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Abstract

Opver the past decade, service design has become more common in the manufacturing
industry. As a human- and customer-centric development methodology, service
design brings along co-creative, outside-in development strategies, which are iterative
in nature. However, such learning by doing and experimenting while innovating may
collide with the existing working cultures, innovation practices, and processes of
organizations, especially where strong engineering-based and technology-oriented
cultures thrive. Recent research has shown that organizations that start applying and
integrating service design into their development and business practices, should be
prepared for an organization-wide transformation. This is due to the fact that, as a
social innovation practice, service design also impacts how an organization changes
internally, not just through developing new services.

In light of these observations, this dissertation claims that there is a research gap
in understanding organizational transformation, from the perspective of service
design. More understanding is needed of how organizations that apply service
design, transform. This research aims to bridge this gap, by exploring the following
primary research question, from the context of a multinational manufacturing
corporation: What is required for an organization, to transform its working culture
towards human- and customer-centricity, in order to enable the efficient integration
of in-house service design?

This is an article-based dissertation, which follows research into design approach.
The aim of this interdisciplinary research is to connect design research with
management and organizational studies. Interpretivism serves as the philosophical
perspective used to interpret and understand the experiences described by the study’s
informants. The research methodology was to conduct a case study, where a variety
of qualitative data collection and analysis methods were employed.

Three publications, all of which are book chapters published in two books,
constitute the basis of this dissertation. The publication I discovered how the
participating organization evolved into being more receptive to service design as an
empathic development approach. A time span of ten years (2005-2014) was studied
to understand the changes and evolvement, that led the organization to invest in
service design. The publication IT studied how in-house service design has supported
the participating organization’s working culture, to transform towards human- and
customer-centricity. The early use phases of the first four years 2014-2018 of in-
house service design were studied. The publication III sought to understand, what
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the organizational challenges are that occur when in-house service design is used in
service development. Along with publication I, this publication also looked into the
first four years of in-house service design use in the organization under investigation.

PublicationsIand Il present findings, which relate to individual and organizational
change aspects. These are connected to changes in attitudes, mindsets, and beliefs of
individuals, in addition to changes in organizational visions, strategies, values, and
organizational paradigms. Publication III presents findings from the perspective
of organizational challenges related to the lack of human- and customer-centric
norms and practices. Overall, the research conducted within this dissertation adds
new knowledge to the field of design research, management, and organization
studies. The dissertation presents a new theoretical framework of individual and
organizational change aspects, to transform the organizational working culture
towards human- and customer-centricity, in order to enable the efhicient integration
of in-house service design.

Keywords: service design, organizational transformation, transformation design,
human- and customer-centricity, manufacturing industry, working culture
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Tiivistelma

Viimeisen vuosikymmenen aikana palvelumuotoilu ja sen hyédyntiminen on yleis-
tynyt tuotantoteollisuudessa. Thmis- ja asiakaslihtéiseni kehittimismetodologiana
palvelumuotoilu tuo mukanaan yhteiskehittimiseen pohjautuvia luovia ja iteratii-
visia toimintatapoja, joissa kehittamista lihestytaan ulkoa sisidnpain -strategioilla.
Tillaiset ketterdt menetelmit, tekemilld oppiminen ja kokeilut innovoinnin yh-
teydessa voivat kuitenkin tormata ristiriitoihin olemassa oleviin tyopaikkakulttuu-
reihin, innovaatiokdytintoihin ja organisaatioiden prosesseihin nihden. Niin voi
kiyda erityisesti konteksteissa, joissa vahvat insiné6ripohjaiset ja teknologialdhtoi-
set toiminta- ja kehittdmiskulttuurit kukoistavat. Viimeaikaiset tutkimukset ovat
osoittaneet, ettd organisaatioiden, jotka alkavat soveltaa ja integroida palvelumuo-
toilua kehittimis- ja liiketoimintakéytintoihinsi, tulee valmistautua laajamittaiseen
muutokseen. Tama johtuu siité, ettd sosiaalisena innovaatiokdytintona palvelumuo-
toilu vaikuttaa my6s sithen, miten organisaatio muuttuu ja kehittyy sisdisesti — ei
pelkistian uusien palveluiden kehittimisen kautta.

Niiden havaintojen valossa tissa vaitoskirjassa viitetddn, ettd kokonaisvaltaisen
ja laajamittaisen organisaatiomuutoksen eli organisaatiotransformaation ymmar-
timisessd palvelumuotoilun nikokulmasta on tutkimusvaje. Tarvitaan enemmin
ymmirrystd siitd, miten palvelumuotoilua soveltavat organisaatiot muuttuvat.
Tilla tutkimuksella pyritdin kuromaan umpeen titd aukkoa tutkimalla seuraavaa
paatutkimuskysymystd monikansallisen tuotantoteollisuuden kontekstista: Miti
organisaatiolta vaaditaan, ettd tyopaikkakulttuurin transformaatio voi tapahtua
kohti ihmis- ja asiakaslahtoisyyttdi mahdollistaakseen sisiisen palvelumuotoilun
tehokkaan integroinnin?

Timai on artikkelipohjainen viitoskirja, jossa tehddin tutkimusta muotoilusta
(engl. research into design). Timin tieteidenvilisen tutkimuksen tavoitteena on
yhdistdd muotoilun tutkimus johtamis- ja organisaatiotutkimukseen. Interpreti-
vismi on timin viitoskirjan filosofinen nikokulma, jonka mukaisesti tutkimuksen
informanttien kuvaamia kokemuksia tulkitaan. Tutkimusmetodologiana on tapaus-
tutkimus, jossa on kiytetty erilaisia laadullisia tiedonkeruu- ja analyysimenetelmia.

Kolme julkaisua, jotka ovat kahdessa kirjassa julkaistuja kirjalukuja, muodostavat
timin vaitoskirjan pohjan. Julkaisu I kuvaa, kuinka tutkimukseen osallistuva orga-
nisaatio kehittyi vastaanottavaisemmaksi palvelumuotoilulle empaattisena kehitti-
misen lihestymistapana. Kymmenen vuoden ajanjaksoa (2005-2014) tarkasteltiin
organisaation muutosten ja kehityksen ymmairtimiseksi, joiden pohjalta organisaa-

6
Korpikoski: Organizational transformation through service design



tio paitti investoida palvelumuotoon. Julkaisu II tarkastelee sitd, kuinka sisiinen
palvelumuotoilu (engl. iz-house service design) on tukenut tutkimukseen osallistu-
neen organisaation tyopaikkakulttuuria muuttumaan kohti ihmis- ja asiakaskes-
keisyyttd. Tissd julkaisussa tarkasteltiin sisdisen palvelumuotoilun hyddyntimisen
ensimmaistd neljan vuoden ajanjaksoa (2014-2018). Julkaisu III esittelee sitd, mitkd
ovat organisaation haasteet, joita ilmenee, kun palveluiden kehittimisessa kiytetdin
sisdistd palvelumuotoilua. Julkaisun II lisiksi myos tissd julkaisussa tarkasteltiin
sisdisen palvelumuotoilun hyddyntimisen neljad ensimmaisen vuoden ajanjaksoa.

Julkaisuissa I ja IT esitetddn havaintoja, jotka liittyvat ihmisten yksiléllisiin ja or-
ganisaation muutosnikokulmiin. Niami liittyvit muutoksiin yksiloiden asenteissa,
ajattelutavassa ja uskomuksissa seki organisaation visioiden, strategioiden, arvojen
ja organisaation paradigmojen muutoksiin. Julkaisu III esittelee havaintoja ihmis-
ja asiakaslihtSisten normien ja kiytintdjen puutteeseen organisaatiohaasteiden
nikokulmasta. Kaiken kaikkiaan timin vaitoskirjan puitteissa tehty tutkimus tuo
uutta tietoa muotoilututkimuksen, johtamisen ja organisaatiotutkimuksen aloille.
Viitoskirja esittelee uuden teoreettisen viitekehyksen yksilon ja organisaation
muutosnikokulmista. Nama muutosnikokulmat ovat edellytyksida organisaation
tyopaikkakulttuurin muuttamiseksi kohti ihmis- ja asiakaslahtoisyyttd, mikd puo-
lestaan mahdollistaa sisiisen palvelusuunnittelun tehokkaan integroinnin.

Avainsanat: palvelumuotoilu, organisaatiotransformaatio, muutoksen muotoilu,
ihmis- ja asiakaskeskeisyys, tuotantoteollisuus, tyopaikkakulttuuri
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1. INTRODUCTION

It is the customer who determines what a business is. (...) What the business
thinks it produces is not of first importance— especially not to the future of
the business and to its success. (...) What the customer thinks he is buying,
what he considers value, is decisive—it determines what a business is, what it
produces, and whether it will prosper. (...) The customer is the foundation of
a business and keeps it in existence.

(Drucker, 1986, p. 47)

During the last decade, the implementation of in-house service design has increased
within organizations (Blomkvist, 2015). Service design is being increasingly
applied and integrated into the everyday practices of manufacturing industry in
the development of services and product-service systems (PSS) (Costa et al., 2018).
This is due to fast development in technology and globalization in addition to
digitalization that create the need to develop services around product portfolios
to improve organizations’ competitive advantage through servitization and service
differentiation (Baines et al., 2017; Bustinza et al., 2017; Gebauer et al., 2011;
Reason et al., 2016). These global and societal changes in digital and technological
development have pushed also manufacturing industry to a transition from a goods-
dominant logic to a service-dominant logic, which in turn, transforms businesses
from delivering items to co-creating value with and for customers (Vargo & Lusch,
2006; Sangiorgi et al., 2016).

Due to these reasons, in-house service designers have started to hold strategic roles
within organizations (Blomkvist, 2015), especially in manufacturing industry. They
can support organizations in understanding customer needs in the marketplace and
translate those needs into the favour of the organizations to create comprehensive
solutions (Baines et al., 2017; Gebauer et al., 2011). Therefore, they influence what
an organization designs while concentrating also on the operative-level development
of service concepts (Blomkvist, 2015). However, implementing in-house service
design requires a service mindset of an organization in addition to developing
service design competence, involving internal stakeholders, facilitating internal
design processes, and organizational development (Overkamp and Holmlid, 2017),
and this is not always straightforward.

Despite the benefits of service design for organizations, integrating human-
and customer-centric ways of working might also be challenging. This is the case,
especially in the context of manufacturing industry, which holds strong existing
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routines, rites, and heroes (Borja de Mozota, 1998) of the engineering-based and
technology-oriented working cultures. Therefore, as a human- and customer-
centric methodology and development practice, service design can catalyse
organizational transformation (Yu & Sangiorgi, 2018). It affects service systems
and organizations (Yu & Sangiorgi, 2018) by bringing in and changing existing
organizational practices, behaviour, and decision-making due to its iterative and co-
creative outside-in development strategies to support multidisciplinary innovation
(Andreassen et al. 2016, Junginger 2008). Hence, human- and customer-centric
ways of working, which are central to service design, may collide with the existing
organizational values, norms, and practices. Consequently, organizations that start
implementing and integrating service design — especially in-house service design
(Bello, 2015; Blomkvist, 2015) - into their development and business practices,
should be prepared for organization-wide transformation (Kurtmollaiev et al,
2018).

Since in-house service design is increasingly being implemented and integrated
as a social process within organizations, it inevitably has an impact on how an
organization changes and develops (Kimbell, 2009). Hence, as a social innovation
practice, service design fits with the fields of social change and organizational
studies (Sangiorgi, 2011). However, the author of this dissertation argues that
more understanding is needed from the perspectives of change management and
organization studies in terms of in-house service design. There is especially a need
to understand what is required for an organization, to transform its working culture
towards human- and customer-centricity, in order to enable the efficient integration
of in-house service design. This is what this dissertation investigates from the
perspective of organizational transformation through the research phenomenon of
in-house service design.

In connection with the notions above, transformation design has been brought
forward by Burns et al. (2006). They bring forward design’s transformational force
from the perspective of services, organizations, and societies. Burns et al. (2006)
conceptualize transformation design as service design that shapes behaviour and
places pressure on organizational processes and structures. Transformation design
aims to strengthen organizational capabilities to support sustainable innovation
and human- and customer-centred development cultures in addition to developing
and shaping solutions through new service and business models (Bailey, 2012;
Miettinen, 2017; Terrey, 2013).

Despite the input of transformation design, more understanding is needed from
the perspectives of change management and organization studies of in-house service
design. This is due to the fact that human- and customer-driven development
approaches can necessitate unplanned internal organizational changes, and thus,
service design can reform organizations and larger systemic changes (Andreassen et
al., 2016; Morelli et al., 2021). In connection to this, organizational transformation
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research focuses on looking for patterns of unplanned changes, or stages and
transitions of an organization during its lifecycle that affect the organization as a
whole (Bartunek & Louis, 1988). Due to the larger scale of unplanned changes
that in-house service design can trigger within an organization, this dissertation
concentrates on the perspective of organizational transformation, which originates
from change management. In addition to change management, this dissertation
gives input also to organization studies and design research.

1.1. Research Questions and Aims

This dissertation is an interdisciplinary research, which connects design research
with management and organization studies. The main objective of this dissertation
is to understand organizational transformation through the research phenomenon
of in-house service design. The research seeks answers to what should change in
an organization to transform its working culture towards human- and customer-
centricity to enable efficient in-house service design integration.

The main research question is defined as follows:

What is required for an organization, to transform its working culture towards human-
and customer-centricity, in order to enable the efficient integration of in-house service
design?

The main research question has been studied through three publications,
which have been published in two books during 2022 and 2023: 1) Empathy
and Business Transformation, and 2) Service Design for Emerging Technologies
Product Development. All of the academic book chapters published as a part of
this article-based dissertation are results of the conducted qualitative case study of
a multinational manufacturing corporation. Below, the sub-questions and aims of
each book chapter are presented more closely.

Publication I:

How can an organization evolve into being more receptive to service design as an
empathic development approach?

The goal of this book chapter was to understand what an empathic organization
means and how an organization evolves so that it can start employing service design
as an empathic development approach. The historical period of ten years 2005-
2014 was studied to create an understanding of what changes occurred from the
perspective of human- and customer-centricity and service design in the organization
during the time span. The mapped happenings and changes supported forming an
understanding of how the changes led the corporation to invest in service design
— which then led to the initiation of an in-house service design team in September
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2014. This publication was published in Ewmpathy and Business Transformation
book, which was edited by Sarantou and Miettinen (2023). The publisher of the
book was Routledge. The publication was written during the university summer
holidays in 2021 and it was critical in the sense of setting further direction and focus
of the whole dissertation in terms of organizational transformation.

Publication II:

How has in-house service design supported an organization’s working culture to
transform towards human- and customer-centricity?

The aim of the second publication of this dissertation was to understand how in-
house service design supports an organization’s working culture to transform towards
human- and customer-centricity while it has been in use in the organization for
some time. The data collection was done during the summer of 2018, which means
that by that time the implementation of in-house service design had been in place
approximately for four years — which can be seen as the early use/implementation
phases of in-house service design in the organization. The topic’s examination began
with a search for the values, which service design delivers to the organization. Then
the values were examined through the lenses of organizational transformation in
relation to working culture. This book chapter was published in Service Design for
Emerging Technologies Product Development book, which was edited by Umar Zakir
and Mari Suoheimo (2023 ). The publisher of the book was Springer. The publication
was written together with the professor of service design and the dean of the faculty
of Art and Design at the University of Lapland, Satu Miettinen.

Publication III:

What are the challenges from the perspectives of different organizational stakeholders,
that occur when in-house service design is used in service development?

The objective of this book chapter was to provide answers to the organizational
challenges, which appear when in-house service design has been implemented in the
development of services for four years. The meaning was to consider the topic based
on the experiences of organizational stakeholders in terms of management at four
levels and in-house service design specialists at the lowest level in the organizational
hierarchy. Hence, comparing how stakeholders at five different organizational levels
experience the organizational challenges associated with service design and its
management was of interest. The third publication of this dissertation was published
in the same book Service Design for Emerging Technologies Product Development as
the second publication.
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1.2. Research Journey

When I applied to the Culture-based Service Design Doctoral Programme at the
University of Lapland in 2017, the beginning of my career as a researcher began.
Duringthe time of application, in the springand summer 0f 2017, was still employed
as an in-house service designer in the multinational manufacturing corporation
as a part of the R&D (research and development) department. In the industry, I
got interested in the value of service design after experiencing first-hand how it
impacted the corporation. A new, customer-centric strategy was introduced after
in-house service design had been applied in a pilot project for a year. Additionally,
the buy-in of service design increased rapidly. Business stakeholders and project
managers demanded service design be incorporated into their development projects
even without fully understanding its purpose or meaning,.

I was initially drawn to the internal and external advantages of service design
for the manufacturing corporation when I started my investigation. Therefore,
I began my investigation with the intention of calculating the service design’s
return on investment. In terms of internal advantages through enhanced quality
of development work between stakeholders resulting in organizational savings,
both the qualitative and quantitative values were of interest. Additionally, I was
interested in the external organizational benefits that would result in higher
customer satisfaction and loyalty levels in addition to higher financial profitability.
Due to the sensitivity of the data, it became evident after negotiations with the
corporation’s stakeholders that I would not be able to obtain any financial reporting
for this research. In addition, I considered how difficult it would be to quantify the
value of service design given that it is more indirect than direct and that a variety of
stakeholders have an influence on how services are developed. These all influenced
my decision to conduct qualitative research. Hence, I did it by conducting semi-
structured interviews and holding a workshop on the values of service design in
addition to creating innovation process maps of service design projects. The chosen
stakeholders to be interviewed were of such projects where in-house service design
had been applied.

With a study leave, the journey began. In order to be able to finance my research,
I applied for funding in 2017. At the same time, I conducted studies and a literature
review on the value of service design, which helped me in planning data collection. I
was successful in securing funding from the European Regional Development Fund
and six partner organizations, along with my university colleague. Hence, with the
help of the funding, we ran a Business Finland project. As a result, I had two years
of financial security in 2018-2019. I gathered sizable, in-depth qualitative data
sets from three organizations during this time. However, for the sake of the dataset
for this dissertation, only one of the organizations was selected. This was due to
the fact that the selected organization was the most advanced in terms of design
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maturity (Danish Design Ladder) when applying and implementing service design
in comparison to the other two organizations.

The 2020 COVID-19 outbreak had an impact on funding decisions. Therefore,
I began working in the industrial design department as a project manager and
university teacher in the field of service design. The research process was naturally
disrupted. The working positions created the challenge to conduct the research
consistently. Despite the challenges, I managed to write my first book chapter to be
included in Empathy and Business Transformation book, over the summer of 2021.
This publication was essential since it helped to shape the course of the research. I
made the decision to focus on organizational transformation from the perspective
of service design. Naturally, this viewpoint assisted me in limiting the application of
my data sets. Hence, the innovation process maps were excluded, thus leading me to
use interview and workshop data.

After receiving an invitation to write for a book Service Design for Emerging
Technologies Product Development in the autumn of 2021, I began working on two
publications. At the same time, I applied for funding from The Finnish Cultural
Foundation. Thus, the spring of 2022 was taken up by teaching, project managing,
and writing two book chapters. In May 2022 I was lucky to receive full personal
funding for a year. Starting in September 2022, I made the decision to undertake my
dissertation work with the help of funding from The Finnish Cultural Foundation
along with part-time work from the University of Lapland in order to finalize my
dissertation. Funding indeed supported me in concluding this thesis. Overall, the
research process has taken six years. Figure 1 below shows the research’s trajectory.

2017 2018-2019 ggﬂ;fgg] DEFINE & 2022-2023
START SEARCH & DISCOVER ! DEFINE & DELIVER, PhD
DELIVER
2013 2018-2019 2020-2021 2022-2023
Master of Art & Design  Funding in Funding applications Funding applications
Business Finland
2014-2017 project: Teaching in service Teaching
In-house service design master Project managing
designer in industry Design in Smart program
Mobility Business Funding from The Finnish Cultural
2017 Services Project managing Foundation:
Doctoral studies Two book chapters in Service Design
application Data collection 1st publication: for Emerging Technologies Product
and handling data A book chapter Development book
Studies in Empathy and
Literature review Initial findings Business Writing thesis synthesis
Funding applications Transformation book
Figure 1. The journey of this research.
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1.3. Research Limitations

This dissertation is limited to the perspectives of service design and organizational
transformation. Since transformation design is an area of study that bridges these two
areas, also this topic is handled. This research also relates to human- and customer-
centricity. This is due to the following facts: a) service design is a co-creative and
social development methodology, and b) the role of service design is to consider the
perspectives of multiple stakeholders from business customers to frontline personnel
and other internal stakeholders and possible network partners in the context of
manufacturing industry in this research. The keyword, manufacturing industry is also
strongly present in this research due to the context of a manufacturing corporation
in this dissertation research. These keywords are discussed more closely in chapter
two.

In terms of design maturity, it is noteworthy that this study relates to that. The
research is related to The Design Ladder, a tool/model created by a Danish Design
Center in 2001, as well as Hoedemaeckers’ (2016) further implications for the
tool. Hoedemaeckers (2016) has added two stages to the existing four stages of the
Design Ladder: Systemic Change and Culture. When considering the additions, this
dissertation can be seen as giving input to the area of culture since the perspective
regarding this research also touches upon working culture, thus supporting the views
of Hoedemaeckers.

In thisdissertation, the keyword working cultureis closely related to Hoedemaeckers’
(2016) thoughts on culture and leading through design. Working culture — which as
a term in English is also referred to as organizational culture and corporate culture
in addition to workplace culture and work culture — in this dissertation refers to
the setting of an organizational context experienced and delivered by employees.
Hence, the working culture in this dissertation consists of the shared organizational
environment, its values, and strategies, as well as mindsets, attitudes, and beliefs held
by people. In addition, the term includes the formal and informal rules of behaviour
and management that guide everyday processes, work practices, and norms of
employees in organizational contexts.

In terms of the Design Ladder (Danish Design Center, 2001), the Hoedemaeckers’
(2016) addition regarding the sixth stage of culture means the application of
design in business as a way to create and employ a wonderful culture. He argues
that with design “You're shifting the mindsets of people within your organisation to
align to the design mindset, people are starting to innovate, act like entrepreneurs,
embrace ambiguity, listen to the voice of the customer, and lead through design”
(Hoedemaeckers, 2016, para. 24). Hence, the standpoint and perspective of this
dissertation are in close connection to Hoedemaeckers’ perspectives on culture and
leading through design. In addition, the latest development in the Design Culture
Model by Palmares et al. (2022) is also interesting and can be seen relating to this
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dissertation work. However, since these tools and models are not the focus of this
dissertation, it is seen that the mention of these topics related to design maturity
should be enough.

The terms servitization and product-service systems are also mentioned in this
dissertation due to their connection to service design and design of services, but
the definition of these terms has been excluded. Additionally, the topic of this
dissertation is naturally related to design management, but since the main focus is
on organizational transformation through the phenomenon of in-house service
design, the term design management is not defined. This does not, however, imply
that the dissertation has nothing to contribute to the subjects of design management
in addition to servitization and product-service systems. In addition, organizations as
open systems and strategy as practice could have been applicable to this dissertation
research, but since the focus of this study has been limited to organizational
transformation that stems from the field of change management, the mentioned
areas of study have been excluded in this research.

1.4. Research Context

The participating organization under study is a matrix organization, a multinational
manufacturing corporation with over a hundred years long history in engineering
and manufacturing. Hence, the context of this dissertation is industrial. Before
starting the journey of this research, I used to work as an in-house service designer
in the organization during 2014-2017 under the R&D department. I was hired to
work in the corporation by another organization. Hence, I worked in the role of a
sub-contractor.

The organizational structure of the research context is similar to that of other
manufacturing businesses. The organization employs approximately 60,000
employees globally and it produces equipment, maintenance, and consultation
services. The role of services has become more crucial for the organization due to
the transition from manufacturing economies to service economies, a revolution of
Information Technology (IT) and digitalization in the latter part of the 20" century
(Shah et al.,, 2006; Reason et al., 2016), Internet of Things (IoT'), and increased
customer demands. Hence, the organization is required to understand customer
value in-depth, to understand customers’ processes and contexts that affect their
experiences (Andreassen et al., 2016). Therefore, service design as a practice has
become a useful and valuable approach for the organization regarding service
development.

Prior service design, product developmentactivities followed more orless Cooper’s
(2001) Stage-Gate process model within the organization under investigation.
End-users had been the main source of information for product and user interface
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designers. Business-to-business customers had not been regularly involved in the
development projects of R&D. In addition, the development of services had mostly
been in the hands of business stakeholders. As a follow-up of in-house service
design, human- and customer-centric work practices have become increasingly
central. Hence, the role of service design has become strategic in the organization.
The service design team is located in the company headquarters to work together
with other business stakeholders and different departments. In addition, service
designers have been hired elsewhere to support area and country-level development.
They perform an active role, especially in the early phases of service development.
Co-creation activities such as customer research, ideating, prototyping, testing,
and piloting together with customers and internal stakeholders are a part of service
designers’ work. They hold a strong communicative and facilitative role within the
development projects. Service designers handle projects holistically when examining
detailed processes, and solving complex issues and challenges. Thus, they provide
strong support for management regarding decision-making.

Regarding the confidentiality of the participating organization, it was agreed
that the name of the corporation will not be revealed in this dissertation. This
gave me an opportunity to be open about the results of the research in terms of
the organization. Despite this, the industrial context and my background in the
corporation have provided a great opportunity to learn about the real-world setting
related to in-house service design. In addition, my background has offered me the
opportunity to interpret the research topic in-depth. Though, at the same time my
background causes challenges and constraints from the perspective of carrying out a
doctoral thesis. It must be noted that my background as an in-house service designer
may affect biased interpretations of the data. Therefore, the possible research bias
inherent in qualitative research must be considered (Mehra, 2002). In addition, the
findings that originate from the participating organization are specific and limited
to the context.

1.5. Contribution of the Dissertation

Considering Kurtmollaiev et al. (2018) notion on the fact that organizations should
be prepared for organization-wide transformation when integrating in-house service
design, this can be a tough call for many organizations. Knowing in advance how an
organization should prepare for service design can be a hard task for organizations
that do not know what service design is and how one should prepare for it.
Therefore, more understanding is needed from the contexts of such organizations,
which already have implemented and integrated service design into their business
processes and learned about service design practices and interactions of internal and
external stakeholders. This is why research from the perspective of organizational

25
Korpikoski: Organizational transformation through service design



transformation is needed relating to in-house service design from the contexts where
in-house service design has been in use. Knowledge of what changes an organization
has gone through in terms of unplanned changes and how an organization has
evolved when integrating in-house service design, can increase knowledge of how
to prepare for in-house service design. Such knowledge can provide information
on what to develop to enable better integration of in-house service design into the
organizational working cultures, processes, norms, and practices.

Thus, this dissertation provides knowledge in the fields of design research,
change management, and organizational studies. In terms of design research, the
aim of this study is to increase researchers’ and design practitioners’ knowledge of
the organizational benefits and challenges related to in-house service design. Such
knowledge increases awareness of in-house service design in organizational settings.
In addition, such knowledge can support service designers to lead their work in better
ways within organizations. In terms of change management and organizational
studies, the information provided by this dissertation can support both business
practitioners and researchers in applying the knowledge in their settings. The
knowledge provided from the perspective of the mapped unplanned changes of an
organization related to in-house service design is closely related to organizational
transformation. Practitioners and researchers can apply this knowledge in the future
proactively e.g. in terms of organizational development (OD) studies regarding
planned changes in an organization. Since the empirical context of this study is a
manufacturing corporation where in-house service design has been studied related to
social innovation processes and experiential learning of individuals, this dissertation
also relates and gives input to the area of organizational studies.

1.6. Structure of the Dissertation

This dissertation consists of six sections. In the introduction chapter, the research
topic, questions, and aims are formulated as well as the research gap. In addition,
the research journey and the industrial context of a multinational manufacturing
corporation are introduced. Here I also describe the limitations of the study and the
contribution of the dissertation.

The theoretical underpinnings of the dissertation from the perspectives of service
design, transformation design, and organizational transformation are presented in
chapter two. Alongwith service design, human-centred design, and customer-centric
design in addition to service design in the context of the manufacturing industry
are introduced. Then the relationship of transformation design to organizations is
examined. Under transformation design’s subsections, the transformational effects
of service design are looked into as well as the transformational challenges of service
design. Organizational transformation brings in the perspective of social sciences
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related to change management. The types of organizational change as well as the
models and theories of organizational transformation and change are examined
within its subsections. Additionally, experiential learning and service design are
examined in relation to organizational transformation.

Chapter three presents the core methodological choices of this dissertation.
Starting from introducing the placement of the research between the scientific
fields of design research, management, and organizational studies, the research
design continues describing the research philosophy along with the methodology of
qualitative research. In addition, the research strategy of the case study is presented
as well as the data collection and analysis methods of this dissertation. Also, ethical
considerations and limitations are viewed here.

Chapter four presents the results from each publication, establishing the
foundation for chapter five’s debate. The discussion reflects the results in connection
to the theoretical underpinnings. The main empirical findings are presented first
in the discussion. Then, the change aspects of individuals and an organization are
looked into followed by the inspection of human- and customer-centric norms
and practices of an organization. The dissertation’s new theoretical framework is
provided last. Chapter six, “Conclusions,” brings the dissertation’s research to
its end by summarizing the findings, arguing for their significance, and making
recommendations for further study.
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2. THEORETICAL BACKGROUND

This chapter examines three theoretical foundations of this dissertation — service
design, transformation design, and organizational transformation — in the following
subsections. First, the history and term of service design are presented followed
by the key aspects related to the term from the perspective of this dissertation.
Therefore, a) human-centred design and customer-centric design, and b) service
design implications in the context of a manufacturing industry are discussed
under the topic of service design. Second, transformation design is introduced
since it connects the fields of service design and organizational transformation. In
addition, a) the transformational impacts of service design are considered as well
as b) the transformational challenges of service design related to the topic. Third,
the area of organizational transformation is introduced followed by a) the types of
organizational change in addition to b) the models and theories of organizational
transformation and change as well as ¢) experiential learning and service design in
connection to organizational transformation.

2.1. Service Design

Service design addresses the functionality and form of services from the
perspective of the user. It aims to ensure that service interfaces are useful,
usable, and desirable from the client’s point of view and effective, efficient,
and distinctive from the supplier’s point of view. (Mager, 2009, p. 34)

Service design is closely connected with design thinking, which can be seen as
having origins in the psychological studies on creativity such as Kurt Lewin.
Though, Warren Weaver (1948) presented the idea of “organized complexity”
1948, which is central to design thinking. In the 1960s the first books on design
thinking can be seen emerging from John E. Arnold (1959) — Creative Engineering
—and L. Bruce Archer (1965) — Systematic Method for Designers. Design thinking
and design are also connected to Herbert Simon and Donald Schén. In 1969,
Herbert Simon (1996) presented the science of design in his book “The Sciences
of the Artificial” to fill the void between natural sciences and design practice. He
(Simon, 1996) considers design as a central activity in engineering. Schon (1983)
presented constructivist views on design as a reflective problem-solving practice.
Thus, when thinking of service design as a systematic problem-solving practice
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and human activity connected with design thinking, its roots are in the mid-20*
century. However, the term’s — service design — emergence can be located in the
1980s (Shostack, 1982, 1984) from where it has evolved into a strong practice and
an object of research in the 1990s and during the last two decades in the 21* century
(Moritz, 2005; Sangiorgi & Prendiville, 2017).

The term “service design” was discovered by Lynn Shostack (1982), a consultant
and bank and marketing manager, who proposed the concept of service blueprinting.
She showed how intangible elements and different states of service can systematically
and explicitly be processed and documented as a process and hence, how these
immaterial components can be designed (Shostack, 1982, 1984). In the 1990s
service design started to be treated as a discipline within the field of design (Erlhoff
et al,, 1997). Design consultancy company IDEO was formed in 1991 and Birgit
Mager started as the first professor in Koln in the area of service design in 1995
(Tether & Stigliani, 2010). From there on service design education, research and
practice-based work started to grow e.g. through the works of Buchanan (2001),
Cross (2006), Morelli (2003), Moritz (2005), Sangiorgi (2009), and Segelstrém
(2013) in addition to the initiation of Service Design Network in 2004 to support
the community (Wetter-Edman, 2011).

Today, service design is an academic discipline (e.g. Meroni & Sangiorgi, 2011;
Miettinen & Valtonen, 2013) and a strong practice (e.g. Stickdorn & Schneider,
2011; Polaine et al., 2013). From a practice-based view, “service design is a new
approach for developing services that are immaterial and abstract” Miettinen (2017,
p- 4). The aim of it is to create customer and human-centred solutions that add
value to customers and users and boost engagement and innovation in companies
and institutions through practice-based doing, making, experiential learning,
and knowledge-building in the development and delivery of services (Buhring &
Liedtka, 2018; Kolb, 1984; Miettinen, 2017; Stock et al., 2018).

Service design builds on the philosophy of design thinking, co-creation, and
empathy in addition to customer and user-centric methods, tools, and processes
in the development of products and services (Sangiorgi & Prendiville, 2017;
Stickdorn & Schneider, 2011). Service design thinking is user-centered, co-creative,
sequencing, evidencing, and holistic (Stickdorn, 2013). Service design relies on
many other disciplines (Stickdorn & Schneider 2011), but its origins are in arts and
design where “its specific vocabulary, praise of empathy, holistic thinking, customer
centricity, and ethnography as well as its focus on both the material and the symbolic”
have evolved (Kurtmollaiev et al. 2018, p. 59). Service design adopts methodologies
e.g. from service marketing and management, design management, design research,
and participatory design (Wetter-Edman, 2011). As a holistic, multidisciplinary,
and empathic approach and practice (Prestes Joly et al., 2019; Yu & Sangiorgi, 2018)
service design supports the execution of customer-centric outside-in development
strategies in problem-solving activities (Andreassen et al., 2016, Junginger, 2008)
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since it “allows the firm to see through the eyes of the customer” (Andreassen et al.
2016, p. 23).

Service design covers the process of service development (Goldstein et al. 2002,
Holopainen 2010). Service design understands, maps, and communicates customer,
user, and employee experiences (Stigliani and Fayard, 2010). Hence, as a networked
bottom-up activity (Meurer, 2001) it can contribute to front and back-end business
processes (Yu & Sangiorgi, 2018) with the help of human-centred methods and
skills (Junginger, 2008). Service designers have an active role in the ideation and
creation of solutions and in making changes happen within organizations through
iterative development processes, which are done in cooperation with customers and
users in addition to the organization’s partners, internal stakeholders, units, and
departments (Junginger 2008, Miettinen 2009).

Initially, the focus of service has been on the design of user and service experiences
in terms of designing and solving user problems and connecting users and service
providers through service interfaces and touchpoints (Miettinen & Koivisto, 2009;
Polaine et al., 2013; Stickdorn, 2014). Though, since service design has a force to
initiate organizational and transformational changes (Junginger & Sangiorgi, 2009;
Lin, etal.,2011; Meroni & Sangiorgi, 2011; Sangiorgi, 2011). It has extended its focus
also to the areas of service systems and organizations instead of merely developing
services (Polaine et al. 2013, Yu & Sangiorgi 2014). As a creative, holistic, and
customer-centric bottom-up activity service design differs from the conventional
views of practicing business (Kurtmollaiev et al. 2018, Meurer 2001). As a social
activity, it affects behavioural changes and the decision-making of an organization
(Armstrong et al., 2014). Therefore, service designers are also challenged to facilitate
cultural and behavioural transformations in organizations that are going through
a change towards customer- and human-centricity (Miettinen, 2017). For these
reasons, service design affects and attracts the area of change management (Bate &
Robert, 2007).

In this study, service design is seen as a human- and customer-centric development
methodology and practice, which holds a strategic (outside-in) development
process — a process where analytical and creative reflections intellectually take turns.
People (customers and employees), front- and back-end of services, products, digital
systems, and tools, processes, and practices are naturally the subjects of service
design. Service design is not seen as applicable only to designing services, but also
to designing organizations internally to develop and produce better functioning
organizations to increase the risk management and quality of an organization.

2.1.1. Human-Centred Design and Customer-Centric Design

Since human- and customer-centricity are connected closely to this dissertation
and service design as opposed to product-centricity (Galbraith, 2005; Shah et al,,
2006), it is important to go through the theoretical implications regarding the
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terms, human-centred design and customer-centric design. Giacomin (2014) argues
that human-centred design (HCD) has its roots in ergonomics, computer science,
and artificial intelligence. The goal of human-centred design is to create goods and
services that are useful, useable, enjoyable, and meaningful for people (Jordan 1999).
For organizations, human-centred design method offers a significant opportunity to
target unexplored markets or better current products through insights gathered from
observation and engagement with potential users or customers (Silva and Marques,
2020). This indicates that both incremental and disruptive innovation may result
from the outcome of such an approach (Silva and Marques, 2020).

Methodologies, e.g. design thinking and service design, rely on human-centred
principles to engage and immerse oneself with users in their contexts (Liedtka,
2018). This is also why user-centred design and human-centred design are very
closely connected (e.g. Lowdermilk, 2013; Norman, 1990). The difference between
these two is that user-centred design is interested in a specific target group of users
in-depth whereas human-centred design is interested in traits of humans on a more
general level.

In addition, human-centred design and development is a collaborative and
iterative process, which is done with multidisciplinary teams of numerous
stakeholders in organizations, each of whom has knowledge and experience to
contribute (Maguire, 2001). E.g. managers, usability experts, end users, software
engineers, graphic designers, interface designers, training and support staff, and task
experts could all be on the team (Maguire, 2001) in addition to service designers.
When talking about human-centricity in the context of organizations and referring
to customers and internal stakeholders as humans, “companies that take a human-
centered approach to their missions see the benefits of committed and engaged
employees and customers” (Bittner and Lau, 2021, para. 1).

Customer-centric design, or customer-centred design, is not as well covered area
in the area of design literature as human-centred design and user-centred design.
Rather, customer-centric design is handled more as empathic design in the area of
design from the perspective of customers and/or users (e.g. Koskinen et al., 2003;
Kouprie & Sleeswijk Visser, 2009; Mattelmiki et al., 2014). In the areas of business
and marketing research in addition to organization studies, customer-centred design
is often mixed together with customer-centricity and customer-centric innovation
(e.g. Al-Shammari, 2021; Liedtka et al., 2007; Shah et al., 2006; Vargo & Lusch,
2006; Wechsler & Schweitzer, 2019).

In accordance with Holtzblatt (1999, p. 4), “customer-centred design is how
to see human practice, understand its structure and apply that understanding to a
design problem.” The single most crucial rule businesses must follow when it comes
to customer-centric design is to create designs that will fulfill both the objectives of
the company and those of its customers (Krypel, 2014). People and organizations
must develop their ability to recognize, understand, and use knowledge about human
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practice to design successful goods, services, and systems (Holtzblatt, 1999). This is
where the dialectic front end of design processes helps in terms of e.g. ethnographic
methods, participatory design, and user-centred processes, which are necessary
(Holtzblatt, 1999) when one wants to see and understand something through the
eyes of the customer(s). Indeed, this is where ‘outside-in thinking’ supports when
shaping the organization through customer value perceptions (van den Hemel &
Rademakers, 2016) and needs.

Thus, customer-centric design and customer-centricity both could be seen as
having the same goal: “The value perception of the customer is placed at the heart of
key business and organizational processes” (van den Hemel & Rademakers, 2016, p.
213). Therefore, the organizational strategy, structure, systems, and procedures are
specifically adjusted to further improve value generation in the eyes of the customer
(van den Hemel & Rademakers, 2016). This means that customer-centricity should
be a thread, which is woven into the fabric in a way, which becomes a continuous
source of competitive advantage involving a wide range of hard-to-measure variables
(Hart, 1999). Customer-centricity, however, appears to be simple to commit but
challenging to create and sustain, especially in large organizations (Hart, 1999).

In accordance with Shat et al. (2006), firms have typically been product-centric,
and the revolution of information technology (IT) in the latter part of the 20*
century and the rise of customer relationship management (CRM) software
motivated organizations to continuous dialogue with customer across all touchpoints
to personalised treatments. Despite this, the majority of organizations have had
insufficient customer-centricity to realise the mentioned advantages (Shah et al,
2006). This is due to the fact that many of the manufacturers are internally focused
concentrating on producing excellent products instead of aiming towards the buyers
and users of the products to fulfil the tasks that customers and users are trying to
achieve with the products (Levitt, 1980). In order to succeed, the path to customer-
centricity requires an organization to pay special attention to the organizational
culture, structure, processes, and revised financial metrics of the company (Shah etal.,
2006). In addition, strong leadership commitment, organizational realignment, and
system and process support are necessary for customer-centricity (Shah et al., 2006).

Regarding human-centred design and customer-centric design, this dissertation
mentions often the terms human- and customer-centricity. Human-centricity
and human-centred design in this dissertation refer to the inclusion of internal
organizational stakeholders in the processes of service design when designing
services. The terms customer-centricity and customer-centric design refer to the
inclusion of business customers in this dissertation. This is due to the fact that
in the participating organization of this study, the multinational manufacturing
corporation, the clients consist of business customers. Hence, the specific target
group of end-users of the manufactured products are excluded when referring to the
terms, customer-centricity and customer-centric design. Hence, the terms human-
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and customer-centricity contain both the inclusion of internal business stakeholders
on a more general level in addition to the business customers in the process of
designing services with the help of service design.

2.1.2. Service Design in Manufacturing Industry

During the last two decades in the 21* century, design has increasingly been applied
within manufacturing industry and service organizations in terms of strategic
renewal (Kolko, 2015; Kurtmollaiev et al., 2018; Ravasi & Lojacono, 2015; Yoo
& Kim, 2015). Correspondingly, in-house service design is becoming a more
applied practice in manufacturing industry (Costa et al., 2018). This is due to the
transformational shift in organizations from a Goods-Dominant Logic to a Service-
Dominant Logic, which changes organizations and their practices from delivering
goods to co-creation of value with and by customers in the contexts of use (Vargo
& Lusch, 2006; Sangiorgi et al., 2016). In addition, there has been an increase in
customer expectations, and the digital revolution has driven radical changes and
disruption in the service sector (Reason et al., 2016). These are the reasons that
make service design relevant for organizations today (Reason et al., 2016).

These reasons have increasingly led organizations towards customer-centric
approaches, which must naturally be applied and implemented regarding innovation
and business development (Sangiorgi et al., 2016) if companies in the area of
manufacturing are to keep up their competitive advantage. Though, the adoption
of a service-dominant perspective depends “on an evolution of how organisations
perceive and engage with design as well as with their users and other stakeholders”
(Sangiorgi et al., 2016, p. 106). To make such a quantum leap requires the entire
business logic to be managed “from a service perspective as an integrated business”
(Grénroos & Helle, 2010, p. 565). Such an approach can support the organizations
to change their business mission towards a service-driven direction, which is
naturally customer-driven (Grénroos, 2007), but “adopting a service logic is a
strategic decision” (Grénroos, 2008, p. 310), which is not straightforward.

The role of service designers in industry is to participate in strategic decision-
making from early on (Wetter Edman, 2013), foster human- and customer-
centricity, provide a deep understanding of customers and users in addition to
internal employees, promote service design internally, create room and facilitate
collaboration across vertical silos, and improve functionalities of an organization
(Miettinen, 2017). In these processes, in-house service designers provide external
perspectives from outside in by understanding and communicating the needs of
customers, users, and frontline employees regarding the investigation of the existing
service offering in addition to ideation and co-creation of new solutions and fostering
change (Bates & Davis, 2009; Miettinen, 2017; Reason et al., 2016).

Miettinen (2017, p.9) argues that “the industrial service design process has to be
embedded into existing corporate structures and processes.” Reason et al. (2016)
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support these views by bringing forward the challenge of how organizations’ teams,
processes, systems, and reward structures are usually organized internally leading to
fostering siloed thinking and behaviour. Therefore, external perspectives through
customer focus and insights should be brought into the organizations to increase
alignment between departments in the analysis and co-creation of new human- and
customer-centric solutions with the help of creativity and design-oriented processes
(Reasonetal.,,2016). Indeed, adjusting the agile and iterative service design processes
and activities into the existing business processes can foster scaling up service design
within the organization and radically transform business processes (Geuy, 2017)
towards a human- and customer-centric direction.

Despite the growing and evolving role of in-house service design and its great
possibilities and benefits within organizations in service and organizational
development, design is often seen as a support function in many organizations
(Oakland et al., 2021) and not as a dynamic, ongoing activity. This is due to the fact
that many manufacturing “organizations still exist at the delivery end of the thinking
life cycle, not at the discovery end” (Golsby-Smith, 2007, p. 22). Therefore, design is
not seen as a strategic toolkit shaping new futures. Instead, customers predominantly
come last in ‘non-design’ organizations, which means that they are considered as
objects to whom the developed services and products are sold and delivered at the
end of the delivery life cycle. In addition, product development, especially in the area
of manufacturing industry, has traditionally been viewed as a phase where “the value
and role of product development to the organization is minimised since its activities
are merely something that the organization needs to contend with temporarily”
(Junginger, 2008, p. 28). Product development actions are not viewed as a process
of change, nor design in itself as an active intervention that creates change within an
organization (Meurer, 2001) since product development is usually focused on the
object-related functions of usability and form.

In opposition to the views presented above, design can offer a new approach
to strategy immersed in a social process of argumentation and debate, with the
customers and users at the discovery end (Golsby-Smith, 2007). Yet, transforming
into a customer-centric organization might be a tough call for engineering-based
corporate cultures that have long histories of fostering business behaviour from the
inside out (Reason et al., 2016). Embedding design expertise might be challenging
in contexts where operational management is strongly emphasized to defend the
status quo in terms of the delivery end (Golsby-Smith, 2007). Hence, design is not
always effectively managed and it might not be integrated into business processes
(Borja de Mozota, 1998). In addition, transforming into a customer-centric and
service-dominant organization can be challenging due to strong existing routines,
rites, and heroes (Borja de Mozota, 1998). Such tendencies in decision-making
attitudes, regarding early closures on problem-solving, contrast with design attitudes
based on higher-order human-centric approaches (Boland & Collopy, 2004). The
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latter approach is defined as allowing time for openness and closure to find the best
possible answer (Boland & Collopy, 2004).

2.2. Transformation Design in Organizations

Transformation design acknowledges that ‘design is never done’ Because
organisations now operate in an environment of constant change, the
challenge is not how to design a response to a current issue, but how to design
ameans of continually responding, adapting and innovating. Transformation
design seeks to leave behind not only the shape of a new solution, but the

tools, skills and organisational capacity for ongoing change.
(Burns et al., 2006, p. 21)

Design research has increasingly studied design’s strategic and transformative
role within organizations in the last two decades (e.g. Bate & Robert, 2007;
Buchanan, 2004; Burns et al., 2006; Junginger, 2008; Junginger & Sangiorgi, 2009;
Kurtmollaiev et al., 2018; Sangiorgi, 2011; Trullen & Bartunek, 2007; van Aken,
2007; Yu & Sangiorgi, 2018). This is due to the fact that design is used for solving
complex problems in different contexts by enabling a wide range of stakeholders and
disciplines to collaborate in the design process to develop practical and desirable
solutions (Burns et al., 2006). Hence, design is becoming transformational due to its
role in affecting services, organizations, and societies. This is called transformation
design, originally set forth by Burns et al. (2006).

Service design approach that supports shaping behaviours and creates pressure for
organizational processes and structures is conceptualized as transformation design
(Burnsetal., 2006; Sangiorgi, 2011). In addition to developing and shaping solutions
through new service and business models, the focus of transformation design is
to reinforce organizational abilities to brace sustainable innovation and human-
and customer-centric development cultures within organizations (Bailey, 2012;
Miettinen, 2017; Terrey, 2013). In addition to creating new solutions and services,
service designers have moved to provide tools and capacities for organizations in terms
of human- and customer-centred innovation and development (Sangiorgi, 2011).
Thus, designers: a) engage in strategic processes of business problem definitions, not
just respond to given briefs as problem statements; b) think systematically; ¢) apply
design in broader social, economic, and political contexts; d) collaborate fruitfully
with other disciplines; and ¢) champion a human-centred design approach at the
highest levels (Burns et al. 2006, p. 27-28).

Burns et al. (2006) define six characteristics of transformation design: 1) defining
and redefining the brief since designers participate in defining the problems to create
the brief; 2) collaborating between disciplines since designers facilitate collaboration
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to solve complex issues; 3) employing participatory design techniques since
bottom-up innovation strategies with help of frontline personnel and users support
problem-solving; 4) building capacity, not dependency since transformation design
projects should leave organizational capacities and skills to answer ongoing change;
5) designing beyond traditional solutions since designers shape behaviour of people,
systems, and organizations, not just form; 6) creating fundamental change since
transformation design projects can initiate cultural changes of human-centeredness
within organizations.

Burns et al. (2006) argue that transformation design is not a change management
process, but participating in the design processes might help to move towards the
desired outcomes. This is due to the fact that such processes offer participating
stakeholders” ownership of the vision, tools, and capacity to adapt and innovate
in addition to “initial steps towards changing the culture, aligning thinking and
focusing around the end user” (Burns et al., 2006, p. 22). Pinheiro et al. (2012)
support this notion by arguing that if service designers involve internal stakeholders
and units in customer-centred conversations, the object of change may expand to
organizational cultures and norms.

Design practitioners face both philosophical and practical challenges in the area
of transformation design (Burns et al., 2006). The philosophical challenges designers
faceare 1) theloss of personal creative authorship by collaboratively facilitating others’
ideas, 2) shaping the behaviour of systems, interactive platforms, and people’s roles
and responsibilities rather than form, 3) transformation design is never done since
emergent systems keep changing, 4) creativity happens in run-time in short design
cycles of in-flow and in-situ of the market, not just in design-time in studios as safe
zones, 5) diversity over the quality of accepting what’s good enough, and 6) design
becomes a Pro-Am community of shared practice including professional educated
designers and amateurs, or the non-design trained (Burns et al., 2006, p. 26).

The practical business difficulties and barriers that designers face relate to
questions about a) leadership and value; b) the development of new business models,
tools, and processes; and ¢) the encouragement of new skills and orientation among
designers (Burns et al., 2006, p. 27). Hence, regarding the practical challenges
that designers face, “an appropriate shared language and evidence base” should
be built up to support “communicating the value and impact of a transformation
design process” among internal stakeholders (Burns et al., 2006, p. 27). In addition,
better tools and techniques must be developed to be shared in multidisciplinary
collaboration among stakeholders, and non-designers within organizations must be
induced into design practices (Burns et al., 2006; Junginger, 2008; Pinheiro et al,,
2012; Sangiorgi, 2011).

Buchanan (2004) argues that integrating design into management in complex
organizations is one of the important challenges that management faces. Therefore,
he considers managing design from the perspective of design management, which he
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sees as a specialty in management itself. According to Buchanan (2004, p. 55), design
management is particularly important in organizations where strong engineering
cultures thrive: “Engineering often neglects the human dimensions of technology
that are essential for success in the marketplace.” Thus, managing as designing
challenges management to think of the organization itself and how the organization
and its services and activities are shaped (Buchanan, 2004).

Bate and Robert (2007), Trullen and Bartunek (2007), and van Aken (2007) look
at transformation and change from a design science perspective to organizational
development (OD) interventions. Design studies contribute to management theory
development in the area of OD (Trullen & Bartunek, 2007). In addition, Trullen
and Bartunek (2007) see that design approaches add to action research and to related
methodologies when planning and taking action in organizations. Bate and Robert
(2007) argue that design supports shifting focus from management orientation
of OD towards a more user-centric organizations. They look at this intervention
through the subfield of design sciences of experience-based design. According to
Bate and Robert (2007) the shift happens through: a) new value commitments
and orientations between clients and users; b) considering organization design as
a whole (structures, systems, processes, etc.) instead of concentrating on services
only; ¢) the application of new diagnostic and intervention methods such as
interviewing and prototyping, and; d) sustaining the change of the improvement
efforts. Van Aken (2007) proposes that design science can provide human behaviour
and humanistic values to the design and learning in terms of planned change and
performance improvement by combining and aligning humanistic values with
business. According to van Aken (2007) this happens by: a) integrating business
and humanistic specifications; b) a high-quality process; ¢) combining change
management and organization design, and; d) putting full attention to redesign and
the learning to perform in the support of productive alignment.

2.2.1. Transformational Effects of Service Design

Due to its effective means of human- and customer-centred problem-solving, service
design affects organizations, service systems, and end-to-end processes in addition
to the behaviours and decision-making of an organization (Yu & Sangiorgi, 2018).
According to Andreassen et al. (2016, p. 24) service design, especially service system
design, can “enhance an organization’s process, structure, and culture in creating value
for customers.” They argue that service design might facilitate organizational change
by affecting organizational performance and customer experience through external
touchpoints. Internal organization change happens by affecting the touchpoints that
affect internal IT systems and administrative procedures, personnel satisfaction by
frontline and support personnel in addition to virtual and physical service delivery
(Andreassen et al., 2016). In addition to service systems, service design can reform
organizations since customer-driven service development practices require changes
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at the organizational levels (Andreassen et al., 2016; Morelli et al., 2021). Hence,
the existing organizational practices, behaviour, and decision-making (Junginger,
2008), “organizational structures, processes and culture will inevitably be impacted
by implementing an outside-in perspective in service design” (Andreassen et al.,
2016, p. 24).

Pinheiro et al. (2012) state that the object of change may extend from service
systems to organizational norms and cultures from artefacts and behaviours if service
design practitioners involve organizations in customer-centric conversations. Shah
et al. (2006) propose how an organization can transform from product-centric to
customer-centric through changes in organizational culture, structure, processes, and
financial metrics. Though, for any transformation to be successful, it requires strong
leadership commitment concerning the organizational realignment of horizontal
and vertical structures through process and systems support, revised metrics,
learning, and continuous improvement (Shah et al., 2006). This is due to the fact
that applying service design may contradict with organization’s existing innovation
routines, processes, and practices (Kurtmollaiev et al., 2018; Yu & Sangiorgi, 2018).

From the perspective of organizational transformation, service design can catalyse
organizational transformation due to its capabilities in facilitating change within
organizations since it provides the toolsets, capacities, and design knowledge for
human-centred innovation (Bailey, 2012; Lin et al,, 2011; Sangiorgi, 2011; Yu
& Sangiorgi, 2018). Service design “grows into a powerful transformative force
that is capable of changing institutions” and hence, the organizations that start
implementing it should prepare for organization-wide transformation regarding
changes in the mindsets and routines of employees (Kurtmollaiev et al., 2018,
p- 70). When user and customer-centred activities, such as service design, are
integrated into the organization, it can result in different qualities and impacts on
service development and operations; it can impact the entire innovation process; it
integrates multidisciplinary functions, and; it can affect stakeholders™ perspectives
and behaviours (Yu & Sangiorgi, 2018).

Junginger & Sangiorgi (2009) elaborate on three levels where service design can
have impacts and outcomes in organizations: 1) artefacts & behaviours regarding
serviceinteraction design - theimpact will remain small or temporaryifimprovements
touch upon new or improved artefacts and hence, organizational norms and values
are not questioned behind them; 2) norms & values regarding service design
interventions - changes might not be radical unless the new service concept affects
deeper fundamental assumptions such as norms and values of the organization, and
service designers demonstrate the value of change by engaging the organization and
rethinking the organizational elements around the new service; 3) fundamental
assumptions regarding organizational transformation - a long-term collaboration
and strong commitment from the organization is required since service concepts
require deep transformations, which touch the fundamental assumptions of the
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organization. Hence, design is used to unveil deep assumptions regarding the current
situation versus an agreed future vision. In addition to long-term commitment,
achieving sustainable and effective transformation within organizations requires
genuine interest, change of cultures and attitudes through trust-building, ongoing
dialogues, and co-created vision (Junginer & Sangiorgi, 2009; Sangiorgi, 2011).
Thus, service designers must be able to generate transformative insights regarding
the fundamental assumptions, norms, values, and behaviours of the organization
(Junginger & Sangiorgi, 2009).

When design confronts organizational and behavioural change, pilot projects
can work as seeds and vehicles for change since they offer a fundamental role in
opening the way to transformative changes and knowledge exchange within
longcr transformation processes (]ungingcr & Sangiorgi, 2009; Junginger, 2008).
Kurtmollaiev et al. (2018) support these notions based on the study they carried out
on the telecommunication company Telenor. Their study shows that service design
causes changes in organizational mindset and practices and that service design
“becomes the new service development process itself and grows into a powerful
transformative force that is capable of changing institutions” (Kurtmollaiev et al,,
2018, p. 70).

Sanders (2009) claims that the most critical component in getting companies to
transition from designing for customers to designing with customers is the mindset
and attitudes held by individuals. Before co-creation can happen, such people
who think it makes sense to design with customers and people are needed. Once
the mindset is there, there is the ability to change processes and the culture of the
organization (Sanders, 2009). Howard et al. (2015) talk about the design thinking
mindset, which they argue is both scalable and applicable both to individuals and an
organization. They define two types of mindsets, which are design thinking as a way
of work and as a way of life. According to them, the latter — design thinking as a way
of life — focuses on designing for transformation holistically and creating positive
change (Howard et al., 2015). In addition, Liedtka et al. (2013) and Rousscau
(1995) argue that integration of service design regarding transformation requires
challenging fundamental assumptions, beliefs, norms, and values that individuals and
staff members hold in addition to mental models in organizations brought forward
by Vink et al. (2019). Borja de Mozota (1998, p. 250) argues that “the integration
of design is not likely to happen unless the company is going through a crisis where
past beliefs and mechanisms have proved inefficient and there is a willingness to be
receptive to new kinds of information.”

2.2.2. Organizational Challenges of Service Design

Service design requires open and experimenting cultures to support its ways of
working. Hence, the success of embedding service design depends on the level of
understanding of the value of service design principles and tools (Kurtmollaiev et
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al., 2018). In ‘non-design’ organizations imagining customer emotions and guessing
their needs is common and hence, managers might not see value in interacting
with customers (Kurtmollaiev et al., 2018). Thus, in this kind of institution, the
right mindset of using service design does not exist (Kurtmollaiev et al., 2018).
The experimental nature of service design might be seen as too messy, fuzzy,
and risky for the organizations — “nothing like the conventional formal stage-
gate process” (Kurtmollaiev et al., 2018, p. 68). Therefore, in institutions where
performance orientation and formal and linear processes are favoured, e.g. Sage-gate
process provided by Cooper (2001), embedding service design may be hindered
(Kurtmollaiev et al., 2018). Service design work might be tried to be squeezed into
the existing models, which is not fruitful ground for service design (Kurtmollaiev
et al,, 2018). This causes high frustration among service designers while resistance
to real changes in innovation and delivery processes keeps existing within the
organizations (Kurtmollaiev et al., 2018). In addition, service design might be seen
as trendy, and as a consequence, it might be seen as an instrument to be used only
with a symbolic meaning of using it (Kurtmollaiev et al., 2018).

The existing practices, meeting business key performance indicators (KPIs) and
personal goals to sustain the status quo might inhibit the use and implementation
of service design on a wider scale (Kurtmollaiev et al., 2018). Issues also arise due
to tight resources. Several projects run at the same time. Hence, they suffer from a
lack of time, funding, and human capital. In addition, managers might be unwilling
to “release their best resources to work on interdisciplinary projects within cross-
functional teams” since this may imply “the loss of project ownership and direct
control” (Kurtmollaiev et al., 2018, p. 68).

Top management should encourage the creation of service design-based common
vocabulary to enable shared corporate language by realigning KPIs with service
design principles and objectives and providing room for experimentation (Bailey,
2012; Kurtmollaiev et al., 2018). Encouragement and rewarding methods should
be in place (Bailey, 2012) such as performance-appraisal systems (Kotter, 1995).
Design should be integrated into management styles to encourage the use of design
amongst staff (Bailey, 2012). In addition, specialized teaching and training in service
design should be offered to managers and employees to familiarize them with it in
parallel with business practices throughout the organization to initiate behavioural
change (Bailey, 2012). This is due to employees” personal experiences with service
design, which “can further ensure a smooth transition from a rigid shareholder-value-
focused firm to a more flexible customer-centric and design-driven organization”
(Kurtmollaiev et al., 2018, p. 71). Hence, all of these are crucial elements when
building in-house service design capacities and capabilities to support “delivering
input to the business strategy in the long-term, while also delivering value to the
business through projects in the short-term” (Bailey, 2012, p. 2). However, changes
and new practices might take time for large organizations, and hence, support must
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come from all management levels if a change in the culture is to be achieved and
sustained (Bailey, 2012).

The organizational challenges and development needs brought forward by
Kurtmollaiev etal. (2018) and Bailey (2012) are in line with Deserti & Rizzo (2014),
Holmlid et al. (2017), Junginer & Bailey (2017), Lin et al. (2011), Sangiorgi et al.
(2017), Sangiorgi et al. (2012) and Sangiorgi & Prendiville (2017). They all bring
forward the need to develop and make changes in terms of structures, processes,
systems, and practices to support design work since they work as crucial elements
in shaping internal organizational behaviour regarding innovation practices. When
these are viewed as existing support structures, they can either enhance or hinder
participatory and co-creative micro-scale innovation in the development of future
macro-scale visionary solutions to enhance organization strategies (Dcscrti & Rizzo,
2014).

As presented here, organizational challenges may occur since service design
facilitates change through iterative customer-centric outside-in working principles.
These may be contradictory to the existing linear innovation processes — such as
Cooper’s (2001) Stage-Gate process model — and fact-based decision-making
cultures in the organizations where service design is applied and integrated into
development. Therefore, in this study, transformation design is seen through the
perspective of service design.

2.3. Organizational Transformation

Organizational transformation research has its origins in change management and
organizational development (OD) (Dawson & Andriopoulos, 2014). Kurt Lewin’s
writings contributed to the beginning of organizational development in the 1940s
(Lewin, 1974). Organizational development at the time focused mostly on gradual
or incremental organizational change, which is supported by group and individual-
level interventions (Lewin, 1974; Bennis, 1969, as cited in Chapman, 2002).
According to Chapman (2002, p. 16), the area then “broadened to encompass large-
scale interventions including strategic change.”

Change can be planned or unplanned (Lewis, 2011). Planned changes are
intentional organizational efforts, whereas unplanned changes are caused
by environmental uncontrolled forces or internally emerging organizational
processes and interactions (Lewis, 2011). Bartunck and Louis (1988) argue
that organizational transformation and organizational development are two
different approaches when understanding organizational change. They both
deal with the culture of an organization in addition to shared meanings, beliefs,
and values (Bartunek & Louis, 1988). However, organizational development
research focuses on proactive processes on how to facilitate planned change - e.g.
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conflict management skills or the behaviour of a change agent when planning and
implementing change processes — while organizational transformation focuses “on
a mapping of patterns of change in organizational form” when an organization
is undergoing the change - e.g. organizational values, mission, and structure
(Bartunek & Louis, 1988, p. 99). Hence, organizational transformation research
deals with unplanned changes, or more significant stages and transitions that
organizations experience during their life cycle — which affect the organizations as
a whole (Bartunek & Louis, 1988).

Change, in accordance with Chapman (2002), fosters individual development,
enhances internal organizational performance, and connects goals with partners
in business and society. She presents two change levers: primary and secondary,
of which beliefs, and values serve as primary change levers, and thus, they are the
major transformation forces. These serve as a launchpad for secondary change levers,
which are processes, structures, and systems (Chapman, 2002). Knowing that the
organization is out of sync with its environment or that possibilities are being missed
makes people more open to change (Chapman, 2002). However, accepting the need
for change and being willing to engage in potentially hard and painful processes are
further requirements for an organization (Chapman, 2002). This is where change
agents can support in terms of empowering participants and stakeholders and
encouraging them to broaden their perspectives regarding the nature of the change
and its purpose and benefits (Chapman, 2002).

In this dissertation, organizational transformation is defined as the series of
changes that take place over a considerable amount of time and lead to the desired
future state. Organizational transformation entails a series of adjustments that
collectively move the organization toward new working cultures, rather than just
one or two changes. This dissertation discusses organizational transformation as it
relates to shifting engineering-based and technology-oriented working cultures to
being more human- and customer-centric. During this journey, changes can be both
unplanned and planned regarding the past and the future. In terms of the planned
future changes, organizational development can be of help. All components and
areas of change inside an organization, from the creation of values and strategy
through vision and mission, personnel, systems, processes, norms, practices, and
employee behaviour at all levels, must be taken into consideration in organizational
transformation.

2.3.1. Types of Organizational Change

There are different types of organizational change. Watzlawick et al. (1974) and
Bateson (1972) were the first ones to present first-order and second-order change as
two stages of change. In addition, alpha, beta, and gamma changes were developed
by Golembiewski et al. (1976) and Golembiewski (1979). Watzlawick et al. (1974)

made a distinction between first-order and second-order change: the first-order
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change occurs within a given system and it refers to incremental change — the system
itself remains unchanged — whereas the occurrence of the second-order change,
which refers to radical change, changes the system itself. Bartunek and Moch (1987,
p. 484) refer to first-order change as “incremental modifications that make sense
within an established framework” whereas “second-order changes are modifications
in the frameworks themselves.” Weick and Quinn (1999) refer to first-order change
as continuous, which are small continuous adjustments. The second-order change
for them is episodic, which is discontinuous (Weick & Quinn, 1999). According
to Levy (1986, p. 19), second-order change is where the transformation happens,
which triggers changes in four areas: core processes, mission and purpose, culture,
and organizational paradigm (world view). Chapman (2002, p. 16) argues that
second-order change is commonly described as “transformational.” Bartunek and
Louis (1988) propose that second-order transformational change requires shifts
in beliefs, attitudes, and cultural values within organizations, which according to
Chapman (2002) work as primary change levers regarding change management
strategy.

Alpha, beta, and gamma change are defined by Golembiewski et al. (1976)
and Golembiewski (1979) as follows: a) the participants in alpha change only
concentrate on what they are already doing; b) in beta change the criteria used to
evaluate behaviour are modified, and; c) gamma change is a quantum change where
work and its objectives are understood or a transition from a condition to another.
In addition to these, Bartunck and Moch (1987) present a third-order change,
which brings forward individual perspectives to change. In terms of this Bartunek
and Moch (1987) refer to educating organizational members so that they’re aware of
their current schemataand can change those as they see fit (Bartunek & Moch, 1987).
The goal of third-order change initiatives is to empower organization members to
recognize and alter their own schemata as necessary based on the organizational

goals (Bartunek & Moch, 1987).

2.3.2. Models and Theories of Organizational Transformation and Change
In addition to the types of organizational change presented above, the previous
research literature also presents several models and theories in terms of organizational
transformation and change. There is a significant amount of research on change
management from many disciplines (Teczke et al., 2017). Chaos theories (e.g.
Bohm, 1992; Cohen et al., 1972; Lorenz, 1963; Miles, 2022; Stacey, 1996), action
theories (e.g. Argyris et al.,, 1985; Parson, 1977; Weick, 1969), and life cycle theories
(e.g. Greiner, 1972; Kotter & Cohen, 2012; Quinn & Cameron, 1983; Tushman &
Romanelli, 1985) all apply in the field of change management.

According to Caluw¢é and Vermaak (2003 ), in chaos theory humans pay attention
to the interactions between objects and the patterns that emerge as a result. The
system becomes more dynamic as more patterns are weaved into it (Caluwé &
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Vermaak, 2003). The environment can be greatly affected by a single modest change
in some parameter, making the behaviour of this kind of system unpredictable
(Caluwé & Vermaak, 2003). In the classic action theory, power and political
processes are introduced as perspectives on organizations (Caluwé & Vermaak,
2003). According to action theory, each person or group attempts to maintain or
enhance its influence (Caluwé & Vermaak, 2003). Conflicts and power blocks are
inevitably caused by personal interests and motivations (Caluwé & Vermaak, 2003).
Thus, in the area of change management, action theories concentrate on the actions
and behaviours of individuals and groups in an effort to explain how change occurs
within organizations through complex processes of several factors e.g. organizational
culture, individual motivations, and group dynamics. Life cycle theories offer a
framework for comprehending the various stages that an organization goes through
as it develops and adjusts to new possibilities and challenges (Caluwé & Vermaak,
2003; Bartunck & Louis, 1988). According to Caluwé & Vermaak (2003), one of
the most appealing qualities of life cycle theories is that they provide a historical and
diachronic perspective on the chaos theory and all of its concepts of fluctuations
and crises.

An example of a chaos theory is the Garbage Can Model presented by Cohen et al.
(1972). The model concentrates on organizational decision-making, which is seen as
chaotically organized anarchies “characterized by problematic preferences, unclear
technology, and fluid participation” Cohen et al. (1972, p. 1). In a process known
as the garbage can, participants, issues, and solutions are moved from one occasion
for decision-making to another in such a way that the type of decision made, how
long it takes, and the problems it resolves are all dependent on the interplay of many
elements (Cohen et al., 1972).

Examples of action theories are Lewin’s (1974) change management model of
unfreeze — changing — refreeze and Argyris’ (1976, 1977) single and double-loop
learning. According to Lewis (2011), Lewin’s model proposes that the change
process is linear and that the phases of change are singular. Lewin (1974) argues
that in the phase of unfreezing, it is important to purposefully stir up stakeholders’
emotions in order to crack open the shell of complacency and self-righteousness. The
issue of freezing the new level is similar (Lewin, 1974) in the process of establishing
new practices as habits and routines (Lewis, 2011). This is where organizational
learning theories become valid in terms of collective learning and behaviour of
individuals that lead to organizational learning. E.g. Argyris (1976, 1977) presents
the single-loop and double-loop learning models. Error detection and correction
are processes involved in organizational learning (Argyris, 1977). According to
Argyris (1977, para. 9), double-loop learning enables an organization to discover
errors and challenge “the underlying policies and goals as well as its own program.”
Single-loop learning, on the other hand, assists an organization in maintaining its
current policies or achieving its goals (Argyris, 1977). In addition, Weick (1969)
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provides the “loosely coupled systems” theory, in which he considers both the
organizational level and the individual level, wherein people’s intentions and actions
are interdependent, and thus, reasons or motives result in behaviour.

In terms of life cycle theories, Kotter & Cohen (2012, p. 6) present the model of
eight stages in achieving successful large-scale change: 1) increase urgency; 2) build
the guiding team; 3) get the vision right; 4) communicate for buy-in; 5) empower
action; 6) create short-term wins; 7) don’t let up, and; 8) make change stick.
Bartunck and Louis (1988) present a model of the process by which transformation
takes place in mature organizations. The transformation process goes through the
stages of unfreezing the original frame, preparation of the reframe, generation of
the new frames, and testing for decision-making, adoption, and refreezing the
new frame (Bartunek and Louis, 1988). Such times of renewal may require wider
transformation efforts in terms of second-order changes to affect the organization’s
norms, structures, and strategies (Bartunek & Louis, 1988; Tushman & Romanelli,
1985). In this process, organizational members may experience anxiety, shock,
and defensiveness in addition to ambiguity and hopelessness, but management’s
ability to stimulate and encourage change might support the transformation efforts
(Bartunck & Louis, 1988). However, the dynamics of an organization may also
change during the transformation processes in terms of second-order changes. Due
to this, managers may experience crisis and defensive reactions due to their loss of
control caused by a more participative approach favouring employee suggestions for
organizational development (Bartunek & Louis, 1988). Overall, the more a shift in
organizational stakeholders’ understanding develops in response to organizational
internal actual demands rather than merely adhering to external limitations, the
more the organization will create new understandings that are suitable for itself
(Bartunek & Louis, 1988).

2.3.3. Experiential Learning and Service Design

Learning is an essential part of organizational transformation. There is no ability
for an organization to change if there is no learning among the individuals who run
the organization. This is why learning must be considered. Here, the perspective of
experiential learning is presented since the research and development processes used
in service design are similar to Von Hippel’s (2005) iterative learning through the
processes of innovating and Kolb’s (1984) model of experiential learning. Therefore,
the other learning theories e.g. cognitive learning theory, behavioural learning theory,
constructivism learning theory, and transformative and social learning theories are
not considered. Situated learning theory e.g. by Lave and Wenger (1991) would also
be appropriate when considering practice-based doing and learning through design
within the contexts where design is applied and embedded. However, the contexts
— time and space — are also considered in experiential learning theories (e.g. Kolb,
1984), which is why only experiential learning is brought forward here.
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According to Kolb (1984), experiential learning is a holistic learning theory,
which combines experience, perception, cognition, and behaviour. In the process
of learning, experience is transformed into new knowledge (Kolb, 1984). First, the
human adapts to time and space — social and physical environments — and ideas
are formed and reformed through experiences (Kolb, 1984). Second, knowledge
is a transformation process that is always being created and recreated. Third, the
objective and subjective aspects of experience are altered by learning. Fourth, the
nature of knowledge must be comprehended in order to comprehend learning, and
vice versa (Kolb, 1984). “Learning by doing” originally presented by John Dewey in
1916 (Dewey, 2012) is closely connected to experiential learning since the process
of learning happens through reflection on doing.

Learning by doing is also one of the fundamentals and core principles in design
thinking, and thus, in service design in terms of a learning process: “At its core,
design is a hypothesis-driven process, focused on learning and iteration” (Buhring
& Liedtka, 2018, p. 139). The very nature of service design is embedded in the
problem-solving space that is also recognized in design thinking (Doorst, 2011)
where the learning happens through the process of ideating, testing, and evaluating
(Chinetal.,2019) and relates much to creativity (Pressman, 2018). One could argue
that both service design and design thinking rely on creativity, which is an integral
component of learning (Sullivan, 2017). These elements of creativity and learning
are at the core of the co-design approach that service design utilizes.

Service design uses an approach where a continuous learning process is fostered
through its iterative working approach and service prototypes are developed through
the process of testing and evaluation (Kuure et al., 2014). In service design, learning
and development happen through innovative working principles and processes in
practice or through prototypes. Design thinking principles, like “quick and dirty”
prototyping, “thinking with hands “failing often and early,” and “serious play”
(Kelley, 2001; Brown, 2008), and “try thinking verbs not nouns” (Kelley, 2001)
guide the iterative work present in service design. The co-design and participatory
approaches used in service design foster a strong peer-to-peer learning process, which
is one of the methods of engaging not only stakeholders but also the leadership in
evaluating possible solutions, learning about them in concrete ways, and making
decisions.

Experiential learning has proven to be one of the successful strategies when
embedding design thinking in the organization (Stock et al., 2018). It facilitates
and fosters strong peer-to-peer learning where the benefits of user and stakeholder
inclusion, design process, and methods are experienced through practical case studies
in company contexts. This may create strong buy-in among stakeholders since the
co-design approach used in service design is one of the methods of engaging not
only stakeholders but also the leadership in evaluating possible solutions, learning
about them, and making decisions.
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According to Sangiorgi (2011, p. 34) “within organizational development studies,
a strong emphasis is given to participatory research and learning processes within
organizations seen as drivers for transformational change.” From the organization’s
perspective, outside-in strategies along with human-centred activities of customer
research, participatory design, and iterative processes provide the organization
with an avenue to learn about customers and themselves (Andreassen et al.,
2016; Junginger, 2008). Along this process of making and creating new solutions,
designers bring people, structures, and resources of the organization into alignment,
and learning is put into action (Junginger, 2008). The engagement of internal
organization stakeholders as project participants empowers them to be co-creators
of new solutions (Sangiorgi, 2011). This is required since transformational changes
cannot happen without a deep involvement of psychological engagement among
stakeholders in the systems (Chapman, 2002). These go in line with Adcroft et al.
(2008, p. 44), who claim that people, managers in particular, “learn best when they
are active learners and reflect their own experiences.”

According to Buhring & Liedtka (2018), design’s emphasis on learning in
action offers a powerful contribution to enhancing strategic planning processes in
conjunction with foresight where assumptions of future scenarios can be tested
through experiments. When ecosystem players at different levels are engaged in
the design and execution of experiments, learning becomes an ongoing process and
future scenarios can be adjusted as real-world feedback informs the process (Buhring
& Liedtka, 2018). Hence, “instead of regarding design and management as different
entities, there are grounds for focusing on the similarities between the two and to
examine the learning that could occur between design and management” (Borja de
Mozota, 1998, p. 257). When the design is valued as a process, design can lead to
sustained innovation, higher customer value, and improved competitive advantage
(Borja de Mozota, 1998). This is achieved due to interdisciplinary conversations,
which designers facilitate to enhance stakeholders’ ability to align, learn, and change
together (Liedtka, 2017).
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3. RESEARCH DESIGN

The research design of this research is assembled through several layers adapted by
Saunders” and Tosey’s (2013) illustration and thoughts of the “Research onion.”
Figure 2 below presents the overview of the components of how this study was
conducted. All of the components are described in further detail in the becoming
subsections, but first, this chapter presents the overview of the intersection of
research fields — design research, organization and management studies — where this
study is located.

Data collection & Research Research Research

analysis methods Strategy Methodology Philosophy

Semi-structured interviews Case Study Multimethod Interpretivism
qualitative

Coding research

Event listing and explanation building
Thematic analysis
Content analysis

Figure 2. The research design of this research.

3.1. Intersection of Design Research, Management and Organization
Studies

This research bridges the areas of design research, management and organization
studies. The aim of the dissertation is to increase interdisciplinary understanding
of service design in an organizational context. It does it with the connection to the
interpretive paradigm through the process of understanding the phenomenon of
in-house service design from pragmatic action and solution-oriented implication
towards subjective dimensions of individual interpretations and understandings of
service design.
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During the Renaissance, the academic cultures of art and science were integrated
(Grand & Jonas, 2012). In the 17* century, through the work of Galileo Galilei in
physics and mechanics, and Francis Bacon through the creation of “artificial things”
shaped by art and human ministry, modern design research can be seen originating
(Buchanan, 2001). It was also in the 17* century when art and science separated,
leading to “traditional design” and “traditional science”, as what we know today
(Grand & Jonas, 2012). In the 19 century, design in London was separated from
the university sector, and an institute-style model of mechanics and physics was
applied as a practice of doing but emphasizing thinking and the latest researched
knowledge of design processes (Frayling, 1993). Moving on to the 20* century - to
the times of change from craftwork and pre-industrial design to industrial design and
mechanisation, and the emergence of post-industrial design (Cross, 2006) — design
and design research evolved further resulting in design education in universities and
“design knowledge” (Buchanan, 2001). According to Berenholdt et al. (2012, p. 5),
“design knowledge today is another kind than traditional scientific knowledge, it is
practical and scientific, and it works through synergies.”

In 1948 Warren Weaver presented the idea of “organized complexity”, which is
central to design thinking and design research. Then 1969 Herbert Simon (1996)
proposed the science of design as an answer to fill the void between natural sciences
and design as a practice. He applied methods that were developed in the areas of
management sciences, and in the theory of evaluation in terms of utility theory and
statistical decision theories (Schén, 1983; Simon, 1996). In comparison to Simon’s
positivist views on design as rational problem-solving, Schon (1983) proposed more
constructivist views on design as a reflective practice. He (Schon, 1983) reflected
on the model of Technical Rationality and proposed the process of reflection-in-
action and tacit knowing-in-action, which are central to the art and in professional
problem-solving practices.

Frayling (1993, pp. 4-5) presented three categories of research in art and design
deriving from Herbert Read (1893-1968): 1) research into art and design; 2) research
through art and design, and; 3) research for art and design. Research info art and
design Frayling (1993) defines historical, aesthetic, or perceptual research or research
into theoretical perspectives of art and design. Research #hrough art and design he
sees as materials research, action research through practical experimentation, or
research through actual development work. Research for art and design Frayling
(1993) presents as thinking through the process of gathering reference materials and
knowledge in the creation of the artefacts. Downton (2003) makes a similar division
in design research as Frayling. However, he refers to research iz¢o design as research
about design. He defines it as understanding the practice of design more clearly of
what design ought to be, what designers actually do, teaching and learning design,
and the history of design and designed things. Research #hrough design Downton
(2003) sces as the knowledge of the designer, which is embedded in the designed
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outcomes following the thoughts of Frayling. Research for design Downton (2003)
defines as research, which is done during the process of designing to support the
design process and the creation of the outcome.

Cross (2006) offers three interpretations of the relationship between science and
design, which are 1) scientific design, 2) design science, and 3) science of design.
Cross (2006, p. 122) argues that “scientific design refers to modern, industrialised
design” where scientific knowledge is applied in modern design practices. Design
science Cross (2006, p. 122) defines as “a scientific activity itself”, which holds the
systematic knowledge of design processes and methodologies in addition to scientific
and technological underpinnings of the design of artefacts. Science of design Cross
(2006, p. 123) sees as the study of design where design principles, practices, and
procedures are studied “through scientific methods of investigation.”

According to Cross (2006), in the field of design research, design knowledge can
be found in three sources: people, processes, and products. Since design knowledge
resides implicitly in people, they are the immediate subjects of design research in the
investigation of human abilities how people design, and how they learn to design
to make the knowledge explicit. Secondly, Cross (2006) sees processes as the tactics
and strategies of designing, and hence, design knowledge resides in processes and
techniques of designing as well. Thirdly, design knowledge is also embedded in the
products’ forms, materials, and finishes, which is why they must also be studied.
Based on people, processes, and products, Cross (2006, pp. 125-126) divides
design research into the following categories: 1) design epistemology — the study
of designerly ways of knowing, 2) design praxiology — the study of the practices
and processes of design, and 3) design phenomenology — the study of the form and
configuration of artefacts.

“In the design sciences academic research objectives have a more pragmatic nature”
(Van Aken, 2001, p. 3). The core mission of design science is the development of
knowledge for the field in question (Van Aken, 2001, 2004). Thus, the knowledge
produced is used in the service of performance and action when designing solutions
to problems (Van Aken, 2001; Romme, 2003). In this sense, design sciences are
prescription-oriented and prescriptive in nature when developing and testing
solutions for the future (Van Aken, 2001). What requires more focus is how design
sciences and design research can be combined with organizational and management
studies since as a social practice, design, especially service design, is increasingly
being applied and embedded as a function in organizations. Therefore, design starts
naturally affecting people, processes, products, services, and organizations as a
whole. Due to this, more descriptive research is needed to understand the impacts of
design, and service design, as a new practice in different organizational settings. This
is where organizational and management studies come into play.

When following Simon (1996, p. 166), “an important goal of the design is to

fashion and change social organization in general and individual organizations
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in particular” Thus, while developing and “changing existing situations into
preferred ones” (Simon, 1996, p. 111) design does not only affect the changes
in the production and delivery of newly developed products and services. It also
affects internal changes in organizations in terms of organizational values, strategies,
people, development and innovation processes, project management practices,
performance, and quality among others. This is why in this research the produced
knowledge cannot be seen to produce knowledge only about or for the field in the
area of design research and design sciences, but also about and for organizations
and management. Therefore, this research produces knowledge in the intersection
of design research, organizational, and management studies.

According to Clegg and Hardy (1999, p. 3), organization studies “relate to
organizations as empirical objects, to organizations as social process, and to the
intersection and gaps between and within them.” Without going into the details
of the history of organization studies, it is good to point out that the field of
organization studies has matured greatly along with industrial development (Hatch
& Cunliffe, 2006). The field has grown from the introduction of the factory and
growth of the machines in the late 18" century to further industrial development in
the 19" century continuing to post-industrialism and post-industrial organizations
in the 20™ and 21* centuries organised around knowledge and the use of information
(see e.g. Bell, 1976; Burns, 1962; Hatch, 1997; Hatch & Cunliffe, 2006).

Organization studies consist of a series of evolving conversations by organization
studies researchers who reflect, reproduce, and refute the tradition of the discourse
in addition to the “practices in which members of organizations engage” (Clegg
& Hardy, 199, p. 3). It is an interdisciplinary field of study based on science and
humanities (Romme, 2003), which draws from a variety of disciplines such as
marketing, production anthropology, and sociology (Clegg & Hardy, 1999) in
addition to psychology (Schein, 1980). According to Hatch (1997) and Hatch
and Cunliffe (2006), the themes of organizational studies include the study of
organizational environments, social structures, technology, culture, physical
structures, power, control, conflict, strategy, organizational change, and learning,
and more. Van Aken (2004) defines organization studies as description-driven
where the dominant paradigm lies in the explanatory sciences thus he sees the field
as problem-focused where the typical outcome of the research resides in causal
models. Schwab (2004) agrees that the study of causal relationships between factors
is common in organizational research.

Management studies aim to understand and explain management activities,
outcomes, and contexts (Economic and Social Research Council, 2001, as cited in
Thomas, 2004). Management research is a field of study, which concerns the aspects
of social life such as performance, decision-making, handling objects, procedures,
and actions — which are “concerned with the production and distribution of
material wealth through some form of social organization” (Thorpe & Holt, 2008,
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p- 1). The field provides knowledge for management as a practice in addition to the
development of theories in academic settings (Thomas, 2004; Thorpe & Holt, 2008).
It is a relatively new field of study (Thomas, 2004). The modern use of the term
management comes from the United States of America (USA), which was initiated
along with the creation of management schools in the USA in the first half of the
20 century (Easterby-Smith et al., 2004). Education in these schools was based on
principles of managers’ own experience in addition to Fred Winslow Taylor (1856-
1915) and Henri Fayol (1841-1925) who were the two dominant figures of modern
management methods in the period (Easterby-Smith et al., 2002). Management’s
emergence is also indicated by the times when academic journals started appearing
in the USA, United Kingdom (UK), and Europe in the 20" century related to
management (Thomas, 2004).

Management studies are divergent and therefore it is often seen as a problematic
field (Thomas, 2004). The boundaries of management studies are indistinct since
many areas of specialism are included in it such as marketing, strategy, human
resources management, organizational behaviour, finance, accounting, and
operations in addition to multidisciplinary studies that go across the boundaries
(Thomas 2004). Thus, management studies draw from a wide range of other
disciplines such as sociology, psychology, philosophy, anthropology, economics,
history, statistics, and mathematics (Drucker, 2008; Easterby-Smith et al., 2002).
Hence, management studies do not have a clear identity. It is an applied and
divergent field, and thus, there is no strong consensus on what the field contains
due to its heterogeneous and complex profile (Thomas, 2004). According to
Thomas (2004), some authors equate management studies with organizational
studies. Some authors equate it with business studies such as Saunders et al., (2016)
and Ghauri and Grenhaug (2005). Despite the variety of outlooks and beliefs in
management research, the same research methods and strategies are applied in
management research as in other disciplines in the area of social sciences (Thomas,
2004).

Gibbons et al. (1994) present Mode 1 and Mode 2 research regarding the
transformation of knowledge production. Mode 1 knowledge Gibbons et al. (1994)
see as the traditional knowledge produced in disciplinary and cognitive contexts in
academia where knowledge itself has value. Thus, Mode 1 is academic knowledge,
which can be seen as descriptive and problem-focused producing causal models
and explanations in the area of organization research (Van Aken, 2004). Mode 2
Gibbons et al. (1994) define the knowledge that is produced in social and economic
contexts that are broader and transdisciplinary. Hence, Mode 2 knowledge is applied
knowledge created in organizations and institutions to guide problem-solving efforts
(Gibbons et al., 1994). Therefore Mode 2 knowledge in the area of management
research can be seen as prescription-driven and solution-focused, which produces
grounded and technological rules (Thomas, 2004; Van Aken, 2004).
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In terms of designing, organizing, and managing, they are all considered as social
processes in the context of organizations in this research. In this dissertation, the
discipline of social sciences is considered in addition to design research. When
following Frayling (1993) and Downton (2003) in terms of design research, this
study follows research izfo design and about design in an organizational context.
Though, the meaning is not to produce knowledge only for designers as is often the
case in design research, but also for organizational stakeholders. When following
Cross (20006) in terms of the relationship between research and design in this study,
this dissertation follows the science of design. Though, the aim is not to produce
knowledge of design principles, practices, or procedures of design, but rather to bring
forward individual interpretations and understanding of in-house service design
as a phenomenon within the organization in the process of creating new services.
Thus, the subjective interpretations and understandings of service design as a part
of the organizational context perceived both by designers and other stakeholders are
relevant in the study.

In this dissertation, management studies are equated with organization studies
due to the indistinct boundaries of management studies in the discipline of social
sciences. Due to this, this study refers to organization and management studies
together. Unlike the prescriptive nature of management and design sciences when
referring to Mode 2 research (Gibbons, 1994), this dissertation is seen more as
interpretive and descriptive research of in-house service design as a phenomenon
in the context of an organization. Though, this study does not concentrate on
effectuation and causation, as brought forward by Van Aken (2004) in terms of Mode
1 research, but interpreting and describing the phenomenon as it is experienced and
brought forward by the study informants, and then interpreted and described by the
researcher of this study. Therefore, in this study the ‘what” and ‘how” are sought from
the research data in an interpretive and descriptive manner. Hence, this study does
not provide nor develop prescriptive ready-made solutions on how to improve the
efficiency or quality of an organization in the future related to each of the aspects of
change found in this research. Rather, this study describes what the aspects of change
are and ought to be based on the history and development of an organization related
to service design from the perspective of in-house service design’s advantages and
organizational challenges related to it.

Thus, this descriptive study, which is closer to Mode 1 academic research, provides
knowledge for organizations, knowledge that can be utilized as a starting point
when starting to develop and improve internal operations in terms of organizational
and managerial efficiency, quality, and performance related to the mapped aspects
of change. However, it is up to each organization to decide and develop its own
future directions in terms of the organizational aspects of change mapped and
found in this research. Hence, this research is close to Van Aken’s (2004) viewpoints
regarding ‘design sciences’ combined with managerial implications. Therefore, the
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knowledge provided in this study can be used in organizations when starting to
develop operations internally. These can be followed by design-based actions and
decision-making based on the organization’s own needs of how each of the change
aspects ought to be internally developed.

3.2. Research Philosophy - Interpretivism

The philosophical paradigm of this research is interpretivism. The roots of
interpretivism can be traced back to the 19" century when various philosophers
and social theorists affected its emergence (Crotty, 1998). Auguste Comte (1798-
1857) and Emile Durkheim (1858-1917) are seen as the founders of sociology as a
scientific and formal academic discipline (Crotty, 1998; Lengermann & Niebrugge,
2007). Impacted by the thoughts of Auguste Comte the female social theorist,
philosopher, and political journalist Harriet Martineau (1802-1876) emphasized
the importance of understanding social phenomena from the perspectives of
individuals’ experiences thus makinga distinction between the study of humans from
natural sciences (Lengermann & Niebrugge, 2007; Logan, 2015; Martineau, 1838).
Hence, Martineau’s work can be seen to have started the interpretive movement.

In addition to Martineau, the German philosopher Wilhelm Dilthey (1833-
1911) saw different kinds of realities between natural and human realities, and
therefore they should be studied through different kinds of methods (Crotty, 1998).
Dilthey presented the process of understanding (Verstehen) and interpretation of
subjects (Dilthey & Jameson, 1972). Despite the works of Martineau and Dilthey,
the German sociologist Max Weber (1864-1920) is credited as the founder of
interpretivism since he popularized and developed it further (Crotty, 1998;
Weber, 1949). According to Weber (1949), human and social sciences seck to
understand psychological and social phenomena and to explain the understanding
interpretatively. He focuses on causality thus defining sociology as “a science which
attempts the interpretive understanding of social action in order thereby to arrive
at a causal explanation of its course and effects” (Weber, 1968, p. 3). He makes a
clear distinction between qualitative and quantitative research methods employed
in human and social sciences and natural sciences (Crotty, 1998).

Among others, roots of interpretivism can also be traced to German philosophers
Wilhelm Windelband (1848-1915) and Heinrich Rickert (1863-1936) and
Austrian-American philosopher Alfred Schiitz (1899-1959) (Crotty, 1998).
According to Crotty (1998), Windelband saw natural realities seeking what is
seen as nomothetic (law-like regularities) and social realities seeking what is seen as
idiographic (individual considerations). Heinrich Rickert made a clear distinction
between natural and cultural sciences (Crotty, 1998). With the concept of cultural
sciences, Rickert emphasized the significance of understanding cultural phenomena
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and their unique development on their own terms by not reducing them to natural
phenomena (Crotty, 1998). Insocial sciences Schiitz (1972) applied phenomenology,
arguing that social phenomena must be understood in terms of individuals’ everyday
experiences in the cultural contexts in which they are embedded. Crotty (1998, p.
70) argues that Schiitz aimed to “harmonise the idiographic with the nomothetic
and make possible a study of human affairs that can be said to be rigorously scientific.”

According to Crotty (1998), the studies of natural and social worlds have come
closer together in more recent times, and thus, interpretivism has cut itself loose
from the traditional moorings in terms of its clearly divided distinctions of natural
and human sciences. It was developed as a critique as opposed to positivism to
enable subjectivist perspectives to study the meanings of humans, which are seen as
different from physical phenomena due to the creation of meanings (Saunders et al,,
2016). According to Merriam (2009), interpretivism is often qualitative research in
nature. “Rather than starting with a theory”, the aim of interpretivism is to “generate
or inductively develop a theory or pattern of meaning” (Creswell, 2013, p. 25).

Interpretivism aims to understand the complex world of the subjects and their
lived experiences from their point of view in the contexts where they live (Schwandt,
1994). Therefore, interpretivism can be seen as context-dependent, time-dependent,
and situation-specific (Schwandt, 1994). Thus, the realities are seen as socially
constructed, and hence, “there is no single observable reality” (Merriam, 2009, p. 8).
Rather, there are multiple realities or interpretations, which researchers construct
(Merriam, 2009) by interpreting and constructing meanings of the interpretations
and “the constructions of the actors that one studies” (Schwandt, 1994, 118). This is
why interpretivism is also closely linked to constructivism and social constructivism
(Creswell & Creswell, 2018) or to constructionism and social constructionism
(Eriksson & Kovalainen, 2008).

Ontology, the study of being of ‘what is’ (Crotty, 1998; Schwandt, 2007), of
interpretivism is relativist (Guba & Lincoln, 2005). This means that different
kinds of realities exist in the form of individual mental constructions, which are
experientially and socially based, specific and local, and dependent on the content
and form of the persons that hold them (Guba & Lincoln, 1994). Epistemology
is the process of thinking and seeking to know what the researcher wants to know
(Crotty, 1998). In interpretivism, epistemology is both subjectivist and transactional,
meaning findings are created in the interaction process between the researcher and
the respondents (Guba & Lincoln, 1994). Thus, the researcher and the object of
the research are interactively linked, meaning that the researcher who is shaped by
the lived experiences will affect the knowledge that is generated by the researcher
and in the data generated by the subjects (Guba & Lincoln, 1994; Lincoln et al,,
2011). The methodology, meaning principles of inquiry, and the process of ‘how’
we look for new knowledge (Schwandt, 2007), in interpretivism is hermeneutical
and dialectical (Guba & Lincoln, 2005). This means that individual interpretations
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are compared and contrasted dialectically in the generation of informed and
sophisticated construction(s) when achieving consensus (Guba & Lincoln, 1994).

The paradigm of this research is interpretivism. This dissertation research does
not focus on seeking the truth but on building a better understanding of the real-
world phenomenon in a particular context at a particular time. The experiences
described by respondents are the focus of the research. The research does not follow
Weber in terms of focusing on causalities. Rather, this research follows Schwandt
and Guba & Lincoln. When referring to Schwandt (1994), the creation of meanings
and generating knowledge in this research happens through the interpretation of
experiences shared and described by the respondents. Hence, what the research
produces is seen as context-dependent, time-dependent, and situation-specific, as
Schwandt (1994) describes. Thus, also the views of Guba & Lincoln (1994) become
relevant since in this research it is identified that the respondents’ and researcher’s
subjective mental constructions, knowledge, experiences, contexts, and values affect
what the research produces. As Guba & Lincoln (1994) describe, in the creation
of knowledge, the object of this research and the researcher are interactively linked
in the dialectical process of achieving consensus through the interpretation and
categorisation of findings.

Together with interpretivism, and when approaching theory, the logical
reasoning of this research is inductive. In inductive reasoning, features found in
the data are generalised, or extended, into an order or rule (Reichertz, 2014). Thus,
in making inductive inferences, empirical observation statements are generalised
in the development of theories (Kelle, 2014). In qualitative induction, processing
data happens by assembling specific qualitative features into patterns where the
combination of the features resembles another in essential points (Reichertz, 2014)
followed by generalised conclusions. According to Reichertz (2014), qualitative
induction is only a probable form of inference, which benefit is that it can be
operationalised. Although, with a difficulty. Despite this, “qualitative induction is
the basis of all scientific procedures that find, in collected data, only new versions
of what is already known” in the interacting research community (Reichertz, 2014,
p- 129). In this research, the book chapters, which each include its own inductive
analysis process, provide an answer to the main research question of this research
through qualitative induction.

3.3. Research Methodology - Multimethod Qualitative Research

The research foundation of this research lies in qualitative research methodology.
According to Saldana et al. (2011), qualitative research is nonquantitative in
character and thus it is used when one wants to understand the natural social world.
As an approach, qualitative research is most commonly applied in exploratory or
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descriptive research (Leavy, 2017). Itis in-depth research (Muratovski, 2022), which s
naturalistic, interpretive, and inductive in nature (Mayan, 2016). It aims “to interpret
or make sense of the meaning people attach to their experiences or underlying a
particular phenomenon” (Mayan, 2016, p. 11). This is done by working inductively on
different forms of data by examining it from many angles to provide in-depth analysis
from the study of context(s) (Mayan, 2016; Muratovski, 2022). As a methodology,
qualitative research is widely applied in different fields such as sociology and social
sciences, anthropology, psychology, information science, political science, healthcare,
and education (Flick, 2014; Mayan, 2016; Merriam, 2009) in addition to design
(Ireland, 2003; Muratovski, 2022). The most commonly used research frameworks
in qualitative research, also in the field of design, are case studies, phenomenology,
ethnography, and grounded theory (Ireland, 2014; Muratovski, 2022).

This research has been conducted by the use of multimethod qualitative research.
In multimethod qualitative research more than one qualitative data collection
method is applied with associated analysis procedures (Saunders & Tosey, 2013).
In this research, the publications, each with their own qualitative data collection
and analysis methods, are further elaborated in the section “Data Collection and
Analysis” in this chapter. Within the qualitative methodology, design research
is combined with the areas of organizational and management studies in this
dissertation, which provide a more specified academic context for this study.

3.4. Research Strategy - Case Study

The need for a case study arises when one wants to understand complex social
phenomena (Yin 2009). According to Saldana et al. (2011), “a case study focuses
on a single unit of analyses” e.g. one person, persons, or one organization, and so
on. Merriam and Tisdell (2015, p. 37-38) define a case study to be “an in-depth
description and analysis of a bounded system” where the analysis unit, e.g. school
or schools, teacher(s), defines the study to be a case study instead of the topic under
investigation. Although the phenomenon under investigation is intrinsically linked
with the case (Merriam and Tisdell 2015). According to Ghauri and Grenhaug
(2005) case study research is useful when the phenomenon under study in addition
to the concepts and variables are difficult to quantify and prove outside their natural
settings and contexts.

Mayan (2016, p. 50) argues that if one chooses a case study approach, “the method
through which to understand the case must still be decided”. Instead, according to
Yin (2009, p. 4), a case study is a research method that allows the researcher to retain
“the holistic and meaningful characteristics of real-life events” where the boundaries
between the real-life context and the phenomenon under investigation are not
obvious. Unlike Yin, Stake (2005) claims the case study not to be a methodological
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choice. He argues that a case study concentrates on studying the selected case
— a choice of object (Stake, 1994) — based on the diverse interests of the chosen
phenomenon (Stake 2005). In this sense, the selected case offers an opportunity
to learn about the phenomenon. He argues that in the area of qualitative research,
the concentration of case study is on gathering experiential knowledge and a better
understanding of the particular case by paying attention to the implications of
its social, political, and other contexts (Stake 2005). In this research, a case study
is not seen as a method. Rather, the organization under study is seen as the case,
and in-house service design is the research phenomenon. Thus, there is a need to
learn about the phenomenon, which is seen as context-dependent on the social
construction of in-house service design within its time, place, and context where the
boundaries between the research phenomenon and real-life context are not visible.
Hence, this study is closest to Stake’s definition of case study research — this is an
instrumental case study since it uses an organization as a case to gather insights into
a phenomenon (Stake, 1995).

According to Yin (2009), the case study category depends on the type of
research questions being posed - what, how, why, who, and where. How and why
research questions are more likely to answer to an explanatory case study whereas
an exploratory case study is justifiable if the research questions concern what (Yin
2009). The second type of what questions or its derivatives e.g. “how many” or “how
much” in addition to who and where questions are advantageous when describing
the incidence or prevalence of a phenomenon (Yin, 2009, p. 9). Since the focus of
this study is to describe in-house service design as a phenomenon intrinsically linked
with the organization through the understandings and interpretations of individuals,
this study concentrates on discovering and describing the what and how. Thus, this
dissertation is seen as a descriptive case study due to the fact that the study follows an
interpretive paradigm despite the fact that an exploratory case study was seen as the
case study category in the first research publication. The aim of the study is not to
explain the causalities of the phenomenon as brought forward by Weber (1968) and
applied by Van Aken (2004) in terms of organization research linked to explanatory
research. Rather, this study interprets and describes the subjective understandings
and interpretations of lived experiences described by individuals related to in-house
service design as a phenomenon.

A case can be chosen deliberately, strategically, or for convenience (Saldafia
et al,, 2011). In this dissertation, the case — the multinational manufacturing
corporation — was chosen deliberately since the organization was relatively far in the
application of in-house service design as a part of R&D. Therefore, the organization
as a case provided a rich opportunity to learn about the phenomenon. In addition,
convenience affected the choice of the organization due to the fact that I had had
a collaborative partnership with the organization due to my previous role as an in-
house service designer within the organization before doing this dissertation. Thus,
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knowing the organization and the required personnel to be interviewed made the
collaboration fluent regarding the research.

3.5. Data Collection and Analysis

This research is a cross-sectional study, which means that the data was collected at a
particular time to provide a snapshot of the organization (Saunders & Tosey, 2013)
in terms of the research phenomenon of in-house service design. All qualitative data
were collected during the summer of 2018 in four months from May to August.
The full dataset of this study consists of 33 semi-structured interviews and a service
design value workshop. All semi-structured interviews and workshop discussions
were transcribed into text files. Then the interviews and workshop discussions were
then coded with the help of Atlas.ti — qualitative data analysis software resulting in
25 concept code groups. The summary of the timetable of data collection and the
first analysis phases are presented in Figure 3 below.

Collecting Data Processing Data Handling Data
05-08/2018 09/2018 - 03/2019 04/2019 - 11/2019
33 Semi-structured interviews Interview and workshop Descriptive Coding
A service design value transcriptions Concept Coding
workshop Sub-coding

Figure 3. Summary of the timetable of data collection, processing, and handling of data.

Three publications — book chapters — were written based on the collected
datasets of 33 semi-structured interviews and a service design value workshop. The
publication I, which is based on the concept code group “Organizational Readiness
for Service Design” was analysed further including 12 interviews. Categorisation,
event Listing, and explanation building were used as further analysis methods.
In publication II, the concept code group “Service Design Value” provided the
basis for further analysis including 26 interviews. The thematic analysis method
supported the further analysis of publication II. In research publication III, concept
code groups were not utilized. The results of the publication are based on 17 semi-
structured interviews from the perspectives of executive directors, service business
stakeholders, and members of R&D. Content analysis was used as the main method
in publication III. Thus, two concept code groups of the 25 provided the basis for
the first two publications, but not for the third publication. How the data was
selected and analysed per publication is presented and discussed further after the
introduction of datasets, informants, and data handling with the help of coding.
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3.5.1. Semi-Structured Interviews

Semi-structured interviews settle between structured and unstructured interviews
(Myers, 2009). Thus, pre-formulated questions are used in semi-structured
interviews, but there is no strict adherence to them since naturally, new questions
might emerge during interview conversations (Myers, 2009). Although, there is
some consistency across the interviews (Myers, 2009). Gibson and Brown (2009,
p- 88) argue that the key themes that the interviewer is looking for, are formulated
as key questions and they are discussed in a flexible order through natural flows of
conversation by trying to fit the “pre-defined interests into the unfolding topics
being discussed.” According to Harding (2013), interview guides are used, which
consist of a list of topics or specific questions, but the questions are open-ended in
nature and the order of questions may change. In addition, the researcher can use
planned and/or unplanned probes while interviewing (Harding, 2013).

In this research, the aim of the interviews was to gather a holistic understanding
of service design in the organization through the experiences and views described
by interviewees. Therefore, to be able to provide answers related to service design,
people who had been working on projects where in-house service design was
used were chosen to be interviewed from five organizational levels and different
departments. Thus, people were interviewed from all organizational levels excluding
the organization’s chief executive officer (CEO) and the sharcholders.

Two lists of planned questions were used in addition to two planned probes in the
conducted interviews. Two different lists of questions were planned beforehand for
1) in-house service designers, and 2) other organizational stakeholders. To support
answering questions related to organizational processes, The Internal-Business-
Process Perspective — The Generic Value-Chain Model adapted from Kaplan &
Norton (1996) was used in addition to the Performance Pyramid developed by
Lynch & Cross (1991) as probes. All of the interview questions and planned probes
are found at the end of this dissertation as appendices. The list of questions was
long, thus naturally, everything could not be discussed, but there was consistency
across interviews regarding the topics in terms of service design values, challenges,
organizational strategy, evolvement and transformation of the organization in
addition to organizational learning, processes, and organizational performance.

Regarding in-house service designer interviews — three in-house service designers
and a service design manager — the purpose of the semi-structured interviews was
to understand the following: 1) the role of service design and its impacts within
the organization in addition to other stakeholders attitudes towards service design
experienced by in-house service designers; 2) evolvement of service design in the
organization, also in terms of strategy change, organizational transformation
needs, development needs of service design and other stakeholders/departments
in addition to short-term and long-term benefits and values of service design for
the organization; 3) understanding service design’s contribution to organizational
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processes and the experienced expectations related to service design and its
deliverables in addition to the experienced challenges and obstacles with help of The
Internal-Business-Process Perspective — The Generic Value-Chain Model adapted
from Kaplan & Norton (1996); 4) experienced impacts, benefits, and challenges of
the used service design tools, methods, and prototyping also in terms of individual
and organizational lcarning; 5) in-house service designcrs’ perspectives in terms of
service design in relation to internal efficiency and external effectiveness with the
help of a Performance Pyramid (Lynch & Cross, 1991).

In terms of the stakeholder interviews, the meaning of the semi-structured
interviews was to understand the following: 1) the level of understanding of service
design and its role in relation to each interviewee in addition to the experienced
contribution and values that service design brings into the organization; 2)
evolvement of service design in the organization in terms of strategy change,
experienced obstacles, challenges, and organizational transformation needs in
addition to short-term and long-term benefits; 3) understanding organizational
processes and stakeholders’ expectations related to service design and its deliverables
in addition to the experienced challenges and obstacles with help of The Internal-
Business-Process Perspective — The Generic Value-Chain Model adapted from
Kaplan & Norton (1996); 4) experienced impacts, benefits, and challenges of the
used service design tools, methods, and prototyping also in terms of individual and
organizational learning; 5) stakeholders” perspectives of service design in relation
to multi-disciplinary stakeholder work and development needs of service design;
6) stakeholders’ views of service design in relation to service quality and product-
service-ecosystems; 7) service design in relation to internal efficiency and external
effectiveness with the help of a Performance Pyramid (Lynch & Cross, 1991).

The questions proposed to in-house service designers and organization
stakeholders were slightly different due to their positions regarding the research
phenomenon. Since in-house service designers are the experts in the field and
moderately newly acquired expertise in the organization, they were proposed
questions from their perspective. The meaning was to gather an understanding of
in-house service designers” experiences of how they and their work are perceived
by other stakeholders and how service design fits the organization as a whole. The
questions directed to other stakeholders were proposed from their perspective of
how they perceive and experience service design and in-house service designers in
terms of the conducted projects and the organization as a whole. Due to the aim of
gathering a holistic understanding of service design within the organization, many
topics were handled. This was beneficial in terms of a learning experience, but rather
challenging in terms of choosing the direction of the research, which according to
Merriam (2009) and Thomas (2004) is often the challenge in qualitative research,
which may contain big data sets. Therefore, everything that was discussed in the
interviews could not be included regarding the topic of this dissertation.
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Once interview data were gathered during the summer of 2018, they were
next transcribed. Transcriptions were done by me and an organization providing
transcription, language, and research services. The process took seven months from
September 2018 to March 2019. As a result, 450 pages of text were provided from
the 33 interviews for further analysis.

Number of Interviews and Interview Participants of the Dissertation

The semi-structured interview dataset consists of 33 interviews: 23 individual
interviews, eight pair interviews, and two group interviews. 45 informants joined
the interviews. The summary of the semi-structured interviews and the number
of interviewees can be seen in Figure 4 below. In addition, Chart 1 presents the
summary of the interviewees at five organizational levels and the departments they
represent.

45 Interviewees

i~ 0 il

2 Group
23 Individual interviews 8 Pair interviews interviews
23 Interviewees 16 Interviewees 6 Interviewees

Figure 4. Description of the semi-structured interviews and the number of interviewees.

Chart 1. Summary of the interviewees at five organizational levels and the departments they
represent.

Executives m——
Heads
Directors
Managers

Specialists & experts
0 1 2 3 4 5 6 7 8 9 10

Interviewees in organizational hierarchy

Interviewees in numbers

M Executives Service Business Strategy R&D Marketing HR IT
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3.5.2. Service Design Value Workshop

Workshopsare used as a qualitative data collection method when gathering data from
several participants at once (Storvang et al., 2018). Workshops are creative settings
when discussing the current situation in terms of ‘what is’ now and ‘what could be’
in the future in terms of what needs to change (Storvang et al.,, 2018). @rngreen
and Levinsen (2017, p. 73) argue that “workshops as a research methodology aim
to produce reliable and valid data about the domain in question regarding forward-
oriented processes, such as organisational change and design.” According to @rngreen
and Levinsen (2017), workshops are becoming more common in the area of research
as a data collection method. When collecting data, issues in workshops can be
presented, discussed, experimented with, and played out (Qrngreen and Levinsen,
2017). According to Lain (2017) and Spagnoletti et al. (2013), workshops foster
engagement through constructive feedback and collaborative discussions among the
workshop facilitator and participants. According to Storvang et al. (2018), there are
usually three roles in the workshop: facilitator, researcher, and participant, of which
in some cases facilitator/researcher plays both roles.

In addition to the semi-structured interviews, a service design value workshop
was held with members of an in-house service design team. The workshop was
held to provide in-depth perspectives of in-house service designers in comparison
to the considerable amount of management and other stakeholder interviews. The
meaning of the workshop was to understand the perspectives of in-house service
designers in terms of the positive impacts of service design within the organization
and the challenges that in-house service designers face. The topics were discussed
with the help of two themed posters that were hung on the wall to guide discussions:
1) positive values of service design, and 2) progressing values of service design. The
length of the workshop was 2,5 hours. First, the workshop participants were given a
task to consider the topics silently by writing thoughts down on post-it notes. Then
the notes were attached to the posters and they were presented and reflected upon
through free discussions. Since I arranged the workshop as a researcher, my role was
to perform two roles of facilitator/researcher in the workshop.

All of the discussions in the workshop were audio and video recorded, which were
then transcribed into a text format. 33 pages of text were produced of the workshop
transcriptions. All data that was collected in the workshop was not used in this
research. The workshop discussions that answered theme number 2) progressing
values of service design were used for publication III, which considers the challenges
of in-house service design in organizational transformation. How the workshop
data was analysed further is presented and discussed in the section “Publication IIT”
in this chapter.
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Number of Workshop Participants and the Total Number of Study Informants

Five informants joined the workshop: four in-house service designers and a service
design manager. Two of the in-house service designers who joined the workshop had
not joined the semi-structured interviews. Thus, the total number of informants in
this study is 47 when considering study participants in the semi-structured interviews
and the workshop. Five of the 47 informants were in-house service designers and
one of them was a service design manager.

3.5.3. Coding

According to Gibson and Brown (2009), to code means creating categories of data,
which are used in the description of the general features of data. In the coding process,
commonalities are searched from the data, which are then labelled accordingly to
identify related content across the dataset (Gibson & Brown, 2009; Saldafa, 2016).
According to Braun and Clarke (2022) codes form analytical entities. Then, in the
search for commonalities when doing analysis, the researcher looks for connections
between codes that were not initially obvious (Harding, 2013). In this research,
all interview data were coded with the help of Atlas.ti — qualitative data analysis
software. The coding rules of Saldafia (2016) were applied in two coding rounds.
Descriptive Coding, Concept Coding, and Sob-coding methods were used. The
coding process took eight months from April to November 2019.

Since codingis usually the first step when making sense of the data and the research
phenomenon (Mayan, 2016) coding provided the basis for analysis regarding the first
and the second publication of this dissertation. Thus, Descriptive Coding, Concept
Coding, and Sub-coding rules were applied following the rules of Saldafa (2016)
resulting in 25 concept code groups. In the first publication, one of the concept
code groups — Organizational Readiness for Service Design — was chosen for further
analysis. This is due to the fact that the code group could be seen providing answers
related to the topic of the book “Empathy and Business Transformation” edited
by Melanie Sarantou and Satu Miettinen (2023) in which the first publication of
this dissertation was published. Thus, organizational transformation and empathy
wanted to be inspected related to service design from the following perspective:
How can an organization evolve into being more receptive to service design as an
empathic development approach? In the second publication, another concept code
group — Service Design Value — was chosen for further analysis since the publication
aimed to answer the following research question: How has in-house service design
supported an organization’s working culture to transform towards human- and
customer-centricity? The perspective of organizational transformation regarding in-
house service design was inspected through the positive impacts of service design.
Therefore, the concept code group related to service design values was chosen for
further analysis in the second publication.
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3.5.4. Categorisation, Event Listing, and Explanation Building

As described above, the concept code group “Organization Readiness for Service
Design” was reviewed and restructured further regarding the first publication. This
was regarded as the first analysis phase of the publication. In the second analysis
phase, further categorisation of the concept code group, event listing, and explanation
building were used as analysis methods. Then, one of three sub-categories, which
emerged from the concept code group and which are presented in the results section
of this dissertation, was placed under further analysis. The narrative of the sub-
category including the codes and interviews started to take shape with the help of
event listing and explanation building. According to Miles and Huberman (1994),
the meaning of event listing is to arrange concrete happenings into a series of events.
This activity supported in forming of a chronology of events that had happened
in the organization in terms of the major happenings that led the organization to
choose service design as the empathic development approach. Then explanation
building method was used to support creating a broader understanding of the major
events. According to Yin (2009), the process of explanation building is iterative in
the search for causal links in empirical data. Thus, the analysis methods of event
listing and explanation building supported forming a holistic understanding of the
data.

Data Summary and Number of Informants in Publication I

12 of the 33 interviews provided data in this category: 10 individual interviews, a
group interview of three interviewees, and a pair interview. Hence, 15 informants
were interviewed. The data summary of the semi-structured interviews and the
number of interviewees regarding the first publication can be seen in Figure 5 below.
In addition, Chart 2 below presents the summary of the interviewees’ roles regarding
the first publication.

15 Interviewees

i~ 0 i

1 Group
10 Individual interviews 1 Pair interview interview
10 Interviewees 2 Interviewees 3 Interviewees

Figure S. Data summary of the semi-structured interviews and the number of interviewees in
Publication I.
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Chart 2. Summary of the interviewees roles in Publication 1.

Executives m——
Heads
Directors
Managers

Specialists & experts
0 1 2 3 4 5 6 7 8 9 10

Interviewees in organizational hierarchy

Interviewees in numbers

M Executives Service Business Strategy R&D Marketing HR IT

3.5.5. Thematic Analysis

In addition to coding, thematic analysis was applied regarding the second
publication. According to Braun and Clarke (2022, p. 4), thematic analysis “is a
method for developing, analysing and interpreting patterns across a qualitative
dataset” in the development of themes, which is the ultimate analytic purpose.
Gibson and Brown (2009) argue that commonalities, differences, and relationships
are searched from the data in thematization. In thematic analysis, the meaning is to
identify and describe implicit and explicit ideas within the dataset, which means the
development of themes instead of counting explicit words or phrases (Guest et al,,
2012).

Coding provided the basis for the second and third analysis phases regarding the
second publication. In the second and third analysis phases, thematization was used
as the further analysis method. Codes that had associated themes and meanings
were grouped within the concept group of “Service Design Value.” Then, as guided
by Guest et al. (2012), each sub-theme was named to identify implicit and explicit
ideas of the data. Ten sub-themes emerged from the concept code group. The sub-
themes are presented in the results section of this dissertation. Next, all interview
quotations of the ten groups were transferred into Microsoft Word files and each
file was titled according to the name of the theme. After a few reading rounds of
the ten themes, one of the themes “Transforming business and working culture®,
was chosen to provide data for this publication. This was due to the fact that it
provided answers to the research question from the perspective of organizational
transformation. Then, all quotations under this sub-theme were read through
carefully and thematized further. As a result of this, three categories emerged from
the data to answer the research question. These are presented closely in the results
chapter of this dissertation.
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Data Summary and Number of Informants in Publication II

26 of the 33 semi-structured interviews provided data for this publication: 18
individual interviews, six pair interviews, and two group interviews. 36 informants
were interviewed. The data summary of the semi-structured interviews and the
number of interviewees regarding the second publication can be seen in Figure 6
below. In addition, Chart 3 below presents the summary of the interviewees’ roles
regarding the second publication.

36 Interviewees

i< 0 i

2 Group
18 Individual interviews 6 Pair interviews interviews
18 Interviewees 12 Interviewees 6 Interviewees

Figure 6. Data summary of the semi-structured interviews and the number of interviewees in
Publication II.

Chart 3. Summary of the interviewees roles in Publication II.

Executives m——
Heads
Directors
Managers

Specialists & experts

Interviewees in organizational hierarchy
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Interviewees in numbers

M Executives Service Business Strategy R&D Marketing HR IT

3.5.6. Content Analysis

Conventional content analysis was used as the analysis method in the third
publication of this dissertation. According to Hsich and Shannon (2005), the
meaning of content analysis is to develop new concepts, models, or phenomena,
but not to create new theories. In conventional content analysis, the categories
are formed based on the data. The categories that are formed, represent the most
important information of the study (Tuomi & Sarajirvi, 2013). In content analysis,
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the selected units of analysis are processed through meaning units, which according
to Grancheim and Lundman (2004) are words, sentences, or paragraphs. The aim
of content analysis is the creation of categories or themes where condensation and
abstraction can support the process (Graneheim & Lundman, 2004).

The analysis process regarding the third publication started by bringing the
interview quotations and workshop transcripts into a Microsoft Excel file related
to the organizational challenges of in-house service design. All of the quotations
were organized into five columns accordingly related to the roles of the interviewees
at five organizational levels. Next, all the quotations were organized into meaning
units based on the meanings of the phrases, as guided by Graneheim and Lundman
(2004). Then, meaning units were labelled resulting in 247 labels, which were
then clustered by grouping the labels based on their content similarities. Five main
categories emerged. These are presented in the results section of this dissertation.
Next, a more simplified Microsoft Excel table was created to provide further
condensation of the five categories, which were inspected through the perspectives
of interviewees at five levels. This made it simpler to compare the meanings between
categories and interviewees at five levels.

The perspectives were limited to executive directors, service business stakeholders,
and R&D personnel. This was due to the meaning of the publication, which was to
understand the perspectives of management in the area of service business, R&D,
and executive directors in addition to service design experts. Thus, the views of IT,
HR, marketing, strategy, and R&D in terms of industrial design and user experience
design were left out. In addition, the data from the service design value workshop
regarding the topic discussed under theme 2) progressing values of service design,
provided data for the publication.

Data Summary and Number of Informants in Publication III

17 of the 33 semi-structured interviews provided data for this publication: 15
individual interviews and two pair interviews. Thus, 19 informants joined the
interviews. Four service designers and a service design manager joined the workshop.
Hence, the total number of informants regarding this publication is 21 since two
persons who joined the workshop had not joined the interviews. The data summary
of the semi-structured interviews and workshop participants regarding the third
publication can be seen in Figure 7 below. In addition, Chart 4 below presents the
summary of the interviewees’ roles regarding the third publication.
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21 Informants

5 b BieE—

15 Individual interviews 2 Pair interviews Service Design Value Workshop

15 Interviewees 4 Interviewees 5 Participants

Figure 7. Data summary of the semi-structured interviews and workshop participants in
Publication I11.

Chart 4. Summary of the interviewees roles in Publication II1.
Executives - ——
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3.6. Ethical Considerations and Limitations

All of the published publications in this dissertation have been conducted by the
cthical guidelines of the Finnish Advisory Board on Research Integrity (2023). The
board defines the ethical guidelines and norms for research, including respect for
research participants’ autonomy, dignity, and culture, both immaterial and material
(Finnish National Board on Research Integrity, 2019). In no case should research
“cause significant risk, damage or harm to research participants, communities or other
subjects of research” (Finnish National Board on Research Integrity, 2019, p. 8).

In terms of the research publications, the ethical considerations include gathering
interview and workshop consents from all research participants. The consents were
obtained through signing a consent form that included information about the
research’s purpose and aims; described permission for documentation and recording;
stated how the data is stored; explained the analysis and reporting process including
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pseudonymization and anonymization; provided participants’ rights including the
right to withdraw from the interview or workshop at any time. The research data
has been stored safely and all research participants” identities have been obscured in
the results provided in the original publications. The participants’ privacy has been
protected in this way.

In addition to the interview and workshop consents, a partnership agreement was
provided since the data was collected and handled as a part of the Business Finland
project Design in Smart Mobility Business Services, which was funded by a European
Regional Development Fund (ERDF) and six partner organizations during 2018-
2019. A partnership agreement was required by the project partners. The agreement
includes more detailed information about the technical and financial terms of the
research project. In terms of the signed non-disclosure agreements, which had to be
signed with the partner organizations within the project, the ethical considerations
extend beyond the participants as individuals to the corporate level. The level of
detail that can be revealed about the organization in this dissertation is constrained
by confidentiality. This provided an opportunity for more open reporting of the
results.

This research has followed a case study protocol. Despite this, the following
limitations of this study should be acknowledged. Credibility and trustworthiness
bear a connection to ethics in qualitative research. It is critical to establish credibility
in other ways since qualitative research cannot be replicated in the same way as
various quantitative and theoretical studies. Saldafia (2011, p. 135) states that this is
possible to be accomplished in a number of ways: citing prior research, transparently
laying out the selection and usage of methodologies, outlining the data collection
and triangulation, and confirming the analysis of data with participants. On the
other hand, transparency in reporting the complete study process demonstrates
trustworthiness.

Like any other type of research, qualitative case study research has various
restrictions. Case studies may be broad or narrow in scope (Creswell, 2013).
Therefore, the datasets can be rigorous, which affects the generalisation of the results
or potential lack of external validity, and thus, the transferability of the results, in
addition to the issues of reliability (Merriam, 2009; Thomas, 2004). According to
Merriam (2009), the challenges also come from studying complex social units and
thus, the description of the phenomenon may become rich and thick. This might
cause an issue that the researcher does not have time to devote to such undertakings
and the researcher must be able to decide how to limit the research (Merriam, 2009).

The data collection and analysis processes in this research were performed only
by the author regarding all publications. It is good to note that the author has a
working background as an in-house service designer within the organization under
study. Therefore, the background of the author might affect the interpretation of
the research findings. In addition, no researcher triangulation for the case study and
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analysis of this dissertation appears. Thus, researcher/investigator bias natural in
qualitative research must be considered (Flick et al., 2004; Mchra, 2002).

It is also good to note that since this dissertation is based on interpretivism,
respondent bias may also appear (Lincoln & Guba, 1997). Quantification of codes
was performed regarding the concept code groups in the early phases of data analysis
2018-2019.In further phasesof dataanalysis2021-2022, quantification of the content
brought forward by the interviewees under the sub-themes and sub-categories
was not done. This was not seen as relevant because all interviewees did not have
transparency on all topics discussed. Instead, similarities and differences were looked
for in terms of what interview content was repeated between interviewees and how
the content was brought forward. In addition, by whom and with what emphasis
the content was brought forward, were seen as valuable. Hence, thematization and
further categorisation were done based on the repetitive similarities and differences
between the topics. The quotations brought forward in the results have been chosen
in such a manner that they represent the content in the best possible way. Despite
the lack of further quantification of datasets, the amount of data from different data
sources in addition to the number of methods used in analysing the data are seen as
sufficient in terms of data and method triangulation in this research. In addition,
the analysis methods chosen are seen as consistent with what was sought from the
data per publication. Hence, in the context of this dissertation and the participating
organization under study, the results are considered reliable.

Regarding theory triangulation (Flick et al., 2004), this dissertation has looked
at in-house service design and human- and customer-centricity from the perspective
of organizational transformation. The topic was studied through the views of
a) empathy and organizational events, b) in-house service design’s support to
organizational transformation, and ¢) organizational challenges. The topic is also
closely related to transformation design. Considering these theoretical perspectives
on organizational transformation, this dissertation is considered sufficient in terms
of theory triangulation, and thus, valid.

Age the of the interview participants was not gathered, which might affect the
interpretation of the results. This is because the interviewees' age was not seen as
relevant information since service design as a methodology was new or fairly new for
everyone besides service designers. However, this might affect the interpretation of
the results. In addition, Finnish and English were utilized during the data collection
and analysis processes. This inevitably has an impact on the nuanced meanings when
the interviewees’ quotes are translated from Finnish to English since some words
have no English equivalent and Finnish language use differs from that of English.
Regarding this, the Finnish interview quotations have been translated while
retaining their original meanings in the best possible way.

All of the aspects brought forward in addition to the challenges of qualitative case
studies are identified in this dissertation. Despite these limitations, this qualitative

71
Korpikoski: Organizational transformation through service design



case study research acknowledges the views of Shields (2007, p. 13, as cited in
Merriam, 2009, p. 53) that a “case study includes paradoxes and acknowledges that
there are no simple answers.” The data analysis performed in addition to the open
process report provided in this dissertation and the results presented are seen as a
representative and transparent overview of the research phenomenon. Although, it
is good to note that the reliability, validity, and thus, transferability of the results are
limited to this research and the organization under study.
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4. RESULTS

The following research question is addressed in this doctoral dissertation: What is
required for an organization, to transform its working culture towards human- and
customer-centricity, in order to enable the efficient integration of in-house service
design? This question is addressed through the three sub-questions that were
developed in each of the three publications. These have served as the foundation
for this research. In this section, the results of coding are described first since coding
provided the basis for the first two publications. Then I report the results of each of
the three publications.

Coding Results

In terms of coding, which provided the analysis basis for the first two publications,
all together 1,207 codes emerged with the help of Descriptive Coding. This coding
round was done to provide micro-level descriptive nouns or short phrases of few
words to describe the topics. Since Saldafia (2016) argues that nouns alone do not
provide a sufficient basis for further and more complex theoretical analysis, Concept
Coding and Sub-coding methods were applied in the analysis of this research. Sub-
coding method supported the creation of third and fourth-ordered tags, which were
assigned to the descriptive codes as sibling codes. In this way, the codes became more
focused, as guided by Gibson and Brown (2009). The sub-codes supported giving
further nuances to the descriptive codes by bringing forward more specific content
of each code, and thus, the analysation and thematization became easier. Concept
Coding in this research worked as an analytical task for creating lumps of larger
units of data as argued by Saldafia (2016). As a final coding task, concept codes were
created to provide a basis for the formation of macro-level concepts. As a result, 25
concept code groups were formed. The summary of the code groups is presented

below in Table 1.
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Table 1. Concept code groups and the number of codes in each group.

Innovation
Capability
8 codes

Organizational
Readiness for
Service Design
118 codes

Service Design
Value/Challenges
14 codes

The Role of
Service Design in
the Organization
83 codes

Project
Management
31 codes

Communication
5 codes

Competence
Management
17 codes

Managing
Service Design
13 codes

The Role of
Service Design in
the Projects

28 codes

Stakeholder
Group Work
45 codes

Key Performance
Indicators (KPIs)
87 codes

Service Design
Versus Business
21 codes

Development of
Service Design
49 codes

Service Design
Processes
76 codes

Strategy
40 codes

The Changing
Role of Marketing
18 codes

Service Design
Challenges
130 codes

The Possibilities
of Service Design
24 codes

The Need for
Service Design in
Internal
Organizational
Development

24 codes

Performance
Pyramid
83 codes

Organizational
Processes
41 codes

Service Design
Value
208 codes

Service Design
Methods
15 codes

Service Design
Versus
Marketing

7 codes

Product
Development
Processes
20 codes

Two of the 1,207 descriptive codes were excluded due to the fact that they
were not attached to any of the groups above. One of the two codes was related
to qualitative research and another to quantitative research brought forward by
only one interviewee. Thus, the number of codes included in the study was 1,205
regarding the 25 concept code groups.

4.1. Evolving towards a More Empathic Organization

Here I present how the participating organization evolved into being more receptive
to service design. The research question addressed in this publication was: How can
an organization evolve into being more receptive to service design as an empathic
development approach? The topic was studied through the happenings that
occurred in the organization during the time span of ten years 2005-2014 before the
initiation of an in-house service design team in 2014.

The concept code group “Organization Readiness for Service Design” including
118 codes was reviewed and restructured further regarding the first publication. As
a result of further categorisation of the concept code group, a clear narrative began
to take shape resulting in three sub-categories: 1) the time before service design was
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a part of the corporation; 2) how the corporation starts to evolve once service design
has been introduced (early use of service design), and; 3) how the corporation
continues to evolve in terms of leadership practices, management practices, and
culture after the service design approach has been used for some time (use of service
design).

Since the aim of the first publication was to understand how an organization
evolves into being more receptive to service design, the first of the three sub-categories
— the time before service design was a part of the corporation — was analysed further
with the help of event listing and explanation building. As a result, six major events
and customer-centric development actions were located in the time span of 2005-
2014. These happenings of the organization are closely linked to the individual and
organizational aspects of change, which initiate a culture shift towards the human-
and customer-centric transformation of an organization leading to the initiation of
an in-house service design team in 2014.

The happenings were as follows: 1) the former chief executive officer (CEO) was
chosen as the corporation CEO in 2005; 2) an external digital agency supported the
IT-led development project of online channels during 2006-2007 with the help of
user-centred design by listening to users and customers; 3) an IT-led development
project of online services were developed with the help of customer and user-centric
methods during 2008-2009; 4) an R&D-led customer-centric development project
was executed in the area of service business during 2010-2011; 5) an R&D-led
customer-centric concept development project was carried out during 2012-2013
with great results; 6) the current CEO was chosen as the corporation CEO and an
in-house service design team was initiated in 2014.

When the former CEO started in the position in 2005, the organization started
to put more focus on customers. Thus, user-centred design along with digital
agency and customer-centric methods were applied first in IT-led projects, which
led the organization to start using the term customer experience (CX). Thus, the
two IT-led development projects that were run during 2006-2009 cleared the
pathway for individuals — directors and management — to learn about the user- and
customer-centric ways of working. Such learning initiated a change of mindset
from non-customer-centric thinking to designing with customers. In this process,
user- and customer-centric project initiatives, active project personnel, and partner
organizations were strong support.

We were working with an external digital agency who brought that approach to us.
[...] at that point we were exposed to, [... | what wasn’t necessarily called service design
but user-centred design, and the idea that you start by listening to [... ] users and
customers, and then you work back from that. [...] After that I was a true believer.
(n44)
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The R&D-led development project during 2010-2011 offered a pathway to
provide learning and understanding of customer-centric development tools and
methods, also for executive directors. Despite this, the project did not receive much
attention from the top-level management, but the customer-centric methods were
considered valuable. Therefore, strong top-level management support was not
achieved yet in terms of customer-centric outside-in development strategies.

By that time, we presented with [name of the former design manager] the work that
was done for the UK market [...] They [referring to top-level management] saw the
surface of it, as design is often seen as such, that design is the surface. Then we were in
that category. Can we [referring to top-level management] gez these development
tools and methods, these are what we want to show for inspiration. Then they
[referring to top-level management] said goodbye, and that was it. (n12)

In another R&D-led concept development project during 2012-2013, customer-
centric development methods were tested and used more thoroughly to see where
they could lead. At that time there was no prior knowledge of service design in the
organization. The project was executed by a design manager and a design director
with a “customers and users” team. The project had to be carried out in secret, and
once completed with the results available, permission had to be asked from the unit
leaders to show it to the executive board in 2014. The project ended up being a
huge success. The executive directors and the current CEO who was chosen as the
corporation’s CEO in 2014 were impressed. The project supported organizational
learning among top-level management. As a result, support in terms of customer-
centric ways of development was achieved from top-level management.

[Name of the executive board member] said that this was not great, this was very
great. Then he began to praise it. He had talked about it with [name of the CEO],
saying that he cannot explain what he saw, and suggested that the CEO go and see it.
Well, [name of the CEQ] rearranged his schedules so that he could come and see it
[...] Everybody came. Then we kept 70 presentations of it. (n12)

The results show that for an organization to become more empathic, a change
of individuals’ mindset is critical from non-customer-centric thinking to designing
with customers. In this process, organizational learning and strong support from
top-level management are needed. In the organization under study, active people,
partner organizations, and customer-centric project initiatives were the key factors in
facilitating learning and trust-building to achieve support. When customer-centric
methods were thoroughly understood and the meaningand importance of customer-
centricity emerged, there were changes in mindsets and thus, stronger support from
top management could be gained. This was crucial since top management is in a key
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position in providing opportunities for empathic development approaches such as
service design.

It starts with the management. That they understand and internalize that this is the
right way to go. (n27)

The results in this publication also showed that for an organization to become
more empathic, a top-level vision is also needed in terms of what to achieve with
empathic and customer-centric development approaches when thinking of external
rewards and internal qualities of an organization. The transformative insights
and learnings that the top-level management and current CEO gained through
project experiments supported the creation of new visions and willingness to start
focusing more on customers — which in turn enabled the required organizational
arrangements and investments to service design. As a result of this ten-year life-span
of project experiments resulting in learning, trust-building, change of mindsets,
getting management support, and creating visions, an in-house service design team
was hired in addition to service design consulting to work as a part of R&D. The
official service design pilot project was then kicked off in September 2014.

(...) it requires leadership, clarity about the direction where we want to go with it. And
then, of course, it requires thinking how you build the teams and expertise and |[...]
how you make them collaborate with the rest of the organization. (n30)

In addition, the societal transformation regarding digital services and service-
centricity has affected the changes in the organization by reforming their business
and business opportunities from selling products to selling data. Thus, in 2014 the
organization had reached a point where a stronger customer focus started to be
preferred. The events in 2014 reinforced this: a) the newly elected CEO was aiming
for differentiation, especially in the area of services; b) an executive director had the
willingness to engage in customer-centric ways of working; and c) service business
directors had a strong desire to start doing things differently in comparison to the
traditional ways of working. Thus, an in-house service design team was formed on 1

September 2014.

[Name of the executive board member] was the driving force, and [name of the
CEO)] of course, too, because [name of the CEO] wanted differentiation in the area of
services, but it concretely came through that [name of the executive board member]

wanted this. [...] He created those conditions in a certain way. (n34)

It happened at that point because [name of the CEO] was adamant, [name of the
executive board member] had the willingness and we were maybe the only few people
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[-..] who had an urge to do things, like in principle, a bit differently. Goddamn it, let’s
do things differently than what the dinosaurs here have done the last 30 years, [...].
This kind of mentality. (n34)

Summary of the results

To sum up the results, the reasons that led the organization to start using service
design as an empathic developmentapproach are a sum of many phenomena. In terms
of internal changes in the organization, the CEO change in 2005 led to customer-
centric project experiments from 2005 to 2014, which affected the organization to
start learning and increasingly applying user- and customer-centric ways of working
through outside-in development strategies. Active personnel, partner organizations,
and customer-centric project initiatives facilitated organizational learning which
led to mindset changes and trust-building among individuals. The transformative
insights led to the commitment and strong support from top-level management and
the creation of new visions. These in turn supported the organization in putting
more focus on implementing customer-centric methodologies also in terms of
management and practicalities arrangements in addition to investments.

In addition, external global societal changes put pressure on organizations to focus
on digital services and understanding customers in order to provide value for them.
This shift has also pushed the participating organization to find new growth and
differentiation opportunities to increase competitiveness. Thus, the organization
started to pay more attention to the creation of digital services that focus on selling
data and other valuable content through multiple platforms and devices. This, in
turn, required the organization to understand the needs and values of the customers
more deeply to be able to translate those needs and values into meaningful new
service opportunities, processes, and systems.

When considering the internal organization changes and external societal change
forces gone through above, in 2014 the organization reached a point where the newly
elected CEOQ, an executive director, and two service business directors were eager to
start driving stronger customer focus. Hence, the former design manager was given
the mandate to form an in-house service design team, which kicked off their pilot
project on 1 September 2014. Still, it was not until the first official service design
pilot project that all of the executive directors were convinced of service design.

4.2. Organizational Transformation through In-house Service Design

Here I investigate how in-house service design starts altering the working culture of
an organization in terms of human- and customer-centricity when it has been in use
for four years within the organization. The research question of this publication was:
How has in-house service design supported an organization’s working culture to
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transform towards human- and customer-centricity? The concept group of “Service
Design Value” including 208 codes was reviewed. Codes that had associated themes
and meanings were grouped into ten sub-themes:

1. Transforming business & working culture
Knowledge building & organizational learning
Service design’s implications for the work of internal stakeholders
Impacting strategy & implementing strategy
Impacts on innovation capabilities
Impacts on competitiveness & differentiation
Impacts on brand value

PN NV R

Short & long-term impacts on business

9. Support for managerial decision-making (role-based view)

10. Facilitative role within the organization (role-based view)

Next, all interview quotations of the ten groups were transferred into Microsoft
Word files, which were titled accordingly following the list above. After a few reading
rounds, the first of the themes “Transforming business and working culture®, was
chosen to provide data for this publication since it provided answers to the research
question. Next, all quotations under this sub-theme were read through carefully
and thematized further. As a result of this, three categories emerged from the data
to answer the research question: 1) experiential learning through service design
has supported changing individuals’ attitudes; 2) understanding the meaning and
benefits of service design has supported changing individuals’ mindsets and creating
belief, and; 3) towards a new organizational paradigm through strategy renewal.

The results show the effects of in-house service design from the change aspects of
individuals and the organization to enable the transformation of the organization’s
working culture. Hence, changes in individuals must happen first to initiate changes
in an organization. Hence, affecting individuals is a primary task in order to affect
the organization, which comes as secondary. These are presented next.

Learning of individuals — internal stakeholders — is essential, especially experiential
learning, in the process of changing technology-oriented and expert-driven attitudes
towards human- and customer-centricity. This is due to the fact that learning provides
a pathway in creating understanding and building knowledge of service design as
a human- and customer-centric methodology among personnel. Here the projects
where service design asa methodology is used provide a fundamental role. Experiential
learning of service design through service design projects offers a possibility for
internal organization stakeholders to understand what it means altogether, how
it is done, and why it makes sense to develop in such ways. This, in turn, results in
changing the attitudes of individuals towards human- and customer-centricity.

Those who have been involved in service design projects have gone through a eureka
moment and realisation to understand what it means altogether. (n27)
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. it’5 also that attitudinal change (...) I think already by (name of the first ofhcial
service design project) (...) people were starting to ask, and pull, and now, I think
even more so (...). I think it’s a very natural pull (...), it has more demand now than

supply. (n13)

Making decision-makers understand the value we got from the field by having open
discussions and asking questions, that we got there to see customers’ daily lives and
their needs, it has changed attitudes, or at least in that project. (n28)

The results also showed that understanding the meaning and benefits of service
design supports changing stakeholders’ mindsets and creating belief in human- and
customer-centricity. Experiencing and understanding the meaning of customer-
centric development, and learning from customers about the customers and
productivity issues of the organization, have supported changing stakeholders’
technology-oriented mindsets towards human- and customer-centric thinking. In
addition, understanding the benefits of service design through project experiments
and pilot projects has created a belief among personnel in service design as a human-
and customer-centric methodology and practice — which could work more widely
in the organization.

(...) we wanted to first create belief in this thing (service design) through project
rebearsal and piloting. (...) Of course, it helped that there was such a success story. It
created a belief that this could work more widely, and service design is a way we can

win together with the customer. (n27)

What I see is the greatest value that has changed, people’s thinking and understanding
have changed. People want to do things differently and they find it natural to ask the
customer. Then everything else (...) follows. (n34)

From the perspective of the organization, service design has affected the
organization’s strategy by becoming part of it and thus it has initiated the
organizational paradigm transformation. The continuous inclusion of business-
to-business customers in service development has supported the execution of an
outside-in strategy. Thus, now the organization is willing to apply service design
across the full chain from service development to service delivery and operations in
addition to a traditional product business.

(...) in the past we were in a world where headquarters made demands, product
development developed, then they were launched, and then we hoped that the
country-level organizations would manage to sell. This has now, in a way, gotten
reversed. We now start with the customers. (...) it then became part of one aspect of
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our strategy. There we then found that for us to remain a winner and innovate in this
changing world, we need to work with customers, with partners, and also within the
organization much more broadly. (n27)

However, the existing norms and practices of the organization — which strongly
hold the technology-oriented and engineering-based working cultures — are now
challenged after shifting the focus towards human- and customer-centricity. In-house
service design has not yet achieved a stable base within the organization culturally
after four years despite its benefits for the organization and top management’s strong
commitment.

It has brought a whole new culture. (n27)

In a new way, this (service design) challenges what the organization does, how things
are done, and how to be customer-centric. We boldly just go and try and see, and test
new ideas. It has brought new perspectives and increased courage. (n5)

We have not generated a new culture yet, but we have achieved such a situation with
the help of the strong commitment of the company’s management and key executives. If
we left service design out now, we would go back to the old days and ways of developing

with incredible speed. (n12)

Summary of the Results

In-house service design has supported the transformation of the organization’s
working culture in three ways towards human- and customer-centricity. First, it
has affected individuals’ attitude changes through experiential learning, which
has resulted in internal buy-in and the ‘pull’ for service design in the organization
under study. Second, understanding the meaning and benefits of service design
has supported changing individuals’ mindsets and creating belief in it as a human-
and customer-centric methodology and practice. Third, through the changes of
individuals in terms of attitude and mindset changes in addition to creating belief,
in-house service design has become a part of the organization’s strategy. Thus, it has
initiated an organizational paradigm change by affecting the strategy and bringing
in human- and customer-centric values. Hence, the first two, which are related to
individual change aspects are crucial since the actions of an organization come
always as secondary due to the fact that the changes and the development of an
organization are always dependent on individuals. Therefore, in order to support the
transformation of an organization’s working culture, individuals must be affected
first. Then the transformation of the organization can start to alter in terms of
organizational paradigm change regarding human- and customer-centric strategy
and values.
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4.3. Organizational Challenges of In-house Service Design

Here I look into the organizational aspects of change from the perspective of
challenges that arise in terms of norms and practices when in-house service design
has been applied in service development for four years within the participating
organization. The following research question in this publication was: What are the
challenges from the perspectives of different organizational stakeholders that occur
when in-house service design is used in service development?

Conventional content analysis was used as an analysis method in this publication.
The analysis process started by bringing the interview quotations and workshop
transcripts of executive directors, service business stakeholders, and R&D personnel
into a Microsoft Excel file related to the challenges of in-house service design. All of
the quotations were organized into five columns accordingly related to the roles of
the interviewees at five organizational levels. As a result, 247 meaningunits emerged,
which were labeled.

Next, the meaning units were clustered into five main categories based on the
meanings that emerged from the data. The results of the research show that the
challenges occur in the following ways based on the experiences of the informants: 1)
the lack of understanding of service design causes inefficiencies within projects and
frustration among stakeholders; 2) existing linear organizational processes challenge
the use of in-house service design; 3) tight schedules and small resources inhibit
continuous development, scalability of the developed solutions and service design
know-how; 4) value-based decision-making collides with fact-based and product-
oriented decision-making cultures; and 5) organizational performance measures are
not aligned with service design at the project level.

The content of these five categories was then brought into a more simplified
Microsoft Excel table to provide further condensation of the five categories. All of
the categories were inspected through the perspectives of interviewees at five levels.
Table 2 below provides a simplified representation of the Excel table including quote
examples of each main category at each organizational level. The summary of the
results in each of the five categories is handled after the table from the perspectives
of the organization’s stakeholders at five levels.
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Table 2. The five challenge categories of in-house service design including the stakeholders’ quote

examples.

THE ROLES AT
FIVE LEVELS

Executives

Heads of
service

business
and R&D

Directors

CATEGORY 1

“t's not always,
straightforward
and evident
from the very
beginning for
people who are
not used to,
dealing with
service design-
ers (about)
what, how they
are going to
contribute.
(n30)

“.. these different
sections are
called swim
lanes, but do you
see service
design here
anywhere? No."
(n40)

“..you have to
describe who
owns the task
and who contrib-
utes, (..) which
milestone needs
an additional
bullet, what's the
specific content
(of service
design).” (n21)

“I think it still has
a bit of a narrow
role, so is the
service design
understanding at
a good enough
level? Maybe it
comes back to
how well we as
an organization
understand
service design,
what it means,
and what are its
possibilities.”
(n20)

CATEGORY 2

“The more we see
that as our
offering is
evolving towards
(more) (-) service
or a combination
of products and
services, we're
going to probably
need to reinvent
ourselves in this
innovation
process (..). And
today for us it's
still to be done.”
(n30)

“.. product
development
process descrip-
tions, (..), they
don't sufficiently
take into account
service design
needs, (..)
someone could
do an additional
project that
complements the
old deliverable
document lists
and milestones,
and says what is
the role of
service design in
all of them.” (n21)

“... there are
many handovers
and along the
way, something
gets lost (..) it
probably starts
from how we
define the
function and role
of service
design, tasks,
and participation
in our service
development
process or ways
of working.”
(n20)

83

CATEGORY 3

“..all resources
are today a bit (..)
scarce, (..),
compared to what
we would need |
would say, with all
our needs.” (n30)

“When enthusiasm
is strong, launch-
es happen early,
but there is still a
lot to develop to
get things done to
be able to scale
the solutions
successfully.”
(n27)

“.. the needs
change over
time.” (n45)

“The challenge is
how to manage
further develop-
ment of
services.” (n34)

“It (service
design) requires
an awful lot of
money and
resources, and |
think we should
have even more
of them on our
own payroll. We
don't have a
service designer
for every project,
or what happens
that they are
there, to begin
with. (..) then
they disappear.”
(n42)

CATEGORY 4

“..we are
challenged as a
corporation (..),
agility to use
customer input
and to iterate
constantly. (..) It
requires
leadership and
clarity about the
direction where
we want to go
with it.” (n30)

“The challenge
is that (..) we
have the burden
of proof.” (n21)
“.. as a develop-
ment organiza-
tion, we should
be more agile,
(..), we should
create an
operating model
that works
differently from
the traditional
waterfall
models. It needs
to be iterative.”
(n37)

“It (service
design) is
difficult for
middle manage-
ment because
the order of
importance of
things and the
decision-making
logic change.”
(n12)
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CATEGORY 5

“In product and
IT development
projects we
have the general
metrics, the
KPIs that we
use, and
process
measures as
complete on
time and cycle
time. So, about
service design,
they (the
measures) are
not up-to-date
with it yet.” (n27)

“The challenge
is the length of
the lead time.
The benefits of
service design
projects come
after many
years. Incentive
models could be
built, but it is
difficult, (..) so
how to measure
the success of
service design
and how to give
bonuses
become a
challenge.”
(n34)

“The two most
important things
are monitored in
projects, the
budget and
schedule. Once
they are locked,
they are strictly
followed.” (n42)

“Qualitative
measures are
difficult because
they are consid-
ered as subjec-
tive.” (n12)



R&D Managers

In-house
service design
specialists

“The value is not in
the end result, but
in the fact that (all)
those things have
been thought
through and
understood that
there are such and
such things also
here, that this
(development of a
service and service
design) is not such
a simple thing.”
(n&1)

“If this person
totally under-
stands what you
are doing and
understands your
value, things go,
but then, if this
person doesn't,
it's a pain, (..),
you still need to
kind of prove
your value and
that takes a lot of
energy and a lot
of time.” (n46)

“.. it (the process) is
product oriented. It
is not (..) fitting to
the (development
of) services, even at
a generic level. (..)
we push too big
entities forward in
gate-like ways,
which is a very
straightforward way
to do development.”
(n25)

“Agile develop-
ment doesn't
happen if we
follow the
existing product
development
process.” (n26)

“... the problem is
that (..) learning
stops when
something is
pushed out, (..)
so how to enable
(...) constant
development,
constant learning
becomes the
matter.” (n25)

“..seems like we
put a lot of
money, we
develop, and then
we just multiply,
everywhere.”
(n47)

“...we don't have
enough people. If
we would be like,
(..) twenty
people, I'm sure
the impact would
be much more."
(n4é)

“.. we have
measurement
and fact-based
decision-mak-
ing, (..) but how
can experimen-
tation and other
qualitative
values support
decision-mak-
ing, and how
does that lead to
an efficient
organization
that makes good
decisions by
aligning
decisions with
the right values?
That's the
challenge in my
opinion.” (n25)

“Ability to listen
is difficult
because it is
drowned under
the consistency
and scalability
discussions and
the culture of
harmonisation.”
(n26)

‘.. service
design aims are
difficult to
connect with
business KPls,
but we must
create our own
KPIs for service
design projects
to give direction
and focus.” (n25)

“.thereisa
problem with the
bonus (system)
and the mindsets
won't change and
they (other
stakeholders)
won't collaborate
if you're kind of
giving bonus the
way it is now.”
(n47)

In terms of the lack of understanding of service design, executive directors
expressed that not all stakeholders understand what it means nor how in-house service
designers contribute. Therefore, involvement in human- and customer-centric projects
is a learning experience for many. Similar experiences appeared among the heads of
service business and R&D. In addition, they argued that the lack of understanding of
service design causes challenges and inefliciencies in project management. Directors
brought forward similar issues. The lack of transparency regarding service design
responsibilities in terms of project management tools and the lack of understanding of
service design does not support guiding stakeholders’ work. Therefore, service design
might end up having a narrow role within the projects. R&D managers expressed the
same issues by arguing that in-house service designers have to fight for their position
to be heard and taken seriously. In addition, in-house service designers expressed that
their work is hindered or even prevented in such projects where the project owner
does not understand service design’s meaning and role.

The executive directors brought forward that the organization is now challenged to
develop the processes in a more agile direction since the existing linear development
processes are built from the perspectives of product development and IT. These
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views were supported by the heads of service business and R&D. They argued that
the existing linear processes do not sufliciently consider the role, deliverables, and
milestones of service design nor are they flexible enough to enable the agile use
of in-house service design in different phases of the project’s lifecycle. Directors
expressed that the function and role of service design are not clearly defined within
the organization and thus, the role of service design is too short within the projects.
This creates knowledge gaps in addition to the lack of continuous presence of service
design along the projects’ lifecycle. R&D managers highlighted the challenges that
appear when service design and iterative ways of working are trying to be squeezed
and fit into the linear development processes. The product-oriented organization
concentrates too much on operations, efficiency, and pushing solutions out in
gate-like ways. These ways of behaving and acting do not support the creation of
services with the help of service design that is agile and iterative in nature. In-house
service designers agreed. They experienced that the existing product-oriented linear
development processes do not support service design in terms of ideation and agile
experimentation. In addition, they argued that knowledge gaps appear since they
have to leave the projects before the service concepts have been fully productized.
This causes a lack of ownership of the developed solutions.

Regarding the tight schedules and small resources, the executive directors
expressed that service design resources are scarce in comparison to what the
organization would need. There is a strong enthusiasm to develop solutions, which
are then launched early. This creates the dilemma of having to further develop the
solutions to be able to scale them successfully, but there are not enough in-house
service designers. Heads of service business and R&D expressed the challenge of
timetables and costs of the projects. Solutions are pushed out fast, but the actions of
service design would require more time and money. In addition, the high demand
for in-house service design combined with small resources causes issues in the phase
of productization where constraints and limitations start appearing. In addition to
the challenges mentioned above, directors and R&D managers brought forward
that due to a small amount of in-house service designers and many projects running
at the same time, in-house service design ends up having a narrow role. Therefore,
the directors argued that a follow-up of the developed solutions is missing. The
directors also stated that the scalability of service design know-how is inhibited
since business priorities demand it to happen in business centres. This leads service
design to happen in a silo. In-house service designers experienced they have a limited
role because of the small number of them, and there is a lack of definition of the
role of service design within the organization. Thus, the continuous development
of the developed solutions and scaling up service design know-how within the
organization is challenging.

The value-based decision-making of service design collides with the
organization’s fact-based and product-oriented decision-making cultures. The
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executive directors brought forward that the organization is now challenged to use
customer input in agile ways and to iterate constantly. In comparison to the old
ways of developing where the solutions were expected to be at the level of perfection
before going to the market, the existing operative models are now challenged in
terms of innovation processes, continuous development of the solutions, internal
productivity, and efficiency. Heads of service business and R&D experienced that
it is challenging to operate in iterative and agile ways due to the existing decision-
making models in addition to the burden of proof. Directors stated that as a result
of service design, the decision-making logic has changed, which is a big change for
middle management. This creates fear of possible loss of direct control and project
ownership, which might lead to contradictions between management and design,
and challenge the continuation of the projects and the quality of the solutions.
R&D managers brought forward the challenge related to fact-based decision-
making cultures and fear of failure. The combination of these damages learning and
experimentation and thus inhibits value-based decision-making. In-house service
designers expressed the difficulty related to the ability to listen in an organization
where the consistency roller works centrally in the cultures of standardization and
harmonization in order to scale the solutions.

In terms of organizational performance measures, challenges appear when
business metrics are not aligned with service design at the project level
According to the executive directors, quantitative business measures, market research
metrics, and performance measures are in use. Though, they are not aligned with the
service design and no qualitative measures are in place. In addition, they experienced
the challenge of isolating and measuring the success of service design since many
stakeholders contribute to the development of the projects. Heads of service business
and R&D argued that measuring the success of service design and how to give bonuses
is challenging since the lead times are long and thus, the benefits of the projects come
after many years. During this time, people might change roles or leave the organization
and the organization itself might change. Directors argued that qualitative measures
are challenging due to their subjective nature. The project metrics that are strictly
followed are the schedule and budget. R&D managers experienced qualitative
metrics as challenging in an engineering-based organization, which holds the burden
of evidencing, measuring, and proving the results quantitatively. Now the alignment
of business KPIs is in the hands of service designers at the project level and it must
be done to support guiding projects. Despite this, two areas should be measured: 1)
the input of how service design influences the solutions during development, and
2) the output of what comes out as a solution. In-house service designers expressed
that service design is challenging to measure quantitatively because of long lead times
in terms of validating the output. In addition, the existing bonus systems do not
encourage the other departments to collaborate with service designers in the early
phases of service development regarding the input.
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Summary of the Results

Opverall, the results show based on the experiences of organizational stakeholders
at five levels that when in-house service design is applied in service development,
challenges occur in the followingareas: 1) the lack of understanding of service design;
2) existing linear organizational processes; 3) tight schedules and small resources; 4)
fact-based and product-oriented decision-making cultures; and 5) organizational
performance measures. The challenges that emerge in these areas are experienced
by stakeholders at all five organizational levels. Therefore, in-house service design
requires strong leadership and clarity about the direction where the organization
wants to go with it. Then support structures must be built accordingly.

In terms of the lack of understanding of service design, it would be crucial for
the organization to focus on training personnel and building service design tasks,
responsibilities, deliverables, and responsible persons to be part of the project
management tools. In this way the knowledge related to what to expect from service
designers would be externalised in terms of development operations management
and the knowledge would not be management-dependent. In addition, redefining the
existing process models or developing new innovation processes is crucial, especially
for service development to support the development of product-service systems in
agile and iterative human- and customer-centric ways. Regarding small resources
and tight schedules, there is a wider need for in-house service designers. In addition,
internal stakeholders should be induced into service design practices. In terms of
enabling value-based decision-making cultures more strongly, the organization
should define clarity about the direction of where the organization is willing to
go with service design. This is also where a closer inspection and development of
the existing operative management models and innovation processes could provide
support. Last, but not least, the organization should develop qualitative project
metrics to be aligned with quantitative business KPIs and develop bonus systems to
encourage the stakeholders’ input in the phases of service development.
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5. DISCUSSION

In this discussion, I comprise first the results from the original three publications.

Then I provideareflection based on the research’s theoretical background. Last, anew

theoretical framework is proposed as an answer to the primary research question of
the dissertation: What is required for an organization, to transform its working culture

towards human- and customer-centricity, in order to enable the efficient integration of
in-house service design?

5.1. Revisiting the Research Questions

As an answer to the primary research question of this dissertation, this research has
reflected it through the sub-questions of the three publications. In doing so, I have
gained a thorough comprehension of the research topic in the development of the
research’s conclusions. Therefore, when looking at the journey of transforming an
organization’s working culture towards human- and customer-centricity to enable
efficient integration of in-house service design, this dissertation argues that both
changes of individuals and an organization are needed. This is reflected further after
the short summaries of the results regarding the three publications.

Publication 1: How can an organization evolve into being more receptive
to service design as an empathic development approach? Six major events were
located during 2005-2014 before the initiation of an in-house service design team in
the participating organization. The events show that at the beginning of the journey,
first and foremost, customer-centric project initiatives, active personnel, and partner
organizations are crucial when enabling facilitation of organizational learning.
Learning through outside-in development strategies can lead to mindset changes and
trust-building among stakeholders regarding human- and customer-centricity. Such
learning can lead to transformative insights, which can lead to further organizational
commitment and strong support from top-level management and the creation of
new human- and customer-centric visions more broadly. These, in turn, can support
the organization in putting more focus on applying customer-centric methodologies
in terms of management and practicalities arrangements in addition to investments.

In addition to the internal changes and development of an organization, also
external global societal changes put pressure on organizations. Such pressures have
also pushed the participating organization to find new growth and differentiation
opportunities to increase competitiveness. This, in turn, has required the
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organization to understand the needs and values of the customers more deeply to be
able to translate those needs and values into meaningful new service opportunities,
processes, and systems. All in all, when considering the external societal pressure
and internal organization changes in terms of the individual and organizational
development that occurred during the ten-year life-span during 2005-2014, in 2014
the organization reached a point where the organization started driving stronger
customer focus. As a result of this, in-house service design team was formed.

Publication 2: How has in-house service design supported an organization’s
working culture to transform towards human- and customer-centricity? When
in-house service design had been applied in the participating organization for
four years, it can be seen starting to affect the transformation of the organization’s
working culture in three ways towards human- and customer-centricity. First, it
has affected individuals’ attitude changes through experiential learning. Second,
understanding the significance and advantages of service design has supported
changing individuals’ mindsets and creating belief in it as a human- and customer-
centric methodology and practice. All these have led to the third outcome. In-house
service design has become a part of the organization’s strategy. As a result, it has
started an organizational paradigm shift by altering the strategy, which now includes
human- and customer-centric organizational values.

Because an organization’s actions always come as secondary due to its dependence
on individuals, the first two, which are connected to individual change aspects, are
essential in terms of organizational transformation. Therefore, individuals must be
impacted first in order to support the transformation of an organization’s working
culture. Then the organization’s transformation in terms of organizational paradigm
shift with reference to human- and customer-centric strategy and values might begin
to change.

Publication 3: What are the challenges from the perspectives of different
organizational stakeholders that occur when in-house service design is used
in service development? When in-house service design has been applied in
service development for four years, challenges have started to occur in the areas
of organizational norms and practices in five areas based on the experiences of
organizational stakeholders at five levels. The experienced challenges are the
following: 1) the lack of understanding of service design causes inefficiencies within
projects and frustration among stakeholders; 2) existing linear organizational
processes challenge the use of in-house service design; 3) tight schedules and small
resources inhibit continuous development, scalability of the developed solutions and
service design know-how; 4) value-based decision-making collides with fact-based
and product-oriented decision-making cultures; and 5) organizational performance
measures are not aligned with service design at the project level.

The results show that in-house service design requires strong leadership and
clarity about the direction where the organization wants to go with it. This must
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be followed by support structures, which must be built accordingly to enable the
organizational integration of service design into its research, innovation, and
development operations. First, it would be necessary for the organization to focus
on staff training and creating service design tasks, responsibilities, deliverables,
and responsible parties to be part of the project management tools in order to
tackle the lack of awareness of service design. Second, it is essential to redefine the
current process models or create new innovation processes, particularly for service
development, to support the agile and iterative development of product-service
systems that are focused on the needs of customers. Third, regarding small resources
and tight schedules, there is a greater requirement for in-house service designers and it
is important to involve internal stakeholders in service design procedures. Fourth, to
enable value-based decision-making cultures more strongly, the organization needs
to be clear about the direction it wants to go in terms of service design. This is also
where it would be helpful to look more closely at and develop the current operative
management models and innovation processes. Last, but not least, the organization
should create qualitative project indicators that are in line with quantitative business
KPIs and create incentive programs to encourage stakeholder participation in the
early phases of service development.

5.2. Change Aspects of Individuals

Previous studies have discussed the importance of changing individuals’ fundamental
assumptions, mindsets, attitudes, and beliefs when organizations are in a transition
from design for customers to designing with customers and starting to integrate
service design into organizational activities and practices (Kurtmollaiev et a., 2018;
Liedtkaetal., 2013; Sanders, 2009; Rousseau, 1995). According to Chapman (2002),
attitudes, beliefs, and values function as primary change levers, which are the main
transformation drivers, and they also act as a springboard for secondary change levers
like processes, structures, and systems of an organization. Sanders (2009) supports
these views. An individual’s mindset and attitudes are the most important factors
when encouraging organizations to transition to designing with customers (Sanders,
2009). People who believe it makes sense to design with customers and people are
necessary before co-creation may take place. Once the attitude is established, it is
possible to start altering organizational culture and processes (Sanders, 2009).
Accordingto Liedtkaetal. (2013) and Rousseau (1995), challenging fundamental
assumptions, beliefs,norms,and valuesheld by individualsas well as the mental models
in organizations proposed by Vink et al. (2019) are necessary for the integration
of service design in relation to organizational transformation. Hence, managers
must be prepared for an organizational-wide transformation when applying service
design, which requires changing employee mindsets and routines (Kurtmollaiev et
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al., 2018). However, according to Borja de Mozota (1998), integration of design
requires readiness of an organization through a possible crisis to be open to new
types of knowledge. This can be the state, especially in organizations where strong
engineering cultures thrive since engineering often neglects the human dimensions,
which would be essential in terms of success in the marketplace (Buchanan, 2004).
If design is viewed as a process, it can result in ongoing innovation, increased
customer value, and an improved competitive advantage (Borja de Mozota, 1998).
This is made possible by the interdisciplinary conversations that designers facilitate
to improve stakeholders’ capacity to interact, learn, and change together (Liedtka,
2017).

Based on the findings from publications I and II, I argue that individuals
fundamental assumptions in terms of attitudes, mindsets, and beliefs must be
changed first. These trigger changes in organizations and their working cultures.
This is due to the fact that changes in individuals regarding attitudes, mindsets, and
beliefs are preconditions for further organizational changes. In order to achieve the
changes in attitudes, mindsets, and beliefs of individuals, happens most efhiciently
through experiential learning by being part of the development projects where service
design is used. Here pilot projects offer a fundamental role since they open the way
to transformative changes and knowledge exchange within longer transformation
processes (Junginger & Sangiorgi 2009, Junginger 2008, Sanders 2009). This view is
in line with the results of this dissertation, which shows that customer-centric project
initiatives and active people are required to facilitate learning at all levels. Such
learning in action and experiential learning are powerful contributors since learning
happens most efficiently through the inclusion of internal stakeholders and units
(Buhring & Liedtka 2018, Liedtka 2017, Kolb 1984, Pinheiro et al. 2012, and Stock
et al. 2018). This creates commitment and ownership in addition to trust-building
(Junginer & Sangiorgi 2009, Sangiorgi 2011) between in-house service designers
and other stakeholders including management at all levels. In terms of the results
from publications I and II, the lessons learned from the executed customer-centric
project experiments as well as the official service design pilot, these projects started
to strengthen trust in customer-centric development among top-level management.
These, in turn, supported clearing the path for socially sustainable and effective
transformation within the organization in terms of human- and customer-centricity.

Hence, the results of publications I and II prove that learning to understand
the meaning and benefits of service design as a human- and customer-centric
methodology supports changing the decision-makers” decision attitudes towards
design attitudes (Boland & Collopy 2004). In addition, the results show that
understanding the meaning and benefits of service design affects changing mindsets
from technology-oriented thinking to human- and customer-centricity. Hence, this
study shows, in line with Chapman (2002), that deep involvement of psychological
engagement supports changing attitudes and mindsets.
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In terms of changing beliefs, Borja de Mozota (1998) argues that the company
must go through a crisis of past beliefs and inefficient mechanisms to be able to
integrate design. Unlike Borja de Mozota (1998), this study claims that changing
past beliefs does not necessarily require a crisis. Instead, the results of this study
show that beliefs can be changed through changing attitudes and mindsets by
being part of human- and customer-centric projects — in projects where the path
is cleared for learning the socially sustainable human- and customer-centric ways
of working such as service design when developing services and organizations.
Such participatory support learning within organizations and thus, create belief
in human- and customer-centricity — which works as a driver for transformational
change (Sangiorgi, 2011). These results support also the views of Andreassen et al.
(2016), Junginger (2008), and Meurer (2001) who argue that service design is a
networked bottom-up activity, which uses outside-in strategies along with human-
and customer-centric activities to provide the organization stakeholders an avenue
to learn about their customers and themselves. Such learning supports the change of
individuals in terms of attitudes, mindsets, and creating belief.

Overall, the study shows that in-house service design can support changing
individuals’ attitudes and mindsets from technology-oriented working cultures
towards human- and customer-centricity. Here experiential learning through service
design is the key. This is due to the fact that in the process of learning, experience is
transformed into new knowledge (Kolb, 1984). People, and managers in particular,
learn most effectively when they are active learners and reflect on their own
experiences (Adcroft et al., 2008, p. 44). Hence, experiential learning is one of the
successful strategies when embedding design in the organization (Stock et al., 2018).
This is the case also in terms of trust-building among personnel and management
according to the results of this dissertation. Indeed, understanding the meaning of
service design has supported changing individuals’ mindsets and understanding the
benefits of it. This, in turn, has supported creating belief and trust in service design
as a methodology.

Allin all, the results of this research show that changing the individuals’ attitudes,
mindsets, and beliefs are the required individual change aspects in order to initiate
the transformation of an organization’s working culture towards human- and
customer-centricity to enable efficient integration of in-house service design. This
is achieved with the help of experiential learning that fosters trust-building, which
are essential in this process. Once the attitudes, mindsets, and beliefs of individuals
support service design as a human- and customer-centric methodology and practice,
changes in organizations can start more widely. These are discussed next.
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5.3. Change Aspects of an Organization

Service design can catalyse organizational transformation due to its due to its
capacity for facilitating change within organizations and because it offers the
toolsets, capabilities, and expertise for human-centred innovation, (Bailey, 2012; Lin
et al.,, 2011; Sangiorgi, 2011; Yu & Sangiorgi, 2018). It impacts the transformation
of service systems and organizations — it can have different qualities and effects on
service development and operations, it can have an impact on the entire innovation
process, it can integrate multidisciplinary functions, and it can change stakeholders’
perspectives and behaviours (Yu & Sangiorgi, 2018). An organization can move
from being product-focused to being customer-focused by adjusting its culture,
structure, procedures, and financial indicators (Shah etal., 2006). Though, for this to
happen, the organizational realignment of horizontal and vertical structures must be
supported by process and system support, updated metrics, learning, and continuous
improvement (Shah et al., 2006). According to Junginger & Sangiorgi (2009) and
Sangiorgi (2011), service design impacts in terms of organizational transformation
require a long-term commitment and genuine interest of an organization regarding
transformative changes and transformation processes in addition to the change of
cultures and attitudes through trust-building, ongoing dialogues, and co-created
vision. Junginger & Sangiorgi (2009) elaborate on three levels where service design
can have impacts and outcomes in organizations: artefacts & behaviours, norms &
values, and fundamental assumptions.

According to Andreassen et al. (2016, p. 24) service design, especially service
system design, can “enhance an organization’s process, structure, and culture in
creating value for customers.” I argue that impacts of service design are inevitable
at the level of artefacts and behaviours in terms of newly developed services, service
operations, and end-to-end processes, which are shown as the concrete results
of service design work. In addition to service systems, customer-driven outside-
in development approaches such as service design can necessitate changes at the
organizational levels in terms of organizational structures, processes, and culture
(Andreassen et al., 2016). Hence, the existing organizational practices, behaviour,
and decision-making will be impacted (Junginger, 2008). (Andreassen et al., 2016,
p- 24). Based on the results of this dissertation, I argue that service design impacts
organizations internally, but it alone cannot be responsible for the development
or transformation of an organization. To reform organizations in order to enable
efficient integration of in-house service design, an organization’s working culture
must be transformed towards human- and customer-centricity. In order to do this,
an organization must internally develop human- and customer-centric visions at
the top-level management, as brought forward in the publication I. Such visions
must be followed by a human- and customer-centric organizational paradigm
through the development of strategy and values, as publication II shows. These
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must naturally be followed by norms and practices that support the delivery of
human- and customer-centric strategies, as discussed in publication III. Hence, the
organization can start implementing human- and customer-centric values through
outside-in strategies.

Kotter & Cohen (2012) argue that to achieve a successful large-scale change,
getting the vision right is one of the eight stages, which they propose. According
to Junginger and Sangiorgi (2009), co-creating visions based on external rewards
and internal positive traits are needed in the generation of transformative insights.
The empirical data of this study supports these notions. In terms of service design,
new visions of human- and customer-centricity relate to what an organization can
accomplish externally and how it can change internally — also in terms of the early
stages of service development with regard to operations management during research
and innovation activities. The publication I of this dissertation shows that such
transformative insights enable the creation of human- and customer-centric visions
among top-level management. After the creation of such visions, an organization
can start making decisions and do possible practical arrangements in terms of
investments, teams, expertise, collaboration, and practical facilitation in order to get
service design to enter the organization.

Design can offer a new approach to strategy immersed in a social process of
argumentation and debate, with the customers and users at the discovery end
(Golsby-Smith, 2007) of service development. In order to further enhance value
generation in the eyes of customers, the organizational strategy, structure, systems,
and procedures must be carefully altered (van den Hemel & Rademakers, 2016).
This means that customer-centricity should be a continual source of competitive
advantage, which is woven into the fabric of the organization (Hart, 1999). The
results of publication II show that after service design had been in use for some
time in the organization under study, a further transition towards a human- and
customer-centric organizational paradigm was enabled through a strategy renewal,
which was supported by human- and customer-centric organizational values. As a
result of this, service design was built as a part of the organization’s newly created
customer-centric strategy, which came into force in 2016. Hence, the research
results support the views of Andreassen et al. (2016), Junginger (2008), and Meurer
(2001) due to the fact that as a networked bottom-up activity service design can
provide eye-opening learning experiences for the organization stakeholders. This
dissertation shows that such eye-opening experiences can lead service design to
become part of the organization’s strategy and values.

Opverall, to enable eflicient integration of in-house service design, the results of
this dissertation show that changing visions and organization paradigms through
strategy renewal supported by human- and customer-centric values are the required
organizational change aspects. These initiate the transformation of an organization’s
working culture towards human- and customer-centricity. However, given that these
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are high-level principles, which enable the implementation of customer- and human-
centricity at lower levels of an organization, they are insufficient. Newly developed
visions, strategies, and values must be supported by norms and practices that direct
the practical application and daily activities of employees in terms of human- and
customer-centric work, in order to successfully drive human- and customer-
centricity. Therefore, support structures of an organization in terms of norms and
practices must be built. What these support structures are, will be discussed next.
The discussion around norms and practices related to support structures are based
on the results of publication III in this dissertation. The discussion is done under its
own title due to the scope of the subject.

5.4. Need for Human- and Customer-centric Norms and Practices

Transforming into a customer-centric organization might be a tough call for
engineering-based corporate cultures that have long histories of fostering business
behaviour from the inside out (Reason et al., 2016). Such tendencies in decision-
makingattitudes, regardingearly closures on problem-solving through strongexisting
routines, contrast with design attitudes based on higher-order human-centric
approaches (Boland & Collopy, 2004). Hence, embedding design expertise might
be challenging in contexts where operational management is strongly emphasized
to defend the status quo in terms of the delivery end (Golsby-Smith, 2007). Hence,
design is not always effectively managed and it might not be integrated into business
processes (Borja de Mozota, 1998). Innovating change and new practices might take
time for large organizations, and hence, support must come from all management
levels if a change in the culture is to be achieved and sustained (Bailey, 2012).

In the third publication of this dissertation, service design was studied through the
challenges that arise when service design is brought into the organization and how
those challenges are experienced from the perspectives of different organizational
stakeholders at five levels. The results of this study show from the perspectives of
organization stakeholders at five levels that when in-house service design is used in
service development, challenges occur in the areas of norms and practices related to
the following: 1) organizational understanding of service design, 2) development
processes, 3) scheduling and resources management, 4) decision-making cultures,
and 5) organizational performance measurement. In terms of transformation
design, the results show in line with Burns et al. (2006), that in-house service design
is transformational due to its role in affecting organizations. Though, unlike Burns
et al. (2006), I argue that the difficulties and challenges that emerge are not only
faced by designers, but also by other stakeholders and management since they hold
the power to further develop organizational norms and practices to enable efficient
integration of in-house service design and agile service development.
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The results present that the level of understanding of in-house service design
and its role, responsibilities, and deliverables within innovation and development
is not yet sufficient among the stakeholders. These findings are in line with Bailey
(2012), Kurtmollaiev et al. (2018), and Burns et al. (2006). They argue that focus
should be put especially on training service design to management and experts to
familiarize them with it since the success of embedding service design depends on
the level of understanding of the value of service design principles. In addition,
service design training would decrease frustration among service designers, who face
constant challenges in communicating the meaning and value of it among internal
stakeholders (Burns et al. 2006). This study also shows that centralised toolkits,
rules, and guidelines of service design should exist in a self-study format to increase
internal understanding of where and how to use service design, what professional
in-house service designers do, and what belongs to the rest of the project personnel.
In addition, the results reveal that the lack of organization-wide understanding of
service design causes challenges and inefficiencies in the level of project management.
Hence, in-house service design ends up having a narrow role within the projects.
To make project management easier, service design roles, deliverables, tasks, and
responsibilities should be marked in the project management tools at the system
level. In addition, how and by whom to support in-house service design should be
prominent as well. These would offer support for stakeholders whose understanding
of service design is not sufficient.

In terms of the development processes, this study shows that challenges emerge
when linear development process models, which do not support iterative service
development, must be followed. Hence, the study proves the views of Kurtmollaiev
et al. (2018) in terms of linear development models e.g. Sage-gate process provided
by Cooper (2001). The nature of iterative service design work, which is based on
experimentation, learning, and continuous development, gets challenging when big
entities are pushed through the gates of Stage-gate processes (Cooper 2001). This
is not a fruitful ground for service design when the work is trying to be squeezed
into the existing linear development models (Kurtmollaiev et al., 2018). Based
on the results of this study, redefining the process models towards a more flexible
direction ought to be done. However, this depends on where the organization is
willing to go with in-house service design. Stakeholders bring forward the need
to define service design’s role and function within the organization since it would
support understanding its role also in further phases of service development,
such as productization. Now the role of in-house service design is experienced as
too short since it is limited to the early stages of service development. However,
the transformation towards flexible and agile innovation processes and operating
models will take time. Due to this, heads of service businesses in this study highlight
the need to define the role of in-house service design in terms of the existing linear
development processes.
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Despite the lack of understanding of service design, the narrow role of it also
happens due to tight schedules, small resources, and many projects running at the
same time. Thus, these findings are in line with Kurtmollaiev et al. (2018). Hence,
issues arise from a lack of time, funding, and human capital (Kurtmollaiev et al,,
2018). This study shows that the budgets are limited and the number of in-house
service designers within the participating organization is too small. Therefore,
service designers are required to be in new development projects before the
developed concepts have been productized. This causes handovers must happen,
which leads to knowledge gaps and a lack of ownership and control of continuous
development. The results of this study also suggest that tight schedules combined
with business priorities pull service design to happen in business centres. This
leads service design to happen in a silo, which does not support the scalability nor
integration of service design on a wider scale within the organization. Also, for this
reason, non-designers at all levels should be induced into design practices (Burns
et al,, 2006) and more widely trained (Bailey, 2012). In addition, the results of this
study present a wider need for in-house service designers. Business stakeholders wish
for regular in-house service design interventions since managing and maintaining
the continuous development of the developed services becomes a matter. Hence,
business-minded service designers would be needed in every team since stakeholders
would involve them throughout the entire lifecycle of projects and also during the
delivery of services. This would require the organization to further define the role of
in-house service design.

According to the executive directors and middle management, in-house service
design challenges the fact-based decision-making logic and cultures in terms of
value-based decision-making. The organization is now challenged to use customer
input and to iterate constantly. The results of this study show that asa consequence of
this, contradictions between management and design start to emerge since business
priorities and aims do not necessarily match with the needs of the customers.
Thus, giving control from management to designers and people working closer to
the frontline might be challenging. According to (Kurtmollaiev et al., 2018) this
might be the case, especially in traditional non-design matrix organizations, which
lean heavily on the cultures of knowing by imagining customer emotions and
guessing their needs while fearing failure. This study suggests that giving control
from management to designers and iterative ways of working requires trust, which
in-house service design specialists yearn for to enable frictionless work. Also, for this
reason defining clarity about the direction of where the organization is willing to
go with service design is required first. This would also enable further inspection of
innovation processes and operative management models through in-house service
design and value-based decision-making regarding service development.

In terms of organizational performance measures, this study suggests, in line
with Shah (2006), that quantitative and financial metrics should be aligned with
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qualitative project metrics to support achieving service design goals. These findings
support also the views of Kurtmollaiev et al. (2018) and Bailey (2012). The creation
and use of service design-based corporate language and common vocabulary should
be encouraged by middle management by realigning KPIs with service design
principles and objectives, and by providing room for experimentation (Kurtmollaiev
et al,, 2018). However, this study shows that it is not straightforward to do when
service design is still such a new thing within the organization. According to top
management, it is hard to measure the success of service design quantitatively since
it is hard to distinguish and lead times are long. In addition, translating quantitative
business performance goals into qualitative aims of the projects is left in the hands
of in-house service designers. The results of this study suggest that project owners,
managers, and directors should take a stronger role in the creation of project-specific
qualitative metrics by helping to translate KPIs to match the qualitative aims of
service design. In this way, business KPIs would not seem as being too far away or
abstract for project personnel.

In addition, the results of the study are in line with Golsby-Smith (2007) in terms
of organizational incentives to encourage stakeholders to collaborate with in-house
service designers. He argues that the existing bonus systems reward operational
efliciency by considering the delivery end. From the perspectives of in-house service
designers in this study, rewarding operational efficiency by considering only the
delivery end does not support stakeholders collaborating with service design, nor
contribute to the early phases of service development at the discovery end. Hence,
this study’s findings also support the views of Kurtmollaiev et al. (2018) and Bailey
(2012). The existing practices and meeting personal KPIs in sustaining the status quo
and local goals inhibit the use and implementation of service design on a wider scale
(Kurtmollaievetal.,2018). To enhance the application of design principles, rewarding
methods must also be in place (Bailey, 2012) such as performance-appraisal systems.

Opverall, this study shows that in-house service design has a transformational
force due to its role in affecting organizations while developing services. That is
why organizations must understand the key issues that appear when starting to
apply in-house service design as a human- and customer-centric practice. Based
on the challenges that arise, the development of an organization must happen
in the following areas: 1) the level of training to provide a deeper organizational
understanding of service design, 2) the definition of continuous iterative and agile
development processes, 3) scheduling and resources management, 4) enabling value-
based decision-making cultures, and 5) qualitative organizational performance
measurement supported by bonus systems in the early phases of service development.
This study argues that the challenges in the five areas are not faced only by the
design practitioners, but also by the stakeholders at all levels within organizations.
Since service design is becoming an organic part of service development, it should
gradually be developed into a really strong part of what the organization does.
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To get a working culture shift to happen more fully when the organization
is heading towards human- and customer-centricity, the researched knowledge
provided by this publication offers new knowledge on the required development
of norms and practices, in order to create support structures to manage and support
the operations of in-house service design work. Such understanding supports
the delivery of human- and customer-centric strategies and values in addition to
the integration of in-house service design. Overall, the results of this dissertation
show that to enable eflicient integration of in-house service design, the required
organizational change aspects are related to human- and customer-centric visions
and organization paradigms through the development of human- and customer-
centric strategies and values. These must be followed by the development of norms
and practices that support the delivery of human- and customer-centricity. When all
these are in order, the transformation of an organization’s working culture towards
human- and customer-centricity can happen more holistically.

5.5. New Theoretical Framework

As a result, I have created a framework (Figure 8 below), which represents the
required individual and organizational change aspects that enable a culture shift
towards human- and customer-centric transformation to enable efficient integration
of in-house service design. The aspects of change for individuals are related to the
following: a) through experience-based learning to changes in attitudes, and b) from
changing mindsets and creating beliefs to changing fundamental assumptions of an
individual. Once theattitudes, mindsets, and beliefs change in terms of understanding
the value and meaning of human- and customer-centricity — how development can
be done by applying outside-in strategies — fundamental assumptions of individuals
can start to alter.

Once fundamental assumptions of individuals have been changed in terms of
attitudes, mindsets,and beliefs, fundamental aspects of change foran organization can
start. The organizational aspects of change consist of changes in culture (Meyerson &
Martin, 1987) related to organizational visions, paradigms, strategies, shared values
(Awbrey, 2005), norms, and practices (Campbell, 2021). In this dissertation, it is
argued that shifting the working culture requires developing human- and customer-
centric visions in addition to changes in organizational paradigm through strategy
renewal and shared values supported by human- and customer-centric norms and
practices. Once changes happen in terms of the aspects of change for individuals and
then at the fundamental aspects of change for an organization, the working culture
shift can happen in terms of human- and customer-centric transformation to enable
efficient integration of in-house service design.
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Figure 8. Individual and organizational aspects of change towards a human- and customer-
centric transformation to enable efficient integration of in-house service design.

For an individual to develop fundamental assumptions, learning is essential
in changing attitudes, mindsets, and beliefs (Matthews, 1999). Fundamental
assumptions of individuals in this study are seen as dispositions related to the
worldview and mental models of cognitive orientation that persons hold. Existing
worldviews and mental models are features that are defined by individuals’
backgrounds, know-how, and personalities. These are seen as a collection of
central or primary things, activities, rules, or principles on which something is
based and they are accepted as true or as certain, or as taken for granted. Hence,
the fundamental assumptions are based on the person’s worldview and mental
models, which determine the rest — attitudes, mindsets, and beliefs (Appelbaum &
Goransson, 1997).

Attitude in this dissertation is defined as a predetermined way of feeling and
thinking about something — which may be considered a collection of characteristics
based on people’s preconceptions about how things work (Michlewski, 2015).
Based on the attitude, a person will either act cooperatively or uncooperatively.
Nelson and Stolterman (2012) argue that our mindsets determine how we perceive
the world and how we act in it from the perspective of our stance or standpoints. In
this dissertation, mindset is considered as a way of perceiving, thinking, and acting
— which are formed based on the established sets of standpoints and attitudes held
by someone. Hence, the attitude and mindset of an individual are closely connected.
Belief in this dissertation is considered something that is acknowledged, regarded
as true, or held as a predefined opinion, such as what someone considers the proper
course of action.

Hence, changing the fundamental assumptions might be challenging, especially in
technology-oriented organizations, which hold strong engineering-based corporate
cultures and knowledge-based attitudes, mindsets, and beliefs held by individuals.
Such strong existing attitudes, mindsets, and beliefs of engineers often neglect the
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human dimensions as also brought forward by Boland and Collopy (2004), Borja
de Mozota (1998), and Buchanan (2004). Therefore, turning the fundamental
assumptions of an individual is not a straightforward process, but the process
requires experiential learning and trust-building.

As already brought forward in this dissertation, from the perspective of
transformation design, service design can create fundamental change since co-
creative/participatory projects can initiate cultural changes of human-centeredness’
within organizations, and thus, the object of change may expand to organizational
cultures (Burns et al., 2006; Pinheiro et al., 2012). However, turning the mindset
of a technology-oriented organization to human- and customer-centricity is not
straightforward in engineering-based corporate cultures (Borja de Mozota, 1998;
Boland & Collopy, 2004; Buchanan, 2004). Instead of considering mindset as a
feature of an organization, in this study, it is considered as a feature of an individual.
In terms of fundamental assumptions, Junginger & Sangiorgi (2009) bring them out
from the organization’s perspective regarding the current situation versus an agreed
future vision to achieve transformations in the generation of future service concepts.
In this study, fundamental assumptions are viewed from the perspective of altering
the existing worldviews of individuals in the generation of human- and customer-
centric organizations. I argue that once the change aspects of individuals have altered
in terms of attitude and mindset changes in addition to creating belief in human-
and customer-centricity in terms of service design, the fundamental assumptions of
individuals can change followed by change aspects of an organization.

In terms of the fundamental change aspects of an organization, the supporting
elements of transforming the working culture in this study are seen as the collection
of organizational visions, paradigms, strategies, shared values, norms, and practices.
In this dissertation, organizational visions — which typically depend on the leaders
— are viewed as the views and goals of the future state that the organization aspires
to achieve. The organizational paradigm is the worldview of an organization, which
consists of a strategy and shared values in addition to norms and practices that
guide behaviour and decision-making (Du Plessis & Cole, 2011). Strategy in this
dissertation is defined as the plan of action of how to achieve long-term objectives
and a future state. Shared values are viewed as the general ideals and beliefs that
guide an organization’s decisions and activities. Norms are concrete standards of
conduct that preserve social stability and order. Norms are justified by underlying
values. Organizational practices are the daily behaviours and actions of employees.
They are determined by rules (norms) that govern behaviour at both the individual
and systemic levels. Hence, practices are guided by written and unwritten rules,
expectations, and systems that inform and follow the behaviour and actions.

Overall, prerequisites to the creation of human- and customer-centric visions are
learning and trust-building through the process of mindset and attitude changes and
creating belief in such ways of working. These affect the changes in the fundamental
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assumptions of individuals. Once fundamental assumptions of individuals have
been altered in terms of changing attitudes, mindsets, and beliefs, change aspects
of an organization follow in terms of human- and customer-centric organizational
visions, paradigms, strategies, and values. In addition, special focus must be put
on organizational norms and practices to support human- and customer-centric
behaviour and value-based decision-making. The development of such norms and
practices relates to 1) organizational understanding of service design, 2) development
processes, 3) scheduling and resources management, 4) decision-making cultures,
and 5) organizational performance measurement. When norms at the level of
people, processes, and systems are in place to support human- and customer-centric
standards of behaviour, also human- and customer-centric practices and decision-
making can start to flourish. Hence, a more complctc transition in Working cultures
towards human- and customer-centricity can happen.
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6. CONCLUSIONS

This research contributes new knowledge to the areas of design research in addition
to management and organizational studies from the perspectives of service design,
organizational transformation, and development research. As an answer to the
primary research question — What is required for an organization, to transform
its working culture towards human- and customer-centricity, in order to enable the
efficient integration of in-house service design? — the novelty of this dissertation lies in
the presented framework in terms of individual and organizational change aspects
to get an organization’s working culture to change towards human- and customer-
centricity. The focus has been on mapping the organizational changes in addition to
the impacts, and challenges of in-house service design from the perspective of human-
and customer-centricity that the participating organization has gone through during
its lifecycle between 2005-2018. The changes, impacts, and challenges during this
timeframe have supported in providing answers to this dissertation in terms of the
individual and organizational change aspects.

In terms of individual aspects of change, changing the existing fundamental
assumptions of an individual towards human- and customer-centricity are achieved
through the changes in attitudes and mindsetsin addition to creating belief in human-
and customer-centric ways of working. Experiential learning and trust-building are
required in these processes of change. As a result, the individual starts accepting new
ways of thinking, and hence, mental models develop or reconstruct. Thus, the ‘taken
for granted’ rules start to diminish. Hence, in terms of this dissertation, technology-
oriented and expert-driven minds of individuals start accepting new human- and
customer-centric ways of behaving and making decisions. Once personal changes
in attitudes and mindsets occur, belief in human- and customer-centric ways of
working can appear. As a result, the fundamental assumptions of an individual can
alter to support human- and customer-centricity. Based on these results, I argue
that to achieve transformational changes within an organization, the change aspects
for individuals must be looked at first since changing fundamental aspects of an
organization come as secondary. Then, questioning the existing fundamental aspects
of an organization can start regarding its prevailing engineering-based technology-
oriented working cultures.

In terms of fundamental change aspects of an organization, human- and
customer-centricity require newly created visions among the top-level management
in addition to the organizational paradigm changes through the creation of human-
and customer-centric strategies and values. Such transformational changes require a
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long-term commitment and genuine interest of an organization. In addition, special
focus should be put into developing norms and practices at the level of people and
systems to support the delivery of human- and customer-centric strategies and
values. Hence, once all change aspects of an organization are in place and considered,
a human- and customer-centric organizational transformation can take place to
enable efficient integration of service design into organizational management and
operations practices.

When following Bartunek & Louis (1988, p. 99) in terms of “mapping of patterns
of change” while undergoing the change and dealing with unplanned changes in
addition to going through stages and transitions in the organizational lifecycle,
this study contributes to the area of organizational transformation research. Based
on this perspective provided by Bartunck and Louis (1988), mapping can be seen
as statements of what has already happened, and thus, such historical perspectives
can be seen as forming the basis for organizational transformation research. This is
also the case in this dissertation regarding the organization’s history related to the
organizational changes, impacts, and challenges of the research phenomenon.

In addition, this dissertation also contributes to the area of organizational
development (OD) studies, which can be seen as having a future-oriented input
or direction when following the perspectives of Bartunek and Louis (1988). This
dissertation shows the areas, which could still be proactively developed in terms of
norms and practices to enable the development of improved organizational support
structures for in-house service design. Thus, in terms of organizational development
research, this dissertation provides future perspectives on how the integration
of service design into management and operation practices could be done more
efhiciently. Thus, regarding organizational development studies, organizations could
use the provided knowledge of this dissertation in the proactive processes of planning,
and how to facilitate planned change — which are the areas that the organizational
development research focuses on when following the views of Bartunek & Louis,
(1988). Therefore, the knowledge provided in terms of future directions of
developing the existing norms and practices of an organization to enable efficient
integration of in-house service design in terms of human- and customer-centricity,
this study can be seen as contributing also to the area of organizational development
(OD) research.

As stated, this study can be considered as contributing to both organizational
transformation and organizational development research. Common to these fields
is that both of them are concerned with an organization’s culture in addition to its
shared meaning, beliefs, and values when following Bartunek and Louis (1988).
Despite this, the main concentration has been on organizational transformation
through the perspective of service design in terms of individual and organizational
change aspects during 2005-2018, even though, the study has encompassed also
elements of organizational development. In addition, the study contributes to
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the area of design research — research inz0 design when following Frayling (1993)
and research about design when following Downton (2003) - since it provides
also knowledge on the organizational changes, impacts, and challenges of service
design into the field of design. When following Simon (1996), studying design
bridges it to organization and management studies, which is natural due to the fact
that design affects both external and internal changes in organizations in terms of
newly developed services in addition to organizational values, strategies, people,
development and innovation processes, project management practices, performance,
and quality among others. This is also the case in this dissertation. The knowledge
provided in this research provides an understanding of how to better lead service
design in organizational settings, which is seen as valuable information in all three
fields of research, but also in the practice-based field of managing design in the
contexts of organizations. Hence, the knowledge of this dissertation is valuable both
for scientists and designers in addition to organizations and internal organizational
stakeholders besides designers.

Future Research

To able to keep up a competitive advantage (Sangiorgi et al., 2016), this study shows
that there is an increasing need for human- and customer-centric and holistically
empathic development approaches such as service design — which consider the
organization as awhole, understand the needs and values of customers, and construes
those needs and values as meaningful new service opportunities, processes, and
systems. More research on human- and customer-centricity such as service design is
needed to be able to answer the future needs of customers and users and to improve
the quality and internal efficiency of organizations. Such understanding would
increase knowledge of how organizations have evolved and transformed towards
human- and customer-centricity, and how to further develop organizations to
enable human- and customer-centric working cultures.

Inaddition, the market share and significance of digital services have grown globally
(Reason et al., 2016). This dissertation proves the point of Reason et al. (2016). The
empirical data set shows that the direction where societies are heading affects the
changes that take place in organizations. According to the results of this dissertation,
manufacturing industry is evolving towards the direction of data-driven businesses.
Therefore, the meaning and the share of digital services will continue to grow. This
means an increasing need for further value creation for customers. This, in turn,
will require a further in-depth understanding of customers’ needs in their contexts.
Hence, in terms of future studies, a more in-depth understanding of in-house service
design from the perspective of human- and customer-centricity would be needed
in different contexts where emerging technologies in addition to engineering-
based working cultures play strong roles in product and service development. Such
understanding would be important not only for the manufacturing industry but also
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for other industries such as the transportation industry e.g. automotive, shipping,
cargo, and aviation, which are going through significant changes regarding the
Fourth Industrial Revolution in terms of the Internet of Things (IoI'), robotics,
Web3, blockchain technology, algorithms, and artificial intelligence (AI).

Technology must not become an absolute value. The boundaries between the
physical and digital worlds are increasingly getting blurred. Hence, understanding
the needed organizational norms, practices, and support structures to support
human- and customer-centricity is highly needed in organization contexts where
emerging technologies and digitalization play crucial roles. In addition, providing
more knowledge of the organizational challenges in terms of service design would
offer a more in-depth understanding of what areas to improve to enhance internal
efficiency to support iterative, and human- and customer-centric development
cultures. Such knowledge is crucial in providing an avenue to understand customers
and helping organizations to learn the market needs. In addition, enabling iterative
and agile human- and customer-centric ways of working offer the possibility to do
decisions closer to customers, and thus, target decisions accordingly.

Opverall, more research would be needed regarding organizational transformation
and service design from the perspective of management. Such understanding
would increase organizational know-how on how to enable frictionless human- and
customer-centric working cultures, and thus, how to improve the internal efhiciency
and quality of an organization overall. In addition, the information would provide
an understanding of how an organization-wide alignment in terms of human-
and customer-centricity and service design can be carried out to enable a further
transition into a more empathic and human- and customer-centric organization. The
provided knowledge could support e.g. the development of management models,
practices, operational processes and systems, project management, human resources
(HR) and training personnel. Research from various contexts may also shed light on
how the field of service design should advance to better meet the needs of various
organizations.

106
Korpikoski: Organizational transformation through service design



References

Adcroft, A., Willis, R. & Hurst, J. (2008). A new model for managing change: The holistic view. Zhe
Journal of Business Strategy, 29(1), 40-45.

Al-Shammari, M. M. (2021). A Strategic Framework for Designing Knowledge-based Customer-
centric Organizations. International Journal of eBusiness and eGovernment Studies, 13(2), 1-16.

Andreassen, TW., Kristensson, P., Lervik-Olsen, L., Parasuraman, A., McColl-Kennedy,
J.R., Edvardsson, B. & Colurcio, M. (2016). Linking service design to value creation and service
research. Journal of Service Management, 27(1), 21-29.

Appelbaum, S. H., & Géransson, L. (1997). Transformational and adaptive learning within the
learning organization: a framework for research and application. The learning organization,
4(3),115-128.

Archer, B. (1965). Systematic Method for Designers. Council of Industrial Design, H.M.S.O.

Argyris, C. (1976). Single-loop and double-loop models in rescarch on decision
making. Administrative Science Quarterly, 21(3), 363-375.

Argyris, C. (1977). Double Loop Learning in Organizations. Harvard Business Review, 55, 115-
125. Double Loop Learning in Organizations (hbr.org) Available 12.04.2023

Argyris, C, Putnam, R., & Smith, D. (1985). Action science: Concepts, methods, and skills for research
and intervention. San Francisco, CA: Jossey-Bass.

Armstrong, L., Bailey, ., Julier, G., & Kimbell, K. (2014). Social Design Futures: HEI Research and
the AHRC. Brighton: University of Brighton.

Arnold, J. E. (2016) [1959]. Creative Engineering: Promoting Innovation by Thinking Differently.
Edited With an Introduction and Biographical Essay by William J. Clancey. Stanford Digital
Repository.

Awbrey, S. M. (2005). General education reform as organizational change: The importance of
integrating cultural and structural change. The Journal of General Education, 54(1), 1-21.

Bailey, S. (2012). Embedding service design: the long and the short of it. In Proceedings of the 3
ServDes. Conference on Service Design and Service Innovation, 31-41. Helsinki, Finland.

Baines, T., Bigdeli, A. Z., & Bustinza, O. (2017). Servitization: Revisiting the state-of-the-art and
research priorities. International Journal of Operations & Production Management, 37(2).

Bartunck, J. M., & Louis, M. R. (1988). The interplay of organization development and organizational
transformation. Research in Organizational Change and Development, 2, 97-134.

Bartunek, J. M., & Moch, M. K. (1987). First-Order, Second-Order, and Third-Order Change
and Organization Development Interventions: A Cognitive Approach. The Journal of Applied
Behavioral Science, 23(4), 483-500.

Bate, P., & Robert, G. (2007). Toward More User-Centric OD: Lessons From the Field of Experience-
Based Design and a Case Study. Journal of Applied Behavioral Science, 43(41), 41-66.

Bates, P., & Davis., F. (2009). Outside-in service design. International Journal of Leadership in Public
Services, 5(3), 43-49.

Bateson, G. (1972). Steps to an Ecology of Mind: Collected Essays in Anthropology, Psychiatry,
Evolution, and Epistemology. Chicago, IL: University of Chicago Press.

Bell, D. (1976). The coming of post-industrial society: A venture in social forecasting. Basic Books.

107
Korpikoski: Organizational transformation through service design


https://www-emerald-com.ezproxy.ulapland.fi/insight/search?q=Tor%20Wallin%20Andreassen
https://www-emerald-com.ezproxy.ulapland.fi/insight/search?q=Per%20Kristensson
https://www-emerald-com.ezproxy.ulapland.fi/insight/search?q=Line%20Lervik-Olsen
https://www-emerald-com.ezproxy.ulapland.fi/insight/search?q=A%20Parasuraman
https://www-emerald-com.ezproxy.ulapland.fi/insight/search?q=Janet%20R%20McColl-Kennedy
https://www-emerald-com.ezproxy.ulapland.fi/insight/search?q=Janet%20R%20McColl-Kennedy
https://www-emerald-com.ezproxy.ulapland.fi/insight/search?q=Bo%20Edvardsson
https://www-emerald-com.ezproxy.ulapland.fi/insight/search?q=Maria%20Colurcio
https://www-emerald-com.ezproxy.ulapland.fi/insight/publication/issn/1757-5818
https://hbr.org/1977/09/double-loop-learning-in-organizations
https://stacks.stanford.edu/file/druid:jb100vs5745/Creative%20Engineering%20-%20John%20E.%20Arnold.pdf
https://stacks.stanford.edu/file/druid:jb100vs5745/Creative%20Engineering%20-%20John%20E.%20Arnold.pdf
https://www.researchgate.net/journal/Research-in-Organizational-Change-and-Development-0897-3016

Bello, P. (2015). So What Did You Say Service Design Is? Touchpoint - The Journal of Service Design,
7(2), 56-61.

Bittner, A., & Lau, B. (2021). The Key to Growing Human-Centered Businesses. Harvard Business
Review. The Key to Growing Human-Centered Businesses (mit.edu) Available 17.04.2023.

Blomkvist, J. (2015). In-House Service Design Roles — A First Look. In LASDR 2015 International
Association of Societies ofDe.vign Research Confereme, 201-212. Brisbane, Australia

Bohm, D. (2002). Wholeness and the implicate order. Routledge.

Boland, R. J., & Collopy, E. (2004). Design Matters for Management. In R. J. Boland & F. Collopy
(Eds.), Managing as Designing, 3-18. Stanford, CA: Stanford Business Books.

Borja de Mozota, B. (1998). Challenge of Design relationships: the converging paradigm. In Bruce,
M. & Jevnaker, B. (Eds.) Management of design alliances: sustaining competitive advantage,
Chap. 11, 243-259. Wiley.

Braun, V., & Clarke, V. (2022). Thematic analysis: A practical guide. SAGE Publications.

Buchanan, R. (2001). Design Research and the New Learning. Design Issues, 17(4), 3-23.

Buchanan, R. (2004). Management and Design. Interaction Pathways in Organizational Life. In
R. J. Boland & E Collopy (Eds.), Managing as Designing, Chap. 4. Stanford, CA: Stanford
Business Books.

Buhring, J. & Liedtka, J. (2018). Embracing systematic futures thinking at the intersection of
Strategic Planning, Foresight and Design. Journal of Innovation Management, 6, 134-152.
Burns, C., Cottam, H., Vanstone, C. & Winhall, J. (2006). RED Paper 02: Ti mmformﬂtian deszgn.

London: Design Council.

Burns, T. (1962). The sociology of industry. In A. T. Walford, M. Argyle, D. V. Glass, & J. ]. Morris
(Eds.), Society: Problems and Methods of Study (pp. 188-218). Routledge, Kegan and Paul.
Bustinza, O., Vendrell-Herrero, F., & Baines, T. (2017). Service implementation in manufacturing:
An organisational transformation perspective. International Journal of Production Economics,

192, 1-8.

Berenholde, J. O, Biischer, M., Scheuer, J. D., & Simonsen, J. (2012). Perspectives on design research.

InJ. Simonsen, J. O. Berenholdt, M. Biischer, & J. D. Scheuer (Eds.), Design research: Synergies
[from interdisciplinary perspectives (pp. 1-15). Routledge.

Caluwé, L. d., & Vermaak, H. (2003). Learning to c]mnge: A gm'de for organization c/mnge agents.
Sage.

Campbell, J. L. (2021). Institutional change and globalization. In Institutional Change and
Globalization. Princeton University Press.

Chapman, J.A. (2002). A framework for transformational change in organisations. Leadership &
Organization Development Journal, 23(1), 16-25.

Clegg, S. R., & Hardy, C. (1999). Introduction Organizations, Organization and Organizing. In S.
R. Clegg, & C. Hardy (Eds.)., Studying organization: Theory & method (pp. 1-28). Sage.

Cohen, M. D,, March, J. G., & Olsen, J. P. (1972). A Garbage Can Model of Organizational
Choice. Administrative Science Quarterly, 17(1), 1-25.

Cooper, R. G. (2001). Product leadership: Creating and launching superior new products. Perseus
Books.

Costa, N., Patricio, L., Morelli, N., & Magee, C. L. (2018). Bringing Service Design to manufacturing
companies: Integrating PSS and Service Design approaches. Design Studies, 55, 112—145.
Creswell, J. W., & Creswell, J. D. (2018). Research design: Qualitative, quantitative, and mixed

methods approaches (5* ed.). SAGE.

Creswell, J. W. (2013). Qualitative inquiry & research design: Choosing among five approaches (3rd
ed.). SAGE Publications.

108
Korpikoski: Organizational transformation through service design


https://sloanreview.mit.edu/article/the-key-to-growing-human-centered-businesses/
https://www.emerald.com/insight/search?q=Judith%20Ann%20Chapman
https://www.emerald.com/insight/publication/issn/0143-7739
https://www.emerald.com/insight/publication/issn/0143-7739

Cross, N. (2006). Designerly ways of knowing. Springer.

Cross, K.F, & Lynch, R. (1988). The “SMART” way to define and sustain success. National
Productivity Review, 8,23-33.

Crotty, M. (1998). The foundations of social research: Meaning and perspective in the research process.
SAGE.

Danish Design Center (2001). The Design Ladder: Four steps of design use. The Design Ladder: Four
steps of design use by Dansk Design Center - Issuu Available 01.06.2023.

Dawson, P., & Andriopoulos, C. (2014). Managing change, creativity & innovation (2nded.). SAGE
Publications.

Deserti, A., & Rizzo, F. (2014). Design and Organizational Change in the Public Sector. Design
Management Journal, 9(1), 85-97.

Dilthey, W., & Jameson, F. (1972). The Rise of Hermeneutics. New Literary History, 3(2), 229-244.

Downton, P. (2003). Design Research. Melbourne. RMIT University Press.

Drucker, P. F. (1986). Management: Tasks, Responsibilities, Practices. Truman Talley Books. New
York. (1) Management-Tasks-Responsibilitiesit-Peter-Drucker- | eloy simoes - Academia.edu
Available 03.06.2023.

Drucker, P. F. (2008). The essential Drucker: The best of sixty years of Peter Drucker's essential writings
on management (1st Collins Business Essentials pbk. ed.). Collins Business Essentials.

Du Plessis, C., & Cole, R.]. (2011). Motivating change: shifting the paradigm. Building Research &
Information, 39(5), 436-449.

Eastcrby—Smith, M., Thorpe, R., & Lowe, A. (2002). Management research: [an introduction] (an
ed.). Sage.

Eriksson, P., & Kovalainen, A. (2008). Q@ﬂlitative methods in business research. SAGE.

Erlhoff, M., Mager, B., & Manzini, E. (1997). Dz'emtleistung braucht Design: Pmﬁssioneller Produkt-
und Markenaufiritt fiir Serviceanbieter. Hermann Luchterhand Verlag.

Finnish Advisory Board on Research Integrity. (2023). Responsible conduct of research and procedures
for hﬂndlz’ng al[egﬂtions 0f misconduct in Finland.

Finnish National Board on Research Integrity. (2019). The ethical principles of research with human
participants and ethical review in the human sciences in Finland.

Flick, U, Kardorf, E. V., Steinke, I, Hildenbrand, B., Willems, H., Bergmann, J. R., . .. Jenner, B.
(2004). A companion to qualitative research. SAGE.

Flick, U. (2014). Mapping the Field. In U. Flick (Ed.), The SAGE Handbook of Qualitative Data
Amz[ysis, 3-18. SAGE.

Frayling, C. (1993). Research in Art and Design. Royal College of Art Research Papers, 1(1), 1-5.

Galbraith J. R. (2005). Designing the customer centric organization: A guide to strategy structure and
process. San Francisco: Jossey-Bass.

Gebauer, H., Gustafsson, A.,, & Witell, L. (2011). Competitive advantage through service
differentiation by manufacturing companies. Journal of Business Research, 64(12), 1270-1280.

Geuy, B. (2017). Service design at scale. In S. Miettinen (Ed.), Az Introduction to industrial service
design, 44-52. Routledge, Taylor & Francis Group.

Ghauri, P. N., & Grenhaug, K. (2005). Research methods in business studies: A practical guide (3rd
ed.). Financial Times Prentice Hall.

Giacomin, J. (2014). What Is Human Centred Design? The Design Journal, 17(4), 606-623.

Gibson, W. J., & Brown, A. (2009). Working with qualitative data. Sage.

Gibbons, M., Limoges, C., Nowotny, H., Schwartzman, S., Scott, P., & Trow., M. (1994). The new
production of knowledge: The dynamics of science and research in contemporary societies. SAGE.

Goldstein, S., Johnston, R., Dufly, J., & Rao, J. (2002). The Service Concept: The Missing Link in
Service Design Research? Journal of Operations Management, 20(2), 121-134.

109
Korpikoski: Organizational transformation through service design


https://issuu.com/dansk_design_center/docs/design-ladder_en
https://issuu.com/dansk_design_center/docs/design-ladder_en
https://www.academia.edu/7194379/Management_Tasks_Responsibilitiesit_Peter_Drucker_

Golembiewski, R. T., Billingsley, K., & Yeager, S. (1976). Measuring Change and Persistence in
Human Affairs: Types of Change Generated by OD Designs. The Journal of Applied Behavioral
Science, 12(2), 133-157.

Golembiewski, R. T. (1979). Appmat/)es to Planned C/Mnge: Pt. 2; Macro-level Interventions and
Change Agent Strategies. Marvel Dekker, New York, NY.

Golsby-Smith, T. (2007). The second road of thought: how design offers strategy a new toolkit.
Journal of Business Strategy, 28(4), 22-29.

Grand, S., & Jonas, W. (2012). Introduction. In S. Grand, & W. Jonas (Eds.), Mapping design
research. Birkhiuser.

Graneheim, UH., & Lundman, B. (2004). %alitativc content analysis in nursing research: concepts,
procedures and measures to achieve trustworthiness. Nurse Education Today, 24(2), 105-112.

Greiner, L. E. (1972). Evolution and Revolution as Organizations Grow. Harvard Business Review,
4, 37-46.

Grénroos, C. (2007). Service Management and Marketing (3rd ed.). Wiley, Chichester.

Gronroos, C. (2008). Service logic revisited: who creates value? And who co-creates? European
Business Review, 20(4), 298-314.

Grénroos, C. & Helle, P. (2010). Adoptinga service logic in manufacturing: Conceptual foundation
and metrics for mutual value creation. Journal of Service Management, 21(5), 564- 590.

Guba, E. G., & Lincoln, Y. S. (1994). Competing Paradigms in Qualitative Research. In N. K.
Denzin, & Y. S. Lincoln (Eds.), Handbook of qualz'mtive research, 105-117. SAGE.

Guba, E. G, & Lincoln, Y. S. (2005). Paradigmatic controversies, contradictions and emerging
confluences. In N. K. Denzin, & Y. S. Lincoln (Eds.), The SAGE handbook of qualitative
research (3 ed.), 191-215. SAGE.

Guest, G., Mac%cen, K. M. & Namey, E. E. (2012). Applied thematic anal_y:is. Sage Publications.

Harding, J. (2013). Qualitative data analysis from start to finish. SAGE.

Hatch, M.J. (1997). Organization theory: Modern, symbolic and postmodern perspectives. Oxford UP.

Hatch, M. J., & Cunliffe, A. L. (2006). Organization t/ﬂeor_y: Modern, symbolic, and postmodem
perspectives (2nd ed.). Oxford University Press.

Hoedemaeckers, B. (2016). Are you getting the most out of Design? Design _for Business. Are you
getting the most out of Design? | by Bryan Hoedemaeckers | Design for Business | Medium
Available 01.06.2023.

Holmlid, S., Wetter-Edman, K., & Edvardsson, B. (2017). Breaking Free from NSD: Design and
Service Beyond New Service Development. In D. Sangiorgi & A. Prendiville (Eds.), Designing
Jfor Service: Key Issues and New Directions. Bloomsbury Academic.

Holopainen, M. (2010). Exploring Service Design in the Context of Architecture. Service Industries
Journal, 30(4), 597-608.

Holezblatt, K. (1999). Customer Centred Design as Discipline. In M. A. Sasse and C. Johnson
(Eds.), Human-computer Interaction - INTERACT 99, 3-17.10S Press.

Howard, Z., Senova, M., & Melles, G. (2015). Exploring the role of mindset in design thinking:
Implications for capability development and practice. Journal of Design Business & Society,
1(2), 183-202.

Hsich, H-E, & Shannon, S. (2005). Three Approaches to %alitativc Content Analysis. j’l@alimtive
health research, 15(9), 1277-88.

Ireland, C. (2003). Qualitative Methods: From Boring to Brilliant. In B. Laurel (Ed.), Design
research: Methods and perspectives, 23-29. MIT Press.

Jordan, P. W. (1999). Pleasure with products: human factors for body, mind and soul. In W. S.
Green & P. W. Jordan (Eds.), Human ﬁza‘ors in pmdua‘ design; current practice and future trends,
206-217. Taylor & Francis.

110
Korpikoski: Organizational transformation through service design


https://medium.com/design-for-business/are-you-getting-the-most-out-of-design-f2f47caf2339
https://medium.com/design-for-business/are-you-getting-the-most-out-of-design-f2f47caf2339

Junginger, S. (2008). Product Development as a Vehicle for Organizational Change. Design
Issues, 24(1), 26-35.

Junginger, S., & Bailey, S. (2017). Designing vs. designers: How organizational design narratives
shift the focus from designers to designing. In D. Sangiorgi & A. Prendiville (Eds.), Designing
Jfor Service: Key Issues and New Directions. Bloomsbury Academic.

Junginger, S. & Sangiorgi, D. (2009). Service Design and Organizational Change. Bridging the gap
between rigour and relevance. In Pmteedings of the 3% IASDR Confereme on Design Research,
4339-4348. Seoul, South Korea: Korean Society of Design Science.

Kaplan, R. S., & Norton, D. P. (1996). The balanced scorecard: Tmmlating strategy into action.
Harvard Business School Press.

Kelle, U. (2014). Theorization from data. In U. Flick (Ed.), The SAGE Handbook of Qualitative Data
Amz{ysis, 554-568. SAGE.

Kimbell, L. (2009). The Turn to Service Design. In G. Julier & L. Moor (Eds.), Design and Creativity:
Polic_y, Management and Practice, 157-173. Berg.

Kolb, D. (1984). Experiential learning: experience as the source of learning and development.
Englewood Cliffs, New Jersey: Prentice Hall.

Kolko, J. (2015). Design Thinking Comes of Age. Harvard Business Review, 98(9), 66-71.

Koskinen, L, Battarbee, K., & Mattelmiki, T. (2003). Empathic design. IT-press.

Kotter, J. P. (1995). Leading Change: Why Transformation Efforts Fail. Harvard Business Review,
73,59-67.

Kotter, J. P., & Cohen, D. S. (2012). The heart 0f chzmge: Rm[—lzfe stories 0f how people c/mnge their
organizations. Harvard Business Review Press.

Kouprie, M., & Sleeswijk Visser, F. (2009). A framework for empathy in design: Stepping

into and out of the user’s life. Journal of Engineering Design, 20(5), 437-448.

Krypcl, M. (2014). ReﬁningDeSign for Business: Usinganalyticx, mﬂrketing, and z‘edmalagy to inﬁrm
customer-centric design. AdobePress.

Kurtmollaiev, S., Fjuk, A., Pedersen, P. E., Clatworthy, S. & Kvale, K. (2018). Organizational
Transformation Through Service Design: The Institutional Logics Perspective. Journal of
Service Research, 21(1), 59-74.

Lain, S. (2017) Show, Don’t Tell: Reading Workshop Fosters Engagement and Success. Texas
Journal of Literacy Education, 5(2), 160-167.

Leavy, P. (2017). Research design : Quantitative, quﬂlimtive, mixed methods, arts-based, and
wmmuni{y-ba:m’ participatory research dpprmches. The Guilford Press.

Lengermann, P., & Nicebrugge, G. (2007). Thrice Told: Narratives of Sociology’s Relation to Social
Work. In C.J. Calhoun (Ed.), Sociology in America: A History, 63-114. University of Chicago
Press.

Levy, A. (1986). Second-order planned change: Definition and conceptualization. Organizational
Dynamics, 15(1), 5-23.

Lewin, K. (1974). Field theory in social science: Selected theoretical papers. Greenwood Press.

Lewis, L. K. (2011). Organizational change: Creating change through strategic communication.
Wiley-Blackwell.

Liedtka, J. (2017). Beyond Better Solutions: Design Thinking as a Social Technology. In E.
Bohemia, C. de Bont, & L. S. Holm (Eds.), Conference Proceedings of the Design Management
Academy, Vol. 1, 1-18. London: Design Management Academy.

Liedtka, J. (2018). Why Design Thinking Works. Harvard Business Review, 95, 5: 72-79.

Liedtka, J., King, A., & Bennett, K. B. (2013). Solving problems with design thinking: Ten stories of
what works. Columbia University Press.

111
Korpikoski: Organizational transformation through service design



Liedtka, J., Martin, R., & Ogilvie, D. T. (2007). Design and business. Emerald Group Publishing.

Lincoln, Y. S., & Guba, E. G. (1997). Naturalistic inquiry ([Repr.].). SAGE.

Lincoln, Y.S., Lynham, S. A., & Guba, E. G. (2011). Paradigmatic controversies, contradictions, and
emerging confluences, revisited. In Y.S. Lincoln, & N. K. Denzin (Eds.), The SAGE handbook
of qualitative research (4™ ed.), 97-128. SAGE.

Lin, M. C., Hughes, B. L., Katica, M. K., Dining-Zuber, C. & Pisek, P. E. (2011). Service Design
and Change of Systems: Human-Centered Approaches to Implementing and Spreading Service
Design. International Journal of Design, 5(2), 73-86.

Logan, D. A. (Ed.). (2015). Memorials of Harriet Martinean by Maria Weston Chapman. Lehigh
University Press.

Lorenz, E. N. (1963). Deterministic Nonperiodic Flow. Journal of the Atmospheric Sciences, 20(2),
130-141.

Lynch,R. L., & Cross, K. F. (1991). Measure up: Yardsticks for Continuous Improvement. Blackwell.

Mager, B. (2009). Service Design as an Emerging Field. In S. Miettinen & M. Koivisto (Eds.),
Designing services with innovative methods, 29-43. Kuopio Acadcmy of Design: Taitemia
Publication Series 33. University of Art and Design Helsinki. Otava.

Maguire, M. (2001). Methods to support human-centred design. International Journal of Human-
Computer Studies, 55(4), 587-634.

Martineau, H. (1838). Howto Observe: Moralsand Manners.www.gutenberg.org/files/33944/33944-
h/33944-h.htm Available 06.02.2023.

Mattelmiki, T., Vaajakallio, K., and Koskinen L (2014). What happened to empathic design?
Design Issues, 30 (1), 67-77.

Matthews, P. (1999). Workplace learning: developing an holistic model. 7he learning organization.
6(1), 18-29.

Mayan, M. J. (2016). Essentials of qualitative inquiry. Routledge.

Mehra, B. (2002). Bias in Qualitative Research: Voices from an Online Classroom. The Qualitative
Report, 7(1), 1-19.

Meroni, A., & Sangiorgi, D. (2011). Design for services. Gower.

Merriam, S. B. (2009). Qualitative research: A guide to design and implementation. Jossey-Bass.

Merriam, S. B., & Tisdell, E. J. (2015). Q@ﬂlitative research: A guz'de to desz'gn and implemenmtion.
John Wiley & Sons, Incorporated.

Meurer, B. (2001). The Transformation of Design. Design Issues, 17(1), 44-53.

Meyerson, D., & Martin, J. (1987). Cultural change: An integration of three different views
[1]. Journal of management studies, 24(6), 623-647.

Michlewski, K. (2015). Design attitude. Gower.

Miettinen, S. (2009). Designing with innovative methods. In Miettinen, S., and Koivisto, M. (Eds.),
Designing Services with Innovative Methods, 10-25. Kuopio Academy of Design: Taitemia
Publication Series 33. University of Art and Design Helsinki. Otava.

Miettinen, S. (2017). Introduction to industrial service design. In S. Miettinen (Ed.), An Introduction
to industrial service design, 3-14. Routledge, Taylor & Francis Group.

Miettinen, S., & Koivisto, M. (2009). Designing services with innovative methods. Kuopio Academy
of Design: Taitemia Publication Series 33. University of Art and Design Helsinki. Otava.
Miettinen, S., & Valtonen, A. (2013). Service design with theory: Discussions on change, value and

methods (2nd rev. ed.). Lapland University Press.

Miles, M. B.k.,8& Huberman, A. M. (1994). Qualitative data analysis: An expandedsourcebook (Second
edition.). SAGE Publications.

Miles, R. H. (2022). Transformation Leader’s Guide: The Complete Accelerated Corporate
Transformation (ACT) Methods. Routledge.

112
Korpikoski: Organizational transformation through service design


http://www.gutenberg.org/files/33944/33944-h/33944-h.htm
http://www.gutenberg.org/files/33944/33944-h/33944-h.htm

Myers, M. D. (2009). Qualitative research in business and management. Sage.

Morelli, N. (2003). Product-service systems, a perspective shift for designers: A case study: the
design of a telecentre. Design Studies, 24(1),73-99.

Morelli, N., Gétzen de, A., & Simeone, L. (2021). Service design capabilities. Springer.

Moritz, S. (2005). Service design: Practical access to an evolving field. Koln International School of
Design.

Muratovski, G. (2022). Research for designers: A guide to methods and practice (Second edition.).
Sage.

Nelson, H. G., & Stolterman, E. (2012). The deszgn way: Intentional dmnge in an unpredicmble
world (Second edition.). The MIT Press.

Norman, D. A. (1990). The design of everyday things. Doubleday Currency.

Oakland, J. S. k. (2021). Total quality management and operational excellence: Text with cases (Sth
edition.). Routledge.

Overkamp, T., & Holmlid, S. (2017). Roles of in-house designers towards service implementation.
Presented at the %HSIS, 15th International Research Symposium on Service Excellence in
Management, 12-15 June, 2017, Porto, Portugal.

Palmares, H., Terroso, M., Costa, E. (2023). Design Culture Ladder: Creation of a Diagnosis
Tool to Evolve Industry. In N. Martins & D. Brandio (Eds.), Advances in Design and Digital
Commaunication 111, 523-535. DIGICOM 2022. Springer Series in Design and Innovation , vol
27. Springer, Cham.

Parsons, T. (1977). Social Systems and the Evolution ofAction Theory. New York, Free Press.

Pinheiro, T., Alt, L. & Mello, J. (2012). Service Design Creates Breakthrough Cultural Change in
the Brazilian Financial Industry. Toudapoint: Journal of Service Design, 3, 18-23.

Polaine, A., Lovlie, L., & Reason, B. (2013). Service de:ign: From imz'gbt to implemenmtian.
Rosenfeld Media.

Prestes Joly, M., Teixeira, J. G., Patricio, L., & Sangiorgi, D. (2019). Leveraging service design as
a multidisciplinary approach to service innovation. Journal of Service Management, 30 (6),
681-715.

Quinn, R. E., & Cameron, K. (1983). Organizational Life Cycles and Shifting Criteria of Effectiveness:
Some Preliminary Evidence. Management Science, 29(1), 33-51.

Ravasi, D., & Lojacono, G. (2005). Managing design and designers for strategic renewal. Long
Range Plﬂnning, 38(1), 51-77.

Reason, B., Lovlie, L., & Flu, M. B. (2016). Service desz'gn for business: A pma‘iml guide to optimizing
the customer experience. John Wiley & Sons, Inc.

Reichertz, J. (2014). Induction, Deduction, Abduction. In U. Flick (Ed.), The SAGE Handbook of
Qualitative Data Analysis, 123-135. SAGE.

Romme, A. G. L. (2003). Making a Difference: Organization as Design. Organization Science,
14(5), 558-553.

Rousseau, D. M. (1995). Psychological Contracts in Organizations: Understanding Written and
Unwritten Agreements. Thousand Oaks, CA: Sage Publications.

Saldafia, J. (2016). The coding manual for qualitative researchers (3rd ed.). Sage.

Saldafia, J., Leavy, P., & Beretvas, N. (2011). Fundamentals of Qualitative Research. Oxford
University Press.

Sanders, E. (2009). Exploring co-creation on a large scale: Designing for new healthcare
environments. In P. J. Stappers (Ed.), Designing for, with and from user experiences. Symposium,
Faculty of Industrial Design Engineering, TU/Delft, Delft, The Netherlands.

Sangiorgi, D. (2009). Building up a framework for Service Design research. Proceedings of the 8th
European Academy of Design International Conference, 415-420.

113
Korpikoski: Organizational transformation through service design



Sangiorgi, D. (2011). Transformative Services and Transformation Design. International Journal of
Design, 5(2), 29-40.

Sangiorgi, D., Fogg, H., Johnson, S., Maguire, G., Caron, A., & Vijayakumar, L. (2012). Think
Services: Supporting manufacturing companies in their move toward services. Procem’ings of
ServDes 2012, 253-263. Linképing University Electronic Press.

Sangiorgi, D., Jung-Joo, L., Sayar, D., Allen, D., & Frank., N. (2016). Moving towards service
dominant logic in manufacturing sector: development of a tool for inquiry. Service Design
Geographies. Proceedings of the ServDes. 2016 Conference. Linkiping Electronic Conference
Proceedings, 125(9), 105-118.

Sangiorgi, D., & Prendiville, A. (2017). Introduction. In D. Sangiorgi & A. Prendiville (Eds.),
Designing for service: Key issues and new directions, 1-13. Bloomsbury Academic.

Sarantou, M., & Miettinen, S. (2023). Empat/ay and business tmmﬁrmﬂtion. Routlcdge.

Saunders, M., Lewis, P., & Thornhill, A. (2016). Research methods Jfor business students (7th ed.).
Pearson Education.

Saunders, M., & Tosey, P. (2013). The Layers of Research Design. https://www.csd.uoc.gr/~hy109/
resources/layers.pdf Available 06.03.2023.

Schein, E. H. (1980). Organizational psychology (3rd ed.). Prentice-Hall.

Schwab, D. P. (2005). Research methods for organizational studies (2nd ed.). L. Erlbaum Associates.

Schwandt, T. A. (1994). Constructivist, Interpretivist Approaches to Human Inquiry. In N. K.
Denzin, & Y. S., Lincoln (Eds.), Handbook of Qualitative Research, 118-137. SAGE.

Schwandt, T. A. (2007). The SAGE dictionary of qualitative inquiry (3 ed.). SAGE.

Schiitz, A. (1972). The phenomenology of the social world. Heinemann Educational Books.

Schén, D. A. (1983). The reflective practitioner: How professionals think in action. Basic Books.

Segelstrom, F. (2013). Stakeholder engagement for service design. [Doctoral dissertation, Linkoping.
University, Department of Computer and Information Science].

Shah, D., Rust, R., Parasuraman, A., Staelin R., & Day, G. (2006). The Path to Customer Centricity.
Journal of Service Research, 9 (2), 113-124.

Shostack, G. Lynn (1982). How to Design a Service” Eurapean Journal of Marketing, 16(1), 49-63.

Shostack, G. Lynn (1984). Designing Services That Deliver. Harvard Business Review, 62(1), 133~
139.

Silva, T.E, & Marques, T.F. (2020). Human-Centered Design for Collaborative Innovation in
Knowlcdgc—based Economies. Yéchnology Innovation Management Review, 10, 5-15.

Simon, H. A. (1996). The sciences of the artificial (Third edition.). The MIT Press.

Spagnoletti C. L., Spencer A. L., Bonnema R. A.,, McNamara M.C., McNeil M.A. (2013). Workshop
preparation and presentation: a valuable form of scholarship for the clinician-educator. Journal
of Graduate Medical Education, 5(1), 155-156.

Stacey, R. D. (1996). Complexity and Creativity in Organizations. Berrett-Kochler Publishers.

Stake, R. E. (1994). Case Studies. In N. K. Denzin & Y. S. Lincoln (Eds.), Handbook of qualitative
research, 236-247. Sage.

Stake, R. E. (1995). The art of case study research. SAGE.

Stake, R. E. (2005). Qualitative Case Studies. In N. K. Denzin and Y. S. Lincoln (Eds.), The SAGE
handbook of qualitative research, 443-466. 3rd Edition, Sage Publications, London.

Stickdorn, M., & Schneider, J. (2011). This is service design thinking: Basics-tools-cases. BIS.

Stickdorn, M. (2014). Service design: Co-creating meaningful experiences with customers. In S.
McCabe (Ed.), The Routledge handbook of tourism marketing, 329-344. Routledge.

Stigliani, I. & Fayard. A-L. (2010). Designing new customer experiences: A study of socio-material
practices in service design. Imperial College Business School. London.

114
Korpikoski: Organizational transformation through service design


https://www.csd.uoc.gr/~hy109/resources/layers.pdf
https://www.csd.uoc.gr/~hy109/resources/layers.pdf
https://hbr.org/1984/01/designing-services-that-deliver

Stock, K. L., Bucar, B. & Vokoun, J. (2018). Walking in another’s shoes: Enhancing experiential
learning through design thinking. Management Teaching Review, 3 (3),221-228.

Storvang, P., Mortensen, B., & Clarke, A. H. (2018). Using workshops in business research: A
framework to diagnose, plan, facilitate and analyze workshops. In I P.V. Freytag, & L. Young
(red.), Collaborative Research Design: Working with Business for Meaningful Findings, 155-174.
Springer.

Terrey, N. (2013). Managing by Design: Enacted Through Situated Networks. Design Management
Journal, 8(1), 52-61.

Teczke, M., Bespayeva, R., & Bugubayeva, R. (2017). Approaches and models for change
management. Jagiellonian Journal of Management, 3(3), 195-208.

Tether, B. S., & Stigliani, I. (2010). Service Design 2020: What does the future hold, and (how) can
we shapc it? Touc/ﬂpoint: the jourmzl ofservice de.vign, 1 (3), 32-37.

Thomas, A. (2004). Research skills for management studies. Routledge.

Thorpe, R., & Holt, R. (2008). The Sage dictionary of qualimtive management research. SAGE
Publications.

Trullen, J. & Bartunek, J. M. (2007). What a design approach offers to organization development. The
Journal of Applied Behavioral Science, 43(1), 23-40.

Tuomi, J. k., & Sarajirvi, A. (2013). Laadullinen tutkimus ja sisillinanalyysi (10., uud. laitos.).
Tammi.

Tushman, M. L., &Romanelli, E. (1985). Organizational evolution: A metamorphosis model of con-
vergence and reorientation. In B. Staw & L. L. Cummings (Eds.), Research in Organizational
Behavior (Vol. 7), 171-222. Greenwich, CT: JAI Press.

Van Aken, J. E. (2001). Improving the relevance of management research by developing tested and
grounded technological rules. Ecis working papers, 01.19. Eindhoven University of Technology.

Van Aken, J. E. (2004). Management Research Based on the Paradigm of the Design Sciences: The
Quest for Field-Tested and Grounded Technological Rules. Journal of Management Studies, 41,
219-246.

Van Aken, J. E. (2007). Design Science and Organization Development Interventions. Aligning
Business and Humanistic Values. The Journal of Applied Bebavioral Science, 43, 67-88.

Vargo, S. L., & Lusch, R. F. (2006). Service-Dominant Logic: What It Is, What It Is Not, What It
Might Be. In S. L. Vargo & R. F. Lusch (Eds.), The service-dominant logic of marketing: Dialog,
debate, and directions, 43-56. MLE. Sharpc.

Vink, J., Edvardsson, B., Wetter-Edman, K. & Tronvoll, B. (2019). Reshaping mental models —
enabling innovation through service design. Journal of Service Management, 30(1), 75-104.

Von Hippel, E. (2005). Democratizing Innovation. The MIT Press, Cambridge, Massachusetts
London, England.

Watzlawick, P., Weakland, J. H., & Fisch, R. (1974). Change: Principles of Problem Formation and
Problem Solution. New York: W.W. Norton.

Weaver, W. (1948). SCIENCE AND COMPLEXITY. dmerican Scientist, 36(4), 536-544.

Weber, M. (1949). The methodology of the social sciences. In E. A., Shils, & H. A., Finch (Eds.). Free
Press.

Weber, M. (1968). On Charisma and Institution Building: Selected Papers. SN. Eisenstadt, (Ed.).
University of Chicago Press, Chicago.

Wechsler, J., & Schweitzer, J. (2019). Creating Customer-Centric Organizations: The Value of
Design Artefacts. An International Journal of All Aspects of Design, 22(4), 505-527.

Weick, K. E. (1969). The Social Psychology of Organizing. McGraw Hill.

Weick, K. E., & Quinn, R. E. (1999). Organizational change and development. Annual Review of
Psychology, 50, 361-386.

115
Korpikoski: Organizational transformation through service design



Wetter-Edman, K. (2011). Service Design: A Conceptualization of an Emerging Practice. Licentiate
thesis, University of Gothenburg, Faculty of Fine, Applied, and Performing Arts, HDK-School
of Design and Crafts.

Wetter Edman, K. (2013). Relations and rationales of users’ involvement in service design and service
management. In S. Miettinen & A. Valtonen (Eds.), Service design with theory: Discussions on
change, value and methods, 105-114. Lapland University Press.

Yin, R. K. (2009). Case study research: Design and methods (4th ed.). SAGE Publications.

Yoo, Y. & Kim, K. (2015). How Samsung became a Design Powerhouse. Harvard Business Review,
93(9), 73-78.

Yu, E., & Sangiorgi, D. (2014). Service design as an approach to new service development:
reflections and future studies. Proceedings of the 4% ServDes. Conference on Service Design and
Service Innovation.

Yu, E., & Sangiorgi, D. (2018). Service design as an approach to implement the value cocreation
perspective in new service development. Journal of Service Research, 21(1), 40-58.

Orngreen, R., & Levinsen, K. (2017). Workshops as a Research Methodology. Electronic Journal of
E-Learning, 1 5(1), 70-81.

116
Korpikoski: Organizational transformation through service design



APPENDICES

117
Korpikoski: Organizational transformation through service design



APPENDICE 1.

INTERVIEW DISCUSSION GUIDE — OTHER STAKEHOLDERS

Design in Smart Mobility Business Services project & Krista’s dissertation
Time with the participant: approx. 1,5 hours

Introduction & Research Objectives

The research objectives are to:
e Understand organizational impacts of service design and the value it brings to organizations
o Project affects
o Process affects
o Manager level affects
o Company level affects
e Understand the role of service design on development processes, tools & methods used,
stakeholder commitment and internal co-creation, and business overall (such as effects on
strategy, customer happiness, increased profits, ...)
e Understand what are the positive values and possible challenges service design brings into
processes, stakeholder commitment, and business
e How could service design better support organization, project work, and stakeholders in the
future

Set-up (5min)

Describe the purpose of the research and the interviewee’s / participant’s contribution to it:

e Explain what will be involved, the type of questions to be asked, and how long (approx.) it will
take

e Explain who you are and how the inputs will be used in confidentiality

e Ask them if possible to voice and/or video record, take pictures

e Getinformed interview consent signed

About you and your work (5min)

What is your role and what are your responsibilities in this organization?
How long have you worked for this organization?

Are you a permanent employee?

What is your specialty and professional background?

PwhpR

Understanding of Service Design in Relation to Interviewees’ Role

1. How do you perceive service design and what is its role regarding your work? Your relation
toit?

2. WHAT ARE THE AREAS OF SERVICE DESIGN CONTRIBUTION?

What are the areas where service design gets the highest value?

4. What is the service design’s contribution (value) to this corporation? (Part of change
leadership, project leadership, operational leadership, or strategic leadership?)

5. How do you see the SD contribution to affect corporation results? How are the results
seen/proven? (With executives, jump to the organizational performance topic from here)

w
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6. How do you see service design differing in relation to other R&D fields such as Industrial
Design and User Experience Design?

7. What is the good/what are the benefits related to service design?

8. Have you faced any challenges with service design or with service designers? What are the
challenges?

9. What do you value in service designers’ work? Are they messengers, catalysts for change, or...?

10. What about service designers’ levels of understanding things in the organization?

11. How has service design affected your work/project work?

a. Example given: Has service design helped you in the decision-making process or
in convincing someone? How? What support did it offer you? (In relation to the
participant’s role in the project? E.g. a decision maker?)

12. Do you have any doubts regarding service design? What kind of?

Evolvement of Service Design in the Organization

1. Do you see service design having an impact on the organization’s strategy change (2017-
2020)?
a. Since strategy change is an internal investment, what has been the result(s) of
strategy change?
What is followed?
What are the result indicators used?
How were they set?
From where have the meters come?
With whom have the meters been set?
What are the values and measurements that are related to service design & (R&D)?
How are/have the service design investments been followed?
2. On whose responsibility is/has the business (service) development (been) usually?
Who does/used to do service development before?
4. Why was service design decided to be taken as a part of organizational work and service
development?
a. Was it a strategic decision? (Who defines the strategy and does it?)
b. Was it an operational or practical question regarding e.g. methods and tools in
service development? (SD bringing in the practices for developing services?)
5. Were there any organizational transformations needed to apply service design? What?
6. What are the drivers and barriers when integrating service design in the organization? Are
there any experienced obstacles? What? When? How? Why?
7. How does the service design approach affect and relate to the other
disciplinary/department approaches?
8. What is the value of using service design? What is the goal? What do you need to achieve?
9. How do you see the company benefitting from service design? Short-term and long-term?
10. Has service design improved organizational innovation capabilities and competitiveness? If
yes, how? If not, why so?

S0 o0 T

w

Service Design Process / (New) Service Development Process (Show value chain)

1. What is the meaning of service design and its contribution to the corporation’s processes?

2. In what phase of the service development/delivery process, do you see service design is
most useful? Why?

3. What are the communication needs regarding service design in relation to you and other
stakeholders?
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o Has there been any challenges?
What are your expectations regarding the results and deliverables of the phases? Have the
expectations been met? If not, why?
What kind of material have you needed from service designers e.g. when trying to
convince someone? Did the material support the decision-making process or in your work
generally? How?
Are there any challenges regarding service development processes in relation to service
design? What? Why?
Are there any experienced show-stoppers along the way in relation to service design?
What? Why?

Creative Tools and Methods of Service Design, Prototyping

1.

How have the tools and methods supported your work/decision-making along the way?
(E.g. interviews and co-creation with customers, paper prototyping, blueprints etc.)

Any challenges regarding the used methods and tools? What? Why?

How do you see prototyping and experimenting solutions benefitting you, projects, or the
company?

How do you see co-designing actions (e.g. outside-in method) with customers and
company stakeholders benefitting the project or the company?

What tools have you found most/least beneficial during the process?

Have the tools, methods, or service design processes supported in improving learning
abilities or in motivating and empowering staff? How? (E.g. Gaining new knowledge?)

Service Design in Relation to Multi-Disciplinary Stakeholder Work

1.

What is the relation of service design in comparison with your department and
stakeholders? (Affect to practices, processes, breaking silos, increased co-creation...?)

How do you cooperate with service designers? Do you share similar tasks or do your tasks,
tools, or working methods support each other? What? How?

How do you see service design supporting your work? Are there any experienced challenges
or obstacles along the way? What? Why? How?

Has service design come and taken over something or some methods, tools, or tasks that
used to belong to you before? Or are your tasks or methods overlapping? What? How?
How should service design, as a design-centered discipline, develop to better support
multidisciplinary collaboration for service innovation?

Service Quality and PSS (Product-Service Systems) / Service Ecosystems

1.
2.

How were big and complex service entities & data handled before?
Does service design/designers or tools help in being clearer about service entities or service
architecture (e.g. blueprints) regarding complex service ecosystems? How?

INTERNAL EFFICIENCY (Show Performance Pyramid)

Business Strategy, Day-to-Day Operations of Service Development, KPIs, and Organizational
Performance

1.

2.

How is performance measured in relation to new/existing service development? How are
KPIs defined?
What are KPIs related to (service development processes and) service design?
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How do service design and R&D get shown in KPIs?

a. In which part of the meters is service design/design/R&D relevant?

b. What are the meters used? Why were such areas of measurement decided to be
measured? What are the measurement techniques?

How/in which areas has service design helped to answer the required KPIs?
How has service design improved organizational (service development) performance? E.g.
Has service design improved efficiency between strategy and operations?

a. How is it seen/proven internally? Has productivity and flexibility improved in the
phase of service development? (E.g. between departments, groups, and teams?
Day-to-day operations regarding stakeholder commitment? Breaking silos? Quicker
development processes and cycles, how/why did it increase the speed of the
process? Agile use of tools?)

Has service design improved the release time to market (return on time)? How? Why? E.g.
Have the development cycle time and waste been reduced?

What about financials in business units once service is delivered? E.g. Improved savings
due to shorter release times? Improved cash flows within delivery?

Has service design supported improving the corporation’s or services’ market value? If yes,
how? If not, why?

Has service design helped in innovating totally new services & service innovations,
disruptive services, or product ideas? How?

10. Any other organizational levels where service design has been affecting?

EXTERNAL EFFECTIVENESS (Show Performance Pyramid)

Frontline Satisfaction & Delivery

1.

Has service design helped in improving the service delivery time or the quality of delivery?
How?

Has service design improved the service quality in the eyes of the frontline? How?

How is it seen/proven? (E.g. Happier frontline, higher sales, or higher NPIs?)

Customer Satisfaction & Expectations

1.

Has customer satisfaction been improved regarding those projects where service design
has been used?

a. How is it seen/proven concretely? E.g. Improved quality of service delivery or

quicker more efficient delivery? Higher NPIs? Increased profits?

What about the customer value and brand value of the corporation? Has it increased due
to the use of service design? How?
What about the strategic value and financial value (improved return on investment) of the
corporation regarding the projects where service design was used? How? What
areas/where?

AT THE END OF THE INTERVIEW/REMEMBER

Ask if they are happy to be contacted if a question arises e.g. via email.
Ask if they have any questions.

Ask them if you can take a picture of them.

Thank them and reassure their input has been useful.
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APPENDICE 2.

INTERVIEW DISCUSSION GUIDE — SERVICE DESIGNERS
Design in Smart Mobility Business Services project & Krista’s dissertation

Time with the participant: approx. 1, 5 hours

Introduction & Research Objectives:

The research objectives are to:

e Understand organizational impacts of service design and the value it brings to
organizations

=  Project affects

=  Process affects

=  Manager level affects

=  Company level affects

e Understand the role of service design on development processes, tools & methods used,
stakeholder commitment and internal co-creation, and business overall (such as effects
on strategy, customer happiness, increased profits, ...)

e Understand what are the positive values and possible challenges service design brings
into processes, stakeholder commitment, and business

e How could service design better support organization, project work, and stakeholders in
the future

Set-up (5min)

Describe the purpose of the research and the interviewee’s/participant’s contribution to it:

e Explain what will be involved, the type of questions to be asked, and how long (approx.) it
will take

e  Explain who you are and how the inputs will be used in confidentiality

e Ask them if possible to voice and/or video record, take pictures

e  Getinformed interview consent signed

About you and your work (5min)

What is your role and what are your responsibilities in this organization?
How long have you worked for this organization?

Are you a permanent employee?

What is your specialty and professional background?

PO NPE
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Role of Service Design

1.

w

5.

What makes you you? (Service Designer in relation to Industrial Designers and User
Experience Designers?)

What is your specialty?

What do you make differently in comparison to the mentioned designers?

In which areas/organizational levels do you see service design having an impact on the
organization? Where else than in the ones below? (E.g. stakeholder/department
commitment, ...)

o Operational? (Relate to day-to-day operations of the corporation. They have a
short-term horizon as operations are done repetitively. Operational decisions are
taken at lower levels of management.)

o Tactical? (Developing divisional plans, structuring workflows, establishing
distribution channels, and acquisition of resources such as men, materials, and
money. These decisions are taken at the middle level of management.)

o Strategical? (Strategic decisions are major choices of actions and influence a whole
or a major part of a business organization. They contribute directly to the
achievement of the common goals of the corporation. They have long-term
implications for the organization. Such decisions are taken at the higher level of
management.)

How do you see other stakeholders’ attitudes towards service design?

Evolvement of Service Design within the Organization

1.

Do you see service design affected the strategy change that happened in 2016, which is
customer-centric? How?

a. Any knowledge of how the strategic investments have been followed? Result

indicators?

What do you see is the value for the organization of using service design? E.g. How do you
see the company benefitting from service design? Short-term and long-term?
How has service design improved organizational innovation capabilities and
competitiveness? Could you please give examples?
How does the service design approach affect and relate to the other
disciplinary/department approaches?
Do you see any of the tasks, methods, or tools you use overlapping with some other
department’s work & tasks? What? How? Has service design taken over of those or were
they given to you as your tasks?
How do you see stakeholders and other departments being ready for service design
thinking and doing? How do you fit into their way of doing & practices and vice versa?
Drivers and barriers when integrating service design in the organization? Are there any
experienced obstacles, other than the ones that came up when mapping development
processes? When? How? Why?
Are there any organizational transformations needed to apply service design better in the
future? What? How? E.g. How should the leadership of the company develop to be able to
better accept service design as a discipline? Or, should service design as a discipline evolve
instead?
How should service design, as a design-centered discipline, develop to better support
multidisciplinary collaboration for service innovation?
Should other departments or stakeholders be able to develop to better support service
design? How?
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Service Design Process / (New) Service Development Process (Show value chain)

What is the meaning of service design and its contribution to corporation processes?

In what phase of the service development/delivery process, do you see service design is
most useful? Why?

Have you experienced any communication challenges regarding service design between you
and other stakeholders? What kind of challenges, with whom, and when?

What are the expectations from other stakeholders regarding the results and deliverables of
the phases? Have the expectations been met? If not, why?

Are there any specific tasks and/or deliverables that you had to do for stakeholders, even
though you felt ‘this does not belong to my field of work’? What kind of tasks and why did
they have to be done by you?

Any experienced show-stoppers along the way in relation to service design and other
stakeholders? Any points of frustration? In what kind of situation did this/these emerge/in
which context? Why?

Creative Tools and Methods of Service Design, Prototyping

1.

How do you see your tool tools support the organization in handling big and complex service
entities (Product-Service Systems) & data?

Are there any experienced challenges along the way regarding the used methods and tools?
What kind of? Why did they emerge?

How do you see tools, prototyping, and experimenting methods benefitting the projects,
other stakeholders, and the company?

How do you see the tools, methods, or service design processes supporting and improving
learning abilities or motivating and empowering staff? Within the company and
stakeholders? (E.g. Gaining new knowledge?)

INTERNAL EFFICIENCY (Show Performance Pyramid)

Business Strategy, Day-to-Day Operations of Service Development, KPIs, and
Organizational Performance

1.

2.

How is performance measured in relation to new/existing service development? How are
KPIs defined?

What are KPIs related to (service development processes and) service design?

How do service design and R&D get shown in KPIs?

a. In which part of the meters is service design/ design / R&D relevant?

b. What are the meters used? Why were such areas of measurement decided to be
measured? What are the measurement techniques?

How/in which areas has service design helped to answer the required KPIs?
How has service design improved organizational (service development) performance? E.g.
Has service design improved efficiency between strategy and operations?

a. How is it seen/proven internally? Has productivity and flexibility improved in the
phase of service development? (E.g. between departments, groups, and work
teams? Day-to-day operations regarding stakeholder commitment? Breaking silos?
Quicker development processes and cycles, how /why did it increase the speed of
the process? Agile use of tools?)
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Has service design improved the release time to market (return on time)? How? Why? E.g.
Have the development cycle time and waste been reduced?

What about financials in business units once service is delivered? E.g. Improved savings
due to shorter release times? Improved cash flows within delivery?

Has service design supported improving the corporation’s or services’ market value? ? If
yes, how? If not, why?

Has service design helped in innovating totally new services, service innovations, disruptive
service, or product ideas? How?

10. Any other organizational levels where service design has been affecting?

EXTERNAL EFFECTIVENESS (Show Performance Pyramid)

Frontline Satisfaction & Delivery

1.

Has service design helped in improving the service delivery time or the quality of delivery?
How?

Has service design improved the service quality in the eyes of the frontline? How?

How is it seen/proven? (E.g. Happier frontline, higher sales, or higher NPIs?)

Customer Satisfaction & Expectations

1.

Has customer satisfaction been improved regarding those projects where service design
has been used?

a. How is it seen/proven concretely? E.g. Improved quality of service delivery or

quicker more efficient delivery? Higher NPIs? Increased profits?

What about the customer value and brand value of the corporation? Has it increased due
to the use of service design? How?
What about the strategic value and financial value (improved return on investment) of the
corporation regarding the projects where service design was used? How? What
areas/where?

AT THE END OF THE INTERVIEW/REMEMBER

Ask if they are happy to be contacted if a question arises e.g. via email.
Ask if they have any questions.

Ask them if you can take a picture of them.

Thank them and reassure their input has been useful.
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APPENDICE 3.

SERVICE DESIGN VALUE WORKSHOP WITH SERVICE DESIGNERS: Value Mind Map(s)

1. POSITIVE VALUES OF SERVICE DESIGN (POSTER OF PROS)
What are the values you see service design bringing into the corporation?

. WHAT ARE THE AREAS OF SERVICE DESIGN CONTRIBUTION?

. How do you perceive service design and its contribution (value) to this corporation?

. Where are the biggest service design impacts/effects seen? In which areas? Where/in
which areas does service design get the highest value?

. How do you see the SD contribution to affect corporation results? How are the results
seen/proven?

Examples to boost discussion, if needed:

. Operational producers of strategy?
. Leading/facilitating change?
° Bringing in new innovations?

. Disruptive thinking?
. Outside-in thinking & doing?

2. PROGRESSING VALUES OF SERVICE DESIGN (POSTER OF CONS)

What are the challenges you see service design has in the corporation based on your
experience?

What are the challenges you face as a service designer?

What are the organizational challenges related to service design?
What are the challenges related to service design?

Where/in what areas should the organization develop?
Where/in what areas should service design(ers) develop?
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APPENDICE 4.

SERVICE DESIGN PROCESS MAPPING WORKSHOPS WITH SERVICE DESIGNERS

Map the project’s process steps and phases in linear order from left to right. Use Post-it notes to
fill in the content per step in the process map.

Meaning to understand, how SD contribution affects corporation processes?

Were you involved in this phase?

What were the required KPIs in this phase?

What did you have to achieve/what was required at this phase?
Who were the actors involved at this point? What are their roles?
What was your contribution at this phase?

What were the service design activities delivered at this point?
What are the tools/methods used at this point?

What were the deliverables/output you had to deliver at this point?

W oeNOUEWNE

What were the experienced obstacles at this point? What went well? What not? Why?

N
©

What was the outcome/result at this point? Was it what was expected?
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APPENDICE 5.

THE INTERNAL-BUSINESS-PROCESS VALUE-CHAIN PERSPECTIVE - this is an edited version
of Kaplan and Norton’s (1996) original model from the perspective of in-house service
design and it was used as a prompt in interviews

(adapted from Kaplan & Norton, 1996)

DEFINITION OF
CUSTOMER NEEDS

DEVELOPMENT PROCESS

PRODUCTION PROCESS

CUSTOMER NEEDS
SATISFIED

SALES PROCESS

PRODUCT

ANALYSATION DEVELOPMENT

PRODUCTION

DELIVERY

AFTER SALES

SALES / SELLING SERVICES

DEVELOP
CHANGE

Reference:

DELIVER
MAINTAIN, UPKEEP & REFINE

Kaplan, R. S., & Norton, D. P. (1996). The balanced scorecard: Translating strategy into
action. Harvard Business School Press.
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APPENDICE 6.

PERFORMANCE PYRAMID - this is an original model of Lynch & Cross (1988) and it was
used as a prompt in interviews

(Lynch & Cross, 1988)

Corporate
vision

Objectives Business
Market Financial Moasunes
L)
0% %
Aﬁ;& 2
5 %8,
Customer FlexiBility Productivity )\ 2 &
satisfaction
2
2%
%55
Quality Delivery Cycle time Waste ®F@
Operations
External effectiveness Internal efficiency

Reference:

Cross, K.F., & Lynch, R. (1988). The “SMART” way to define and sustain success. National
Productivity Review, 8, 23-33.
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Service design is increasingly applied in different organizational contexts as a human-
and customer-centric development methodology. It provides value to companies by
providing an in-depth understanding of the customers and their needs in societies
where market needs change rapidly. This understanding supports organizations in the
development of new services. However, applying service design in organizational
contexts is not straightforward. The organizational working cultures in addition to the
existing practices and processes may collide with the agile design approaches.

This dissertation research explores what is required for an organization, to transform
its working culture towards human- and customer-centricity, in order to enable the
efficient integration of in-house service design. The study was conducted as a
multimethod qualitative case study of a multinational manufacturing corporation
where engineering-based and technology-oriented cultures thrive. The novelty of
this dissertation lies in the developed framework that considers individual and
organizational change aspects to get an organization’s working culture to change
towards human- and customer-centricity. This, in turn, enables the more efficient
integration of in-house service design.
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