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PURPOSE OF THE REPORT

This visual report comprises the service design process carried out 2019-2020 in
ECOLABNET project (funded by EU ERDF, Baltic Sea Region). VAMK University of Applied
Sciences, Design Centre MUOVA was responsible for coordinating the service design
process and operated as an expert in service design. Design Centre MUOVA has
studied and utilised service design in business since 2007.

This report includes presentation service design process in Ecolabnet project. The service
design process covered the creation of user personas, idea generation based on user
personas, and the development of service journeys i.e. service processes for
manufacturing SMEs and intermediary organisations.

30th September 2020, Vaasa, Finland
Miia Lammi and Sanna Peltonen | VAMK Design Centre MUOVA
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AIMS OF THE ECOLABNET PROJECT

Increase competences in eco-
innovations among small and medium-
size manufacturing companies

Produce demonstrations of eco-
innovations to show different strategies
of ecological innovations

Organise and participate in events for
companies and increase their
knowledge about eco-innovations

Create easy access to transnational research
and test infrastructures and expertise

Create collaboration models for
companies, service providers and
intermediary organisations

Increase collaboration competences in
research and development organisations



PURPOSE OF DESIGNING RDI SERVICES

 Manufacturing small and medium size companies (SMEs) have
limited resources for collaborating with research, development
and innovation organisations (RDIs) such as universities and
consultant agencies.

« Efficient, user-friendly and desirable RDI services enable SMEs
to have access to high-level expertise, recent research
knowledge and RDI facilities.

« SMEs have diverse needs for support and therefore RDIs need
to support ecological innovations throughout the value chain.

* Intermediary organisation (los) such as local, regional and
national business developers have important role in facilitation
of knowledge transfer.



SERVICE DESIGN PROCESS IN ECOLABNET

Developing RDI services for manufacturing SMEs and intermediary
organisations (10s)



SERVICE DESIGN

Is multidisciplinary
service development
through design
processes and design
methods.

Aims to improve service
experience of service
users (both service
provider and
customer).

Develops the service
process and service
elements (immaterial
and material) i.e.

a — - - i _a_



PROBLEM SOLUTION



SERVICE DESIGN ACTIVITIES IN ECOLABNET

A survey and interviews studied the needs of SMEs for supporting eco-innovation and
the role of intermediary organisation in development.

Based on the research, user personas were created and used for guiding and
inspiring the service idea generation.

In idea generation, the messages and support activities were elaborated for each
user personas in the ECOLABNET workshop 28.11.2019

We crystallized messages for creating the change in SMEs and the ways of supporting
their eco-innovation practices. The needs for expert services and collaboration
activities were included in the service ideas from SME survey.

The service ideas were categorised based on the nature of the service (information,
networking and expert services).

Suitable intermediary personas were added to service ideas as potential
collaboration partner.

Service journeys were built in an online workshop 28.4.2020.



SMEs - small
and medium
sized
manufacturing
companies

|0S -
Intermediary
organisations

SERVICE DESIGN PROCESS IN ECOLABNET

QUANTITATIVE AND

QUALITATIVE STUDIES

USER PERSONA

SERVICE IDEAS FOR
USER GROUPS

EVALUATION
OF IDEAS

Discovering needs and
wishes of manufacturing
companies for expertise
and support in eco-
iInnovation

Discovering needs and
wishes of intermediary
organisations for
ECOLABNET as an expert
network

)

Grouping similar
manufacturing
SMEs based on their
motivation and
needs

Grouping similar
intermediary
organisations
based on their
motivation and
needs

)

)

1. Creating messages
and support activities for
user personas of SMEs

2. Including RDI services
and collaboration
activities

3. Regrouping services

4. Adding main user
groups

)

)

Testing the
feasibility of
service ideas

within
ECOLABNET
project team



SERVICE DESIGN PROCESS IN ECOLABNET

USE PROCESSES

EVALUATION &
PRIORITIZATION

COLLABORATION SERVICE
TOOL PACKAGES

DEVELOPMENT
PROGRAM

Generating use
processes of
ECOLABNET
services
including
transnational
collaboration of
RDIs, SMEs and
|Os

1. Evaluating
service ideas
and processes
with SMEs and
intermediary
organisations
2. Choosing
ECOLABNET
services

Developing the Developing
virtual tool for transnational
collaboration service
between RDIs, packages for
manufacturing supporting
SMEs and manufacturing
intermediary SMEs and
organisations intermediary

organisations

Planning and
implementing
development
activities in order
to foster
competences and
practices related
to cooperation
with SMEs



PERSONA CREATION

User profiles of manufacturing SMEs and intermediary
organisations



SERVICE DESIGN METHODS:

USER PERSONA

A fictional and preferably
research-based profile
describing a user group

Includes users with similar
iInterest

Guides and inspires service
development

See Stickdorn and Schneider (2010). This
Is service design.

While boating, | gain experiences

Example of independence and self-
realization
Forerunner dedicated to boating | am thought on the
leader boats |
| value creativity, freedom, curiosity and meet new
people

independence. My boat should tell about me as
a boater and it is important that my boat stands
out from other boats.

| value action more than money. Therefore, |
prefer to do some things myself rather than buy
ready-made products from the store. This is how |
get my boat exactly the way | want it to be.

| value excitement, adventure and variety in my
life. I like testing my boating skills and winning
over myself. | appreciate a fast and high-
performance boat so | can boat in challenging
conditions.

Because | stay a lot in the boat and often travel
overnight in the boat or on land, | appreciate the
comfortable overnight accommodations, WS,
cooking and entertainment facilities.

I'm open-minded
experimenter of
new producs

© MUOVA 2009 Envisioning services and products for boating. Research funded by Tekes



STEPS IN PERSONA CREATION

Persona

creation

e Persona e Different user

= Quantitative

creations was data analysis groups with

taken into = Factor analysis the similar

account in  Cluster needs and

survey design analysis behavior were
e Data was crystalized into

collected in 6 user personas

European

countries

during 2019

- J - J - J




TWO TARGET GROUPS

SME companies 2 Intermediary organisations
Focus on motivating factors, barriers and Focus on the role and expertise of the
eco-innovation specific development intermediary organization in supporting
areas (within the next 3 years) SMEs’ eco-innovation activities
Data included 296 valid responses The data included 106 valid

responses
6 clusters 3 clusters




SME USER PERSONAS

“Let's go to pool, Eco-innovation pool!”



VISUALISATION OF SMES AS USER PERSONAS



”We are so excited about eco-innovations.
ECO'BOOSTER There is so much to gain!”

 Eco-boosters are highly motivated
iIn developing eco-innovations
e To satisfy customer needs
« Efficient use of resources
e Strengthening corporate brand image

 Main barriers
* Lack of capital
e Certification costs
e Limited access to external knowledge

« Companies have several focus
areas covering whole company
* Business
« Development
« Techonology/Production



ECO-BOOSTER

« Companies evaluate their knowledge
In eco-innovation as Medium/high

« Companies see the eco-innovation
stage as Medium/high

e Size of the company
 Micro (up to 9 employees) 56,3 %
« Small (10-49 employees) 33,3 %

* Industry
* Food products 18,8 %
 Notin manufacturing 16,7 %
e Other manufacturing 12,5 %

29% 40%
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’If there is business, we are in!”

ECO-OPPORTUNIST

e Eco-opportunists are not interested
In developing eco-innovations,
unless they can provide

» Potential business opportunities
» Efficient use of resources
* Reduction of environmental effects on

the business operations
 No major barriers, but mainly

* Lack of capital
e Limited access to external knowledge
* Lack of suitable tools and methods

 Only focus areas
» Business (value chain assessment)



ECO-OPPORTUNIST

« Companies evaluate their knowledge 40% 26 %

In eco-innovation as Medium/high ; é ; "1 - 5'

« Companies see the eco-innovation
stage as Medium/high

e Size of the company

 Micro (up to 9 employees) 50,0 % 24% [5
« Small (10-49 employees) 21,1 % 29 % AN
e Medium (50-249 employees) 21,1 % KQAQ\ g
* Industry 3
* Not in manufacturing 36,8 % 2

« Machinery and equipment 10,5 % |
« Other manufacturing 10,5 % ﬁ



”Eco-innovation is interesting if it reduces

ECO -0 PT| M | ZER costs. We need to make some

calculations first.”

 Eco-optimizers are interested in eco-
iInnovations mainly for cost
reduction
* Costreduction
» Efficient use of resources
e To satisfy customer needs

 No major barriers, but mainly
* Lack of alternative materials
* Lack of capital
* Uncertain return on eco-innovation

investment
 Only focus areas

 Technology/Production (Increasing
efficiency)



ECO-OPTIMIZER

Companies evaluate their knowledge
iIn eco-innovation as Medium/low

Companies see the eco-innovation
stage as Medium/low

Size of the company
 Micro (up to 9 employees) 41,7 %
« Small (10-49 employees) 36,1 %
e Medium (50-249 employees) 19,4 %

Industry
¢ Other manufacturing 19,4 %
« Machinery and equipment 13,9 %
e Food products 13,9 %

31% 39%
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”"There are so many exciting things to do

ECO-DEVE LOPER with eco-innovation!”

 Eco-developers are interested in
eco-innovations mainly for
Differentiation and brand image
e To satisfy customer needs
« Differentiate from competitors
« Efficient use of resources
e Strengthening corporate brand image

 No major barriers, but mainly
* Lack of capital
e Lack of alternative materials
* Uncertain return on eco-innovation
Investment
 Focus areas cover
* Business
 Development
 Technology/Production



ECO-DEVELOPER

« Companies evaluate their knowledge
In eco-innovation as Medium/high

« Companies see the eco-innovation
stage as Medium

e Size of the company
 Micro (up to 9 employees) 40,0 %
« Small (10-49 employees) 29,1 %

e Industry
 Rubber and plastic products 21,8 %
« Machinery and equipment 18,2 %
e Other manufacturing 14,5 %

36% 36%
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”Eco-innovation is good for the company
ECO'CAUTIOUS brand! But is it worth it?”

 Eco-cautiouses are interested in eco-
innovations mainly for Differentiation
and brand image as well as Reducing
costs and resource use

 To comply with legislation

» Differentiate from competitors

e Strengthening corporate brand
image

e Cost reduction

 Financial uncertainty of eco-
Innovation is the major barrier

e Uncertain return on eco-innovation
investment

 Lack of capital
* Uncertain demand from the market
 Lack of in-house expertise

« No important Focus areas



ECO-CAUTIOUS

« Companies evaluate their knowledge
In eco-innovation as Medium/high

« Companies see the eco-innovation
stage as Medium/low

e Size of the company
 Micro (up to 9 employees) 53,8 %
« Small (10-49 employees) 23,1 %

e Industry
* Not in manufacturing 23,1 %
« Wearing apparel 15,4 %
« Food products 11,5 %
e Machinery and equipment 11,5 %

27% 31%
! l L

o

2 3 4 5

35 %

AN
3

27 %

AR
2




”Yes, but we need to think about

ECO-LAG GARD financial issues..”

 Eco-laggards are interested in eco-
Innovations mainly for reducing
costs and resource use
* Cost reduction
 To comply with legislation
« Efficient use of resources

* Legislation and certification costs as
well as financial uncertainty of eco-
iInnovation are the major barriers

* Uncertain return on eco-innovation
investment

 Uncertain demand from the market
* Certification costs
* Legislative demands

« No important Focus areas



ECO-LAGGARD

« Companies evaluate their knowledge 38% 38%
iIn eco-innovation as Medium/low | ! t I
1 2 3 4 5

« Companies see the eco-innovation
stage as Lowest stage

e Size of the company
 Micro (up to 9 employees) 12,5 % I

« Small (10-49 employees) 18,8 % 3

e Medium (50-249 employees) 62,5 % 2 |
e Industry 38 %

* Not in manufacturing 31,3 % P&Q\

« Fabricated metal products 18,8 % 44 % 5

« Computer, electronic and optical products erSi\_

18,8 % ﬁ



USER PERSONAS FOR INTERMEDIARY
ORGANISATIONS

“Let’s meet at the pool, Eco-innovation pool!”



VISUALISATION OF ALLUSER PERSONAS



"Commercialisation and branding? - We

PRO M OTE R can help you with our business network!”

 In providing eco-innovation support
services, the most important roles for
Promoters are

« Commercialisation

* Fostering networking and partnerships

 Branding and legitimation (e.g. creating
distinct brand and social acceptance)

 Main fields of expertise

* Potential business opportunities

* To satisfy customer needs

« Differentiating from competitors

 Main partners
e Commercial consultants
 Universities and research institutions

* Regional business development
organizations



"Networking and information? - We

N ETWO R KE R support you also in eco-innovations.”

* |n providing eco-innovation support
services, the most important roles
for Networkers are

« Fostering networking and partnerships
 Information gathering and dissemination

« Forecasting and road mapyping (e.g.
providing avenues for firms in eco-
INnnovation)

 Main fields of expertise
 Efficient use of resources

« Reduction of environmental impact on
business operations

o« Cost reduction
 Potential business opportunities

 Main partners

 Regional business development
organizations

e Universities and research institutions




”"Developing eco-innovations? — We can
D EALE R provide you access to resources!”

* |n providing eco-innovation support
services, the most important roles
for Dealers are

 Providing access to financial, human
and knowledge resources for eco-
innovation

« Commercialisation
 Fostering networking and partnerships
 Information gathering and dissemination

 Main fields of expertise

« To satisfy customer needs
 Potential business opportunities
 Meeting stakeholder expectations
« Differentiating from competitors

 Main partners

 Universities and research institutions
* Industry associations



SERVICE IDEAS

Developing ideas for RDI services for ecological innovation in
manufacturing SMEs







USER-CENTERED IDEA GENERATION

Service ideas were generated through analytical and creative process.

1. User personas of manufacturing SMEs were used as a starting point.
2. Messages and support activities were ideated for different user personas of SMEs

3. Potential RDI services and collaboration activities were included in the
descriptions.

4. Service categories were identified from the service descriptions.

5. Main user groups were included in the service ideas based on their needs.



IDEA GENERATION FORUSER PERSONAS

Developing service solutions for different user groups



SERVICE IDEAS FORECO-DEVELOPER




SERVICE IDEAS FOR ECO-OPTIMIZER




SERVICE IDEAS FOR ECO-CAUTIOUS




SERVICE IDEAS FOR ECO-OPPORTUNIST




SERVICE IDEAS FORECO-BOOSTER




SERVICE IDEAS FORECO-LAGGARDS




IDEAS OF RDI SERVICES

ldentifying and developing service ideas



SERVICE IDEAS

INFORMATION
SERVICES

Informing SMESs
about eco-
innovation
and support
activities

NETWORKING
SERVICES

Networking
with potential
collaboration
partners

LEGAL MARKETING & BUSINESS & PRODUCT INNOVATION
SERVICES GRAPHIC STRATEGY DEVELOPMENT MANAGEMENT
DESIGN SERVICES SERVICES SERVICES
SERVICES

EXPERTAND LABORATORY SERVICES

Aqcuiring external expertise and facilities for eco-innovation activities



INFORMATION SERVICES

In collaboration with Networkers

Main target groups:
Feeds

eco-cautious Contact
Experts

eco-laggards )\ latest O
cundin news Contact :
12l regional @ Portfolio
possibilties advisers O CcV

Public General Automatic
projects legislation updates

Real-life
business
cases with
calculation

O




NETWORKING SERVICES

In collaboration with Networkers

Main target group:
eco-optimiser,
eco-booster

Creating
(development
goals

Finding
partners

Intermediary Research )
organisations organisations

O

Planning Business Creating
projects el network

@

e Innovation / Ga'_nlng
actors xperiences




LEGAL SERVICES

In collaboration with Dealers

Main target groups: Influence

eco-optimiser, policies
eco-cautious

Select Follow EU

standard legislation . e
Industry-
legislation spesific
O @
® Seek e Country
patents -specific




MARKETING & GRAPHIC SERVICES

In collaboration with Promoters

Demand Brand strategy

Main targ_et groups: Customers along Activities
eco-cautious, the value chain () Visualimage
eco-opportunist Lead users AN Comminiaadon
@,
Branding
@

Market
understandin

9



BUSINESS & STRATEGY SERVICES

In collaboration with Promoters

_ Study
Main target groups: Plan

O
eco-developer, ® Execute
eco-booster, -

. . _ CO-.
eco-optimizer innovation

I Innovation O Blr:)anqmg
| Changin esign
Calculqtlons Competence value gha?n
Planning development & business
logic
o ® Evaluate
() Educate

lisation
-

arket-entry
Localization

Commercia- ®
M

Systemic
y )




|
In collaboration with Dealers Provide

Negotiation
lanning content

PRODUCT DEVELOPMENT SERVICES / Expertwor>

expertise in
I i Offer
Main target group is com_pa?y o O
ro
eco-developer projects
Alternative Establishing
materials r a project
Find expert
3D printing for LCA&LCC &
manu- Carbon
facturing footprint
calculation

Eco-design &
eco-branding




INNOVATION MANAGEMENT SERVICES

Team, Plan,
In collaboration with Dealers Prioritize
_ Resource
eco-developer, Report
eco-booster Project Life-cycle g
management services
Energy, :

Material, or Joint service &
Production solution business
efficiency development

Reduce ./ development
ud CcoOsts () in a value chain




CREATING SERVICE JOURNEYS

Online workshop
for developing use processes of RDI services



SERVICE JOURNEY

A service process
describing service
moments from users
point of view (service
provider / customer)

Stefan Moritz 2005

Method

STORYBOARD
communicates a story
through chronological
Images about main
events

© MUOQOVA 2009 User scenarios of a service journey for Itella | Desire project funded by Tekes



SMALL GROUP WORK

An online workshop was organised due to Corona pandemic. The project team worked
in small groups and generated the use processes for each service type.

Information services > Marketing & graphic services >
Find funding & experts Branding

Target group eco-laggard Target group eco-causious
Collaboration with Networkers Collaboration with Promoters

Networking services > Business & Strategy services >

Finding partners for project Commercialisation
Target group eco-developer Target group eco-booster
Collaboration with Networkers Collaboration with Promoters

Legalservices
Target group eco-optimizer |In collaboration with Dealers

Product development services >
Biobased & 3D printing

Target group eco-developer
Collaboration with Dealers

Innovation management services >
Joint solution

Target group eco-opportunist
Collaboration with Promoters




TEMPLATE FOR CREATING SERVICE JOURNEYS



INSTRUCTIONS FOR USING TEMPLATE

Environment &
action/interaction
stikers: Copy a sticker

Build service journey.
Paste stickers & write
down explanations.

Persona stikers: Copy
needed stikers




INSTRUCTIONS ABOUT SERVICE JOURNEY TASK

Aim was to learn about service journey method and create first use processes.
One team focuses on one user group (user persona) using one service.
1. Service moment: What are the main phases of the service?

 Describe how service flows on a general level. Start the process from upper left
corner and use the amount of service moments you need for describing your
service.

 Add slides if you need to describe a longer process.

» Describe the process starting from identification of the need. Then describe the
first contact with the service, which can be information or one form of service.
Then describe the necessary moments for service use.

« The moments can change when you describe the activities more in detail. You
can add, change or remove a service moment during the workshop.



INSTRUCTIONS ABOUT SERVICE JOURNEY TASK

2. Service environment: Where does this service moment occur?

Define the environment to each service moment.

Copy one service environment ’sticker” from the area above the slide. If you
don’t find suitable sticker, choose an empty one.

Describe service environment in detail on the text box (description of service
environment) if necessary.

3. Actionandinteraction: What isthe main form of interaction in this service moment?

Define the form of interaction and activity by copying information “sticker” and
place it on the circle.

Describe the content of communication or the activity in detail in the text box
below (description of action and interaction).



INSTRUCTIONS ABOUT SERVICE JOURNEY TASK

4. Participants: Who do participate in this service moment?
* Define the form the participation to each service moments.

 Copy ’persona stickers” to service moment and describe the participants in more
detail in the text box if necessary.

 Does ECOLABNET have some role in the service moment?
5 minutes before the time ends: saving & key findings
Save the service journey.

Discuss about the role of ECOLABNET in this service.



EXAMPLE OF FILLING IN ATEMPLATE

Use processes of ecolabnet services



SERVICENAME: Planning an eco-innovation project

Service
moment

Service
environment

Description

Action and
interaction

Description
of action
and
interaction

Participants

Description

Identifying the need

Everyday work in the factory

¢ The pressure for making
changes in production towards
ecological impacts

¢ Insight: ecological action can be
economical

¢ Activate in searching
information

Textile company

Introducing service for
building eco- innovation
projects

Office in the company

¢ Ecolabnet offers information
about a service for building eco-
innovation projects

¢ Dealer shares the information
trough their newsletters: The
starting point is to find right
partners to plan eco-innovation
project properly

Textile company and local
business adviser

Participating in a speed
dating event

Informal conference room
(organiser 10)

* Participate in a speed dating event
for finding partners for eco-
innovation.

* Discussions with experienced
companies more experienced in eco-
innovation > confidence on the eco-
project is stronger.

* He decides to work with local IO to
plan such project.

Textile company, food company,
local business adviser

Meeting for project
planning

Office in the company

¢ 10 and company meets and
starts to plan the project.

¢ They follow the ECOLABNET’s
project planning structure.

¢ They discuss about the needs for
special expertise and labs in the
project.

Textile company and local
business adviser

Choosing suitable
expert

Company meeting room

¢ Look for suitable experts to the
innovation project

* request for meeting with the
expert

e Fill in the form for describing
their project idea.

Textile company, local business
adviser and ECOLABNET experts in
energy and production



SERVICE JOURNEYS FOR ECOLABNET

Results of transnational workshop 28.4.2020





















NEXT STEPS

Create service packages for user groups

« Easy to get access, understand, buy, and utilize expertise and labs
 Organise service resources efficiently to produce the service

Do experiments and prototypes

 Facilitate the strategic experiments: set goals and follow results

« Test & Learn — Create an iterative service development cycle

Establish the development program

* Involve people inside organisation for creating commitment and learning
* Foster service mindset: leadership and customer-centric approach

» Plan, develop and implement the internal service system for the production of the
services

« Develop partnerships throughout the value chain: research, development and
innovation actors, intermediary organisations and manufacturlng companies



SERVICE PACKAGE

A bundle of services,
which creates value
for customers

Value is supported
by material and
immaterial ways

© MUOVA 2014 User- and future-oriented service design for experiential voyage | Sub-project of Midway Alignment of the Bothnian Corridor, Vasek



THANKYOU!

More information about service design
www.muova.fi

More information about ECOLABNET
www.ecolabnet.org

Project manager
Anders Mattsson
Anders.mattsson@muova.fi

+358 40 141 7896

Design Centre Muova

VAMK Ltd. University of Applied Sciences
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