robustness of market research.

Conclusion

We have presented the findings from a study on customer preferences and near future
expectations for customer care. We have discussed how the study findings may have both
practical and scientific implications. Our study has its limitations; in particular, we focused
on one single country and three service sectors. In consequence, the generality of the
findings may be limited to service contexts that are sufficiently similar to those of this study.
Nevertheless, our findings provide relevant insight for both practitioners and researchers in
service design. We hope that this study motivates researchers to further explore customers'
expectations and preferences for customer care and customer experience in service design.
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Abstract

The aim of the study is to develop a public service design framework as an innovative
management tool to be used in decision-making in the urban areas for age-friendly cities.
Based on the previous research on age-friendly cities, the relevant initiative priorities that are
mainly shaped by the population of the city of Ankara are determined. A collaborative
approach among the citizens and service providers is used as a basis for developing a
framework for public service design. The self-assessment tool that is composed of 82 items
categorized under eight themes of an age-friendly city was completed by 251 citizens. Results
of the Principal Component Analysis method indicated that the primary factor was
composed of the community support and health services features. The second factor was
related to transportation; and, the third was the combination of civic participation and
employment features with respect and social inclusion features.

KEYWORDS: age-friendly cities, collaborative approach, service design

Introduction

The increase in the aging population, who prefer to age in familiar environments, enhanced
the importance of providing ‘age-friendly’ services to the senior citizens. As Morelli (2003)
stated, the traditional focus of design disciplines were on the products, but lately the focus
has been shifted to product-service systems. The potential shifts from product to public
services forced the models to be designed for the delivery of services for the well-being of
people.

Also, Bason (2012) recently stated that service design explores the public sector by focusing
mainly on delivery of services to people rather than business models. Moreover, there is a
change in the role of citizens in society from only describing the needs, desires and
expectations in service design to acting as collaborative members in the design, production
and provision of public services (Botero et al., 2012). This approach provides deeper levels
of satisfaction and well-being among citizens who benefit from public services. Sangiorgi
(2011) named this evolution as ‘design for services’ and described the transformative role of

citizens from being a passive user to an active collaborator in the public.

In service design literature, the well-being of people is mainly considered in healthcare and
educational settings (Bibby et al., 2009; Harari et al., 2007; Lin et al., 2011; Kimbell, 2009;
Ostrom et al., 2010). This study focuses on the well-being of all citizens in ‘age-friendly’
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cities. It aims to improve citizens’ welfare while enhancing access, quality and delivery of
sustainable services in urban areas. As Parker and Heapy (20006) stated, “the common
challenge of service [is] in thinking about how to transform public services” (p. 8).
Determining the appropriate tools, techniques and methods in identifying the characteristics
of the citizens, urban environments and touch points are crucial for the satisfaction and well-
being of citizens. Since the citizens have diverse physical characteristics and needs,
expectations and desires as well as social status, a priority setting should be provided for the
diverse population.

Innovation in the service sector firstly emerged in the product sector and the researchers
mostly focused on the involvement of the customers in the design of technology-based
products (Alam & Perry, 2002; Edvardsson et al., 2006; Kristensson et al., 2008; Kuusisto &
Kuusisto, 2010). Innovation in the public sector also attracted the attention of the
researchers who concentrated in various activities ranging from healthcare to software
services (Kuusisto et al., 2013). The focal point in urban service design is the satisfaction and
well being of the citizens. Therefore, collaborative approach is appropriate for designing age-
friendly cities.

Age-friendly cities

One of the fast growing population groups living in the urban setting is the aging people. In
the United Nations' Report of the Second World Assembly of Aging (2002), the aging populations
in developed countries living in urban areas were projected as 82% of the total population
whereas in developing countries less than half of the population will be living in rural areas
by 2025. Based on these data, the governments' representatives decided to adopt #e 2002
Madyrid International Plan of Action on Ageing (MIPAA) during the assembly to promote the
development of societies for all ages. The MIPAA required the societies to determine the
needs of the aging population as: “older persons and development; advancing health and
well-being into old age; and ensuring, enabling and supportive environments” (United
Nations, 2002, p. 1).

As an execution of the MIPAA, the World Health Organization (WHO) conducted a
research for developing the guidelines of age-friendly cities in 2005 at X1VIII LAGG Worid
Congress of Gerontology and Geriatrics in Brazil. After a series of meetings in different parts of the
wortld, research was conducted by WHO in 33 cities with the support of both governmental
and non-governmental organizations and academics (WHO, 2007). The research showed
that there were 82 guidelines under eight main topics, including: outdoor spaces and
buildings, transportation, housing, social participation, respect and social inclusion, civic
participation and employment, communication and information, and community and health
services. In conjunction with these findings, Plouffe & Kalache (2011) from WHO
Headquarters developed the Global Age-Friendly Cities Project.

In 2010, The WHO Global Network of Age-friendly Cities and Communities was established to
provide a medium where cities and communities could exchange their experience and learn
from each other worldwide. Membership of this network requires a lifetime progress of the
member cities in five-year cycles, since the needs and wishes of the citizens might change
continuously with the innovations and applications in different aspects of life. Self-
motivation and self-assessment are the main objectives of the local authorities to provide the
needs of the population.
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Recently, age-friendly community initiatives were developed in Canada, Spain, Brazil and
Australia while deeply focusing on the successful implementations of the age-friendly city
guidelines. As Plouffe & Kalache (2011) highlighted, the themes that were developed by
WHO in the global age-friendly cities guide (WHO, 2007) should be the common denominator in
all cities while the implementations of the policy tools should be determined by the local
governments. As an example, Sao Paulo in Brazil, with a population over 9 million, has
conducted a pilot study in a municipality for strategy development that served as a model for
the other municipalities. However, two municipalities, as the basis for all, produced the
strategy for development of Andalusia in Spain. Consequently, population of the cities is a
major factor in policy development in determining the relevant factors.

Also, an age-friendly New York project where the academic coordination was conducted by
the New York Academy of Medicine in close consultation with the Mayor’s Office included
an outstanding group of professionals from the fields of government, business, architecture,
law, housing, technology, academia, and others (Age-Friendly NYC: A Progress Report,
2011). In order to make New York City an outstanding place in which to grow old, they have
created examples of innovation that served as models for cities around the world. Findings
of the collaborative groups indicated 59 initiatives to make New York more age-friendly in
four key areas: community and civic participation; housing; public spaces and transportation;
and health and social services.

In South Australia’s age-friendly guidelines and practice measures document, there are links
to the WHO Age-friendly Cities Checklist (Government of South Australia, 2011).
Furthermore, this toolkit also identifies information sources and technical specifications. All
these efforts have been directing the cities and communities to determine their
developmental progress through service design not only with the physical environment but
also the social environment of people of all ages.

Research approach

The focus of this study is to build a public service design framework as an innovative
management tool to be used in decision-making in the urban areas for age-friendly cities. A
collaborative approach is used as a basis for developing a framework for public service
design that focuses on identifying, describing and prioritizing citizens’ activities in the urban
arecas. This framework is built through the reflexive combination of the researcher’s
understanding and the perspectives given by all citizens in the urban areas. Firstly, the
citizens of all ages completed the self-assessment tool that is based on the global age-friendly
cities guide developed from the studies conducted in 33 cities by WHO (2007).

In this research, the aim is to develop a design framework while integrating human actors
and their experiences for the satisfaction and well-being of the citizens in age-friendly cities.
The users of the urban area are people at all ages and with different abilities. To ensure this
variability is built into the model, user groups were formed from caregivers and service
providers in the public sectors as well as academics (who develop the theories and enable
knowledge transfer for implementation of services) and municipality employees who acquire
the knowledge and implement the plan for the citizens. It is important to remember that the
caregivers and the service providers are also the citizens, as long as they reside within the
borders of the Greater Ankara Municipality.
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The urban area is the built or designed environment where the public services are provided.
A built environment can be a building or an open space. A transportation unit, furniture,
fixture, fitting or a sign can be the designed space or the product. It is important to focus on
the designed and built environments in terms of the services made available within them as
well as how they interact with the citizens.

The touch points are the places and spaces where citizens experience the public services.
Based on the WHO-conducted research (2007), the touch points are the eight areas of urban
living: namely as outdoor spaces and buildings; transportation; housing; social participation;
respect and social inclusion; civic participation and employment; communication and
information; and community support and health services (see Figure 1). The research
presented in this paper is based on these eight categories under two environments
surrounding people: physical and social. Many of the guidelines defined under these touch
points include both the physical and social environments.

"
Age-Friendly |Outdoor Spaces
& Buildings

Respect &

Figure 1 Age-friendly city touch points (Adapted from WHO (2007) Global Age-Friendly-Cities: A
Guide, p. 1.)

Methods

Ankara is the capital of the Turkish Republic, accommodating approximately 4.8 million
citizens according to the latest population research carried out by the Turkish Statistical
Institution (2012). The ratio of 65+ age group living in different districts of Ankara to the
total population of the city is 6.89 % (336 944 citizens). The Greater Ankara Municipality
includes 25 municipality districts. The city center includes four districts and 61.3 % (206 542
citizens) of the total 65+ population of Ankara resides in those four districts. Each district
municipality is directed by its own elected mayor and district parliaments, which are
responsible for the services to the population residing within the district boundaries. The
Greater Ankara Municipality, on the other hand, provides services where the budgets of the
district municipalities ate insufficient and/or whete coordination among the districts is
required. Most of the utility services as well as the main streets are under the responsibility of
the Greater Ankara Municipality.

Ankara City Council is a civil organization consisting of all the wubtars (local authority for
neighborhoods), the members of non-governmental organizations, non-profit organizations
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and academia coming from all the districts of the Capital. The purpose of the Council is to
make recommendations to the Greater Ankara Municipality about the needs and wishes of
the citizens. One of the sub-groups working under Ankara City Council is the Elderly
Parliament. Any member of Ankara City Council who is interested and/or related to older
adults can become a member to Elderly Parliament. Finally, Ankara City Council has a
Scientific Advisory Board consisting of college professors recommended to the Council
from the different universities of Ankara.

The Greater Ankara Municipality also provides social services to the citizens. The
Municipality has established cultural centers and Older Adult Care Centers all around the
city. The citizens can become members of these centers without any fees or premiums and
may attend many cultural and entertainment activities organized by the social workers of the
Municipality.

The samples of this research were randomly selected among the members of the Elderly
Parliament (26), the members of the Older Adult Care Centers and their relatives (113+51),
the members of the Scientific Advisory Board (8) and the employees of the Greater
Municipality of Ankara (53). The sample comprised 251 citizens of all ages. However, 87
(34.7.3%) of this sample group were also service providers of some kind to the citizens and
165 (65.3%) were non-service providers (see Figure 2.). Among the participants, 83 (50.6%)
of the non-service providers and 51 (58.6%) of the service providers were female.

Non-Service
Providers

n= 164 Service

Providers
n= 87

Figure 2 Samples (n=251) of this study. They were all citizens of Ankara and some of them were
service providers.

Firstly, the subjects were asked to complete the self-assessment tool that is based on a
checklist from the studies conducted in 33 cities by WHO (2007). The checklist entitled
Global age-friendly cities: a guide was based on studies that were conducted worldwide with
senior citizens, service-providers and academics in relevant fields determined in the 2005-
2006 study (WHO, 2007).

The checklist is composed of 82 items under eight themes as the core features of an age-
friendly city. The main idea behind these guidelines was to determine the overlapping
features in different urban environments and WHO mentioned that these core values came
up repeatedly. However their importance could change from community to community.
Moreover, 82 items are too many for the local authorities to provide as a service to the
citizens, all at once. Each local authority is expected to determine its most important core
features among these 82 items and work on them with a five year strategic plan. Therefore,
the objective of this study was to find out which core features were more important to

15



specifically Greater Ankara Municipality, as a case. The importance of each core feature was
ranked on a four-point scale from no contribution to significant contribution (0 points =
no/not at all; 1 point = limited/some contribution; 2 points = adequate
contribution/satisfactory; 3 points = significant contribution). The scale was not as five,
seven or eleven points because the guidelines determined by WHO in the 2005-2006
studies were common points for all cities and expected to be useful for developing an age-
friendly city (WHO, 2007).

The initial challenge was to determine the features that can be evaluated as the components
of an age-friendly city. The first step in simplifying the checklist was to find and exclude the
features that were not depicting the core features of an age-friendly city for Ankara citizens.
As Tabachnick & Fidell (1996) claimed when features are at the extreme ends of a scale, the
actual variability in features may not be captured and their correlations are very low with the
other features. Correlation matrix was used to determine if the strength of the correlations
among the features were reliable for factor analysis. No feature was found to have
correlation below 0.30 with all the other features. Therefore, all items were included in the

analysis.

The second step was to conduct the Principal Component Analysis method for determining
the number of factors that are important for an age-friendly Ankara city. Extraction of the
principal component resulted in a variance maximizing (varimax) rotation of the original
feature space because the criterion for the rotation is to maximize the variance of the new
variable called the factor. The variances extracted by the factors are called eigenvalues.
Features that had relationships 50% and above with the factor component were thought to
best describe the factor and its related scale. The features that were loaded 0.50 or more were
included in the final list.

Results

Principal Component Analysis on the 82 features showed that 12 factors had eigenvalues
greater than 1.00. This analysis followed by varimax rotation resulted in 12 factors with
eigenvalues greater than 1. Including factor loadings +0.50, there were 7 factors after
rotation with varimax with Kaiser normalization (see Table 1). The priority list involves
independently the six touch points depicted in Figure 1. Only in the third factor, civic
participation and employment is integrated with respect and social inclusion touch point.
The key findings are detailed below:

Priority list (ranking from high to low) No of features
1. Adequate community support and health services 12

2. Adequate transportation services 14

3. Civic participation and employment; and, respect and social 8 and 4

inclusion opportunities

4. Adequate communication and information facilities 9
5. Available outdoor spaces and building facilities 7
ServDes.2014
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6.  Social participation opportunities 8

7. Sufficient and affordable housing services 7

Table 1 The priority list for the age-friendly city of Ankara

The primary factor (eigenvalue=39.29, 12.21% of total variance) is composed of twelve
positively loaded community support and health services features.

» The primary criterion for citizens is the accessibility to clear information about the
health and social services for older people (0.816).

» The next three criteria are about service accessibility as:

- minimized economic barriers (0.802);
- respectful and sensitive administrative and service personnel (0.792);
- coordinated and simple service delivery (0.776).

»  The fifth criterion is related to emergency planning and care that includes older people
while taking into account their needs and capacities in preparing for and responding to
emergencies (0.772).

» The following three criteria are also related to service accessibility as:

- to all well-distributed health and social services in the city (0.747);
- residential care facilities integrated to the services and larger community (0.728);
- adequate access to the burial spaces (0.717).

» The final criteria are related to the offer of services as:

- the services are conveniently located and accessible by all means of transportation
(0.717);

- support and encouragement of services by voluntary citizens of all age (0.693);

- provision of home care services including personal care and housekeeping (0.690);
- provision of an adequate range of health and community support services (0.680).

The second factor (eigenvalue=4.98, 11.82% of total variance) is composed of 14 positively
loaded transportation features.

» The first four criteria are related to roads as:
- well-maintained roads with covered drains and good lighting (0.760);
- well-regulated traffic flows (0.763);
- well educated drivers on roads; and, roads that are free of obstructions (0.743).

»  'The fifth criterion is related to taxis that are accessible and affordable with courteous
and helpful drivers (0.719).

» The sixth criterion is related to driving competence that is provided to all drivers
through education and refresher courses (0.708).

» The following two criteria are related to parking and drop-off areas that are safe,
sufficient in number and conveniently located (0.685); and, availability of areas for
people with special needs is respected (0.682).

» The ninth criterion is related to the availability of voluntary transport services where
public transportation is limited (0.658).

» The following criteria are related to design and organization of transportation facilities as
provision of complete and accessible information to users about routes, schedules and
special facilities (0.641):

- stopping of drivers at designated transport stops and beside the curb to facilitate
boarding and to wait for passengers to be seated before driving off (0.565);
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- conveniently located, accessible, safe, clean transport stops and stations that are well-lit
and well-marked with adequate seating and shelter (0.545);

- availability of specialized transportation for disabled people (0.532);

- accessibility to all city areas and services by public transport, with good connections
and well-marked routes and vehicles (0.517).

The third factor (eigenvalue=4.05, 11.41% of total variance) is composed of 8 positively
loaded civic participation and employment, and 4 positively loaded respect and social

inclusion features.

»  The first criterion is related to the civic participation theme as the encouragement and
facilitation in membership of older people in decision-making bodies in public, private
and voluntary sectors (0.773).

» The following seven criteria are related to the employment theme as:

- providing training in post-retirement opportunities for older workers (0.769);

- promotion and support for self-employment options for older people (0.768);

- promotion of a range of flexible and appropriately paid opportunities for older people
to work (0.732);

- well-promotion of the qualities of older employees (0.710);

- no discrimination on the basis of age in the hiring, retention, promotion and training of
employees (0.7006);

- availability of a range of flexible options for older volunteers with training, recognition,
guidance and compensation for personal costs (0.658);

- adaptation of workplaces are to meet the needs of disabled people (0.644).

The following four criteria are related to the respect and social inclusion theme.

» The ninth criterion is related to economic inclusion as older people who are less well-off
should have good access to public, voluntary and private services (0.620).

» The following criterion involves community inclusion as the recognition of older people
by the community for their past as well as their present contributions (0.605).

» The eleventh criterion involves public education with schools providing opportunities to
learn about ageing and older people, and involve older people in school activities (0.565).

»  The last criterion involves inter-generational interaction in community-wide settings,
activities and events that attract all generations by accommodating age-specific needs and
preferences (0.502).

The fourth factor (eigenvalue=3.14, 8.63% of total variance) is composed of 9 positively

loaded communication and information features.

» The primary criterion involves printed information (including official forms, television
captions and text on visual displays) that has large lettering and the main ideas are shown
by clear headings and bold face type (0.795).

» The second criterion involves wide public access to computers and the Internet, at no or
minimal charge, in public places such as government offices, community centers and
libraries (0.794).

»  The third criterion involves oral communication in public and commercial services
providing friendly, person-to-person service on request (0.787).

» Itis followed by automated communication and equipment (such as mobile telephones,
radios, televisions, and bank and ticket machines) that have large buttons and big
lettering (0.754).

»  The fifth criterion involves people who are at risk of social isolation and their need to
receive one-to-one information from trusted individuals (0.728).
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»
»

The following four criteria are related to properties of information offer as:

regular and widespread distribution of information is assured and coordinated,
centralized access is provided (0.690);

- oral communication accessible to older people is promoted (0.687);

- regular information and broadcasts of interest to older people are offered (0.649);
- a basic, effective communication system reaches community residents of all ages
(0.629).

Fifth factor (eigenvalue=2.74, 7.60% of total variance) is composed of seven positively

loaded outdoor spaces and buildings features.

»

»

»

»

»

»

The primary criterion points the public toilets (outdoors and indoors) in being sufficient
in number, clean, well maintained and accessible (0.840).

The second criterion is related to building features that are well-signed outside and
inside, with sufficient seating and toilets, accessible elevators, ramps, railings and stairs,
and non-slip floors (0.740).

The third criterion is related to service as the provision of special customer service
arrangements, such as separate queues or service counters for older people (0.723).

The fourth criterion is related to roads where drivers should give way to pedestrians at
intersections and pedestrian crossings (0.722).

The fifth criterion is about the situated together location and accessibility of service areas
(0.681).

The last two criteria are related to safety of outdoor spaces by providing good street
lighting, police patrols and community education (0.657); and non-slip pavements that
are wide enough for wheelchairs and have dropped curbs to road level (0.558).

The sixth factor (eigenvalue=2.25, 7.09% of total variance) is composed of eight positively

loaded social participation features.

»

»

»

»

»
»

»

»

The primary criterion is the ability to attend activities and events alone or with a
companion (0.721).

The second criterion involves the wide range of events and activities that appeal to a
diverse population of older people (0.674).

The third criterion is about providing good information about activities and events,
including details about accessibility of facilities and transportation options for older
people (0.668).

The fourth criterion is about affordability of activities and attractions, with no hidden or
additional participation costs (0.663).

Also, events should be held at convenient times for older people (0.642).

The sixth criterion addresses isolation and points that there should be consistent
outreach to include people at risk of social isolation (0.635).

Also, gatherings should foster community integration by including older people with
events that are held in various local community spots, such as recreation centers,
schools, libraries, community centers and parks (0.612).

The last criterion describes the facilities and settings for events and activities as venues
that are conveniently located, accessible, well lit and easily reached by public transport
(0.578).

The seventh factor (eigenvalue=1.94, 5.86% of total variance) is composed of seven

positively loaded housing features.

»

The first three criteria describe housing as:
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- being well-constructed and providing safe and comfortable shelter under all weather
conditions (0.720);

- clean, well-maintained and safe public and commercial rental housing (0.708);

- with interior spaces and level surfaces that allow freedom of movement in all rooms
and passageways (0.684).

- The following criteria of the seventh factor are about providing affordability and
sufficiency in housing for frail and disabled older people, with appropriate local services
(0.628); availability of home maintenance and support services (0.627); availability of
affordable home modification options and supplies with providers that understand the
needs of older people (0.594); and housing that is available in areas that are safe and
close to services and the rest of the community (0.545).

Service design model for age-friendly cities

Considering the priority list as a basis, a large number and wide variety of decisions are
required in designing and delivering service for age-friendly cities. First step for building a
service design strategy, each item on the priority list has to be defined and how it drives
design decisions for new and redesigned services should be collaboratively described. The
definition of each item has to be clarified both for service providers and citizens of the city
at the strategic level. This definition should not only involve the how and what of public
service design for age-friendly cities, but also should ensure the integration between how and
what (see Figure 3). Developing a service design strategy involves both process driven public
services and product services.

WHAT

Priority
List
1.

2.

HOW

Figure 3 Building the strategy level in service design for age-friendly cities

Identifying the participants is an important issue both for service provider and citizen groups
at the strategic level. Each group should be the representative of the general population. The
semi-structured interviews should be conducted for each priority in the list. The primary
questions should be addressed to the participants as an example “How do you access to
information about health and social services within this neighborhood?” (priority 1, item1).
Then follow-up questions as “Is information accessible, useful, easy to understand, difficult
with automated systems, in print format and size?” should be asked. After the clarification of
each item on the list, the delivery of services for age-friendly cities should be encountered.
The priority list serves as the foundation upon which the components of the service delivery
system are built. It also provides a framework for evaluating services on an ongoing basis as
the list of services change (see Figure 4).

ServDes.2014

Fourth Service Design and Innovation Conference 20



Priority Service Service

List ﬁ S[rategy ﬁ De“very

Figure 4 Proposed service design planning model.

Conclusions

Many age-friendly community models were developed on extensive research on older adults
and their experience, as Lui et al (2009) concluded in their review of international literature
on age-friendly communities. Many of them, such as the WHO global age-friendly cities
project, used focus groups, interviews and surveys in identifying the essential features of an
age-friendly city. Some others, like the age-friendly New York project, involved older adults
as active participants in developing the initiatives for and age-friendly community and
environments. All of these studies pointed out that involving older adults is a key issue for
desirable community services and support. Furthermore, wide collaboration groups including
service providers, voluntary organizations, and citizens of all ages are essential. Although
there is a substantial variation across cities, local authorities (municipalities) have a major role
in creating age-friendly cities. This study lies parallel to the extensive research that supports
the role of local authorities in building an age-friendly city.

The literature supports the variations in the priorities of the initiatives, as the results of the
characteristics of the cities are mainly shaped by the population of the city. While all of these
models are useful benchmarks, we believe that each city needs to prioritize its development
initiatives according to its specific needs. For the Greater Ankara Municipality, the primary
factor was composed of the community support and health services features.
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Abstract

This paper integrates relevant concepts from the literature to identify innovative customer
groups for collaborative service design activities. It is proposed that the central concepts
characterizing an innovative customer are innovation-related benefit, ahead of trend, use
experience, and knowledge of the field. Measures are provided that underpin the integrated
concepts and thus allow for the future testing and refinement of the proposed framework
towards a more standardized customer screening approach. The need for open innovation
platforms is identified to enhance customer participation beyond customer engagement
behaviour. The paper contributes to the growing knowledge of the requirement to
systematically select and involve specific customer groups in service design.

KEYWORDS: service design, user innovation, lead user theory

Introduction

Innovation and design theories and practices are constantly moving towards a more open
process that allows firm-external stakeholders to contribute actively. This refers specifically
to customers because it is increasingly recognized that they should be defined as informed,
networked and empowered value (co-)creators rather than as passive recipients of value.
Thus, recent concepts including ‘co-design’ (Sanders & Stappers, 2008), ‘open-innovation’
(Chesbrough, 2003), ‘co-creation’ (Prahalad & Ramaswamy, 2004), ‘user innovation’ (Liithje,
2004), and ‘democratized innovation’ (von Hippel, 2005) share a common theme namely that

of using customers more actively in innovation and design activities.

However, despite the increasing recognition of the value of active customer involvement,
there remains a lack of understanding of what kinds of customers should be selected and
systematically involved in service design activities. Specifically, research findings suggest that
depending on the design task to be addressed, firms should clearly identify defined user
groups rather than to randomly select customers as potential co-designers or co-innovators
(von Hippel, 1988; Liithje, 2004; Matthing ez a/., 2006; Lettl, 2007; Magnusson, 2009;
Schuhmacher & Kuester, 2012). Most studies have applied the lead user concept developed
by von Hippel (1977; 19806) to identify innovative users (e.g. Lilien e# al, 2002; Franke et al.,
2000; Lettl ef al., 2006; Matthing 7 al., 20006; Lettl, 2007; Oliveira & von Hippel, 2011).
However, research findings suggest that the lead user concept does not apply in all contexts
and is not exhaustive in defining the characteristics and measures of innovative users (Liithje,
2004; Kristensson & Magnusson, 2010; Skiba, 2010; Schuhmacher & Kuester, 2012). Hence,
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by integrating relevant concepts across disciplines we identify innovative customer groups
for collaborative service design activities. This can assist firms to identify and subsequently
to involve specific customer groups in service design projects.

The remainder of this paper is structured as follows. First, by drawing upon the user
innovation, customer involvement, and relationship marketing literatures, relevant concepts
are identified and discussed. This section additionally includes potential questionnaire items
that can be used to measure the integrated concepts. Then, tools necessary for enhancing
customer participation that will go beyond customer engagement behaviour are discussed.
The paper concludes by highlighting limitations and providing directions for testing and
refining the proposed concepts towards the development of a more generalized framework.

The importance of customer involvement in service design

Although earlier service design processes were based on particular perspectives, later
developments have usually drawn on a service and marketing perspective as defined by
service-dominant logic and the Nordic School of Services (e.g. Ostrom et al., 2010; Stickdorn
& Schneider, 2010; Meroni & Sangiorgi, 2011; Patricio e al., 2011). A central assumption of
these researchers is that the production and consumption of a service occurs in an open
system in which the customer takes an active standpoint rather than in a closed production
process where the customer perceives goods or services as outcomes (Gummesson, 2006;
Maglio & Spohrer, 2008). Grénroos (2006; 2011; 2011) goes further by claiming that it is the
customer who decides if value is created or not and that the firm can either take a supportive
role as a value facilitator or an interactive role as a value co-creator. This means that the
central aspect of value creation lies within the customer’s sphere (Prahalad & Ramaswamy,
2004; Prahalad & Ramaswamy, 2004; Lusch ez @/, 2008; Payne et a/., 2008), and customer
information consequently should be a central aspect in the design of new services.

Noting the central position of the customer within the service system, service design and
innovation are increasingly discussed as collaborative activities with customers rather than as
firm-internal research and closed development processes that produce offers for customers
(MacGregor, 2008; Ostrom ez al., 2010; Zomerdijk & Voss, 2010; Bogers & West, 2012). In

€«

this context, Ostrom et al. (2010, p.17), have defined service design as “... a collaborative, cross-

113

disciplinary activity” and the required approach to it as “... the orchestration of clues, places, processes,
and interactions that together create holistic service experiences for customers, clients, employees, business

partners, or citizens”.

The focus on the orchestration of clues, places, processes, and interactions highlights that
although customers are actively integrated within the service system, it is only a personal
pathway or a so-called ‘customer journey’ through the service system rather than the whole
system itself that is experienced by them. Still, service design requires that a user-centred
design view be taken because customers can be active players in the value-creation process
and can thus influence where, when and how value is generated (Wikstrém, 2008; Helkkula
& Kelleher, 2010). The challenge for service design therefore is 1) to identify interactions
through which customers can participate in value co-creation in different forms and different
intensities (Morelli, 2009), and 2) to arrange the multiple interactions towards a holistic
service experience without there being a separation from the overall service system
(Gummesson, 2002; Gummesson, 2008).
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Furthermore, taking a user-centred design view means that service design needs to begin
with an understanding of the customer’s value-creating processes (Payne et al., 2008). Yet,
new innovations have often been suggested to fail due to so-called ‘sticky knowledge’, which
refers to the argument that the information as to what the customer wants resides with the
customer while the information that leads to a solution as to how to satisfy those needs lies
with the firm (Thomke & von Hippel, 2002). It is for this reason that active customer
involvement in the form of ‘co-designers’ or ‘co-creators’ is increasingly discussed as a
critical factor for the effective design of services (Prahalad & Ramaswamy, 2004;
Ramaswamy, 2008; Sanders & Stappers, 2008; Ojasalo, 2009; Steen ef al., 2011; Szebeko,
2011).

Concepts that underpin innovative customer groups

Despite the recognition that customer involvement can be an effective approach in service
design projects, little guidance is given as to the specific groups of customers that should be
targeted for such projects. Specifically, the question that arises is who is to be involved in
design processes, since firms usually have access to a large and diversified customer base.
This is an important question because research findings indicate that only certain users are
able to develop and/or are willing to share new service or product ideas (Lithje, 2004; Lettl,
2007; Witell et al., 2011). Addressing this gap in knowledge, we identify and integrate
relevant concepts from the literature that can be used to systematically identifying and
subsequently involving selected customer groups for service design purposes. In the
following, we discuss the integrated concepts in detail and provide measures that underpin

these concepts.

Lead user characteristics

The arguably most popular approach for identifying specific customer groups for innovation

113

purposes is the lead user concept. Lead users are “.. users whose present strong needs will become
general in a market-place months or years in the future” (von Hippel, 1986, p. 791). Two central
characteristics distinguish lead users from other customer groups, namely being ahead of
trends and expecting high benefits from innovation (Schreier & Prigl, 2008). These
characteristics typically refer to a small group of users, who have a strong ability and a need
to identify novel product attributes and should thus be identified, supported, and integrated

into innovation practices (von Hippel, 1986; von Hippel, 1988; von Hippel, 2001).

A number of studies tested lead user theory quantitatively and provided strong empirical
supportt for the commercial attractiveness of innovations developed by lead users (Franke e#
al., 20006; Schreier & Priigl, 2008; Schuhmacher & Kuester, 2012). Specifically, the high
innovation-related benefit characteristic was found to be positively associated with
innovation likelihood, while being ahead of trends was found to be positively associated with
innovation attractiveness (Morrison e# al., 2000; Franke & Shah, 2003; Liithje, 2004; Franke ez
al., 20006; Schreier & Priigl, 2008). These findings hold true across different settings and
markets, including diverse consumer goods (Liithje, 2004; Franke e al, 2006; Nishikawa ez
al., 2013), information systems (Morrison ef al., 2000), software industry (Urban & Von
Hippel, 1988), and technology services (Matthing ez a/., 20006). Thus, particularly within
unmanageably large user populations, the systematic identification and integration of lead
users can be an effective approach, because this type of users typically have a strong ability
to contribute to innovations that are commercially attractive as well as are driven by strong
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intrinsic motivation in the form of a high expected benefits from their investment in an

innovation activity.

However, no clear measurements that underpin lead user characteristics have been provided.
For example, while Gruner and Homburg (2000) used a two-item measure for determining
lead user characteristics, namely “customers’ benefits provided by the new product” and
“customers’ recency of need for the new product”, Liithje (2004) used a two-item measure
for ‘innovation related core benefit’ and a four-item measure for ‘commitment to product
field’. With the purpose of developing a more robust measurement, this paper distinguishes
between users’ expectations of innovation-related benefits and the users being ahead of

trends.

Firstly, innovation-related benefits is measured by modifying the items that were used and
validated by Franke e a/. (2000). As a result, the following five-item measure is proposed as a
measure of lead users’ innovation-related benefits:

Table 1: Innovation-related benefits*

. Direction

Construct items: .
of items

User is dissatisfied with the existing services or aspects of existing services. | Reflective
User has needs which are not covered by the existing services. Reflective
User has approached the firm with ideas for improving existing services. Reflective
User is dependent on the use of the services. Reflective
User would benefit significantly from any improved or new service. Reflective

*All items are measured with a five-point Likert item scales with “strongly disagree” (1) and “strongly agree” (5)
as anchors.

Secondly, to identify users that are ahead of trends, a number of studies suggested the use of
the technology readiness index (TRI) (Matthing et al., 2006; Skiba, 2010). Noting that the
number of technology-based products and services have grown substantively (IfM & IBM,
2008; Ostrom et al., 2010), Parasuraman (2000, p.308) defined technology-readiness as “...
people’s propensity to embrace and use new technologies for accomplishing goals in home life and at work”
and developed a refined multiple-item technology readiness index (TRI) to measure people’s

readiness to embrace new technologies.

In the context of technology-based services, Matthing et al. (2006) used the TRI and found
that technological readiness was positively correlated with propensity to actively seek new
technologies and to solve problems related to them as well as a willingness to participate in
the process of new technology-based service development. Following these findings and
considering that service innovation requires users to be increasingly technology-advanced
(IfM & IBM, 2008; Ostrom et al., 2010), it is proposed that the TRI can be an effective
measure for identifying service users that are ahead of trends also in services that go beyond
technology-based services (see also Skiba, 2010). Hence, the following four-item measure
derived from Parasuraman and Colby (2001) is suggested for the identification of users that
are ahead of trends:

Table 2: Ahead of trend*

] Direction
Construct items: .
of items
User enjoys thinking about novel technology-based ideas and solutions. Reflective
User comes up with new solutions to problems he/she experiences with new
technologies. Reflective
User enjoys finding solutions to problems that accompany new technologies. | Reflective
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User actively searches for updates and launches of new technology-based
services and products. Reflective

*All items are measured with a five-point Likert item scales with “strongly disagree” (1) and “strongly agree” (5)
as anchors.

The potential effects of the lead user characteristics are depicted in Figure 1. Whereas users
with higher expectations of innovation-related benefit are more likely to innovate, users that

are ahead of trend tend to contribute to the development of ideas that are more attractive
(Franke ez al., 20006). Users that follow the trend (instead of being ahead of trend), on the
other hand, might not lead to innovation attractiveness. These users can be referred to as

‘ordinary users’. Finally, users that are far ahead of trends but have hardly any benefit from

innovating might be successfully integrated through incentive-related benefits such as idea

contests or design competitions (cf. Filler e# a/, 2007; Schuhmacher & Kuester, 2012).

high

Lead users - likely to
contribute to
commerically attractive
innovation; incentives
may be required for

Lead users - likely to
contribute to
commerically attractive
innovation; likely to
voluntarily participate in

Ahead successful integration. innovation activities.

of trend || Ordinary users - Ordinary users -
unlikely to contribute to | unlikely to contribute to
commerically attractive | commerically attractive
innovation; unlikely to innovation; likely to
voluntarily participate in | voluntarily participate in

low || innovation activities. innovation activities.
low Expected high
benefit

Figure 1: Potential effects of lead user characteristics; source adapted from Franke et
al. (2006, p.311).

Use experience and knowledge of the field

In addition to lead user characteristics, use experience is seen as a critical component to be
used to distinguish innovative users from non-innovative users (e.g. Gruner & Homburg,
2000; Luthje, 2004; Matthing e al., 2006; Lettl, 2007) because experience is essential in
establishing a knowledge platform for mutual learning and innovation (Lundvall, 1993;
Wikstrom, 1996; Ojasalo, 2009). This suggestion is supported by Grénroos & Ojasalo
(2004), who proposed that through on-going interactions during a relationship the customer
can gain more knowledge of the service provider and service processes, and the service
provider can learn more about the customers’ competences as well as the customers’ specific
needs. Hence, on-going interactions and relationship continuity between a customer and the
firm can create an important source of collaborative knowledge and innovation.

Noting the importance of use experience, Lithje (2004) included the item “intensity of use”
into the construct ‘commitment to product field’, while Gruner and Homburg (2000) used a
‘closeness of relationship’ measure including the items “frequency of interaction with
customers outside new product development project” and “duration of business relationship
with customers”. This paper adopts the measure suggested by Gruner and Homburg (2000)
because it allows the determination of both the intensity and duration of use. Thus,
‘relationship duration’ and ‘interaction frequency’ are included as measures for determining
users with high use experience:

Table 3: Use experience*
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Frequency of service use

Total period of service usage
*Frequency of service use is measured with a scale ranging from “daily” (1) to “never” (5).
Total period of service usage is measured by the total use duration of services in years.

An additional factor that needs to be considered when customers are to be involved in
service design and innovation practices is knowledge of the field. Schreier and Prigl (2008)
showed that consumer knowledge and use experience are only moderately correlated and
thus should be seen as two independent concepts. While use experience refers to learning
from expetience and product/service usage, knowledge of the field stems from vatious
soutces beyond product/setvice usage (Schreier & Prigl, 2008).

Further, both concepts seem to impact the quality of the developed ideas differently. The
positive impact of high use experience on idea quality has been empirically supported by a
number of studies (e.g. Gruner & Homburg, 2000; Liithje, 2004; Matthing ez a/., 20006;
Schuhmacher & Kuester, 2012). A high level of knowledge of the field, on the other hand,
was found to negatively influence the novelty/originality of a developed idea (Matthing e# 4/,
20006; Magnusson, 2009; Schuhmacher & Kuester, 2012). This is because the development of
radical ideas can be constrained by too much knowledge about technology restrictions and
potential feasibility (Matthing e a/., 2006; Magnusson, 2009; Kristensson & Magnusson,
2010).

Knowledge of the field is measured by expanding Liithje’s (2004) four-item measure for
‘commitment to product field” through the integration of additional items suggested by Skiba
(2010). As a result, the following eight-item measure is proposed as measure of knowledge of
the field:

Table 4: Knowledge of the field*

. Direction

Construct items: .
of items

User knows how services and requests are processed. Reflective
User has profound knowledge of the used key-technologies. Reflective
User knows about all details/facets/aspects of the offered services. Reflective
User has a good understanding of which elements make up a good Reflective
service.
User knows about required resources to deliver a service. Reflective
User has profound knowledge of the services and facilities that can be Reflective
used.
User knows how the existing services could be improved. Reflective
User is well informed about the latest services. Reflective

*All items are measured with a five-point Likert item scales with “strongly disagree” (1) and “strongly agree” (5)
as anchors.

Similarly to the lead user characteristics, the potential effects of use experience and
knowledge of the field are illustrated in Figure 2. First, a high level of use experience is
suggested as an important selection criterion when customers are to be involved in service
design and innovation activities (cf. Matthing e# a/, 2006; Schreier & Priigl, 2008). Further,
users that obtain high levels of knowledge of the field might be not be suitable for radical
innovations but rather for incremental innovations such as service improvements or service
line extensions. This is because radical innovations are unlikely to be developed by users with
high knowledge of the field as they may be restricted in their innovative thinking by what it
is that they know (Kristensson & Magnusson, 2010). Thus, the involvement of users with
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high knowledge levels may result in more incremental ideas while the involvement of users

with low knowledge levels may result in more radical ideas.

high 4\

Users with high use Users with high use
experience and a low experience and a high
level of knoweldge - level of knoweldge -
users are particularly users are particularly
suitable for radical suitable for incremental

Use innovations. innovations.

experience || Users with low use Users with low use
experience and a low experience and a high
level of knoweldge - level of knowledge -
users are unlikely to be | users are unlikely to be
suitable for innovation suitable for innovation

low || activities. activities. >
low Knowledge high
of the field

Figure 2: Potential effects of use experience and knowledge of the field; source
adapted from (Kristensson & Magnusson, 2010, p.156).

Enhancing customer involvement through open innovation
platforms

Apart from systematically identifying suitable customers, firms additionally need to enhance
customer participation through the provision of open innovation platforms. For example,
Filler et al. (2007) identified that within online communities not only the need for product
improvement but also excitement seems to drive collaborative innovation. The authors
found that a compelling co-creation experience, determined through a feeling of task
enjoyment, competence and autonomy, is important for enhancing innovation as these
factors can have a positive impact on the quality and amount of participants’ contributed
content and interest in future participation in online innovation platforms (Filler et al.,
2011). Hence, firms might foster customer involvement by developing online platforms such
as My Starbucks Idea, Dell IdeaStorm, and Ideasbrewery or by launching design
competitions such as Openldeo and Challenge.gov.

On the other hand, Liithje (2004) found that even when customers have ideas for
innovations, typically only a marginal fraction share their innovation-related knowledge. This
finding can be explained by customer engagement behaviour which suggests that customers
who are voluntarily and actively participating in innovation and design activities are highly
engaged in the firm’s activities because they at times spend a large amount of time, effort and
even money in their engagement behaviours (Birkinshaw et al., 2007; Van Doorn et al.,
2010). As stated by Van Doorn ez al. (2010, p.260) “.. [hjighly engaged customers can be a crucial
source of knowledge, belping firms in a variety of activities ranging from ideas for design and development of
new products, suggestions for modifying existing brands, and engaging in trial of beta products.” This means
that firms need to recognize that customers’ willingness to voluntarily participate in service
design does not merely include innovation-related or potential financial benefits but is
additionally driven by consumer engagement, which may emerge at different levels of
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intensity over time (Brodie et al., 2011). This underscores the necessity for developing open
innovation platforms and within these platforms to actively identify and integrate the
innovative users for design purposes (Liithje, 2004; Birkinshaw et al., 2007).

Limitations and directions for future research

This paper discusses relevant concepts that can assist in identifying innovative customers for
collaborative service design and innovation activities. However, it should be underscored
that this paper is purely conceptual in its approach and thus our proposed framework needs
to be tested, refined, and validated within different settings. User innovation research and
specifically the identification of innovative customers are still underdeveloped in services
research and largely lack theoretical underpinnings (Bogers ez al., 2010; Ostrom e al., 2010).
Thus, this paper takes an early step by conceptualising relevant customer characteristics that
can for example be used in the future development of a standardized customer screening
approach.

In addition, the proposed measures might not be applicable for all types of service design. It
has been demonstrated that within unmanageably large user populations of a B2C setting
particularly lead users are the most effective users to be incorporated in innovation and
design activities (e.g. Matthing ez al., 20006; Schreier ez al., 2012; Schuhmacher & Kuester,
2012; Mabhr ez al., 2013; Nishikawa ez a/., 2013). Nonetheless, it should be noted that these
studies predominantly examined lead users from a firm-external user innovation perspective.
Therefore, apart from testing the proposed concepts, future research should additionally
examine the relevance of the current framework for use in hybrid design modes where lead
users work collaboratively with in-house designers (e.g. Schreier ¢f al, 2012) to assess
whether the effects identified here also emerge in collaborative design activities.

Further, the effects of user characteristics or the impact of user integration into design might
be different with increasing complexity of the design tasks. Although lead users are
frequently observed to come up with attractive user innovations in more complex fields (e.g.
Lettl ez al., 20006; Lettl, 2007), the benefit of actively integrating users into the design process
is likely to diminish as the need for design expertise that is inherent to complex design
becomes more central in achieving design success (Schreier ef al., 2007; Schreier ez al., 2012).
Thus, alongside with the examination different forms of user involvement, future research
should additionally investigate the influence of the design task complexity on innovation

outcomes.

Conclusion

This paper adds to the current service design literature by discussing different concepts to
identify innovative customer groups. It is suggested that future development of this
framework can result in a standardized screening approach that will assist firms in identifying
and subsequently involving specific customer groups in collaborative service design projects.
As such this paper recognizes that design practices should include the identification of
clearly defined user groups rather than the random selection of customers as potential co-
designers.
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Abstract

International Development is concerned with the provision of public services and
development programmes in contexts where resources are scarce and states are often fragile.
Service design has much to offer the kinds of problems faced by International Development
organisations. In this paper, we open a conversation about the need for, and application of,
Service Design in International Development, focusing on two of its core principles,
collaboration and user-centeredness. We also unpack some problematics that need attention
when applying a Service Design approach to International Development programming.

KEYWORDS: Service Design, International Development, collaboration, user-centred,

social innovation.

Introduction: A conversation opener.

“What we are beginning to see all around ns — at the UN, at the World Bank, in national capitals, in
research centers and universities, and in field offices — is that new opportunities for creating design space
at the nexcus between knowledge and action are in fact opening up. When we say ‘opening up’, we don’t
mean they are naturally spreading apart like rose petals after a spring rain. We mean to imply, rather,
that if you wedge a crowbar between problems and planning and exert enough force, you can just about
matke space for the idea of design to slip in past bureancratic defenses to matke some kind of furtive
trouble.” Miller & Rudnick, 2011, p. 14)

International Development is concerned with the provision of public services and
development programmes in contexts where resources are scarce and states are often fragile.
Service Design has much to offer the kinds of problems faced by International Development
organisations. This is because design can fill the space between knowledge (or ‘evidence’)
and action (or ‘programmes’). As the quote above illustrates, the opportunities that a design
approach might create for addressing ‘wicked” problems in International Development are
slowly becoming apparent. Despite this, the need for, and application of, Service Design in
particular in International Development remains relatively unexplored.

Service Design has grown in recognition and practice over the past decade. Its origins lie in
being a specialism that is fundamentally concerned with the creation, development or
adaptation of services to improve the customet’s experience, and their interaction with
service providers. The Service Design process has become recognisable in its own right due
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to its strong principles in collaborative and user-centred design approaches to create
outcomes that are useful and desirable from the user’s perspective. The process and its core
principles often result in a programme, an initiative, or a body of research, rather than a
classic service. In this paper, we refer mainly to the use of Service Design principles,
processes and thinking and their application to International Development.

In light of this, we explore what Service Design might offer the International Development
sector and unpack some problematics that need attention when applying it to development
programming. Our thoughts here are intended as a ‘conversation opener’, and are framed by
our complimentary perspectives on the issue. With a background in Ethnography and
participatory action research, Ruth Edmonds is a Director of Keep Your Shoes Dirty, a
consultancy concerned with delivering collaborative and people-centred approaches to the
generation of Tocal knowledge™ to inform the design of International Development
programmes. Mary Rose Cook is a Founder of Uscreates, a socially-focused design
consultancy delivering social value. The authors began working together in 2010 on a project
for the Girl Effect (www.girleffect.org) to explore how new connections around the world

might add value to girls’ daily lives. Based in rural Uganda, our girl-led peer research
approach brought together our respective experiences and skills in collaborative and
Ethnographic research, co-creation and user-centred design.

In this paper, we outline how Service Design, in particular its user-centred and collaborative
principles, might usefully be applied to International Development. We recognise that user-
centred and collaborative approaches are not new in International Development contexts.
However, we believe that when applied as part of a Service Design process, involving phases
of insight gathering and iteration, there are benefits. This paper is divided into three main
sections. First, we provide a picture of the International Development sector and the current
lack of space for design approaches in typical development programme cycles (through
which development programmes are planned and implemented). Second, we discuss how
Service Design might contribute to creating social innovations in International Development
contexts. Third, we explore some potential challenges Service Design faces when applied to
International Development. Finally, we conclude by offering ideas for how to continue the

conversation and take action.

Setting the scene: International Development & the space for
design.

The term ‘International Development’ is used to refer to a multi-disciplinary and multi-
organisational approach to the development of so-called developing world states, which is
focused on improving the quality of life for citizens. International Development is generally
associated with implementing long-term sustainable solutions to problems (e.g. social,
environmental, economic) through building necessary capacity, therefore, differing from
shorter-term approaches offered by ‘humanitarian aid’.

International Development is a diverse and challenging arena in which to work. First,
organisations operate across a multitude of geographical contexts culturally, socially,
politically and economically, not to mention across a vast rural to urban spectrum. Second,

! Local knowledge’, originally coined by the Anthropologist Clifford Geertz, refers to the
“understanding of understandings not onr own.” (Geertz, 1983). Simply put, generating local knowledge
means to develop an understanding of a place, a practice and so on rather than about it.
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there are a huge number of themes and agendas in current development policy and practice,
for example, fragile states, conflict resolution, peace and security; good governance and aid
effectiveness; gender issues; environment and climate change, resources, energy and
environmental sustainability; public health (especially HIV/AIDS and malaria) and; water
and sanitation.? Finally, the network of development organisations is diverse, including those
variously concerned with the funding, planning, and delivery of development programmes,
and with different operating structures, systems, practices and politics for getting the job
done, for example, Non Governmental Organisations (NGOs) and Community Based
Organisations (CBOs), Foundations and Corporate Social Responsibility (CSR) initiatives,
and other large development actors such as the World Bank, the UN, DFID and so on.

Within this vast and complex arena, Service Design is not widely recognised or valued as an
approach for solving problems and challenges. This is evidenced by the fact that there is
currently little or no space for using design tools in the programme cycle. This is because the
International Development system is not typically characterised by a structure, framework
and culture that is amenable to innovation. Rather, development programmes are generally
planned (rather than designed), based on existing programme typologies in which standard
programme approaches for commonly identified needs and problems are applied (rather
than designing them specifically for the user or ‘beneficiary’).?

Figure 1 presents the typical programme cycle that exists in International Development from
identifying a need or problem to addressing it in practice. Whilst this varies from
organisation to organisation and place to place, the overall process is similar. First, a need or
problem is identified, followed by attempts to understand it usually through assessments or
baseline surveys that provide indicators for evaluating the impact of programmes
subsequently implemented. For example, if the problem is poor nutrition amongst children,
an assessment is conducted to learn about its extent and frequency, in other words for whom
and where it is a problem (e.g. which kind of children and which geographics) and,
occasionally, why it is a problem (e.g. economics, lack of education, poor agricultural
methods). A programme is then planned, typically borrowing or building from existing
programme models and informed by assessments and surveys. Programme typologies
popular in International Development mean that a ‘plug and play’ approach to solving
development problems is often the most expedient. Prevalent development problems are
addressed through a formulaic approach in which tried and tested programme models are
applied to common problems. Some which might be more familiar include a sponsorship
approach to addressing poor school attendance (e.g. ‘sponsor a child’ type campaigns), a
community sensitisation approach to tackling sexual health issues such as HIV/AIDS testing
and awareness (e.g. community campaigns and bill board advertising), or a training and
capacity building approach to help socially excluded individuals re-enter mainstream society
(e.g. vocational skills training and apprenticeships for street children and ex-combatants). In
a ‘plug and play’ approach, knowledge generated through assessments and surveys is used
not as a basis for innovation, or even a design process, but to adapt existing programme
models for target communities and locations (although such adaptation processes generally
lack specific methods, tools and techniques). This is an ‘at best’” scenario. At worst,
programme models may be applied with little attention to local cultural and social nuances,
something that can make the difference between programme failure and success. In stage
three, programmes are implemented. Monitoring and evaluation (M&E) takes place at

2This is not an exhaustive list. The UN Millennium Development Goals are a good starting point for
understanding current themes and agendas (http://www.un.org/millenniumgoals/).

3 The term ‘beneficiary’ is typically used to refer to programme recipients. However, it is problematic
if such programmes are viewed as public services in which users exert agency in a design process.
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strategic points, usually programme mid and end points (Laybourn, n.d.). Evaluation
approaches are overwhelmingly driven by structured, quantitative methods which do not
typically elicit the kind of qualitative information which is helpful for assessing impact and
informing the (re)design of programmes. Finally, best practices are gleaned through

programme evaluations and serve as a basis for the development of future models.

Plan programme based on existing Develop models of best practice
programme models and informed Monitor delivery progress and put which serve as programme models
by assessments programmes back on track for wider roll out
\ \
- *
. * k
* .
.0 '0 "
.0 '0 '0
. - .
Insight
Identify need |3y research or —> Programme feee3p | Programme e Impact —_—> Best
or problem needs planning delivery Evaluation practice
assessment
- o
" ‘O‘
| A
Generate kno;/.'lc:ge to inform Establish the effectiveness of a programme and understand the
Programme pianning processes involved in programme success or failure

Figure 1: Typical programme cycle in International Development (adapted from Bell
and Payne, 2010)

When considering the space for design in International Development, and the role of Service
Design in particular, it is useful to look at how the Service Design process might be applied
to this programme cycle. Like many problem solving processes, the Service Design process
consists of identifying and understanding a problem, generating potential solutions, testing
potential solutions, implementing the most successful ones and evaluating the outcomes.
Within the Service Design community there are many visualised models of the process,
including some that emphasise collaborative and user-centred principles. For example, a
Design Council model presents the process as largely collaborative (Figure 2). In reality, few

projects are truly collaborative at every stage, but many remain user-centred.

diagnose co-discover co-design co-develop deliver

Figure 2: Design Council’s Dott Methodology (Design Council, 2011)

The first stage is ‘diagnose’, in which the problem or challenge is identified. The ‘co-discover’
stage is when insight into the needs, motivations and barriers of the end-user in relation to
the service is gathered. Service Design often involves the end user and other project
stakeholders in gathering data themselves, from producing video diaries to becoming peer
researchers. ‘Co-design’ sees the combination of expertise from project stakeholders, including
the end user, with that of the designer, to produce innovative ideas and solutions. Resulting
ideas are developed as prototypes during the ‘co-develop’ phase and iteratively tested and
refined until they are proven to work, or not. Prototyping products and services quickly and
cost-cffectively is championed in Service Design. The final outcome is ‘co-delivered’ and its
‘legacy’ evaluated.
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Delving deeper into any one of these stages it is possible to show how particular aspects of
Service Design can be practically translated into an International Development setting. For
example, a typical ‘co-discover’ phase includes Service Designers using tools such as shadowing
techniques (borrowed from Ethnography), cultural probes (such as video diaries, journals
and cameras) and contextual interviews to capture insights. These tools provide information
about the ‘why’ something is how it is, rather than ‘what’ the situation is, which is typically
the focus of an ID ‘needs assessment’ stage. The information gathered during this phase
provides rich insights upon which to build interventions.

Despite the fact that Service Design is not widely recognised as having application in
International Development, there has been growing interest in applying design thinking to
problems in International Development. As Miller & Rudnick (2011, p.14) observe ‘the tide
is turning’. Some prominent recent examples where the concept of design is making an entry
into International Development practice include:

1. IDEO’s Human-Centred Design toolkit provides the International Development
community with innovation tools. It has been downloaded over 100,000 times
(IDEO, 2011).

2. Miller and Rudnick’s work on ‘strategic design’ at the UN, where they are piloting an
evidence-based design approach to programming on Disarmament, Demobilisation
and Reintegration (DDR) with the United Nations Development Programme
(UNDP) (Miller & Rudnick, 2012).

3. Nesta’s work to produce the Development, Impact and You (DIY) Toolkit
supporting the creation of social innovations in International Development.
(NESTA, 2014)

Despite the new and exciting emergence of design in International Development circles, the
key principles of a Service Design approach, collaboration and user-centredness, are not new
to the sector, nor are they completely absent in current International Development practice.
In the 1980s and 1990s, Ferguson (1990), Escobar (1995) and Chambers (1994, 1997) called
for more locally led and defined grassroots approaches to development and Ethnographic
research to understand and inform development programming. Indeed, many approaches to
International Development research and practice have their origins in Robert Chambers’
seminal work “Whose Reality Counts: Putting the Last First’ (Chambers, 1997) which
emphasised the importance of ‘handing over the stick” and placing people at the centre of
development processes. From Chambers’ (1994, 1997) work developed various notions of
action research. Rapid Rural Appraisal (RRA) (Chambers, 1983), first used by Chambers in
1983 to talk about a ‘reversal of learning’, Participatory Rural Appraisal (PRA), Participatory
Learning and Action (PLA) and Participatory Action Research (PAR) all have their origins in
a collaborative people-centred approach where the goal is to involve programme
stakeholders and beneficiaries in research and programme planning (Chambers 1994, 1997).
The central notion in all of them is that people have the capacity to analyse their own reality
and a continual dialogue enables a cyclical process of researching and learning towards social
change (Boog et al, 2001).

International Development practice is hugely varied in terms of the extent to which it can be
viewed as ‘designerly’ (e.g. collaborative, user-centred and innovative) and is not exclusively
about planning and bureaucracy. Examples of collaborative and user-centred processes and
innovation are often (but not always), and most easily, found at the level of the ‘grassroots’.
Here, programmes can benefit from the personal touch, or flexibility in the way they are
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implemented. For example, a programme supporting children heading housecholds might
ostensibly be focussed on material support (according to donor funding streams and
organisation policies) whilst, in reality, housecholds might equally benefit from the advice and
‘parenting’ that comes with the delivery of aid by ‘caseworkers’. However, innovative work
and learning in programme delivery at the grassroots is less successfully translated upwards
to inform broader practice and policy. Simultaneously, there is not enough emphasis at the
level of policy (e.g. amongst donors and policy-makers) on innovation and the scaling of best
processes that can be used to adapt programme designs to suit different cultural and social
contexts and logics (Miller & Rudnick, 2008).

Collaborative and ‘user-centred’ action research approaches continually evolve and inform
how needs and problems are identified, and solutions are planned in International
Development. Service Designers can contribute to these processes and practices, and help
the move from planning solutions to designing them but they will need to be specific about
where they add value to what already exists in current practice. The next section explores
how Service Design could be made useful for International Development users, and what
value it can bring to their practices, especially in terms of the different stages of the
programme cycle.

Contributions of Service Design: creating social innovation in
International Development.

As a collaborative and user-centred problem solving problem process, Service Design has
addressed challenges and created social innovations across multiple topic areas, with a wide
range of people in developed world contexts. For example, commercial projects, socially
focussed projects and community development projects. In this section, we explore how it
might do the same for International Development, by identifying what Service Design can
offer, in terms of processes and methods, how these might be best applied, the need for
them from an International Development perspective, and where and why they can benefit

International Development users.

Service Design has many ‘offers’ for International Development, most of which stem from
its inherent principles and that it can enhance what already exists in the sector. First, being
user-centred, it can generate services that provide users with positive experiences, in turn
creating a service that the user will continue to use and promote. This is important for
International Development because the buy-in and use of a new service or programme is key
to its success. Community ownership of development programmes is increasingly considered
a crucial factor in their success. Eatly post-Independence forays into International
Development were generally paternalistic: programmes were planned and delivered to the
developing world by developed world ‘experts’. However, high levels of community
involvement are now viewed as necessary to promote ‘sustainable development’.4
Consequently, working with experts in the developing world and beneficiaries in programme
planning is recognised to achieve greater impact because stakeholders ultimately care more
about programmes they deliver and use. This is fertile ground for applying Service Design
processes and tools that maximise a user-centred approach.

4 “Development that meets the needs of the present without compromising the ability of future
generations to meet their own needs” (UN, 1987).
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Secondly, Service Design is collaborative. The process involves collaboration between
stakeholders to understand challenges and develop solutions starting with the users’
perspective. A user-centred process brings stakeholders together (i.e. the end user, the
provider, supporting organisations) to collaboratively gather insight into challenges faced.
With this knowledge, those leading the Service Design process facilitate innovation-focused
activities to generate solutions. These activities are supported by tools such as service
blueprinting, which describes, plots and understands the interactions of people and
processes within the service offering, and customer journey mapping, which diagrams users’
experiences with the service. The goal of such activities is to examine users’ “quantitative and
qualitative decisions, identify touch-points and pain-points, and identify and eliminate
bottlenecks as they engage with the service” (Development Post, 2013). This process is
useful to ensure that International Development organisations challenge their assumptions
about what beneficiaries need and want, and provide a programme that is relevant and
suitable whilst ensuring resources are used effectively and sustainably.

Whilst collaborative approaches to programme planning exist in International Development,
they are not unproblematic. Notions of participatory development have become
synonymous with being collaborative and people (or ‘user’)-centred when, in fact, these are
distinct concepts and require their own tools and techniques. Moreover, although
participation is a buzz-word in International Development, participatory approaches have
been criticised as tokenistic, and responsible for producing unjust and illegitimate exercise of
power (Cooke & Kothari, 2001). Consequently, there are benefits of bringing Service Design
and International Development thinking together develop useful tools for supporting
collaborative and people-centred processes in development programming. However,
applying Service Design approaches should not be viewed as a panacea to making
International Development practice more participatory. Blyth & Kimbell (2011) have
critiqued some design thinking in the International Development sector for their rhetoric of
‘empathy with the individual’ and an associated lack of attention to the wider social issues
affecting end users. Service Designers will need to interrogate their own understanding and
application of a participatory approach if they are to offer anything new and useful to the
field.

Finally, the Service Design process creates social innovations. Social innovation is “the
development and implementation of new ideas (products, services and models) to meet
social needs” (Mulgan 2007, p. 9). New ideas are always required to meet social needs until
there is a one that clearly demonstrates success in addressing a challenge or, better still,
eradicates it. Given tendencies towards programme replication in International
Development, innovation is not widely valued. Moreover, because M&E is largely driven by
impact assessment against programme indicators identified through baseline surveys, there is
little scope to be innovative during the programme delivery stage through rapid prototyping
and testing. Finally, skills associated with being innovative are not common amongst
International Development organisations, perhaps because they are not deemed useful and,
therefore not recruited as such, and because the sector itself is dominated by a system in
which programmes are planned along formulaic lines using existing programme typologies.
There is also a perception of working within tight timeframes and that engaging in

innovation processes is too time-consuming and vague in terms of outcomes.

Whilst Service Design has much to contribute to International Development, the question of
how best to apply it remains. By this, we mean applying it in a manner which achieves the
greatest impact in terms of addressing development needs and problems though programme
design, delivery and evaluation. Service Design has the potential to fill pertinent gaps in
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existing tools, techniques and skill sets. However, it must be accompanied by knowledge
about the challenging and unfamiliar social and cultural contexts into which it is stepping,
understanding of the International Development ‘system’ in terms of politics and agendas at
play, and respect for what already exists and works in terms of collaborative and people
centred approaches. Consequently, in order to make a responsible and useful contribution, a
number of problematics require attention (by designers, International Development actors,
policy makers, academics and so on). These problematics, and how Service Designers can
contribute to addressing them, are the subject of the next section.

Challenges of applying a Service Design approach: Attending to
the problematics.

Applying Service Design to International Development requires attention to a number of
problematics. Whilst many of the challenges we outline in this section are applicable to any
specialism wanting to work in International Development, we focus here on how Service
Design can help tackle them to ensure its contributions are useful and responsible. Where
possible, we offer initial ideas for how Service Design might directly address challenges, and
identify where further work is needed amongst the Service Design community.

First, whilst Service Design has been building recognition over the past decade within
commercial and public sectors in Europe (UK, Scandinavia, Holland and Italy), the USA and
Australia, it is yet to be applied in a developing world context in any significant way.
Moreover, although there is a need to progress how collaborative and people (or user)-
centred approaches are used in International Development, there is still relatively little
demand for them from policy-makers, donors and practitioners. In order to create better
awareness about the value of Service Design, opportunities must be created for
conversations between designers and International Development stakeholders. Such
conversations could usefully generate understanding amongst Service Designers of the
International Development sector, explore how Service Design tools can be of use, and
identify what changes need to happen at a systemic level within the sector to create the kind
of space needed for design and innovation to ‘slip in’, (Miller & Rudnick, 2011, p. 14).

Second, the ethics of applying Service Design in developing world contexts need to be
carefully considered. Even when applied in the developed world, ethical application is rarely
a consideration. Being ethical in settings where cultural and social codes are unfamiliar, and
gender, racial and religious politics are complex, is challenging, especially where the practices
of a collaborative approach may even put designers and participants at risk. For example,
working in a post-conflict environment can throw up tensions and sensitivities that need to
be deeply understood before an appropriate and safe way of engaging stakeholders in a
collaborative process can be developed. In addition, there are politics of participation to
consider. Involving stakeholders in collaborative design activities is challenging when they
represent different parts of the International Development system and come with competing
agendas, and vastly different skills and abilities. For example, bringing illiterate beneficiaries
together with NGO staff running a programme, or donor staff together with staff from a
donor recipient organisation can produce unequal power relations that inhibit participation.

The notion of ethics in International Development practice is a huge area which requires
greater attention than can be given here. However, understanding what is locally considered
‘ethical’ is an important first step to developing a co-operative approach to ethics in which
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locally situated notions of what is ethical can be used to inform guidelines (Miller & Scollon,
2011; Payne, 2009). Service Designers can extend their user-centred approaches (used to
design and implement services) to the domain of ethics to promote understanding about
ethical considerations from a local perspective. This includes both imagining scenarios,
something that Service Designers are experts in, to explore ‘what’s ethical’, and directly
exploring local cultural and social concepts which have a bearing on what is considered
ethical from a local perspective. It is important that such activities are included at the
beginning of the Service Design process and returned to throughout: after all, an
understanding of what is locally ethical can change during the course of a design journey.

Third, the accessibility of approaches and tools in developing world settings is a key
challenge. For example, how to make tools and techniques (a) user-friendly in terms of
speaking the language of International Development actors and able to work within the
operating structures and systems of International Development organisations; (b)
understandable from a local perspective and sensitive to gender, racial, cultural and religious
politics; and (c) accessible to organisations which may be challenged, for example, in terms
of access to electricity, computers and the internet, or have staff with low levels of education
and literacy. Designers have a special ability to visually communicate messages, approaches,
concepts and strategies. This is a key component in making new tools and approaches user-
friendly for the audience. Designers’ visual communication skills can provide a common
language (Vanderbeeken, 2011) that translates the strategic language of organisations
(International Development organisations in this case) with the emotional language and
experiences of the public:

Often, more complex: problems can be attacked only by teams of specialists, speaking their own
professional jargon. Industrial designers, who are members of such a team, find that, besides fulfilling
their normal design function, they must act as a communication bridge between other team mentbers.
Many times the designer may be the only one able to speak the varions technical jargons; because of bis
educational background, the role of team interpreter is forced upon bhim. So we find the industrial
designer becoming the team synthesist, a position to which be has been elevated by the defanlt of people
[from the other disciplines (Papanek, 1971, p. 28).

Fourth, despite the fact that many International Development programmes focus at the local
level, programming in International Development is rarely informed by ‘Tlocal knowledge’.
(Geertz, 1983). Creating space, and using approaches to generate ‘local knowledge’, means
that social innovations can be locally situated, in turn making programmes more locally
effective. Although Service Design typically views the practice of Ethnography as a set of
methods and tools which can be used to generate insights (e.g. case studies, participant
observation and so on), it is actually an approach to research, underpinned by some key
principles (e.g. observing, participating, listening, reflexivity) which inform how certain
choice methods and tools are employed, allowing systems of meanings within (sub)cultures
to be revealed and understood.

Consequently, Service Design needs to be propetly informed and framed by ‘local
knowledge’ to ensure it can offer social innovations which are locally situated and thus
socially and culturally appropriate. Service Design has evolved as a specialism in developed
wortld contexts and, as such, been largely applied in broadly familiar cultural and social
settings. Assumptions that Service Designers hold about people’s behaviours and practices
naturally inform the way their processes (e.g. tools and techniques) are used in projects, the
nature of the insights gathered, how they are interpreted, and the way they are used to

inform designs. For example, assumptions about how different genders will participate in a
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group activity gleaned from developed world project experiences may not hold true in
developing world settings. Instead, Service Designers need to suspend these assumptions
and replace them with deep understanding about the local cultural logics at play, enabling
their processes to have greater impact and, ultimately, success.

Fifthly, the network of development actors variously involved in the funding, planning and
delivery of International Development programmes makes for a complex chain of ‘end
users’ and other stakeholders. Moreover, the focus of programme planning is not necessarily
driven by the needs and demands of the end users (usually known as ‘programme
beneficiaries’). Rather, donor budgets, targets and timelines and the broader political
structures and systems of the agency delivering the programme are paramount in programme
planning activities. However, Service Designers are very aware of working within tight
budgets, big targets and short timelines. In fact, these elements are seen as part of the
innovation challenge. The collaborative nature of the Service Design process can lead to co-
delivered interventions which tap into existing resources available which can release pressure
on budgets whilst reaching targets. When starting with the end user and their perspective,
designed solutions can not only benefit them, but also the network of International
Development actors.

Finally, the question of who is best to apply a Service Design approach to International
Development is important. Some platforms now exist which have packaged Service Design
tools and techniques with the aim of supporting ‘non-designers’ to use them, such as books,
for example This is Service Design Thinking (Stickdorn & Schneider, 2012), websites, such as the
Design Council’s service design resources (Design Council, 2013) and toolkits such as the
Service Design Toolkit for public services (Namahn, 2014). The theory is that such
platforms and toolkits can equip those working in International Development to use the
approach, presuming large barriers such as ethical practice, accessibility and local contextual
understanding (discussed above) have been resolved. However, the success of using Service
Design is partly due to the qualities that designers inherently bring such as the way they
connect with commissioners, front-line staff and the public. They communicate visually,
encourage risk taking and always prototype ideas. This engages and empowers those they
are working with, helps develop creativity, and produce innovative solutions. Non-designers
who also have these qualities may apply a Service Design approach successfully. For those
who do not, it is unlikely that simply providing Service Design tools will create innovation.
Instead, building the practice of Service Design within International Development through a
partnership approach between International Development stakeholders and Service
Designers would be helpful. Those working in International Development would benefit
from shadowing Service Designers delivering projects: observing, learning and building
capabilities in the principles, tools and processes. For the Service Designer, an experienced
expert eye and opinion on the complexities of working in International Development would
help ensure Service Design thinking is applied in the most strategic way, maximising impact

and value.

Conclusion: Continuing the conversation and taking action.

In this paper we have opened a conversation about the role of Service Design in the
International Development sector, in particular the need for it and how it might be best
applied. Perhaps most pertinently, we have explored some of the potential challenges that
need addressing when considering how Service Design can make both a useful and
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responsible contribution. We have outlined what Service Designers, and their particular skills
sets and abilities, can offer in terms of addressing these challenges, and where more work is
needed amongst the Service Design community. Some specific areas we would like to take
forward include:

»  Bringing an Ethnographic approach and a Service Design approach together to explore
how ‘local knowledge’ can be generated and used in the design of International
Development programmes and policy.

»  Exploring the network of development actors to better understand how a Service
Design approach might ‘slip in” and be best applied to different actors in this network
and at key junctures in the International Development programme cycle which can most
benefit from more collaboration, user-centredness and innovation (e.g. the programme
planning stage, process and impact evaluation).

»  Re-examining and re-thinking the role of ‘beneficiaries’ in programme design to find
new ways of actively engaging them as collaborators in programme design processes.

» Understanding how Service Design techniques and tools might be usefully applied to
different aspects of the programme cycle.

We believe the conversation started in this paper should be continued, and action taken.
Conversation may be continued through further papers focussing on specific aspects raised
here, or based on open discussions from interested parties, and we invite such people to
contact us. Action can be taken through practice, particularly that which is based on
collaborations between Service Designers and International Development actors, be they
organisation staff, practitioners, think tanks or academics. It is essential that thinking
developed in print is observed, applied and developed through practical work, which is well
informed and monitored. Such work will provide the most insightful thinking about the full
potential of the role Service Design can play in International Development. There are
exciting and challenging times ahead as Service Design thinking is applied more
comprehensively to the International Development sector and we look forward to seeing,
and being part of, this journey.

References

Bell, S. & Payne, R. (2010). Understanding social research and its role in development (unpublished
presentation).

Blyth & Kimbell, L., (2011). Design Thinking and the Big Society: from solving personal troubles to
designing social problems. An essay on what Design can offer those working on social problems and how
it needs to change. Taylor Haig and Actant.

Boog, B., Coenen, H. and Keune, L. (2001). Action research. 1st ed. Oisterwijk: Dutch
University Press.

Chambers, R. (1994). The origins and practice of participatory rural appraisal. Worid
development, 22(7), 953--969.

Chambers, R. (1997). Whose reality counts? 1st ed. London: Intermediate Technology.

Cooke, B. & Kothari, U. (2001). Participation. 1st ed. London: Zed Books.

Design Council (2011 August). Design Council’s Dott Methodology. [online] Retrieved from
http:/ /www.dottcornwall.com/design-matters/design-methods%3E

Design Council (2013). Introducing Design Methods. [online] Design Council. Retrieved from
http:/ /www.designcouncil.org.uk/about-design/How-designers-work /Design-methods/

45



Development Post,(2013). CIM: a design tool for improving service delivery in international development.
[online] Retrieved from: http://www.development-post.com/blog-posts/cjm-a-design-
tool-for-improving-setvice-delivery-in-international-development/

Escobar, A. (1995). Encountering Development: The Making and Unmaking of the Third World.
Princeton: Princeton University Press.

Ferguson, J. (1990). The Anti-Politics Machine. “Development”, Depoliticization and Bureancratic
Power in Lesotho. 1st ed. Cambridge: Cambridge University Press.

Geertz, C. (1983). Local Knowledge: Further Essays in Interpretive Anthropology. USA: Basic Books.

IDEO, (2014). Human-Centered Design Toolkit, An innovation guide for social enterprises and NGOs
worldwide. Jonline] Retrieved from
http://www.ideo.com/images/uploads/hecd_toolkit/ IDEO_HCD_ToolKit.pdf

Laybourn, C. (n.d.). Research | Bond. [online] Bond.org.uk. Retrieved from
http://www.bond.org.uk/effectiveness/research

Miller, D.B. & Rudnick, L. (2008). The Security Needs Assessment Protocol: Improving Operational
Effectiveness through Commmunity Security. Geneva: United Nations Institute for Disarmament
Research.

Miller, D.B. & Rudnick, L. (2011). Trying it on for Size: Design and International Public
Policy. Design Issues, 27(2), 6-16.

Miller, D. & Rudnick, L. (2012). A Framework Document for Evidence-Based Programme Design on
Reintegration. [online] Retrieved from http://www.unidir.org/research-and-development-
on-evidence-based-programme-design-for-reintegration-phase-ii

Miller, D.B. & Scollon, R. (2011). Cooperative Ethics as a New Model for Cultural Research on Peace
and Security in Canght in the Crossfire: Ethical and Methodological Dilemmas in Research in 1 iolent
Contexts in Africa. Brill Publishers.

Mulgan, G. (2007) In and ont of Sync: The Challenge of Growing Social Innovations. London:
NESTA.

Namahn, P. (2014). Toolkit for the public services. [online] Retrieved from
http:/ /www.servicedesigntoolkit.otg/

Papanek, V. (1984) Design for the Real World: Human Ecology and Social Change, 2nd ed. London:
Thames and Hudson.

Payne, R.E.D. (2009). Child-headed Households: from concepts to realities. Unpublished PhD thesis.
Royal Holloway, University of London.

Stickdorn, M & Schneider, J. (2012). This is Service Design Thinking. The Netherlands: Bis B.V.,
Uitgeverij.

United Nations, (1987). Our Common Future. Report of the World Commiission on Environment and
Development. [online] Rettrieved from http://conspect.nl/pdf/Out_Common_Future-
Brundtland_Report_1987.pdf

United Nations, (n.d.). United Nations Millennium Development Goals. |online] Retrieved from
http://www.un.otg/millenniumgoals/

Vanderbeeken, M. (2007). Interview with Hilary Cottam. |online] Design for Service. Retrieved
from http://designforservice.wordpress.com/2007/12/11/interview-with-hilary-cottam

ServDes.2014 46
Fourth Service Design and Innovation conference



The potential of a Design for Service
approach to transform Voluntary Community
Sector organisations

Lanra Warwick, Robert Young and Matthew Lievesley

lanra.warwick@northumbria.ac.uk

Northumbria University, Newcastle-upon-Tyne, UK

Abstract

This paper presents the findings from a case study where a designer worked within three
Voluntary Community Sector (VCS) organisations using a Design for Service (DfS)
approach. The authors identify four organisational features that enable transformational
change in this setting: understanding the role and remit of DfS; being receptive to change;
valuing both process and outcomes; and the affinity between the existing organisational
culture and DfS approach. These findings are discussed as a precursor to establishing the
capacity of a DfS approach to effect transformational change in the development of public
services in the VCS. It is hoped that this will help to influence the development and design
of public services in the VCS in the future, whilst also informing the future practice of
service design practitioners operating in this sector.

KEYWORDS: design for service, transformation, charity, public services

Introduction

The Government defines the Voluntary Community Sector (VCS) or Third Sector as “non-
governmental organisations which are value-driven and which principally reinvest their
surpluses to further social, environmental or cultural objectives” (HM Treasury, 2007, p. 5).
This sector has been increasingly involved in the delivery of public services on behalf of
statutory organisations; a significant proportion of the sector’s growth over the past decade
has been the result of this increase in state funding and contracts (NCVO, 2012). However,
following the UK Government’s Comprehensive Spending Review in 2010, the VCS has
suffered a significant contraction in statutory funding leaving the sector in a fragile state
(New Philanthropy Capital, 2010). The volatile fiscal climate has had a considerable impact
on VCS organisations’ capacity, yet the community is also trying to respond to a sizeable
increase in service demand (VONNE, 2011). Coupled with this, the UK Government’s
Putting People First policy (2007) signaled a complete revision of the existing adult social
care model, asking service deliverers to place more emphasis on ‘relational’ rather than
‘transactional’ approaches to delivery (Needham & Carr, 2009, p. 3). The VCS is therefore
faced with the challenge of meeting these altered expectations of the services they deliver,
and how they are offered, in dynamic conditions. However, with no prescribed model for
organisational change, it remains unclear if the sector has the capacity or capability to
innovate at pace to accurately respond to the demands of their various stakeholders (New
Philanthropy Capital, 2010).
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Modern design discourse has started to recognise the transformative powers of service
design, with texts exploring design’s role in inciting change in both organisations (Burns et
al., 20006; Junginger & Sangiorgi, 2009) and communities (Manzini, 2011; Design
Commission, 2013). Recent design programmes such as Dott 07 (Tan, 2012) and Public
Services by Design (Design Council, 2010) have demonstrated that design can have a
transformational outcome; acting as a catalyst for change (Tan, 2012) on a personal,
organisational and societal level. These transformational powers of design are also being
utilised at national and international levels in the development of policies to “address societal
challenges and as a catalyst of societal and economic change” (European Commission, 2009,
p- 70). Kimbell (2011, p. 49) therefore proposes that professionals talk about “designing for
service”, as the term recognises that what is being designed is not an end result, but rather a
platform for action with which diverse actors will engage over time. In this approach,
designers draw on an arsenal of dedicated tools to act as facilitator and provoker (Tan, 2012,
p. 167), to both enable actors to co-create, and support the visioning process by prompting
more radical thought (Manzini, 2011). It is therefore of significant value to understand the
extent to which Design for Service (DfS) could help the VCS community to transform their
traditional approaches and deliver better public services.

Despite this growing recognition of the role of DfS in enacting meaningful transformation,
the relative youth of this area of practice means that there is little theory on how designers
can affect change on an organisational or societal level (Pacenti & Sangiorgi, 2010; Sangiorgi,
2011). It is therefore vital to understand the factors that can impact on achieving
transformational change in a sector such as VCS. Although literature does still debate what
constitutes a ‘transformational outcome’ (Sangiorgi, 2011; Wetter-Edman, 2011, p. 69), for
the purposes of this research, the authors have used Warwick, et al.’s (2012) four criteria;
awareness, community, capacity and new organisational standards, as indications of a

transformational outcome to a DS engagement.

This paper presents the findings from a cross-case study undertaken as part of a Doctoral
inquiry, where a designer worked within three VCS organisations using a DfS approach, each
over a 2 month period. In each organisation, the principal author acted as reflective
researcher-practitioner, henceforth referred to as the Designer, supported by the other
authors as research supervisors. These findings are discussed as a first step in understanding
how a DfS approach can effect transformational change in the VCS. It is hoped that this will
help to influence the development and design of pubic services in the VCS in the future,

whilst also informing the future practice of service designers operating in this area.

Methodology

Action Research (Lewin, 1946) conducted through a case study (Yin, 2003) was chosen as
the predominant methodology, in order to produce context-specific data that could also
result in the development of practice and theory (Kellock Hay et al., 2001). Action-reflection
cycles (McNiff & Whitehead, 2006) were used in three project settings; each forming part of
a single exploratory case study (Robson, 2002, p. 181) where common features were studied
and compared within and across settings to provide a more general overview.

Project settings were selected using theoretical sampling to “replicate previous cases or
extend emergent theory” (Eisenhardt, 1989, p. 533). Selection criteria required the host
organisation to be a registered charity or other formally constituted VCS organisation with
an income from charitable activities between £200,000 and £500,000 per year; an indicator
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that an organisation will be at risk as statutory support diminishes (Community Foundation,
2011). Project settings had to be currently offering public services and looking to evaluate,
change or expand these in some way in the future. They also had to have differing charitable
aims and customer bases, in order that the Designer’s practice was not guided by previous
engagements (Lewin, 1946). In each case, an initial meeting between the Designer and CEO
explained the research aims and introduced the DfS approach in more detail using past
projects as illustrative examples, before both parties made a final decision to progress.

In each of the three charities engaged in this study, the Designer worked with a variety of
stakeholders; staff and volunteers who administer services directly to clients, middle
management, and executive leadership. The design activity was tailored to the organisation’s
particular area of expertise, and used appropriate design methods and tools to address the
specific issues that arose in each context. A brief summary of each charity, the design activity
undertaken, and the resulting impact is described below:

Charity A is part of a UK federation; providing mental health and wellbeing services across
three boroughs in North East (NE) England, many of which are on behalf of a local council.
Here, the Designer was asked to help the organisation consider what services they should
provide in a new geographical area. Tools, i.e. personas, idea generation, service blueprints
and touchpoint prototyping, were used to co-design a new recovery-focused service that
engaged service users differently. Following the Designer’s contribution, Charity A
successfully applied for a grant of £425,000 from BIG Lottery Reaching Communities, to
roll this service out across the region. Charity A’s national federation commissioned a service
design pilot with three other federation members following the successful use of the practice.

Charity B is also registered with a national federation. Operating in one borough in NE
England, they provide community education services to all ages. Here, the Designer was
engaged to help improve earned income, particularly how the charity could improve its
membership system, which offered discounts on fitness, arts and children’s services to the
local community. Tools, i.e. visual customer journeys, staff surveys and co-design
workshops, were used to co-design a new membership system that simplified the cost
structure and reduced the price for those in receipt of benefits. Furthermore, the Designer
helped to undertake engaging user research that formed an application to BIG Lottery, and
they were awarded £190,000 as a result. Charity B has since contracted continuing service
design support after the project to support their customer communication.

Charity C is a national charity based in NE England that aims to engage children in reading,
both directly through various public services, and through educational institutions. Here, the
Designer considered how the customer experience provided by the charity’s public services
could be improved. Tools, i.e. observation, reframing the problem area and idea generation,
were used to co-design and prototype nine concepts to improve the customer’s experience.
As a direct result, Charity C saw a 300% rise in their annual pass upgrade rate, which equates
to an extra £52,500 a year for the organisation. Consequently, the organisation committed to
using the DS process again, enlisting service designers to support an upcoming project
around the user experience they provide for people with cognitive and sensory impairments.

Data Collection

Data collected was predominantly qualitative for two reasons: it aims to “understand why
things are happening”, in keeping with the action research methodology (Easterby-Smith et
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al., 2002, p.3); and it helps to elicit “well-grounded, rich descriptions of processes in
identifiable local contexts” (Miles & Huberman, 1994, p.3).

The qualitative methods collected data from project stakeholders, who held the knowledge
of the projects’ inherent values. These methods were used consistently across the case-study
to capture the design object, the Designer’s activity and the project stakeholders’ responses
and opinions in each setting. The data collection methods were broadly split into three
sections: action research design activity, semi-structured interviews, and reflection-on-action.
The plan for data collection in each project can be seen in Figure 1.

DATA SOURCE CAPTURED BY
Week 1 Week 2-7 Week 8 6 months 12 months

Action Research Design Activity

Photographs, documentation,
and specific methods
depending on outcome

Outcome-based
data

Audio, video recorded plus
specifc evaluation methods
for individual tools

Design Practice
feedback

Project
meetings

Audio recorded

Semi-structured Interviews
CDG Capture

sheets (personal,
reflective)

Designed notebook
for use as prompt

CDG Semi-
structured 3 Audio recorded
interviews (internal)

CDG Semi-
structured
interviews (external)

Audio recorded,
independently transcribed

Reflection-on-Action
Researcher’s

log (personal,
reflective)

Completed recording
templates

Week 1 Week 2-7 Week 8 6 months 12 months

Figure 1: Data Collection Plan (*CDG = Co-Design Group)

Alction Research Design Activity can act as a probe and a way of capturing rich data
(Zimmerman et al., 2010). Accordingly, outcomes from the Designer’s activity were captured
to provide an insight into the potential outputs of the design process in context, and also, the
possible responses to them. Thus, project meetings held to capture and improve the
emerging design activity were audio recorded and proved useful to capture how the Designer
described themselves, the activity, and the responses of project stakeholders over time. The
Designer’s photographs, sketches, visuals and models from each collaboration were also
retained and aided the coding of the unstructured interview data. It is advocated that a
designer should gain feedback about the tools, methods and practices they employ in a
timely manner (Sanders & Stappers, 2008), therefore, both formal and informal feedback was
captured to add to the richness of the data available for analysis.

Semi-structured Interviews were conducted by the Designer at the commencement of the project
to gauge perceptions and expectations of the design process. At the end, key members of
staff (the CEO, and a maximum cross-section of four project stakeholders) were interviewed
by an independent expert to: capture and probe insights made by stakeholders; gain an
understanding of if and where, a design approach has made a difference; and gather unbiased
responses to the Designer’s engagement. This independent review ensured critical feedback
was obtained from participants and provided data for triangulation.

Reflection-on-Action documentation was made to allow the Designer to engage in a process of
continuous learning (Schén, 1983). Participants produced daily diaries of the actions and
observations made during the action research cycle. These served to capture unseen and
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unrecorded conversations with the project stakeholders, as well as note the Designer’s

- . 1
activities, process, personal thoughts and feelings. Evernote’ software recorded and securely
stored the diaries, enabling data input in mixed media from various devices (see Figure 2).

800 Evernote

4 > % tauaWaick v <o q = New Note in Charity A | | 'Qsearch notes

SHORTC

‘All Notes Ci ty A 2 E] | CharityA~  dlickto add tags 2 A i W
Drag notes, Created: 22 May 2012 Updated: 22 May 2012
here for quict Workshop Y i3 45
M
22/05/2012 I've started this Workshop |
moming just by reminding |
? myself of this moming's |
| Communications "
structure. It's really simple, I've started this moming just by reminding myself of this moming's structure. It's really simple, so |
so I'm hoping it makes I'm hoping it makes sense and it flows really well. If its a small group we should be ok, and we |
sense and it flows really can just adapt it if there are not enough people but hopefully there will be. I'm always quite |
H Notes well. Ifits a small group ... nervous before these events because I'm aware of how it may seem to people on the outside, and |
how it can be completely uninteresting to engage in. | always feel its important to smile to people
and joke about myself to make myseif seem friendly and no different from them; not the enemy. | |
n Notebooks don't know if that helps, but it certainly helps me to feel like | can do my job. |
= Workshop
= preparation I've just come back from the workshop and it went really well. There was such a good tum out; 17 |
u Atlas 01/10/2012 | have spent Q people, at least 13 of which were service users. In fact, there were more service users there than \
" - were at last weeks listening event. | broke the ice with everyone by writing their name on a sticker |
i '@ morning revising the and asking them to put a coloured dot on a map to represent where they lived. It helped me to do |
e format for this aftemoon's that ‘association' | was talking about and get to know people.
 Trunk workshop as there are |
other people coming into It was a very lively discussion, and whilst we started out with the format | designed, it was soon |
=] the session too and | can't very clear that there was not a ot of knowledge about what existed, so this went very quickly into
Premium un it as a group anymor. what should exist. People were so keen to talk about their own experiences that there wasnt really &

any need for a persona, and we merely used the headlines of What exists' and What should exist'
to help us move through the discussion. | felt as though the discussion led itself in many ways
and apart from some summarising to check our understanding, | dont think | really did much that

Workshop was very different from how anyone else would have ran it. However, there were three people from
the council there who had brought along their own questionnaire (and their own agenda) which

Figure 2: Screenshot of reflection-on-action logs for Charity A

The reflection documentation helped to evidence the Designer’s influence on the study,
systematically alternating between performing ‘on stage’ and reflecting critically ‘back stage’,
which are key tenets of action research (McNiff & Whitehead, 2000).

Analysis

A general inductive analysis process was used to note the frequent, dominant, or significant
themes inherent in raw data, independent of guidance or structure from the researchers, in
order to derive theory (Patton, 2002, p. 55). The designet’s engagement at all three project
settings was completed before any formal analysis commenced (Robson, 2002, p. 181),
ensuring that later collaborations were not influenced by analysis of earlier ones.

Each project setting was analysed in turn in a four stage process, to ensure that emergent
themes were grounded in specific cases and their contexts before being compared across the
case study (Glaser & Strauss, 1967). Firstly, during several close readings of all collated data,
that which related to the question “how the DfS approach has an impact on organisational activity in
the 1'CS context? was isolated and encoded accordingly. Secondly, these isolated quotes or
sections of text were copied onto Post-It notes, which were then organised in a matrix that
placed time (project set-up, project activity, and post project reflection) on the horizontal
axis and stakeholder (Designer, Chief Executive, Service Manager, etc.) on the vertical axis.
The excerpts of data were then manually grouped by meaning, to create multiple-coding
collections based on stakeholders’ perspectives at specific moments in time. Thirdly, these
coding collections were assigned a title summarising the category; where similarly entitled
multiple-coding collections existed, this was taken as an indication of a critical detail or
attribute related to the Designer’s activity. Fourthly, these categories were then triangulated
across the different stakeholders’ perspectives and across the timeline to find the most
cogent groupings and patterns (Silverman, 20006, p.290). Finally, these patterns were
compared and contrasted across the project settings to help build theory.

' Evernote is software that is accessible on web, computer, phone or tablet that allows you to make time-coded
notes. You can also attach images, web links, documents or emails to create multi-layered logs.
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Findings

High value project impacts were reported by each charity - noted in the Methodology section
of this paper - and the DfS approach generated several tangible service interventions and
many strategic changes in each. However, the analysis found that whilst positive service
innovations were observed in all three project settings, the collaboration only had a
transformational impact in Charities A and C. To consider this disparity in outcomes, this
section of the paper presents the findings in relation to the four key organisational features
found to be required for DfS to effect transformational change.

Understanding the Design for Service approach

All three charities received the same information about DfS before the collaboration
commenced and the Designer spent time initially introducing and demonstrating the
different tools and methods of the approach to the various stakeholders. Despite this
consistency, analysis shows that the understanding of the DfS approach was different in each
setting, which influenced the trajectory of the project.

In Charity B, the CEO stated in their pre-collaboration interview that they saw the DfS
approach relating to the marketing of services. Stakeholders’ close association of DfS with
marketing was evident throughout the project, with the Executive Management Team
(EMT) consistently linking the two approaches in project meetings. Although stakeholders’
lack of knowledge about DfS was expected, their preconception became a barrier to the
design activity when the outcomes being generated were seen to extend beyond traditional
‘marketing communications’. The initial interviews with the EMT suggested that all
anticipated outcomes were related to effective communication of services. When the Design
work also challenged fundamental policies and structures in the organisation, for example
interrogating the way that prices were set, EMT responded by reinforcing the need to focus
on communication of services rather than question the practice of how they were delivered.

In contrast, stakeholders in Charities A and C who had also not previously engaged in a DfS
programme, did anticipate that the approach might challenge some of their current practice.
Conversely, as well as not anticipating that the DfS approach could challenge Charity B’s
current organisational practice, the analysis shows that the EMT did not see this as a
desirable role. Although in one meeting the CEO did suggest that there is permission to
challenge the organisation, the project meeting data shows that this is something that they
did not encourage. This is indicative of their perception that the Designer’s role was to
provide capacity to help them to reach their pre-defined outcomes, rather than question any
of their aims. It is clear that in Charities A and C there was both an expectation and desire
that the Designer would operate across the different levels of the organisation and challenge
their existing processes, which was lacking in Charity B. As such, the roles that the Designer
was allowed to play in setting B were greatly restricted.

Receptivity to Change

A pre-requisite for each collaboration was that the charity should identify that they want to
review or change existing or planned service offers, however analysis shows that the
organisations had different levels of receptivity to change.

In Charity A, the organisation-wide appetite to try new processes and be open to the
outcomes that they presented, provided an ideal environment for the design activity to
progress. Likewise, Charity C’s stakeholders identified that they were at an opportune
moment in their development for external input, and stakeholders also reflected that they
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were comfortable with the concept of transformation. In contrast, a recent period of
organisational restructure in Charity B meant that front-line staff exhibited a reticence to
change, which posed a significant barrier to the Designer’s activity. Although stakeholders
engaged in co-creation activities, the organisational fragility decelerated the project
momentum, thus reducing the impact it was possible to achieve in the given period.

Similar disparities in receptiveness to change can be seen in Charity B’s responses to
proposals made throughout the collaboration that impacted on their current business model.
Although the Designer demonstrated how improved customer-focused offers could help to
increase income, their current financial difficulties limited the stakeholders’ ability to see how
the services could be offered differently. Although Charity A and C also highlighted the
volatile fiscal climate as a driver for change, they viewed the Designer’s engagement as an
opportunity to explore ways of increasing or diversifying income in order to become more
sustainable, and were therefore more responsive to alternative business models.

In part, this inconsistency between Charity B’s feedback to proposals that impacted on their
current business model, versus the positive reactions of settings A and C, can be directly
correlated to the previously discussed perceptions of DfS and the function it would play in
the organisation. However, analysis shows that it can also be linked to the organisation’s
desire for change to occur. The readiness for change observed in Charities A and C, in
comparison to the apparent fragility felt by front-line staff in Charity B, had an impact on the
way the Designer was able to engage with stakeholders and how their proposals were
received. Moreover, the lack of appetite for change at an executive level in Charity B
ultimately restricted the work of the Designer to incremental rather than strategic outcomes.

Valuing Process and Outcomes

The difference in outcomes across the case-studies can also be linked to the value that the
stakeholders in each setting placed on the DfS process, in comparison to tangible outputs.

Analysis of the pre-collaboration interviews shows that Charity B’s executive stakeholders
were focused on the results of the project from the outset. In week two of the project the
CEO remarks; “what I want are the solutions”. This pattern continues throughout the
project activity data as the Designer was asked, “what’s the answer?” or “what’s the solution
to it?”” on several separate occasions after presenting design research findings. This emphasis
on results in the data overwhelms any discussion of the value in the process itself.

Conversely, in Charity A, analysis shows that stakeholders placed huge value on the design
process. At the beginning of the collaboration, stakeholders identified that they wanted to do
things differently but lacked the knowledge of how to do that. Their desire to understand
how to enact transformation meant that as stakeholders recognised DfS process as a
potential vehicle for change, the Designer’s input was increasingly valued. Their appreciation
of the approach is also evidenced by the organisation’s request for a service design toolkit in
order to provide a legacy to the collaboration, which demonstrated their commitment to
embracing the approach long-term. Similarly, in Charity C the stakeholders recognised that
their current service development processes were not effective, with the CEO stating that;
“we have a process for testing ideas but not developing them”. Like Charity A, stakeholders
in Charity C also valued the different perspective that the DS approach brought. In a
meeting at the end of the project, the Programmes Manager said; “the process is as valuable
as the results... the process is gold dust”, further reinforcing the value that they placed on
the approach itself. As such, the charity also pledged to continue using the DS approach;
“we’re absolutely committed to using these methods again”.
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Although data from post-collaboration interviews suggests that all stakeholders valued the

DfS process, it is clear that the desire to adopt a new approach was fundamentally lacking in
Charity B. As such, Charity B placed emphasis on the tangible outcomes of the engagement,
resulting in the restriction of the Designer’s influence to front-line services, and preventing a

transformational outcome.
Compatibility between existing organisational culture and DfS approach

Further insight can be gained into the absence of transformation in Charity B by comparing
the organisation’s existing approaches to service development and the DfS process.

In encouraging the use of the DS process in each setting, the Designer advocated co-
creation at every stage. However in Charity B, current service development policy dictated
that ideas should go through EMT, who would then decide whether they should be
implemented. It is clear that this practice did not facilitate a culture of co-creation, for
example; the Memberships Coordinator was also reluctant to engage members of all
departments to help co-create a new membership structure, saying; “that these structures
need to be set at management level”. Data collated across the collaboration timeline shows
that Charity B’s existing organisational policies dictated that finance was at the centre of the
service development process, whereas DfS approach places the users at the centre (Burns et
al., 20006). Although DfS can address income as part of the creative work, the approach
focuses on understanding what will be valued by users, in order to create viable income
generating opportunities. Without a strong desire to alter the existing service development
practice, the conflict between user-focus and finance-focus proved to be a barrier to the
project progression and the extent to which design could influence the organisation.

The findings suggest that in the case of Charities A and C, the principles of a DfS approach
aligned very much with the requirements of the organisation; analysis shows that focusing on
user needs to build desirable, efficient and effective offers was both an expectation of the
organisations, as well as being an aim of the DfS approach. In Charity A, stakeholders were
clear throughout that they wanted to design services based on customer need; “we really do
need to find out what the needs are... and the gaps”. In Charity C, the CEO said that their
outlook aligned with the Designer’s work, stating that; “the motivation and culture of the
organisation were there and right for [the collaboration]”. The data demonstrates that during
conversations in both settings, the Designer and members of staff recognised this common
perspective, which strengthened their relationship and their ability to co-create.

In both settings A and C, the symmetry between the existing organisational attitude and the
DfS approach allowed the Designer to adopt the roles of facilitator and provoker much
more successfully. However, in Charity B, there was a distinct disparity between the DfS
approach and the incremental service development approach preferred by EMT. With such a
discrepancy, the design process was not sufficiently valued to permeate the strategic levels of
the organisation and create transformational outcomes as it had in the other two settings.

Conclusions

Charity A and C’s willingness to fundamentally challenge the way they operated was a key
factor in the resulting transformational outcomes that the stakeholders observed in both
project settings, as design was allowed to permeate all aspects of the organisations, and was
not limited solely to a service-interaction level, as it was in Charity B.
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Findings from the case-study analysis suggest that there was a receptivity to change at the
level of both policy and delivery in Charities A and C that was absent in Charity B, and thus
prevented the Designer’s work from pervading the systems level of the charity as it had done
in the other two project settings. Charity B’s reluctance to change can be linked to the
EMT’s strong vision for the organisation, which acted as both a barrier to the design
outcomes, and created an unsuitable environment for co-creation. This was compounded by
Charity B’s preconceptions about DfS, and their desired outcomes from the collaboration.
Without permission to co-create a new vision, it was impossible for the DfS approach to
have any significant impact on the fundamental structures of the organisation in the eight-
week project period.

This research provides significant learning for DfS practitioners, as it shows that an external
driver for change is not enough to enact transformation in an organisation; there needs to be
an internal rhetoric for engaging in significant change. Where possible, this openness to
change needs to be present at all levels in order to co-create new organisational standards in
a timely manner. Although it is not necessarily possible to ascertain this desire pre-
collaboration, this paper has presented four organisational features that indicate if DfS could
have a more transformational effect. In practice, a designer should ensure that the
stakeholders have accurate excpectations of both the DfS approach and the anticipated ontcomes.
Predictably, measuring the charity’s receptivity to change prior to collaboration could help anticipate
if transformational outcomes would be possible; however, the findings suggests that /oking
Jor a new approach as well as new ountcomes would indicate a degree of openness that is necessary
for radical change. Furthermore determining the charity’s existing organisational culture and
assessing how well it aligns with the tenets of the DfS approach (a focus on user value rather than cost
of delivery) would also help to establish if the Designer’s activity would be welcomed and
embraced by the organisation.

Further Research

As this paper presents a first comparison of all project setting data, further qualifying
research needs to be undertaken. It is anticipated that the completion of the Doctoral project
will add detail to the features of a VCS organisation that enable DfS to have a
transformational outcome. In particular, correlation with literature that focuses on DfS in
private and public sectors to ascertain which of the features are peculiar to the VCS.
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Abstract

Favelas in Rio de Janeiro are places characterized by the lack of infrastructure and access to
services. Nevertheless, when looking more closely at these communities, it becomes apparent
the power that their social fabric has to create solutions, opening field for the emergence of
social innovations. In fact, preliminary research suggests a set of cases where people are
already imagining and conceiving a new generation of services within these communities.
This article introduces a research about services that arise from social innovations initiatives
within favelas of Rio de Janeiro. More precisely, it describes how locals, using social
networks connections inside favelas, can design services and how service design can be
inspired from these cases to suggest ideas of new service models. In order to illustrate that, a
study case about Favela Organica is presented, a service born in the Favela of Babilénia that
promotes new ways to deal with food.

KEYWORDS: service design, social innovation, creative communities

Introduction

Underserved communities are complex social ecosystems characterized by, on the one hand,
the informality and density of their social networks and, on the other hand, the lack of basic
services and the marginalization of a system that fails to meet their local needs. Traditional
ties - made inside family, neighbourhood and village - can be the source of positive strength,
knowledge and powerful social cohesion for them.

These communities are usually, but not exclusively, placed on informal settlements, which
are defined as urban areas that operate at the limits or beyond the regulations that govern
cities. Brazilian favelas, South African townships, North African shantytowns, Indian slums
or the problematic neighbourhoods of towns in northern countries: altogether a billion of
people are estimated to live in such places today.

Looking more closely at this complex reality, it is apparent that the social and human capital
that exists within underserved communities could be used to solve problems of everyday life
faced by this population, in a more open, flexible and transparent manner. As a matter of
fact, preliminary research suggests a set of promising cases of people that are already

imagining and conceiving a new generation of services within these communities. We
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identify these services as being born from social innovation initiatives, since they expose new
ways of doing and thinking, motivated by the goal of meeting common goods, in order to
satisfy unmet local needs. They are also based on the active participation of those who
benefit directly from them, what shows their potential to be collaborative services.

This article introduces a research about services that arise from social innovation cases
within favelas of Rio de Janeiro. More precisely, it describes how locals, using social
connections inside favelas, can design services and how service design can be inspired from
these cases to suggest ideas of new service models. For that, a literature review is presented
about service design, social innovation and the concept of favela. The idea is to expose, first,
how creative initiatives can arise in a place that suffers from a lack of basic services,
expressing new tendencies of living together, and second, how service design can collect
ideas for new service models, understanding the project created by the own community and
through a human-centred perspective. In order to illustrate that, a study case about Favela
Organica is presented, a service born in the Favela of Babilénia (south zone of the city of
Rio de Janeiro) that promotes the total use of vegetables and fruits to cook and to fertilize
home gardens.

Favelas in Rio de Janeiro

Favelas in the city of Rio de Janeiro are popular worldwide. This happens because of their
aesthetics (formed mostly by self-built houses), the informality that permeates their
social/work relations, their poverty and lack of access to services that are alteady provided in
the rest of the city. It is common to represent favelas as something homogeneous,
identifying these spaces by the “strong socio-spatial stigmatization, specially inferred by the
residents of the other parts of the city.” (Silva, 2009, p. 22-23). For IBGE, the Instituto
Brasileiro de Geografia e Estatistica, “a favela is a settlement of 50 housing units or more located
on public or private property and characterized by disordered occupation without the
benefits of essential public services.” (Dymski, 2011, p. 10). This author identifies, through
an economical view, the contrasts between the favela and the non-favela urban economy. He
analyses the differences between the formal and informal spaces in the city, which includes:

Homses that have numerical addresses, and those without them; homes built by trained architects and
certified contractors, and those built by the eye; places where the roads are maintained by municipal or
state governments, and places without maintained roads. (Dymski, 2011, p. 10).

This definition is based on dichotomies, i.e., what is and what is not a favela. However, when
we analyse the favelas more closely, regarding the context of the city of Rio de Janeiro, each
one has its own history and local identity. Even the aesthetics aspects change; there are
favelas placed in lower class buildings, for example. Therefore, a favela may be defined by
specific characteristics. Firstly, favelas are visibly different from the rest of the city (lack of
infrastructure and access to basic services); secondly, they are formed by poor people, but
most of them are workers, who sustain their families by formal and informal jobs; and
finally, they have their own culture (their own formation history).

Briefly, favelas are places that suffer from the lack of access to a structure already provided
to the rest of the city. Thus, the stereotype associated with them is the idea of lacking:
“under this perspective, the favela is defined by what it is not or by what it has not.” (Silva,
2009, p. 16). Since 2008, the creation of the Pacifying Police Units (Unidades de Policia
Pacificadora, 2074), a project from the government of Rio de Janeiro, has being contributing
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for the states’ increasing participation within some of these communities, especially against
the drug and gun traffic, what has been resulting in improvements for their infrastructure.
Nonetheless, despite of these improvements, people within favelas search for new
alternatives to better their daily lives.

In fact, it is precisely the stigma of lack within these communities that makes people to come
together to work collaboratively, aiming for common social and economic benefits. Under
the perspective of service design, a study about social innovations that emerge from favelas
is interesting, since designers could search for potentialities of new models of services within

these communities.

Creative communities and social innovations within favelas

The favelas in Rio de Janeiro are commonly referred to as communities (‘comunidades’).
Different social networks form these spaces, what facilitates the relations among their actors,
in the search for individual and common benefits. Larissa Lomnitz (2009), a Latin-American
thinker who researches about the central role of social networks within urban studies, claims
that organisations that arise from informal communities use traditional institutions to
survive. These institutions are "family, friendship, membership of an ethnic group or system
of beliefs”, that base themselves on their “cultural definition of trust and loyalty, which are
central elements to the work of informal networks”. (Lomnitz, 2009, p. 19). To this author,
“a social network is a field of relations among individuals”, that establishes “complex
relations within a specific social space.” (Lomnitz, 2009, p. 19). These relationships allow the
formation of solidarity networks, what “implies in an exchange system of goods, services and
information that occurs within the sociability”. (Lomnitz, 2009, p. 19).

New arrangements of social actors are formed from these networks, what permits them to
find new ways to solve their daily problems. These groups of people can be identified as
creative communities (Meroni, 2007), because “they are deeply rooted in a place, they make
good use of the local resources and, directly or indirectly, they promote new ways of social
exchange.” (ibid, p. 14). Several cases reveal this reality. On the one hand, we have
neighbours that share contracted services of Internet, teenagers that get together to create
blogs to write about events happening in their community, and people that organise
themselves to cook and sell meals locally. On the other hand, there are women that,
together, take care of the community’s children, while parents are working; people that, with
the assistance of external actors, create radio station inside the community; children and
adults who find new ways to direct garbage to handicraft practices or organic waste as
fertilizer to plants.

In all of these cases, it is clear the importance of social networks and relationships within
these communities. Social connections like those constitute a true social capital, according to
Lomnitz (2009). These new arrangements of social actors generate opportunities for the
emergence of social innovations. Identifying social innovations in favelas means recognizing
new activities or new ideas, that were generated by novel strategies to form social relations
among actors, motivated by the goal of meeting common goods to satisfy unmet social
needs (Cloutier, 2003; Mulgan, 2007; Phills, 2008). This promotes the local empowerment
(Cloutier, 2003; Mulgan, 2007) and a process able to be replicated in other communities
(Manzini, 2008). Designers that want to identify social innovations in these communities
must understand the way their local actors organise themselves, in order to find alternative
tactics to design activities that promote income generation, proper waste disposal, education
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and care activities for children, and so forth. The focus would be the generation of shareable
benefits, according to the local reality.

Values such as trust, reciprocity, mutual aid and reputation are highly valued within favelas,
because of the fact that people depend on their social relations to reach their goals. For this
reason, many of the services created within these communities are distinguished as being
relational (Cipolla, 2009). This opens a promising field of action for service design, which
can collect new ideas for business models, implementing them with its tools and methods.

Service design

The area of service design arises because of the increasing importance of the service sector
to the wotld economy. Manzini (2009) states that “in recent decades the focus has
progressively moved towards services, while products have been increasingly seen as ‘service
evidences’, i.e. physical elements that make services possible”. (Manzini, 2009, p. 47).

Vargo & Lusch (2004) believe that this transition occurred because of changing paradigms.
These authors describe a shift from a good-dominant logic to a service-dominant logic.
Before, human activity was based on natural and physical resources and, because of that, the
ownership of tangible goods was an indication that a person was rich or not. With the
industrial revolution and the consequently standardization of durable goods, products’
differentiation started to be considered as valuable, that is, the skills, knowledge and ways of
distribution associated to them. From this point on, the importance of services started to

grow.

This movement towards an economy of setrvices reflects in new research in areas such as
marketing, management, engineering, computing and behavioural science (Meroni &
Sangiorgi, 2011). Consequently, the research and practice in design also searches for new
directions, from the production of tangible products, to the development of product-service
systems (Manzini & Vezzoli, 2002), capable to provide systemic solutions not only to the
people, but also to the economy and environment in which they are. Thus, service design
provides a holistic approach to create and implement services, addressing “functionality and
form of services from the perspective of the user.”(Mager, 2009, p. 34).

Coming back to the context of favelas and the social innovations identified within them (e.g.
caring services for children, services for garbage reuse, alternative communication networks
and communitarian cooking services), we can say that there are services in informal
settlements that arise from social relations based on the need to solve daily issues. Based on
their interests, people may get involved in a process of designing services, where a whole
system of supply, production and distribution is planned. In other words, from the case of
women that organise places where parents can leave their children during the workday, to
people that buy vegetables and fruits to cook and sell them as a food service: all those actors
are involved with some kind of creative community. They service their neighbours, friends
and relatives, in order to benefit financially and socially from that.

This opens our eyes to important issues. First: those people inside favelas, even being
marginalised from the system and with less access to public resources when compared to the
rest of the city, succeed in organising themselves and designing their own solutions to their
problems. This reminds us the concept of silent design (Gorb & Dumas, 1987), which can
be entirely applied here. Gorb & Dumas (1987), when examining the aspects of business
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where design is utilized, argue that many design activities that go on in organisations are not
called as design. The authors say that those activities are “carried out by individuals who are
not called designers and who would not consider themselves to be designers. We have called
this 'silent design'.” (Gotb & Dumas, 1987, p. 3). They base their design definition on the
well-known concept of Herbert Simon (1982) that defines design as "a course of action
aimed at changing existing situations into preferred ones."(Simon, 1982 cited in Gotb &
Dumas, 1987, p. 2). Likewise, the intention of changing an existing reality is present in
favelas, where people use the available resources to create collaborative ways to achieve
individual and common benefits. This calls our attention to show how the recognition of the
local identity, the need to solve problems, and the collaborative capacity of certain human
groups motivate people’s ability to design. Second: people within favelas could be successful
with their plans, because the local social fabric supported them. With their families, friends
and neighbourhood association, they could amplify their networks, to activate external
institutions to support them to achieve their own goals. For that, they used their social
capital, that is, the values that they could count on: reputation, moral, confidence, and
relationships within the local network. This shows how the services that arise from this kind
of initiatives are inherently relational, based on collaboration and shared benefits.

In these cases, services can be identified, according to Manzini (2009), as collaborative
services. In the same way, many of the services that arise from favelas are relational services
(Cipolla, 2009), those “in which participants need not only to be operationally active and
collaborative, but also well-inclined and willing to relate with other in a personal manner.”
(Cipolla, 2012, p. 35).

Finally, thinking in service design that meets demands coming from social innovations cases,
opens field to research about service design for social innovation.

Service design for social innovation

The research and practice in the areas of social innovation and sustainability also contribute
to the area of service design, because of the possibility of dematerialization of products
(Manzini & Vezzoli, 2002), and the appreciation of services that were born inside creative
communities. In the case of product-service-systems, it is possible to offer the value that a
product would offer without the need of its possession. Here the central idea is that “users
are not really wanting a product or service, but rather what these products and services
enable a user to achieve” (Manzini & Vezzoli, 2002, p. 05). Now, when talking about design
for social innovation (Manzini, 2008), it is possible to describe the collaborative services that
may arise from these types of initiatives, since to happen they “ask for the direct and active
involvement of all the interested actors, final users included”. (Manzini, 2009, p. 50). Work
performed on projects like EMUDE - Emerging User Demands for Sustainable Solutions -
(Meroni, 2007) demonstrate the potential that social innovation has in creating new forms of
social organisations, in order to solve demands for services that are not offered by the
market or the government. There is, therefore, a possibility of interface between the areas of
service design and social innovation, where services could be drawn or implemented from
social innovation initiatives. This may be referred to as service design for social innovation.

In order to report how service design could be inspired from social innovation cases to
suggest ideas for new models of services, aiming the improvement and replication of their
values, this article describes the case of Favela Organica. This project is developed within the
Favela of Babilonia, Rio de Janeiro, and focuses on the total use of vegetables and fruits
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(including their peel, which is their most nutritional part) to prepare food and to incentivise
the creation of home gardens.

Favela Organica project - context

Favela of Babilonia is located between the neighbourhoods of Botafogo, Urca and Leme, in
the south zone of the city of Rio de Janeiro. In 2010, the population of Favela of Babil6nia
was estimated in 2,451 people, installed in 777 residences (IBGE, 2010). The study
developed by FIRJAN — Federagao das Indsistrias do Estado do Rio de Janeiro — shows that, in a
population of 2,162 people, 26.9% are poor - the household income is R§ 235.08 per month,
approximately 98.05 US Dollar - and 6.4% are indigents - the housechold income is R$ 117.54
per month, approximately 49.03 US Dollar — (FIRJAN, 2010). In spite of the fact that favelas
are characterised by informality in several aspects, about 54.3% of Favela of Babil6nia’s
population has a formal job (FIRJAN, 2010).

Regina Tchelly, after years working as a house cleaner, decided to start her own project,
based on buffet services and cooking workshops using all parts of vegetable and fruits,
including their peel, which is their most nutritional part. With her expertise about cooking,
she started to teach people how to prepare recipes as pies, snacks and cakes made with
banana peel, the talus of the broccolis, watermelon skin, etc. In the same way, she started to
teach how to create small gardens inside home, using the rest of the vegetable waste as
fertilizer for plants.

Favela Orgéanica as a social innovation case

In order to study the case of Favela Organica as a social innovation initiative, informal
interviews were made with Regina Tchelly and pictures were taken from her project. The
focus was to identify which new ideas, generated by novel strategies to form social relations,
were empowering the local community, as well as which new models of services could be
imagined from that.

From all the information collected, Favela Organica is concluded as a social innovation case
because:

» It stimulates a new way of cooking, which is focused on the total use of vegetables and
fruits;

» It promotes new social interactions between people from the favela and outside of it,
since most part of the clients is external. This is strategic to reduce the favela’s unfair
stereotype and to present its services as also competitive in the market;

» The service promotes the transmission of a traditional knowledge, what teaches people
new ways to deal and appreciate their food;

» As the initiative goes against the food waste, it is in agreement with a low environmental
impact, preventing further formation of organic waste;

» It regenerates the social fabric, as it generates jobs especially for women in the region.

In figure 1 we can see a picture from the Favela of Babilonia, where the project is developed.
It is also possible to see who is Regina Tchelly and some of the local and external actors
(Slow Food Brazil) that work for the project to succeed.
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Figure 1: Collection of pictures that illustrate the Favela Organica project.

Favela Organica as a service

When analysing the Favela Organica case under the service design perspective, it is possible
to highlight the main actions during the service journey (Figure 2).

1 Companies or individuals
get in contact with Favela
Organica by telephone or
e-mail contracting its

2

After knowing which will
be the demand, Regina
goes to the local fairs to
buy vegetables and fruits.

Regina goes to her home
where, with the help of the
other women from her
community, she prepares the

recipes for the buffets and the
materials for the workshops.

services.

The options are:

@ the buffet service
@ the service of workshop of
H how to cook
© the service of how to make gardens
in small spaces

® When the vegetable market **°**®
sellers have boxes with
vegetables and fruits that
were not sold that day, they
give her for free.

XYY YYY
.

@ The set of services are
also beneficiated by the
network of external
actors (as Slow Food
Brazil, for example), that
advertises the project.

6

The buffets can be
prepared at Regina’s house
or on the client’s place.
Regina and the other

The cooking workshops
can be taught in the client's
place orin the Favela
Organica’s place, which is

The service of how to
make gardens is taught
in the clients’ company or
their own houses.

women go to the client’s

Regina’s own house.
company or home, to

provide the service.

Figure 2: Favela Organica’s service journey.

From this analysis and the information already presented, it is possible to explain why Favela

Organica may serve as inspiration for new models of services:

* Service’s origin: the idea to get the most from all parts of vegetable and fruits was
something that was taught by Regina’s family and has been improved by
experimentation. This indicates a source of potential ideas to create original services —
the culture identity.
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* Service model: the implementation of Favela Organica started with Regina and friends;
it expanded to the local neighbourhood association that helped it to call external
attention of partners, as Slow Food Brazil, what finally leaded it to become a micro-
business. This shows that new models of services can be prototyped from informal
basis, what permits them to get adapted according to the situations that arise, until the
moment they get mature enough to be formalized.

* Supply system: local vegetable sellers provide vegetables and fruits. When they have
vegetables that were not sold and that may be spoiled, they give to Regina for free. This
creates a relationship of fidelity, since Regina keeps going to buy with the same sellers.
This also could be improved by creating a connection with organic farmers that could
deliver the vegetables periodically and directly to Regina’s house.

* Service delivery: Women in uniforms go to the customer’s location (company, house,
etc.), where usually the service is provided. This strategy makes service delivery more
practical for clients that do not have to go until the favela to be served. Besides, Regina
teaches courses at her house or at the neighbourhood’s association, what can be a
differential for people that have curiosity in visiting the favela.

Therefore, Favela Organica can be analysed as a collaborative service, since it is based on a
system of collaborative social connections. They are local vegetable sellers that sell their
products and give Regina the ones that were not sold; the local community helps her to
prepare buffets and workshops, and the external supporters, like Slow Food Brazil, that gave
to the project material resources to improve its processes and advertise its services. Favela
Organica is based on trustful relations among those actors, and Regina Tchelly, with all her
effort to make the project succeed, is the main actor, whose personal reputation advertises its

services outside the favela.

Suggesting new models of services from Favela Organica
social innovation’s case

After analysing Favela Organica as a social innovation and a service, it is possible to

recognize the values presented by the project, in order to use them to suggest ideas for new

models of services. The following values are identified:

» New ways of cooking;

»  New social relations among actors within a community and between the community and
external actors, based on confidence, loyalty and reputation;

» Transmission of traditional knowledge;

»  Generation of employment and income within the community;

» Prevention of food waste;

»  Regeneration of the local social fabric.

These collected values are clues to imagine a new set of services models. The services that
could be developed from these seeds are rooted in a local context and based on social
relationships within a community, which means that they are better adapted to people's
reality and likely to create better conditions of life. Thinking about the values proposed by
the case of Favela Organica, the following ideas were suggested in a design for social
innovation course of the Graduation Program of Production Engineering at the Federal
University of Rio de Janeiro, in 2013:
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» My vegetable market seller, my friend: Service based on the relation between
customers and vegetable sellers. People that go to the local vegetable markets to buy
fruits and vegetables can take home that ones that will not be sold that day. With that,
people can prepare less expensive recipes and sellers earn people’s loyalty to buy always
with them.

» Cooking for learning and learning for cooking: Service where people from the same
community get together to cook and to teach other people from different generations
how to cook. While cooking together, people talk and learn about the nutritional value
of the food being prepared, as well as having a convivial space within their community.

» Decentralized home garden: A group of people, where each one is responsible to
produce one type of vegetable/spice/tea in his own home, in order to share his
production in exchange for other products. This would stimulate people to learn about

home garden practices and the nutritional/medical value of the species they are planting.

» A systemic producing-preparing-eating food service: An extended partnership
among agriculture producers, a group of cookers from the same community and local
companies, integrating a whole system of providing organic food, preparing dishes and
selling them on-demand for people that work and do not have time to prepare their own
food.

All these ideas refer to the possibility of creating services based on already existing social
relations. They were not implemented, but they can serve as inspiration to be. They would
strength chains of social networks, promoting values as reputation for one side and loyalty
for the other. Briefly, they are all win-win relations: all collaborates and all profits from them.

Conclusions

Favelas in Rio de Janeiro are places where it is possible to see great creativity to solve daily
problems. In order to work and find new ways of livelihood, it is common that people
organise themselves in groups of friends and relatives, so they can collaborate and achieve
sharable benefits. The power of these communities comes from their social capital, which
increases the chances of finding social innovations cases among them. When service
designers face this type of reality, they recognise different ways that people can relate to each
other, creating new ways to serve and provide services, already being prototyped in real life.
These ongoing experimentations of different ways to collaborate may represent a new
generation for services. The presented case of Favela Organica demonstrates how an
innovation in the way of cooking linked with new partnerships among actors can converge
to the creation of a mix of services that empowers the local community and advertises the
favela for the rest of the city. The ideas of new service models presented in this article
indicate that it is not difficult to innovate, since this can happen by only articulating new
forms of partnerships and using the social relations that already exist within a community.

This article demonstrates preliminary results of a research promoted by DESIS network,
which is creating a new cluster named Informal, Formal, Collaborative: designing within
underserved communities (IFC). The purpose of the IFC cluster is to identify potential ideas
for a new generation of services that could be designed from the underserved communities’
perspective.
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Abstract

This paper describes transitions currently happening in design practices engaged in service
innovation, service design and service futures. It is the result of an empirical research investigation
into how design practice is changing and offers insights into four key transitions that have emerged
arising from the research. The research imperative is to understand how the roles of design and
designers are responding to shifting societal, economic, political and ecological needs. The research
investigation involved interviewing and drawing insights from three different communities. In total
we interviewed 25 design agencies, five organisations embedding design and 12 design academics.
Nine out of the 25 are service design companies, ten are working in the related field of strategy and
design innovation and the rest are in other related design disciplines. Although service design
companies only form a third of the case studies, it is important that service design looks outside its
(blurry) professional boundaries to inform how their own practices can remain relevant to our
times. The originality and richness of the research investigation lies in investigating transitions
happening in innovative practices that are diverse in terms of disciplines, geography and their
approaches, in order to capture how design is changing within different contexts. This research is
significant in that it highlights four key transitions happening in both developed markets as well as
in emerging markets. These transitions are: 1) The expansion of the designet’s role to include new
positions as facilitators, educators/capability builders and entrepreneurs. 2) Mote prominent
collaborations by designers with end-users, other designers and professionals from other
disciplines. 3) The diversification of business models of a design practice away from a consultancy
model. 4) The expectation and requirement of designers to externalise and demonstrate value
quickly, clearly and convincingly. The case studies have been compiled into a book, Design
Transitions, recently published in 2013. The focus of this paper is to articulate these four transitions
in more depth and explore their implications for service design practice.

KEYWORDS: changing practices, roles of designers, design value, design management

Introduction

The most interesting creative opportunity for design today is to redesign the very nature of design itself. Tim
Brown — foreword to Design Transitions (2013, p. 7)

We live in interesting times — designers are expanding their professional boundaries, moving from
designing objects to designing services and experiences, to designing for positive social change.
Examples of design operating beyond its traditional boundaries have been discussed and covered
extensively in contemporary literature (for example Buchanan, 2001; Burns et al., 2006; Thackara
2007; Brown, 2009). Designers (particularly those involved in designing services) are increasingly
expanding their roles (Tan, 2012) and becoming facilitators of creativity, conversation and
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collaboration among multiple stakeholder groups (Han, 2011). Design thinking and approaches are
also slowly permeating through larger organisations, and many designers now adopt entrepreneurial
models where they co-own outcomes and develop and implement ideas with partners. While
designers are still very much drawing upon their fundamental skills, their changing roles are
witnessing these skills being used in different ways, with different people and in different contexts.
But how are design practices changing exactly and what does this mean for service design? What
are the drivers of these changes? And where will this ultimately lead service design in the future?

Historically design has undergone several expansions, from craft-based design, to applied aesthetics,
to applied (human and social) science, to a more complex science (Findeli, 2001, p. 7-9). This on-
going reframing of design practice and the expansion of societal roles for designers is often
discussed anecdotally but rarely researched or documented due to its transitory nature. Hence the
aim of the original research was to document current transitions experienced through the eyes of
the design practitioner and to use these personal reflections to a) understand how the discipline is
evolving, b) identify areas of transition, c) uncover emerging areas of innovation and d) reveal gaps
in our current understanding of design practices. This paper draws upon insights gained from the
research to discuss and speculate on the implications for service design practice.

What are Design Transitions?

John Heskett (2002, p. 6-7) argues that the history of design can be seen as a process of layering:

- in which new developments are added over time to what already exists. This layer, moreover, is not just a
process of accummnlation or aggregation, but a dynamic interaction in which each new innovative stage changes
the role, significance, and function of what survives.

This research posits that design practice is continually changing, adapting and expanding in order to
respond to societies’ current needs, to maintain economic relevance, or to exploit new technologies.
Design transitions (as a term used in this research) are moments when commercial design practices
evolve to explore new design trends to maintain economic relevance, to meet societies future needs
or to work with new technologies. William Bridges, an organisational consultant in his 2009 book
Managing Transitions differentiates between changes and transitions. Transitions are when something
no longer fits or is inadequate and the transition begins with letting go of this held idea. He
suggests that a transition happens when it is “time to let go of an idea or an assumption, a self-
image or a dream... A transition concludes when something new emerges from your inner neutral
zone” (pp. 97-98). According to Bridges, organisations going through a transition period experience
three stages. We have interpreted how these three stages relate to design practices in brackets:

1. Endings (letting go of existing practices and models)
2. Neutral zone (working out their new focus and purpose)
3. New beginnings (forming a view of new practices and models)

Each transition results in designers’ creative practices evolving and focusing on different elements
of their expertise, and usually involves designers reframing the boundaries in which they operate in
and the value of their skills. These transitions are fluid and often not outwardly obvious, hence the
need to uncover and document these changes. A transition may