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Abstract

This thesis explores how Service Design can support
entrepreneurs when developing a business model.

The research was done in the context of a workshop
design within Aalborg University Copenhagen and
its Incubator Startup Program. A case study on the
Incubators Business Model Canvas workshop was
the foundation of the research. The study resulted
in recommendations on how Service Design (tools,
methods, and the way of thinking) can be used to
support the Business Model Canvas for both Busi-
ness Developers at Incubators, entrepreneurs, and
service designers.

Throughout the process, Service Design tools such
as the Persona, Actors Map, and Customer Journey
were examined in relation to the Business Model
Canvas. Both the workshop and interview settings
were explored to test different contexts and chal-
lenges the entrepreneurs might have while using
these tools and methods. Iterations and several tests
helped to understand the advantages, disadvantag-
es, possible biases, and what to be aware of when
using Service Design within a business context.

The study reveals that Service Design at some lev-
els can support the development of the Business
Model Canvas and increase entrepreneurs’ confi-
dence in the model. It also showed that Service De-
sign helped the entrepreneurs have a holistic view
of their business and gain new ideas or direction.
The visual aspect of Service Design had a specific
influence on the way the entrepreneurs would think
and helped them to be more creative. Another con-
clusion is that the development of a business model
with implementation of Service Design tools seems
to work better as a team or in individual sessions
with a Business Developer or a Service Designer. As
a result of the collaborative approach, sessions were
co-creative and personalized towards one business,
instead of the general perspective that would persist
in a workshop setting.

Keywords: Service Design, Business Model Canvas, Business Model
Development, Entrepreneurship
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.Introduction

In this chapter, the topic of the thesis will be
introduced. This will start by outlining the learning
objectives and then explore the project context. The
chapter will end with an explanation of how the fo-
cus area was chosen, including the initial problem
statement.

The following sections will
be presented in this chapter:

1.I Learning objectives
1.2 Project context
1.3 Focus area

1.4 Reading guide
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This paper is written by Marcelina Kopec-
ka and Stine Christensen for the Master program
of Service Systems Design, at Aalborg University
Copenhagen, during the spring semester, January -
May 2020. The project was supervised by Luca Sim-
eone, assistant professor at Aalborg University, and
made in collaboration with the Incubator of Aalborg
University Copenhagen. Our inspiration for the
project emerged during the previous fall semester
when one of the authors participated in the Startup
in Practise program at the Incubator Copenhagen.

Our common interest in the startup and business
world led to the motivation of trying to incorporate
Service Design into the Startup Program, to demon-
strate our Service Design competences and the val-
ue of Service Design in this context.

The thesis aims to focus on the area of Business
Model Canvas workshops for startups and how to in-
clude the value of Service Design into these. As Ser-
vice Designers, the startup environment and work-
shops interest us since we both aim to gain skills that
can be used after graduating. One of the authors
works as a Service Designer facilitating workshops
for the company. This role requires developing new
skills all the time. The other author has her own
startup and wants to gain a deeper understanding of
how these skills can further be used in work done by
businesses. We aim to gain enough understanding
of the subject to further educate relevant stakehold-
ers, such as the Incubator, other Service Designers
as well as use our knowledge in future professional
endeavours.

Zoom

STINE

MARCELINA
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1.1 Learning objectives

The learning objectives for this thesis are
presented both as the official given objectives from
the Service System Design department from Aal-
borg University, followed by our Personal learning
goals for this project.

The official objectives (Aalborg University, 2017):
Knowledge

+ Must have knowledge about the possibilities to
apply appropriate methodological approaches
to specific study areas

+ Must have knowledge about design theories and
methods that focus on the design of advanced
and complex product-service systems

Skills

+ Must be able to work independently, to identify
major problem areas (analysis) and adequately
address problems and opportunities (synthesis)

+ Must demonstrate the capability of analyzing,
designing and representing innovative solutions

+ Must demonstrate the ability to evaluate and
address (synthesis) major organizational and
business issues emerging in the design of a prod-
uct-service system

Competences

+ Must be able to master design and development
work in situations that are complex, unpredict-
able and require new solutions (synthesis)

+ Must be able to independently initiate and im-
plement discipline-specific and interdisciplin-
ary cooperation and assume professional re-
sponsibility (synthesis)

« Must have the capability to independently take
responsibility for own professional development
and specialization (synthesis)

In the thesis, we will try to demonstrate the acqui-
sition of these competencies, skills, and knowledge
to master the profession of Service Design. Further-
more, we will add our Personal learning goals, that
were outlined according to our individual motiva-
tion:

+ To investigate how the implementation of Ser-
vice Design might help to develop Business
Model Canvas in real life.

+ Aim to be more aware of the flexibility of Ser-
vice Design which in the future might help us to
implement this knowledge into the set of skills
used at work.

« To find a way to describe and use Service Design
in an easy, convincing, and beneficial way for en-
trepreneurs.

+ Facilitating online workshops and acquiring a
bigger knowledge of so.

1.2 Project context

The focus of this paper is on the business model de-
velopment within startups. The paper will examine
how Service Design can be applied to support the
Business Model Canvas (BMC) used in the Aalborg
University Copenhagen Incubator (AAU INC). All of
the fields, Service Design, business model develop-
ment, and the BMC will be described and discussed
in the literature review. Accordingly, this section will
focus on the AAU INC.

The AAU INC is a startup environment for stu-
dents at Aalborg University (AAU) in Copenhagen
(Inkubator, nd.). It is a workstation where you can
develop your ideas and collaborate and gain advice
from developers that are hired by AAU (ibid.). It is
not only a meeting place but an environment with
entrepreneurial spirit and activities such as work-
shops and social events (ibid.). This environment
allows for startup entrepreneurs to gain knowledge,
experience and the necessary skills to turn their
ideas into businesses (ibid.). As a student or re-
searcher, you can also join one of their start-up pro-
grams which they call The Startup Program (SUP),
Innovativ Vaekst (In Aalborg only), and Startup in
Practice (SiP) (ibid.).

12



The business developers connected to the AAU INC
in Copenhagen are Jacob Lundberg and Rasmus
Brorly. Jacob was the only business developer at
CPH for the last three years, Rasmus started at the
beginning of 2020. At the beginning of 2020, around
30 startups were connected to the AAU INC in Co-
penhagen (Lundberg, Personal communication,
February 20, 2020). The AAU INC launches their
programs twice a year. As a result of the global pan-
demic COVID-19, the new enrollment of the startup
programmes SUP and SiP did not go ahead as they
were scheduled to start this spring semester in April
2020.

This made it more difficult for us to collaborate with
the students. We would have liked to have followed
the startups and observed them during the work-
shop of the BMC and made some follow up testing
of the new startups to see the effect of the Service
Design tools in this context. The already existing
startups at the AAU INC program were on a more
advanced stage of development of their idea and
had already participated in the BMC workshop fa-
cilitated by the AAU INC. As a result of this and the
limitations of the global pandemic, are the partici-
pants in this project not the startups of the AAU INC
program. However, we chose participants that could
potentially be future participants in the program.

1.3 Focus area

Throughout our own participation in the SiP
and SUP program of the AAU INC, we learned that
the whole program could benefit from the use of
Service Design. The program was not well designed
and hard to understand for the students.

From our experience with the workshops, one spe-
cific workshop piqued our interest - the Business
Model Canvas Workshop. This workshop was in the
middle stage of the program and was told to be the
step before creating a business model and a tool that
could help you to contact partners. A few questions
that we had were: Would any business ever show
a canvas when contacting a partner? Why is it that
you need a canvas to create a business model? What
should it help to place things in boxes instead of just
writing a business plan or place the headings and
add notes? When asked about the workshop, the
business developer indicated that the model would
probably not be used in real life as one would prob-
ably know the outcome. At the same time when
questioning the workshop, it was indicated that the
BMC have to be used within the program but agreed
that it could be better and include some other tools.
The BMC did not give any new insights to its own
business, only a multitude of new questions to the
model which was useful for our thesis and Personal
reflection. Considering the workshop and our in-
terest in Service Design, we designed the problem
statement together with our supervisor.

Problem statement

How can Service Design be used to support the work on the Business
Model Canvas workshop for the startups within the Aalborg University
Incubator?

13



1.4 Reading guide

The following chapters within the thesis are
as follows.

Chapter 2: Literature review

This chapter covers the theoretical foundation of
the thesis. The two main components of the prob-
lem statement are Service Design, business models
and the Business Model Canvas. This will be the
main focus of this chapter and will conclude with
our research question. The research question was
made from missing gaps surrounding these topics as
well as within literature. In addition to the problem
statement, it will focus on the AAU INC, and a more
generalized understanding of how Service Design
can be used to support the BMC.

Chapter 3: Methodology

This chapter covers our methodology. Since our
process was more linear, we did not see a need to
make it iterative. The aim was not to ideate on any
new things, but to test and explore existing tools
and methods. Therefore, we felt that it was only
appropriate to design our own methodology to sup-
port our research. Through this process the design
phases will go from first Understand (the BMC), to
Define (the workshop design and Service Design
tools), to Explore (how the tools and methods work
in real life) and finally, to Deliver (an overview of
the outcome). As the thesis will focus on exploring
how Service Design is applicable in professional set-
tings,the majority of the focus will be on the Explore
phase.

Chapter 4: Analysis & Results

This chapter will go through the four design phases.
Additionally, it will analyse and reflect upon the re-
search question and the outcome. During the first
phase (Understand), several methods will be used to
gain a deeper understanding of the BMC as a model.
Including specifications of the strengths and limita-
tions and reflections of the model. Using this under-
standing, the Define phase will focus on the design
of the workshop and the Service Design tools that
could be used in the sessions. In the Explore phase,
two workshops were made along with four individu-
al sessions, where the tools Persona, Actors Map and
Customer Journey will be explored in collaboration
with the BMC. Here the results will also be analysed
and reflected upon. The last phase of Deliver will
target the final outcome of the process, our sugges-
tion on how it can be used in additional work of the
AAU INC, as well as use by Service Designers and
others who may find it useful.

Chapter 5: Discussion

This chapter will include a discussion on the pro-
cess and the key findings in relation to the research
question and the problem statement. It will contain
reflections on several parts of the design process,
including a general reflection upon discovering the
outcome, the learning objectives and Personal goals,
the limitations and suggestions for further research.

Chapter 6: Conclusion
This chapter includes the key findings of the design

process. It also examines the limitations of so and
present possible future research.
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.. Literature review

This chapter is the theoretical foun-
dation of the thesis, exploring the business
model development and Service Design.
This helped us to gain a better understand-
ing of the fields within our problem state-
ment and form the research focus for the
thesis.

The chapter concludes with a gap within
literature around business modelling and
Service Design which formed our research
question. The research question will be used
to form the following analysis and discus-
sion of the thesis.

The following subchapters will
be presented in this chapter:

2.1 Business Model Development

2.2 Service Design

2.3 Research Question

15



2.1 Business Model Development

Studied literature exposed many different
definitions and understandings of the business
model. Following Seidenstricker, Scheuerle and
Linder’s (2014) paper we learned that the origin itself
is rather hard to identify, yet difficult to unify due
to the possibility that different disciplines took sole
credit for the creation of the term for their own use.
Prendeville and Bocken (2017, p. 293) describe busi-
ness model as a:

“conceptual tool to describe the interconnected

activities that determine business transactions be-

tween customers, partners, and vendors which can

convey how successfully a business creates, captures
and delivers value”.

Another definition proposed by Shafer, Smith &
Linder (2005, p.202) says that:

“a business model is a representation of a firm’s un-
derlying core logic and strategic choices for creating
and capturing value within a value network”.

Setting ourselves in the value mindset which busi-
ness model captures and emphasize for the organi-
zation we should not ignore the definition written
by Osterwalder (2010, p.14):

“A business model describes the rationale of how an
organization creates, delivers and captures value”.

Despite the lack of origin for a business model defi-
nition, we noticed a pattern among all definitions,
wherein the word “value” was utilized. The business
model should answer questions such as “who your
customers are?”, “what customers do value in your
organization?” or “how the organization can deliver
value to customers with an efficient cost structure?”
(Osterwalder, 2010). The business model has to be
considered as a holistic structure created from dif-
ferent business model elements. Each of the ele-
ments should raise the previously asked questions,
suitable for the particular area of business (Magret-
ta, 2002). The literature provides several examples of
business model elements presented as a framework.
Chesbrough & Rosenbloom (2002, p.356) suggest
that a business model should fulfill the seven fol-
lowing functions:

« Articulates the value proposition,
+ Classify a market segment as well as specify the
revenue generation,
e Characterize the structure of the value chain,
« Specify the revenue mechanism(s),
« Estimates the cost structure and profit potential,
+ Identifies the position of the organization within
the value network,
+ Formulates the competitive  strategy.
Osterwalder (2010), well known from the de-
velopment of the Business Model Canvas, uses
the elements which he terms as ‘blocks’. He
describes the nine blocks as: Key Partners, Key
Activities, Value Proposition, Customer Rela-
tionship, Customer Segment, Key Resource, Dis-
tribution Channels, Cost Structures, and Reve-
nue Stream (See Figure 1). Seidenstricker et. al.
(2014) also emphasizes six business elements
and named them essential: “value proposition”,
“technologies, competencies and key resourc-
es”, “channels and customer relations”, “value
chains and processes”, “network and partner”
and “revenues”.

Despite the differences in names or the number of
components within one model, it is important to
note that the common goal is to capture the orga-
nizational components within the business mod-
el framework which as a whole, creates a coherent
structure where all the processes and elements are
clearly mapped out. Nevertheless, even specifically
framed models seemed to be not efficient enough
for researchers as the literature seems to still look
for further solutions or alternatives when it comes
to framing a business model for the organization.
Subsequently, we cannot write about a business
model without mentioning Business Model Innova-
tion (BMI).
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The Business Model Canvas

Designed for:

Designed by: Date: Version:

// What Key Activities do our Value
Proposition require?

// What are our Key Partners?

// What are our Key Suppliers?

// Which Key Resources are we // Our Distribution Channels?
acquiring from partners? // Customer Relationship?

// Which Key Activities do partners perfom?| // Revenue streams?

¢
Key Resources [l
y 2.
// What Key Resources do our Value
Propositions require?
- Customer Relationships?
- Revenue Streams?

Key Partners 9 Key Activities Value Propositions H Customer Relationships ' Customer Segments
[ | ]

// What value do we deliver to
the customer?

// Which one of our customer’s problems
are we helping to solve? with them?

// What bundles of products and services | // Which ones have we established?
are we offering to each Customer

Segment? of our business model?
// Which customer needs are we // How costly are they?
satisfying?

// What type of relationship does
each of our Customer Segments
expect us to establish and maintain

//For whom are we creating value?
// Who are our most important customers?

// How are they integrated with the rest

Channels 'B

// Through which Channels do our
Customer Segments want to be reached?

// How are we reaching them now?

// How are our Channels integrated?

// Which ones work best?

// Which ones are the most cost- efficient?

// How are we integrating them with
customer routines?

Cost Structure

// What are the most important costs inherent in our business models?
// Which Key Resources are the most expensive?
// Which Key Activities are the most expensive?

Q

Revenue Streams e

// For what value are our customers really willing to pay?

// For what do they currently pay?

// How are they currently paying?

// How would they prefer to pay?

// How much does each Revenue Stream contribute to overall revenues?

@ @ This work is licensed under the Creative Commons Attribution-share Alike 3.0 Unported License. To view a copy of this license, visit:
or send aletter to 171 Second Street, Suite 300, San Francisco, California, 94105, USA.

nEci~MER BY: Qfratamizar AR

Figure I: Business Model Canvas (Osterwalder, 2010, p.18)

(®Strategyzer
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This broad subject has been covered by many au-
thors conducting research in the business field. BMI
is a temporal, systematic and iterative process of in-
novation where external and internal dimensions of
a firm rationalize each other for both radical inno-
vations (Bonakdar & Gassmann, 2016). Established
organizations or startups entering the market have
to be conscious of a constantly changing environ-
ment as well as components of their business mod-
els. BMI has a chance to examine new ideas and an-
alyze if their implementation will end with success
(McGrath, R.G, 2010). However, companies tend to
stick to their current business models and miss op-
portunities, and in some cases due to this failure, the
company will cease to exist (Chesbrough, 2010). Due
to that fact, it is extremely important that companies
or organizations keep experimenting and measur-
ing their business models constantly, even if the un-
knowns seem like a substantial barrier (ibid.).

Some of the authors argue whether the business
model should be a part of strategy development. A
good strategy is one that coordinates and focuses on
the resources within the entire organization (Rum-
let, 2011), and has an integrative perspective on it
(Hill, 2012). Since the business model is supposed to
be constantly measured and controlled, the experi-
mental ideas can be tried out anytime when deemed
necessary for business model improvements or for a
long-term perspective of the company. Chesbrough
(2010) named the strategy implementation to the
business model as discovery-driven planning. Nev-
ertheless, some of the authors claim that the busi-
ness model should not be considered as a part of the
strategy. Casadesus-Masanell & Ricart (2011) point
out that business models refer to the logic of the
company - how it operates and creates and captures
value for stakeholders in a competitive marketplace
- strategy is the plan to create a unique and valuable
position involving a distinctive set of activities. How-
ever, as Kindstrem (2010, p. 481) explains: “The busi-
ness model concept also highlights the importance
of consistency between a company’s strategy and all
its structural elements, meaning that an intended
strategic realignment to services must be mirrored
in changes throughout the business model”. There-
fore, a successful change of one element will create
the need for a change in another as well as between
strategies and business models. It is crucial that
companies focus on all areas of the business model
in a holistic manner, and not as separate elements
without any connection between each other.

2.1.1 Business Model Tools

In order to develop, redesign or simply map
out a business model, organizations can support
their work with tools proposed in the literature.
One of the most recognizable in the business world
is the Business Model Canvas (BMC), proposed by
Alexander Osterwalder. The template outlines nine
blocks mentioned above (see Figure 1).

The BMC aims to give a holistic picture of a busi-
ness and in the same way pushes us to reflect on its
values, information flow, and partners. Each block
asks questions that are used to start a brainstorm-
ing session. The questions such as “who are your
key partners?”, “what key activities does your value
proposition require?” (Osterwalder, 2010, p. 39) are
simple but effective as they force the user to a spe-
cific answer. The tool has been transformed into a
graphic template which can be used as a starting
point of any brainstorming workshops or business
meetings. Additionally, it can be filled out as many
times as needed in order to capture the business
from different angles or improve previously devel-
oped canvas.

The Business Model Framework based on the
EFQM management model is another scheme pro-
posed by Seidenstricker et al. (2014). The frame-
work captures six business model elements: “value
proposition”, “technologies, competencies and key
resources”, “channels and customer relations”, “val-
ue chains and processes”, “network and partner”,
and “revenues” (see Figure 2). Seidenstricker et al.
(2014) argue that the framework should contrast and
compare different business model ideas as well as
design business models. The established model dis-
tinguishes system elements, describes diverse rela-
tions among them, maps out system structure and

recognizes the condition of each system element.

enablers results

Structure

channels and customer element value proposition

relations

technologies,

value transfer
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/
/
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Figure 2: Business Model Framework (Seidenstricker et al., 2014, p.104
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Another business mapping approach is proposed
in Chesbrough’s paper about Business Model Inno-
vation from 2010. Chesbrough mentions the “com-
ponent business modeling” concept and IBM as an
early leader in this area, which published a visual
depiction of IBM’s view of component business
model (ibid.). In addition to the clear visualization
of the business model, this modeling approach en-
courages us to experiment with alternative business
models by empowering companies to try different
configurations before implementing the business
model in real life.

i New i 1
Business i Relationship | Servicing Product Financial
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° Administration | ~ Customer Bkt
W Product Marketing Dialogue General
2 Management
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Routing

Source:http//www.935.ibm.com/services/us/igs/cbm/htmi/cbmpage.html

Figure 3: IBM’s Component Business Model (Chesbrough, 2010, p.360)

The newest business model development frame-
work is proposed by IDEO (2018) and has been pre-
sented in May 2018 on IDEO’s online teaching plat-
form - IDEO U. IDEO’s business design framework
is inspired by Design Thinking, Lean Startup and
Business Model Canvas (Bannatyne, 2018), and it
is focused on prototyping the business. The frame-
work consists of three steps: “Create Value”, “Cap-
ture Value”, and “Deliver Value” (ibid.). However,
the course itself is designed in a way that the partic-
ipant should first reflect on the business by identify-
ing the business components in Business Blueprint.
Secondly, understand how the business can create
value. Thirdly, evaluate how the business can cap-
ture value and lastly, how the business can deliver
value (ibid.). After these four steps, the moment for
reflection comes when a participant “identifies [sic]
questions for the future”, “captures [sic] story for the
business”, and “updates [sic] business blueprint”
(IDEO, 2018, p. 3). Each phase of the framework is
supported by assignment templates where a partici-
pant has a chance to brainstorm and reflect on each
step.

INTRODUCTION: LESSON 1:

CREATING VALUE

NN
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+ Identify your busing + Stretchyourthinking + Highlightyour * Stretchyour thinking
about your about yoursaleschannel
value proposition

LESSON 2:
CAPTURING VALUE
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DELIVERING VALUE

CONCLUSION:
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business’s most for the future
+ Startyour

Business Blueprint

important costs
+ Buildastoryboard

prototype of
your channel

+ Capturethe story
* Build a prototype of + Stretchyour thinking of your business
" prop: about. 1

andprice

« Update your
Business Blueprint

and offer
« Collect evidenceabout

* Callect + Builda peand ur cha ideas
yourvalue proposition collect evidence of your
revenue model and price

Figure 4: IDEO’s Business Design Framework (IDEO, 2018, p.2)

Figure 5: IDEO’s Business Blueprint (IDEO, 2018, p.4)

2.2 Service Design

Service design is still considered as a young
and appearing discipline (Stickdorn & Schnei-
der, 2011). There is no common or clear definition,
but numerous that could be ordinarily presented.
Taking an easy way to explain it in a few words,
Service Design can be seen as “the design of ser-
vices” (Reason, 2016, p. viii), or as Stickdorn defines
it as “an interdisciplinary approach” (Stickdorn &
Schneider, 2011, p.28). Following that thought, Stick-
dorn & Schneider explain that “Service Design is an
interdisciplinary approach that combines different
methods and tools from various disciplines” (ibid.,
p.29). Moreover, Stickdorn & Schneider proposed
that further growth of this discipline needs to be fol-
lowed by a shared language. We observed an inter-
esting division of Service Design definition in their
book “This is Service Design Thinking”. The book
sums up the academic approaches for Service De-
sign definitions and the agency approaches for Ser-
vice Design definitions. In the academic chapter the
following interpretations of Service Design among
others are presented: 19



“Service Design helps to innovate (create new) or improve (existing) services to
make them more useful, usable, desirable for clients, and efficient as well as effec-
tive for organizations. It is a new holistic, multidisciplinary, integrative field.”

- Stefan Moritz, 2005 (Stickdorn & Schneider, 2011, p.30)

“Service design is an emerging field focused on the creation of well-thought expe-

riences using a combination of intangible and tangible mediums. It provides nu-

merous benefits to the end-user experience when applied to sectors such as retail,
banking, transportation, and healthcare.”

- The Copenhagen Institute of Interaction Design, 2008 (Stickdorn & Schneider, 2011, p.31)

When it comes to the agency approaches it is expressed as:

“Service design is a holistic way for a business to gain a comprehensive, empathic
understanding of customer needs.”

- Frontier Service Design, 2010 (Stickdorn & Schneider, 2011, p.32)

“Service design is the application of established design processes and skills to the
development of services. It is a creative and practical way to improve existing ser-
vices and innovate new ones.”

- live work, 2010 (Stickdorn & Schneider, 2011, p.33)
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+ Description of how the service should be deliv-

ered
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Service’s . Service \\ Customer
Strategic Intent Concept / Desire/Need

How:
Does service do this

Figure 6: The service concept, Goldstein et al., 2002, p.124)

Those four elements are connected to the holistic
approach which Service Design embraces and rep-
resents. While planning the processes, the before,
during, and after moments are considered and thor-
oughly analyzed by Service Designers (ibid.). Those
actions lead to reduce any gap between a customer or
stakeholder’s expectations and the service provider
(Zimmerman, Forlizzi & Evenson, 2007). Stickdorn
& Schneider (2011) also describe Service Design as
a process of designing, evaluating, measuring, and
redesigning, an iterative process that should be on-
going within an organization or business.

2.2.1 Service Design and Business Model De-
velopment

To look further into the usage of Service De-
sign within Business Model Development, a check
upon the current literature around these felt need-
ed. Service design is a growing discipline and in-
terest in the business world (Reason, 2016). Reason
(2016, p.2) validates this with three growing trends,
that make Service Design relevant today:

Economic - The Trend Toward Value in Services:

Services cover 70-80% of the economies of mature
countries and will just continue to grow rapidly. Ser-
vices is seen as an area where there is higher poten-
tial than pure products, and have the benefits of loy-
al customers if made with the right design (ibid, p.2).

Social - The Increase in Customer Expectations:
Market economies have trained customers to expect
more and will no longer accept service providers
with a one-size-fits-all concept. They expect to get
the best experience, every time they use a service.

The adverse effect happens when they have a bad
experience, customers may choose the competitor
over their service. As expectations rise, the need to
understand the customers’ expectations and needs
develop in parallel. Service Design is a strong way of
connecting this. (ibid. p.3)

Technical - Growth of Digital Means Change:
Services are driven to a self-service and digital level.
The use of technology can not be overseen by any
service company and the impact of the digital rev-
olution has driven radical changes and disruptions
in the service sector. Technology can dehumanize
and make services harder to navigate for customers.
Service Design offers tools to humanize these tech-
nologies as well as make it more flexible and under-
standable for customers. (Ibid., p.3).

Reason (2016) and Moritz (2005) describe further
benefits for the use of Service Design within a busi-
ness as:

o Increase customer satisfaction, retention and
improve the level of adoption,

+ Reduce customer irritations and prevent costly
service failures,

+ Improve service experience for customers and
build better customer relations,

« Lower cost to serve existing and new customers,

+ Create new sales or upsell opportunities by a
customer-centric focus,

+ Successful launch products and service innova-
tions into the market,

+ Internal understanding, alignment, and high
staff engagement and participation,

+ A true understanding of the market needs and
new perspective of the future,

« Connect organizations and customers that dif-
fers from competitors,

« Higher quality service experiences as a basis for
success.
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Ojasalo & Ojasalo (2015) also discuss the usage of
Business Models within the field of entrepreneur-
ship. Ojasalo & Ojasalo (2015) provide examples of
how to design a better outcome of a business model.
This is what they call the service logic (see Figure
7). Ojasalo & Ojasalo (2015) want entrepreneurs to
design businesses from a customer perspective. The
focus should be on where and how to start a Busi-
ness Model. This should always be with the under-
standing of the customer (see Figure 8)(ibid.).

Partners Key Resources Value Proposition Value Creation Customer's World and Desire
for Ideal Value

n our point of view.

10 are our key partners?
at are the roles of our

rers? +What other material and

From our point of
T Wnat ki and know 4edge do

From our point of view: From our point of view:
+ What value are we selling? | + How is our offering embedded
+ What are the elements of our in the customer’s world?
offering? « How can we facilitate the

From our point of view:
« How do we get a deep insight
and holistic understanding of

1at resources dowe need | immaterial resources and tools | « What is unique in our offering? | customer to reach their goals? | customer's world (context

our partners? are required? From customer point of view: | From customer point of view: | activities, pracices,

W do the partners benefit | From customer point of view: | + What value s the customer + How does the value emerge in | experiences), thei future
cooperation? « What skills and knowledge is | buying? customer's practices (also from | strategies, and customer's

n customer point of view: | required from the customer's
w does the customer side

wience our partners? « What other customer's material
1t kind of partnerships does | and immaterial resources and
sustomer have and how tools are required?

« What are the elements of mental and emotional
customer needing? experiences)?

+ Which customer's challenges | + How are customer's long term
and problems need to be benefits accomplished?

customers’ world?
From customer point of view:
+ Why does the customer buy?
« What kind of benefits does the
customer aspire?

iid they be taken into « Functional
nt? -E
s Mobilizing Resources and Interaction and Emﬂ:
Partners co-production « Social
Ethical
From our point of view: From our point of view: + Symbolic

« How do we coordinate mult
party value creation?

« How do we utiize and develop
partners and resources’

From customer point of view:
« How can the customer utilize
and develop partners and
resources?

@

+ How can we support customer
co-production and interaction
between us and the customer?
From customer point of view:
« What are customer's actvities
during the use and different use
contexts?

« What are the customer's
mental models of interacting

@ |wee ® ®
(® | Revenue Streams and Metrics ®

From our point of view:

«What is our eamings logic and how is our financial feedback generated?

« How can we apply customer value-based pricing?

«What else valuable do we get than money?

« What are the key performance melrics of Our DUSINess Success?

From customer point of view:

« For which benefits is the customer really willing to pay and how?

«What is the financial value that the customer gets?

«What are the key performance indicators of customer's business and how are we
following them?

« If there were no limits, what
would be the customer desire for
ideal situation and world?

t Structure

n our point of view:

1at are the costs inherent in our business model?

at are our other sacrifices?

n customer point of view:

1at costs and other sacifices are required from the customer?

Figure 7: The Service Logic Business Model Canvas (Ojasalo & Ojasalo, 2015,
p9)
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Ojasalo & Ojasalo (2015) aim to get the entrepreneur
to use different kinds of methods and tools of Ser-
vice Design to understand and develop their busi-
ness. This also includes a selection of Service Design
methods and tools that can be useful throughout
their work (see Figure 9).
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Figure 9: Service Design Methods for Service Logic Business Model Canvas
(Ojasalo & Ojasalo, 2015, p.12).

Ojasalo & Ojasalo (2015) focusses on service-domi-
nant logic as the most important aspect of business
modeling. Other authors explore areas as Design
Thinking. Martin (2009) aims to get users to under-
stand why Design Thinking is the next competitive
advantage for businesses. It is a balance between
new knowledge (innovation) and current knowl-
edge (efficiency), that through their opinion will cre-
ate breakthroughs and value for companies (Ibid.).
“There should be an interplay of analytical and in-
tuitive thinking that when integrated will end up
with Design Thinking” (Ibid, p.5-6).

~

ANALYTICAL

THINKING @—

DESIGN
THINKING

ENGINEERS
“Reliable, safe, proven”

100% RELIABILITY

50/50 MIX 100% VALIDITY

Figure 10: Interplay of analytical and intuitive thinking, creating Design
Thinking (Martin, 2009, p.24).

To get to this state, he uses what he determines as
a Knowledge Funnel, which starts with a question
or a problem within the service (mystery), then col-
lecting research to get data (heuristic) and end up
with an algorithm - which is Design Thinking (Ibid,

p-7-8).
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To get to the state, where the algorithm can be found,
Design Thinking should be the center of attention
within your strategy (Ibid., p.9). This field got our in-
terest and we started a further investigation of the
field of Design Thinking, as we found it relevant for
business modeling.

Mystery
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v\ L
o .-'I Heuristic
ov o/
¢ 0
e o § v
* 'Y ™ Algorithm

Figure 11: The Knowledge Funnel (Martin, 2009, p26).

2.2.2 Design Thinking

“To think like a Service Designer you have
to transform the way organizations develop prod-
ucts, services, processes, and strategies” (Kurokawa,
2015, p. 10). Kurokawa (2015) describes this as a De-
sign Thinking mindset. A Design Thinking mindset
requires that you ask questions to everything from
an empathizing perspective of the user. Some of the
questions should be: “what are they saying, why are
they saying this and what do they actually mean?”
(Kurokawa, 2015, p. 12). The Design Thinking mind-
set is open to exploring any possibilities, any view-
points, and any objections while empathizing and
deeply trying to understand the person (Kurokawa,

2015 p.14).

IDEO (nd.) expresses that there is, as in Service De-
sign, numerous definitions of Design Thinking. It
can be seen as an idea, a strategy, a method, and a
way of seeing the world. For IDEQ, it is a way of solv-
ing problems, using creativity (ibid.). They define it
as:

“Design thinking is a human-centered approach to in-

novation that draws from the designer’s toolkit to inte-

grate the needs of people, the possibilities of technology,
and the requirements for business success.”

—Tim Brown, president, and CEO (IDEO, nd.)

IDEO’s (nd.) formula for creating Design Thinking,
is based on three elements:

VIABILITY
(BUSINESS)

DESIRABILITY
(HUMAN)

INNOVATION

FEASIBILITY
(TECHNICAL)

Figure 12: IDEO’s formula for Design Thinking

This formula is based on an end result as innova-
tion. Kurokawa (2015) states that Design Thinking
can be useful for innovation. At the same time, does
Kurokawa (2015) also express that other tools and
methods might be required to make it useful and
dependable.

There have even been cases where ideas developed
through Design Thinking were eventually not use-
ful (ibid.). Kurokawas (2015) therefore changed the
formula to:

Design thinking = Business + Human aspects +
Technology

This formula defines that there is no need for a focus
on innovation. However, Design Thinking should
focus on being a mindset, as well as looking at an
organization or business with a specific perspective,
divided into three blocks. Furthermore, Tim Barton,
Executive Chair of IDEO, describes Design Think-
ing as a discipline where designers use their sensi-
bility, methods, and tools to design solutions that
will match people’s needs with feasible technology
(Butler, 2018). This will result in a viable business
strategy that can be transformed into customer val-

ue and a market opportunity (ibid.).
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Therefore, we should consider Design Thinking as
a creative approach solving problems from the hu-
man-centric approach. The Hasso-Plattner Institute
of Design at Stanford (d.school), which is a leading
institution in Design Thinking, proposed the five-
stage Design Thinking model (Dam & Teo, 2020).

Empathise -»ﬂ-»-» Prototype -->

Figure 13: Design Thinking: A non-linear process (Dam & Teo, 2020)

The key to fully understand the proposed process is
that it is a non-linear approach (ibid.). The five stag-
es do not have to follow any specific order or be ac-
complished only once. On the contrary, they should
be repeated iteratively (Dam & Teo, 2020). Infor-
mation flow within the Design Thinking process is
constantly used to recognize a problem, find solu-
tion gaps, and to eventually redefine the problem(s).
That leads to the creation of a continuous loop,
where the designer gains new perspectives of seeing
the service from users’ and stakeholders’ points of
view (ibid.).

2.2.3 Service Design Thinking

The literature review of Service Design and
Design Thinking led us to Service Design Think-
ing presented by Stickdorn & Schneider (2011) who
outlined this way of reasoning as needed and neces-
sary to design services. They came up with the five
principles of Service Design Thinking (Stickdorn,
Schneider, 2011, p. 34):

1. User-centered: Services should be experienced
through the customer’s eye,

2. Co-creative: All stakeholders should be included
in the Service Design process,

3. Sequencing: The service should be visualized as
a sequence of interrelated actions,

5. Evidencing: Intangible services should be visu-
alized in terms of physical artifacts,

6. Holistic: The entire environment of service
should be considered.

Nevertheless, it has to be acknowledged that more
than often Service Design Thinking is reduced to a
Design Thinking mindset. Moreover, the five prin-
ciples of Service Design Thinking are presented as
the five principles of Design Thinking. The distinc-
tion between those two might be confusing from the
perspective of businesses which more than often are
looking for solutions that will fix their problems.
Design thinking should be presented as a process
with a specific design challenge, so accessible that
can be used by anyone to solve any problem. Ser-
vice Design Thinking, on the other hand, is much
more complex, accurate, and systematic. As its name
points out that it is all about designing a service that
encompasses service users (I. it’s user-centered),
service providers (2. it’s co-creative), processes, and
logistics (3. it’s sequencing). Furthermore, services
are delivered to users through digital or non-digital
channels. When the interaction between the user
and service appears we identify it as a touchpoint (4.
it’s evidencing) (Butler, 2018). Touchpoints play a ma-
jor role in Service Design. Driven by a comprehen-
sive approach, Service Designers involve mapping
into their work where touchpoints can be precisely
identified. Those mappings are presented by tools
such as customer journey, blueprint diagram, or
business model diagrams which provide extensive
pictures about service from many different angles
like user’s feelings, requirements of the business, lo-
gistics, or possible pains (5. it’s holistic) (Stickdorn,
Schneider, 2011, p. 34). To fully understand the dis-
tinctions, the conclusion of Rebelo, 2015 is that

“Design Thinking is a methodology that is used
to innovate and solve business problems. Service
Design is about applying Design Thinking and
design methodologies into immaterial products.”
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The main touchpoint between Design Thinking and
Service Design Thinking is a supportive manner in
which Design Thinking provides for Service Design.
Service designers often use the Design Thinking
process framework where they implement Service
Design maps or other tools and support their de-
velopments with Design Thinking methods such as
collaborative workshops or customer research. Nev-
ertheless, a significant problem that Design Think-
ing struggles with is a lack of constructive criticism
which could lead to idea evaluation and implemen-
tation. More than often ideas generated during the
design springs within companies stayed in the shal-
low as the specific actions are not implemented to
bring them into companies’ processes (Butler, 2018).
As Service Design Thinking refers to its complexity,
the thoroughly mapped out processes reveal gaps
and pains which require specific actions from the
stakeholders in order to provide a usable, desirable,
and efficient service.

Combining all this into a new perspective of start-
ing a business can be a hard thing to do. Entrepre-
neurs tend to not spend a lot of time using methods
or tools to create their businesses. One of the most
used models in the industry is the Business Model
Canvas (BMC). However, this model does not always
allow entrepreneurs to think outside of the box.
This is where Service Design can help. The biggest
challenge in combining Service Design with entre-
preneurs is to get them into the mindset of a design-
er. Kadam (2018) wants entrepreneurs to understand
that design is not just something you decide in a lin-
ear process or as an addition to your business. Ser-
vice Design is something you should include all the
way through and a mindset you need to learn (ibid.).
This is not something all entrepreneurs can learn
or adapt to, and this is why the AAU INC should do
their best to incorporate the principles of Service
Design into their program to create better business-
es.

2.3 Research Question

From our research when looking at how Ser-
vice Design would be used and if it would be help-
ful for entrepreneurs, we were unable to find a lot
of answers within the literature. This is something
that still needs to be explored by creating a Service
Design environment around developing a business
model. The tool used within the Incubator: the
Business Model Canvas (BMC), will be the focus for
business modelling. We then assume that Service
Design can help develop the BMC. However, the
ways in which it can help still need to be explored.
This will be beneficial in the further development of
the thesis in order to test and validate our hypothe-
sis. Through testing various types of Service Design
tools as well as methods and mindsets in combina-
tion with the BMC, we aim to examine if and how
the tools can help to support the model. For this, we
created a general research question that will help us
in the further design process:

“How can Service Design be used
to support the Business Model
Canvas?”

To support this research question, it is important for
us to highlight that we understand Service Design
to be a combination of Service Design tools, Design
Thinking, and Service Design Thinking. The area of
Service Design throughout this report will include
all the mentioned factors when talking about Ser-
vice Design.
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; Methodology

This chapter presents our methodolo-
gy, which will explore the research question.
It was decided that we would create our own
methodology that would fit our process of
the expected work. As this thesis is based on
a primary deductive hypothesis that states
that Service Design can be used to support
the Business Model Canvas (BMCQC),

a majority of the explanation will be focused
on the explore phase, to discover if this the-
ory can be validated. The hypothesis is not
only deductive, but also inductive, through
the already existing knowledge and collect-
ed empirical data about the BMC workshop
that proves that this process can be improved.

The following sections will be
presented in this chapter:

3.1 Design Process

3.2 Generalization aspect
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3.1 Design Process

After framing the problem statement as well
as the research question we started to think about
the approach towards framing our work. After a
short investigation as well as our own experience
from the previous project, we felt that our work
would not fit a specific Service Design methodology
such as the Double Diamond. The path of our pro-
cess was quite clear and simple from the beginning
and was based on conducting research and analysis
rather than multiple iterations. Likewise, our finals
were not focused on developing anything new but to
explore possibilities. Taking this into consideration,
the decision was made to create our own design
process based on inspiration from the Lean Start-
up (Business perspective) and the Design Thinking
process (Design perspective).

RUILD
LEARN MVP e ——
Q MEASURE
===

Figure 14: The Lean Startup (to the right) and Design Thinking (to the left)
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The Lean Startup (nd.) provides a perspective of
identifying a problem and then developing a mini-
mum viable product (MVP) which should be rapidly
tested in order to gain valuable feedback from the
customer and begin the learning process as quickly
as possible. The Design Thinking Process (Dam &
Teo, 2020) also provides a solution-based approach
to solving problems. However, their approach is
from a very complex human-centric perspective fol-
lowed by the quantitative and qualitative research
done more often than not in co-creative ways with
potential users or customers.
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By studying those two approaches we proposed our
own methodology, which is divided into four stages:
Understand, Define, Explore and Deliver.

The Understand phase is all about the research and
gathering valuable insights. In order to do that, our
aim is to conduct the interview with the representa-
tives of Aalborg University Incubator (AAU INC) to
get a broader picture of how it works. In addition,
how the ecosystem of the startups is built and what
values does it give for the students taking a part in
the program. Moreover, the Understand phase is
also dedicated to deeper studies on BMC in theory
as well as in practice. This will give us the oppor-
tunity to interview Service Designers and entrepre-
neurs and gain their perspectives as well as under-
stand their experience with this tool. The results
aim to provide us with a broader picture on how the
implementation of the Service Design tools might
be proceeded.

The goal of the Define phase is to analyze all of the
findings from the Understand phase and come up
with a specific solution of how to test the BMC in
relation to the Service Design Tools. The results of
this stage is the design of our workshop facilitation
and individual interviews/sessions. Due to the Coro-
navirus limitations the Define phase had been split
into two phases: Define and Redefine. This decision
was made in order to guide the reader through the
design process smoothly as well as give a better un-
derstanding of unforeseen circumstances.

The actions taken in the Explore phase will be
strictly connected to measuring how the specific
Service Design tools might influence the BMC. This
phase is highly collaborative as we will receive key
information from those in the startup community
on possible solutions. We will focus on the process
in this phase as we aim to create design experiments
that validate our hypothesis. Design experiments
will help us to conduct research and test the out-
come in an iteration of three phases - two workshops
and four individual sessions. This redefines the out-
come to be based on our learnings and the users real
needs (Collins et al., 2004).

The Deliver phase will provide an outcome of all of
the actions taken in the Define and Explore phase.
The goal is to have follow-up interviews with AAU
INC as well as with entrepreneurs and Service De-
signers to get their opinion about our final outcome.

When creating our own methodology, we could fo-
cus on the actual process of our work, and not make
the work fit a process. When discovering design
methodologies, we found that they were often crit-
icised for exactly this. Brooks (2010) states that the
use of design methodologies is very limited in the
real world, as they are perceived as idealistic mod-
els which do not represent real processes. Real pro-
cesses are more messy, iterative and all of them are
different. At the same time we were aware that our
methodology focused on a linear process and could
tend to not work, as we would have to iterate some
times (as when the redesign appeared).

3.2 Generalisation aspect

The aim of the design process in collabora-
tion with the AAU INC is to explore the research
question. Given the tremendous opportunity of
open dialogue with representatives of AAU INC
and hearing their feedback on the program for the
startups, we hope to be able to measure the impact
of Service Design tools on the BMC. Moreover, as a
goal, we aim to provide an outcome of our research
in a pro-educational form which the AAU INC will
be able to use and implement into the program. We
believe that thanks to our research, Service Design
tools in combination with the BMC can bring a dif-
ferent perspective and way of developing business
ideas by startups.

Nevertheless, the design process might be also seen
as beneficial for other parties interested in findings
from the Service Design and BMC area. We believe
that the outcome of the process might be taken on
another more general level that will not be connect-
ed with AAU INC only. In addition to our design pro-
cess, we also ran supplemental studies with Service
Designers and entrepreneurs with no connection to
AAU INC. The intention of these actions is to mea-
sure whether there is an impact on the BMC with
the introduction of a designer tool and whether it
would be applicable to the broader business world.

Therefore, further exploration of the final outcome of
the design process will be needed. Both with the AAU
INC, Service Designers, and entrepreneurs. To take
it to an even broader scope of generalization, we can
claim that the findings of the design process might
turn out to be helpful for both Service Designers as
other startup incubators. 29



+Analysis & Results

This chapter defines, analyzes and re-
flects upon the design process which is used
to explore the research question. During the
Understand phase, methods of user research
will be used to gain a better understanding
of the context of the Aalborg University In-
cubator (AAU INC) program and business
model development including the facilitat-
ing of the Business Model Canvas Workshop.
In the De ine phase these indings are
used to design the workshop and
experiments.

The Explore phase is the main phase for this
thesis, where several Service Design tools
will be tested and analyzed through different
workshops and individual sessions. This will
result in a Deliver phase, where the findings
will be analyzed into a final outcome. The
outcome will be tested on the stakehold-
ers of the AAU INC and Service Designers
through online representation methods.

As our methodology consist of four phases, this
chapter consist of the following subchapters:

41 UNDERSTAND

4.4 EXPLORE
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s Understand

In this chapter, it is aimed to gain an
understanding of the AAU INC, to gain
knowledge of the Business Model Canvas
(BMC) workshop and the design. This will
be done by a stakeholder interview where we
aim to get a better understanding of the en-
vironment and actors within the AAU INC.
Additionally, this chapter also includes an
overview of the workshops in the SUP pro-
gram and the business developers thoughts
and observations. Understanding this will
help us in the further investigation of the
literature of the BMC, including a review of
both a given video and a suggested book by
the AAU INC. An observation of a workshop
made by a Business Developer, creating the
LEAN canvas was also made. This helped to
see the limitations of the BMC. Comparing
this to our own participation (service safa-
ri), the BMC workshop gave some opportu-
nities to work on when designing our own
workshop. It also resulted in strengths and
limitations of the BMC, that gave a deeper
understanding of what kind of Service
De-sign tools should be included further in
the defined phase.

—> UNDERSTAND © DEFINE

January 2020 Re-define::

March

February

pre-phase 1month 2 weeks
« problem statement
« literature review

+ research question

« Stakeholder analysis
« Case studies + SDT toolkit
« Actors interviews « Measurement & goals

« BMC understanding « Participant selection

+ Workshop design &re-design

In this subchapter the following sections will
be presented:

4.1.1 Stakeholder analysis
4.1.2 Case study: Personal experience
of BMC workshop
4.1.3 Case study: Observations of LEAN
Canvas Workshop
4.1.4 Actors interviews
4.1.5 Business Model Canvas understanding
4.1.6 Strengths & Limitations of the BMC
4.1.7 Reflections

EXPLORE DELIVER

|

March

1,5 month 3 weeks

+ Ideation session

« Final outcome

+ Testing

+ Reflections & discussion

+ Online Workshops: Persona &
Actors Map
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4.1.1 Stakeholder analysis

This section is made in cooperation with our
stakeholders of the AAU INC. The interview of Ja-
cob Lundberg was conducted February the 20, 2020
and lasted an hour. The interview guide and audio
file of the interview can be found in Appendix 3. The
stated arguments that are not referenced, is based
on this interview.

The AAU INC consists of two business develop-
ers; Jacob Lundberg and Rasmus Brorly. Jacob has
worked for the AAU INC for several years, where
Rasmus started in the beginning of 2020 and is
therefore a new business developer at the team.

AAU INC is a startup environment for students at
Aalborg University (AAU) in Copenhagen (Inkuba-
tor, nd.). In cooperation with Jacob we aimed to get a
deeper understanding of how the programs and the
AAU INC work.

This would help to understand why the BMC work-
shop would be placed in the middle of the program
and why they had chosen this structure. Jacob was
chosen instead of the head of SEA, Marie Fallgaard,
who is the top management of all the Incubators
(see Figure 18). This was chosen from the perspec-
tive of a pyramid organization, where the business
developers are closer to the participants than the

management is (Wisler-Poulsen, 2015).

Business Developer, AAU Inkubator

Contact Info

Jacob Lundberg

pa
-N) jalu@adm.aau.dk

Q
60 19 96 88

Associations

AAU Startup Program, Startup in Practice,

AAU Inkubator CPH .
niubator Education

Top 5 Competences M.Sc. in Entrepreneurial Engineering

B.Sc. in Information Technology
@ Pitching
Presenting the right content in the right format.
@ Business Modeling

Tweaking the ins and outs of your startup to
setup the optimal way of doing business.

Validation .
® Startup Experience
Setting up the process for confirming that your

idea is actually a good idea. Since high school | have been part of several startups

mainly working on digital products. My role has always
been the business end of the company, but with an
understanding of the technical products.

My latest startup was an app consultancy building B2B

@ Early stage innovation

Taking that idea in your mind and turning it into a
feasible business by spotting the potential
revenue streams.

mobile software solutions for the Scandinavian market.
@ Building a team

Setting up your team for success with the right
people on board — on a professional as well as
personal level.

Business Developer, AAU Inkubator

Contact Info
r@-. Rasmus Kastrup Brorly
-:\@ rkbr@adm.aau.dk

Qﬂ

% 31525452
Associations

AAU Startup program

AAU Inkubator CPH

Top 5 Competences

@ Strategic design

Whether you need to optimize internal work
procedures or help improving customer
experiences I'll help you design the framework.

@ Needfinding

Discovering the right needs is essential for
building a product that creates value. I'll help you
find the right tools for value creation.

® validation

Validation through pre- and prototyping is a great
way to test your product or service with potential
customers and essential for figuring out what to
improve. Fail fast to succeed sooner.

@ Ideation

Product development sometimes need a fresh
pair of eyes. Let me help you think outside the
box.

@ Entrepreneurship

Business models, networking and trial and error.

Education

MA in Experience Economy, Aarhus University

BA in the Study of Religions, University of Southern
Denmark

BA minor in Music Business and Culture, Aarhus
University

Startup Experience

Started an online job portal for youth workers in high
school.

Ran a network for student entrepreneurs at Aarhus
University while studying.

Build an event management startup with two friends
managing music events and festivals during my masters

degree.

Currently doing a startup reusing building materials to
help people become better amateur builders.

Inkubater

Figure 16: Profiles of the business developers at AAU INC Jacob and Rasmus

32




AAU INC is a startup environment for students at
Aalborg University (AAU) in Copenhagen (Inkuba-
tor, nd.). In cooperation with Jacob we aimed to get a
deeper understanding of how the programs and the
AAU INC work. This would help to understand why
the BMC workshop would be placed in the middle
of the program and why they had chosen this struc-
ture. Jacob was chosen instead of the head of SEA,
Marie Fallgaard, who is the top management of all
the Incubators (see Figure 18). This was chosen from
the perspective of a pyramid organization, where the
business developers are closer to the participants
than the management is (Wisler-Poulsen, 2015).

ECOSYSTEM OF AAU INCUBATOR

AAU

|

FUNDRAISING AAU INNOVATION

To do so, we first needed to understand the whole
program. This was done by creating an ecosystem of
the AAU INC. The AAU INC is under the depart-
ment of Supporting Entrepreneurship at Aalborg
University (SEA), which is a part of the department
of AAU Innovation. SEA also covers Erasmus+ for
young entrepreneurs, Science for Society (PhD re-
search), Legal Help (for the startups) and Entrepre-
neurial Talent that create public workshops and
events.

5 HUBS

LEGAL DEPARTMENT
LEGAL HELP

ERASMUS+

STARTUP
PROGRAM

80% OF FOCUS
/ -
3 s

BUSINESS. STARTUP.
PANEL DATING

STARTUP IN
PRACTICE

nnnnnnnnnn

MENTOR
SUMMIT

Figure 17: Ecosystem of the AAU INC

ENTREPRENEURAL ' puaic
TALENT T woRksHoPs

SCIENCE FOR
SOCIETY
PhD reseach

LEGEND

DEPARTMENT PROGRAM OUTSIDE CPH

DEPARTMENT ACTIVITIES

PROGRAM | EXTERNAL PROGRAMS OF SEA
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The AAU INCs main focus is The Startup Program
(SUP), where 80% of their focus is. This is a pro-
gram for students at AAU where they can work on
their business through workshops and events. To
become a part of the program, you have to apply to
Jacob, who will interview and decide if your idea has
enough potential to become a possible business. If
you apply as a team, only one of the members needs
to be a student at AAU, which makes the program
more accessible. At the end of the program, the start-
ups will face a business panel of possible investors
where they can get access to a mentor who will help
them further on. Besides SUP, the AAU INC also
provides the program Startup in Practice (SiP). This
is an internship program for students where they get
the opportunity to spend one semester on their idea.

HEAD OF SEA
Marie Fallgaard

SEA EMPLOYEES
Task: Erasmus+, SiP,
"Behind the scenes"

MAIN BUSINESS DEVELOPER
Heidi Jensen

BUSINESS DEVELOPERS
Aalborg + Esbjerg

N

LEGEND
BUSINESS DEVELOPERS CPH

Jacob & Rasmus
Task: SUP, SiP, Mentor
Summit, STW, StS, intern
Business Panels

AAU INCUBATOR

AREAS AAU INC
IS RESPONSIBLE FOR

Figure 18: Actors of SEA

4 N

To get access to this program, the students need to
get approval from both SEA, their internship su-
pervisor, and the Study Board. When participating
in SiP, the student also gets the opportunity to par-
ticipate in SUP which will give them access to the
workshops, events and the business panel in the
end. The last program Innovativ Vaekst (Innovative
Growth) is only located in Aalborg, but is a program
for researchers who want to work on a startup. To
get a deeper understanding of the actors and their
connection within the ecosystem of the AAU INC,
we created an overview of actors of SEA.

STUDENTS IN STARTUP
PROGRAM
Task: SUP or/and SiP

STUDENTS NOT IN SUP
PROGRAM
Task: ETW, Startup Dating,
Friday Bars, Movie Nights

LIMITEDIACCESS

170 MENTORS

AAU (70) + Venture Cup (100)
Task: extern Business Panels

o S
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April/October _—
Welcome Pitching

Launch/ Value
Proposition

Pitching
Internal Business
Panel

Pitching
Internal Business
Panel

Friday bar
pitches

Sales &

Money 6 months

Planning

2 weeks

Business
Model
Canvas

Validation

Start

Optional

Mandatory

P

Optional workshop

N

Figure 19: Startup program timeline

This gave us an understanding of Jacob and Rasmus’
working areas and who they are connected to within
AAU. We also understood who can join the differ-
ent activities and that the business panels are both
the business developers (the intern business panel)
and the mentors (the extern business panel). Since
SUP is the main focus for the AAU INC and also the
place of the BMC workshop, we continued with a
timeline of SUP, including all of the workshops the
startups can join.

SUP is a six month program for startups, starting
in April and October every year. Through this pro-
gram, the startups have the option to join nine work-
shops one every second week, where they learn all
about starting a business from pitching, validation,
value proposition and BMC. The BMC workshop is
the fourth workshop of the program. Before, there is
alaunch/welcome workshop, where the participants
learn the basics and try to pitch their idea for the
very first time. Second is the validation workshop,
where they can test their idea and see how it should
be shaped for their upcoming business. Third is the
pitching workshop, which aims to give the basics
about the importance of storytelling.The fourth is
the BMC workshop. Therefore, the business model
workshop takes place two months into the program.
We talked with Jacob about the structure and why
the BMC workshop was at this stage. He indicated
that this is made to help the students get an over-
view of their business model in an early stage, but
also question it. He wishes that it will make the stu-
dents think about if they, for example, can partner
up with someone else and reflect on if their business
can actually make money.

End

Validation #2 Pitch Deck Pitching

During this talk, he seems to understand that it
could also have been placed both in the very be-
ginning of the program, but also in the end, or even
both. In the beginning he mentioned that it could
help them easily understand their businesses and
afterwards pitch it, where at the end of the program
it probably would give more value as an overview
and testing tool. If the workshop was iterated and
placed both in the beginning and in the end, then
he could really see the value of if, since he sees it as
an iterative tool, that should be looked at during the
process and changed. However, this is not the case at
this stage of the program.

Looking deeper into the workshop, Jacob’s observa-
tions told him that an iterative method would also
be the way to work with the tool. Before he used
to make the students do the entire canvas block by
block, but this gave some limitations by not looking
at the blocks more than once. He now gives informa-
tion about the whole canvas first, lets the students
fill it out and then iterate by giving examples and
stories from other industries but not removing any-
thing from the canvas, only adding more possibilities
and ideas. He makes the students use post-its when
filling it out, since he wants the students to keep the
canvas during their work and remove and add more
elements as the business changes through time.
This has to be done by themselves and is not some-
thing that is included in the workshops. He sees the
canvas as a tool to make startups understand their
business, to get things done, and not to show anyone
outside the startup. It is used also as the foundation
for the business plan, to get investors. Here is one of
the limitations mentioned, that the canvas does not

include a description of the team. 35



This is a big mistake in his eyes, as “80% of investors
think the team is the most important” (Lundberg,
Personal communication, February 20, 2020). Some
other limitations of the canvas are that everything
should be tested and not just assumed and that the
canvas only fits for small companies. As soon as the
startup is growing to a medium-size stage, the can-
vas is no longer useful and big companies can not
use it at all. The strengths of the canvas are that it
is simple, accessible and an easy way to get people
into the business mindset but this he also mentions
as a weakness as it might be too simple and not in-
clude enough as the environment. When asking him
about why he then chose the BMC and not any oth-
er canvas for the workshop is his answer simple:

“This is what I was taught in the beginning. And I nev-
er saw a reason to replace it with something else. [...]
all of the models have some kind of pros and cons, but 1
think it is one of the best ones.” (ibid.)

4.1.2 Case study: Personal experience of
BMC workshop

As a part of following the AAU INCs pro-
gram during last semester’s internship, one of us
also participated in the workshop of creating the
BMC. Here is an analysis from our own experience,
learnings and observations of the workshop. This
also resulted in the idea of using Service Design to
make it better.

rodu e nine blocks Next
3] 3 = =
A =53 z o
2
<]

Figure 20: Analysis of the process of the BMC workshop

After the workshop every participant had a filled out
canvas of their own idea from their own perspective

One of them was the tool Persona. This was men-
tioned when the participants had to create the Cus-
tomer Segment building block: “Here you can create
your Personas”. While observing other participants,
no one seemed to understand what a Persona was.
It was decided to question the teacher about Perso-
na and what it was, and the answer was “different
customer segments”. This provided us with the un-
derstanding that not even the teacher knew what
Personas are and that it seems to be just something
learned, that can be used to create the customer
segments. The workshop gave a feeling of a missed
opportunity to generate new knowledge. A lot of
time was spent on seeing examples of other busi-
ness models which could not be connected to their
own canvas. This time could have been used on try-
ing out some of the tools mentioned or helping each
other ideate on each canvas.

ey Activities

i
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Seven Questions to o
Assess Your Business o and
Model Design e T

‘and wil ouzperform compettons.

and a test-card with ‘seven questions to assess your Figure 21: Own BMC and test card after end workshop

business model design’. Through the session, sever-
al other tools and methods were mentioned.

36



4.1.3 Case study: Observations of LEAN Can-
vas Workshop

As part of research, the decision was made
to take part in a workshop organized by the SEA as
a part of the Entrepreneurial Talent. The main focus
of the workshop was the introduction of a Lean Can-
vas as a tool to gain an overview of the things that are
crucial for the startups. Our goal was to understand
the limitations of BMC from the perspective of com-
petitors as the Lean Model Canvas (LMC) is. More-
over, we were curious of what the approach was of
the participants using the workshop towards the
tool, and how the workshop flow would look like.

The workshop lasted for two hours, and it was fa-
cilitated by Ivan Butler - a Business Developer from
SEA. All six participants were AAU students from
different levels of programs, with the majority of
bachelor students and one a graduated master stu-
dent.

The agenda of the workshop was as follows:

e Quickintro to LMC - what is it?

+ Brief comparison of BMC to LMC

+ How to approach LMC - supportive numbers
placed on the blocks as a guideline

+ Quick warm-up exercise - going through LMC
blocks

+ Group work with the given idea of the business:
“Food place with affordable prices”.

Our part was to observe the flow of the workshops
as well as participants, their knowledge about the
LMC and struggles which they had. During the
group work we decided to split and join two groups.
Thanks to that we were closer with the participants,
meaning that we could provide our knowledge to
support the process but mainly to observe how they
cope with the tool. Our main observations were as
follows:

The participants felt stressed and nervous to
speak up in front of others. They were not ea-
ger to share their opinions and thoughts un-
less the facilitator pushed them to do so.

The participants did not naturally gravitate to-
wards use of the sticky notes. They often talk-
ed about the ideas, thoughts or problems but
they did not write them down or wrote them
directly on the canvas. Due to that fact, they
could not move on in the process, they felt lost.

The participants lacked structure in their actions
while filling the canvas, even though the instruc-
tions were clearly communicated by the facil-
itator as well as were displayed on the screen.

The participants from the one group did
not come up with a specific idea which led
them to issues when trying to move on fur-
ther in the process. They were talking a lot
about one problem without writing down
specific keywords and evaluating them.

Participation in the workshop was a great experi-
ence when it comes to observing facilitator, par-
ticipants and flow of the workshop itself. Thanks
to the workshop we gained a better understand-
ing of how to prepare ourselves for workshops
facilitated by us as well as limitations of BMC
with comparison to LMC.
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Are you a future entrepreneur? 20.02.2020
Join this workshop to find out and get 16.00 - 18.00
an overview of the mostimportant BUILDING A
thingsto look at as a startup:” ROOM 1,001

Entref)reneuriol
Td ent workshops

Figure 22: Pictures of observations and the LEAN Canvas model
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4.1.3.1 Comparison of BMC and LMC

To get a better understanding of the two
workshops a table was made to compare the work-
shops, including limitations of BMC from our ob-

servation of the LMC.

BMC

LEAN

Strengths

Well known tool

Easy to teach and understand
Can be learned on your own
Can learn a lot in short time

A new tool

Makes more sense

Useful to create a story

A team will create new knowl-
edge

Limitations

Will be done on your own
You have to think creatively
You might not learn anything
new

Can not discuss opportunities

Need to be taught

You will have to help other
people, to get help on your
own canvas

Time consuming

Opportunities

Could help create a storyline and

directions as the LEAN

Could make the canvas in teams
Could use storytelling to get an
end result of the canvas

Could make everyone do their
own canvas and discuss steps
in teams

Could use more examples to
help the participants think




4.1.4 Actors interviews

To gain an outside perspective regarding
business models, Business Models Canvas, as well
as AAU INC, eight interviews with actors as Service
Designers, teachers and students were made. The
main goal of the interviews was to gain knowledge of
the usage and understanding of the tool. The choice
of interviewers was not random. The probe was nar-
rowed to three profiles- Startups, Service Designers
and Teachers, as we believed it was best to tackle
the BMC opinions from three angles. The table rep-
resents the interviews analyzed from the perspective
of the organization, knowledge about business mod-
els and Service Design as well as BMC.

The interviews were semi-structured, with a check-
list of subjects and themes that should be included
in the conversations (see Appendix 1, 2 and 3). The
interviews were recorded for further analysis and
are attached to the interview guides (Appendix 1,
2 and 3). The questions were open-ended, which
made it possible to have a conversation and vary
the questions. This kind of interview makes it pos-
sible to gain a deeper understanding of the subjects
and will create more useful answers (Veal, 2011). To
gain a simple outcome of the interviews, Kvale and
Brinkmann (2015) coordination opinion was used to
analyse. This kind of analysis allowed us to rephrase
expressions and long sentences into a few words and
opinions. This was very useful since we had a lot of
interviews and wanted to point out the headings and
most important parts (see Figure 24).

An interesting observation was our realization of
BMC limitations which were revealed during the in-
terviews subconsciously by the interviewers. Limit-
ed positive aspects of this model were quickly trans-
formed into negatives which caused a lack of interest
in the model. All interviewees from the startup pro-
file agreed that the BMC might only be useful as a
checklist or overview tool. Moreover, because of its
simplicity, the model is considered as a tool for start-
ups in a very early stage of development, where the
organization’s frame is not set up yet. The represen-
tatives of bigger organizations either did not know
the model or barely heard about it and categorized
it as irrelevant for their organization.

Surprisingly, Service Designers working for big
established organizations as well as medium size
startups had quite broad knowledge about business
models. Both agreed that awareness about the value
of the organization and its processes is important in
order to characterize problems as well as map out
actions within and outside its structure. Neverthe-
less, their experience and approach towards BMC
vary. The Service Designers working as a Product
Manager in big established companies, uses the
model quite often, mainly as a communication tool
with different departments or employees. Howev-
er, they emphasized that the model might be mis-
used if it is not studied and understood in a correct
way. This is why it is crucial to introduce its value
to the organization first. It was also considered that
the Service Design skillset as a supplementary for
BMC was useful. One Service Designer working for
a startup did not work with the model at any level, as
they believed that the startup environment changes
so fast that all employees should be aligned with the
main values and goals of the organization.

The last profile of the Service Design teacher had
limited knowledge regarding the BMC, even though
the author of the model, Alexander Osterwalder, was
familiar to her. She agreed that her only interaction
with BMC is when the model is used by students in
projects as an explanation of the business possibili-
ties of the service. In her opinion, the BMC could be
supported by many Service Design tools since the
nine blocks refer to the users and their needs as well
as stakeholders which could be mapped out and an-
alyzed more thoroughly.
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NAME OF DESCRIPTION OF SIZE OF KNOWLEADGE KNOWLEADGE

INTERVIEWER ORGANISATION ORGANISATION ORGANIZATION ABOUT BM ABOUT SD

APPROACH TO
BMC

Digital platform to sign and store
documents

Medium size of startup in

Contractbook
the mature stage

Online shop with wines from all Medium size of startup
over the world in growing stage

Danish public Univerity, with 3
campuses: Aalborg, Esbjerg, Cph

Hospitality business in
North Europe

Hospitality business in
North Europe

Platform for dentists
prices

Ernst & Christensen Maintaing properties

Doesn't apply BMC
to organization

Useasa
communication tool

Doesn't apply to
her work, only
if student use it

Doesn't apply
to his work

Doesn't apply
to his work

Doesn't apply
to his work
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"NO ONE NEVER
SHOW ME WHAT
VALUE BMC CAN
BRING TO THE
BIGGER SIZE
ORGANIZATION"

"MAKE SOMETING
VISUAL CAN HELP

PRODUCT
YOUR TEAM
MANAGER UNDERSTAND
MORE "

"IT WOULD BE NICE
TO HAVE ONE
HANDY TOOL TO
EXPLAIN BM TO
INVETSORS, BUT
NOT MBC, IT LOOKS
TO LIMITED"

Figure 25: Interviewers’ quotes

SERVICE
DESIGNER

MANAGER

"IN STARTUP WORL
THINGS ARE GOING
FAST, THERE IS NO
TIME FOR BMC.
EVERYONE NEEDS
TO BE AWARE OF
OUR VALUES "

"IT'S NOT MY
EXPERTISE BUT
I SEE IT AS A
TOOL FOR
BEGINNERS"

"I'M NOT EVEN
SURE IF THERE
IS A NEED OF
UISNG ITIN
OUR COMPANY"

"PERSONALLY,
| USEIT AS A
CHECK LIST"

"BUDGET
IS MY
CANVA"
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4.1.5 Business Model Canvas understanding

To gain a deeper understanding of how the
model was intended to be used, an understanding of
the founder and the given material was analysed.

Alexander Osterwalder is the founder of the BMC,
and also the head writer of the book Business Mod-
el Generation, written together with Yves Pigneur.
Alexander Osterwalder was born in 1974 in Switzer-

land.

He is known as a business scientist, entrepreneur,
author and strategy consultant. Most people know
him from his work on business modelling, and espe-
cially from the BMC and the Business Model Gener-
ation book (Vliet, 2016).

“Co-creation is much more work than writing
somewhere in a hidden corner and then publishing your
content. However, the benefits outweigh the costs.”

“Founders go wrong when they start to believe
their business plan will materialize as written.
| advise entrepreneurs to burn their business
plan - it's simply too dangerous to the health
of your business.”

“Once you understand business models you
can then start prototyping business models
just like you prototype products.”

Figure 26: Alexander Osterwalder’s quotes

“Actions speak louder than words. There is a big
difference between what people say and what they
do. People might tell you they are excited about your
new product, but when they are in a buying situation
their behaviour might be totally different.”

“Great entrepreneurs are often great
listeners and they can spot patterns and
pick up on small details in customer
stories.”

4.1.5.1 Business Model Canvas video review:
Alexander Osterwalder: Tools for Business
Model Generation

The video from Alexander Osterwalder is a
one-hour talk on how the BMC is used as a tool in
his book Business Model Generation. The video was
accessed February 15, 2020 and can be found in the
references under Stanford, 2012. The review is based
on our learnings and understanding of the talk. He
started the talk discussing the word ‘Business Mod-
el’. Because how do you even explain what a busi-
ness model is?

“This is not the same for a single person”

He claims that every person in the world would ex-
plain it in a different way. This is why the BMC can
be a useful model for a group of people that need
to grasp the same understanding of a business. The
BMC is a tool that allows you to describe or design
an existing or potential business. As Osterwalder
explains: “. as an invisible language, between nine
building blocks”. When the team makes the nine
blocks fit together, it will “[..]create a coherent pic-
ture of your business model”.
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One of the biggest takeaways from the talk is his
opinion about the usage. As he explains:

“You never write on the canvas! That’s
a crime - you only use sticky notes, then
you can play with blocks and channels
and ask yourself questions such as “What
if I remove this type of customer? Will it
also remove some cost? What other im-
pacts will it have on my Canvas?™

This fits with his opinion that the Business Model
can never be finished. It has to be updated along
with changes which take place on the market or
inside your business. Another thing is one of the
limitations of the canvas. What the tool cannot do
is calculate and use numbers. A BMC is only a hy-
pothesis. All you do as a user is guessing. You need
to take the Canvas further and test your hypothesis
in a simple way to continue. This can be done by cal-
culating your guesses. As Osterwalder explains, the
canvas is not used as expected for all the users. He
see the usage of the tool, in four levels:

Level 1 - this is one of the ways the tool is used the
most: as a checklist. Here you only fill out the box-
es to check if you have forgotten something, want to
get an understanding of the different elements in a
business and use it only in a very basic way.

Level 2 - to get to this level, you need to have a deep-
er understanding of the tool and why it is useful for
you and your business. In this level you gain to have
an understanding of the different connections be-
tween the boxes. You want to create a story through
all elements and make it as an easy walkthrough.

Level 3 - In this level, not only do you understand
your own business model, but also other compa-
nies’ business models. This can be competitors or
business models created with success. They can be
used to gain an understanding and knowledge that
can be used in your own business model.

Level 4 - In the last level, you start to experiment.
You not only have one business model, but make
and iterate on more canvases by testing hypotheses
and ideas. The success factors from different models
should be then collected and end up in a final BMC.

For your business to be successful you need to focus
on getting the right business model, a good product/
service and an extra focus on the Value Proposition
and the Customer Segment building blocks. Os-
terwalder ends the talk explaining that the two el-
ements, containing the Customer Segment and the
Value Proposition are two of the most important fac-
tors for success, and this should be your main focus
as an entrepreneur.

4.1.5.2 Business Model Canvas book review:
Business Model Generation

The Business Model Generation written
by Alexander Osterwalder (main author) and Yves
Pigneur (2010), describes and explores the BMC.
The intention of the handbook was meant to be
used by anyone who wants to improve an existing,
or craft new business model. This review of the book
is based on our own thoughts and opinions through-
out our reading.

Figure 27: Yves Pigneur & Alexander Osterwalder

The book is divided into seven parts. The first part
describes the canvas, going through each block one
by one, starting at the Customer Segments and end-
ing at Cost Structure. This structure of the blocks
(where to start or end) is not described further in the
book. The next part ‘Patterns’ covers one fifth of the
book, giving examples of different kinds of business
models such as Freemium and Multi-Sided Plat-
forms. The examples in the book are old and could
have been updated a long time ago. Additionally,
some of the businesses perspectives have changed.
For the reader, it seems confusing that through all
of the nine building blocks you could have made up

your mind. "



However, now you are going through them all again
but not in a linear fashion. Seems messy and time
consuming.

The third part is about ‘Design’ and covers a lot on
how to use design tools when creating a business
model. Here they cover things such as how to gather
and value customer insights, do ideation sessions,
use visual thinking, make prototyping, use storytell-
ing and create scenarios, all with good explanations
and examples. However, it is not directly connected
to the BMC. Only the storytelling and prototyping
gives an example of how to use this in connection to
the BMC. The Design phase of the book is good and
emphasizes that design is important for the BMC.
At the same time, it can be hard for the reader to re-
member anything after finishing the chapter since
there are so many different tools and examples and
not a concrete way to incorporate it.

The Strategy part looks at the environment of the
BMC, including Macroeconomics, foresight, market
analysis and competitive analysis. Here they use ex-
amples to go through all of the above and help the
reader to cover every part. This part makes sense to
include in the book since this is one of the weak-
nesses of the BMC and something that should be
included in a business model. At the same time, it
does feel strange to cover these parts in this book as
the book should be made for the BMC and probably
only suggest it. Furthermore, it does not consist of
any tools or methods to understand this phase, but
only examples.

One of the last parts is ‘Process’. This part covers
only 17 pages, but is from our perspective the most
important. In our opinion, it does not make sense
for this section to be at the end of the book as the
reader may not even read all the way to this point.
The author somehow expects the reader to be able
to remember every part of the book when getting to
this stage. The ‘Process’ chapter describes how the
Business Model Design Process looks. It is described
in a 5 phases method, with explanations on which
part of the book to focus on, depending on where
you are in your business (see Figure 27). This gives
the reader a guideline of how and where to start
when creating a business model, how to get further
and what to do if they get stuck.

Prepare for a successful
business model design

Research and analyze
elements needed for the  business model options,
project business model design eort  and select the best

Generate and test viable  Implement the Adapt and modify the

business model prototype  business model in response
in the field to market reaction
Setting the stage Immersion Inquiry

Execution Evolution

Assemble allthe slements for  You and the business model  Transform the information and  Implement the selected business Set up the management struc-
successful business model design. ~ design team immerse yourselvet ideas from the previous phase  model design. tures to continuously monitor,
Greate awareness of the need for in relevant knowledge: custom-  into business model protolypes evaluate, and adapt or transform

new business model, describe the ers, techr

nt.  that can be explored and tested. your business model,
torview  After an intensive business model 249

- inquiry, select the most satisfac-
tomers, and identify needs and  tory business model design.
problems.

discuss business models.

+ Business Model Canvas (p. 44) + Business Model Canvas (. 44; « Business Model Canvas (p. 44) - Business Model Canvas (p. 44) * Business Model Canvas (p. 44)

« Storytelling (p. 170) +Business Model Pattems (p. 52) - Business Model Pattems (p. 52) * Visual Thinking (p. 146)  « Visual Thinking (p. 146)
« Customer Insights (p. 126) ~ + Ideation (p. 134)

« Visual Thinking (p. 146)

« Storytelling (p. 170) + Scenarios (p. 180)
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(p.232)

- Business Model Environment (p. 200)

« Scenarios (p. 180) + Prototyping (p. 160) - Evaluating Business Models (p. 212)
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Models (p.212) 212)
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on Blue Ocean Strategy (p. 226)
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Figure 28: The five phases of the business model design process

Reading about the authors’ suggestion on the Pro-
cess of a business made it clear why readers gave this
book a good review. At the same time, it still led to
the question of the use of the canvas. If you can use
these five steps to create a business model, do you
really need a canvas then? The BMC is mentioned
as the first part for each of the steps in the design
process and is incorporated in the description while
also emerging as a pattern throughout the process of
creating a business model. It is used as a way to col-
lect and test all of the findings. If the BMC was used
in this way and not just something you would fill out
as a checklist then the tool seems much more useful.
We see it as unlikely that a lot of readers would ever
use it in this way as they may read the first part of the
book and start creating their business from there.
Therefore, including this in the learning or usage of
the BMC should be required.

In addition to Osterwalder and Pigneur, this book
was written in cooperation with 470 practitioners
from 45 countries (Osterwalder, 2010, p. 2). The main
sub-authors of the book are described in Figure 28.
Here it is shown as six people having a business
perspective (intra- and entrepreneurs and inves-
tors) and only one designer is among the team. This
could also have an influence on the many examples

and not that many direct instructions throughout
the book.

Overall the book is useful if you have an idea or already
existing idea and have no clue on where to start. It will
take some time to read it all, time that for an entrepre-
neur probably could have been more useful in other
places, but after finishing it, the understanding of the
BMC in use is larger. One thing the book does not focus
on are the limitations of the model, only the strengths of
it are mentioned. Therefore,in the next section we will
explore how these strengths and limitations of the BMC
can influence the usage. 45



Seven Faces of
Business Model
Innovakion

Vi

The Senior Executive

Jean-Pierre Cuoni,

Chairman / EFG International

Focus: Establish a new business model
in an old industry

Jean-Pierre Cuoni s chairman of

EFG International, a private bank
withwhat may be the industry’s most
innovative business model. With

EFG he is profoundly transforming

the traditional relationships between
bank, clients, and client relationship
managers. Envisioning, crafting, and
executing an innovative business
modelin a conservative industry with
established players is an art, and

one that has placed EFG International

among the fastest growing banks

The Intrapreneur
Dagfinn Myhre,

Head of Ré! Bt Models / Telenor
Focus: Help exploit the latest techno-
logical developments with the right
business models

Dagfinn leads a business model it

at Telenor, one of the world's ten larg-
est mobile telephone operators. The
telecom sector demands continuous
innovation, and Dagfinn's initiatives.
help Telenor identify and understand
sustainable models that exploit the
potential of the latest technological
developments. Through deep analysis
of key industry trends, and by develop-
ing and using leading-edge analytical
tools, Dagfinn's team explores new

business concepts and opportuni

The Entrepreneur

Mariélle Sijgers,

Entrepreneur /CDEF Holding BY
Focus: Address unsatisfied customer
needs and build new business models
around them

Mariell Sijgers is a ull-fledged
entrepreneur. Together with her
business partner, Ronald van den
Hoff,she's shaking up the meting,
congress, and hospitality industry
with innovative business models.

Led by unsatisfied customer needs,
the pair has invented new concepts.
such as Seats2meet.com, which allows
on-the-fly booking of meetings in
untraditional locations. Together,
Siigers and van den Hoff constantly
play with new business model ideas
and launch the most promising.

concepts as new ventures.
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The Investor
Gert Steens, President & Investment
Analyst /Oblonski BV
Focus: Invest n companies with the
most competitive business models
Gert makes a ving by identifying the
best business models. Investing in the
wiong company with the wrong model
could cost his clients millions of euros
and him hisreputation. Understanding.
new and innovative business models
has become a crucial part of his work.
He goes far beyond the usual fnancial
analytics and compares business
models to spot strategic diffrences
that may impart a competitive edge.

Gertis constantly seeking business
model innov

The Consultant

Bas van Oosterhout, Senior
Consultant / Capgemini Consulting
Focus: Help clients question their
business models, and envision and
build new ones

Bas s part of Capgemini's Business
Innovation Team. Together with

his clients, he is passionate about
‘boosting performance and renewing
competitiveness through innovation.
Business Model Innovation s now a
core component of his work because
of its high relevance to client projects.
His 3imis to inspire and assist clients
with new business models, from
ideation to implementation. To achieve.
this, Bas draws on his understanding
of the most powerful business models,
regardiess of industry.

The Designer

Papadakos,
Sole Proprictor / The Institute of You
Focus: Find the right business model
tolaunch an innovative product
Trishis  talented young designer
‘who s particularly skilled at grasp-
ing an idea's essence and weaving it
into client communications, Currently
she's working on one of her own ideas,
aservice that helps people who are:
transitioning between careers. After

rch, she's now

have tofigure out the right business
model to bring her service to market.
She understands the client-facing
part—that's what she works on daily
as designer. But, since she lacks for-
mal business education, she needs the
‘vocabulary and tools to take on the
big picture.

‘The Conscientious Entrepreneur
1qbal Quadir, Social Entrepreneur.
Founder of Grameen Phone

Focus: Bring about positive social and
‘economic change through innovative.
business models

labal is constantly on the lookout

for innovative business models with
the potential for profound social
impact. His transformative model
brought telephone service to over
100 million Bangladeshis, utilzi
Grameen Bank's microcredit network.
He is now searching for a new model
for bringing affordable electrcityto the
poor. As the head of MIT's Legatum
Center, he promotes technological
‘empowerment through innovative:
businesses a5 a path to economic and
social development.




4.1.6 Strengths & Limitations of the Business

Model Canvas

Through our research on the BMC through lit-
erature, interviews, and observations we aim to make
a simple overview of the strengths and limitations of
the tool through two tables. The statements from in-
terviews and observations can be found in Appendix

1-8.

Strengths of the BMC

FROM LITERATURE

FROM INTERVIEW

FROM OBSERVATIONS

“Based on the Lean Canvas, strengths
of the BMC can be recognized in
terms of the visual representation.”

- Coes, 2014, p.30

“BMC aims to make the development
business models easy. For making it
easier they have made concessions
about the depth and breadth of cov-
ering the topics”

- Coes, 2014, p.30

“.. the BMC is focused on the in-
frastructure and can be applied on
existing firms”

- Canvanizer, 2014

The focus on Value is a strength of
the BMC
- Coes, 2014; Sort Nielsen, 2017

It is an easy checklist to start a discus-
sions from
- Sort & Nielsen, 2017

The Canvas can help young entrepre-

neurs to get a business mindset “The

important aspect was to teach the en-

trepreneurs to use the vocabulary and

value thinking from the framework”
- Sort & Nielsen, 2017, p. 19

“A graphic tool with the oppor-
tunity to work with different
business models”

- Business Developer AAU

“It’s a great inspirational tool”
- Business Developer AAU

“Facilitating guidance, discus-
sion, development, validation,

etc.
- Business Developer AAU

“I use it for ideation as inspira-
tion for which part of the value
chain to innovate. And as a
checklist for an idea to make sure
everything is covered.”

- Business Developer AAU

“It’s a good tool to help you think
of new possible areas of optimi-
zation.

- Business Developer AAU

“I used the tool both to facilitate
workshops, for presentations and
also for communication. One
of the strengths are, that people
know the tool and it is an easy
way to communicate”

- Service Designer

It is a simple tool, when explained.

Everyone can use the tool in “Level 17
(as a checklist).

If you have a completely new idea,
it is a good and simple tool to start
with. It can help you get an all-
around check of your idea.

You can test different ideas within
the same canvas and see if something
changes.

Teachers seem to be very optimistic
about the usage of the BMC, which
optimizes the trust of the tool.

It seems like the business models can-
vas often is only based on assump-
tions/own feelings which can make it
an easy tool to start with.

The BMC is divided into nine build-
ing blocks, or boxes, as some called
them. This had a different effect on
people. Some really seem to like to
“place things in boxes” and feel they
get further with their idea if they do
so. Other people found it more lim-

iting and had a hard time seeing any

use in it at all.
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Strengths of the BMC

FROM LITERATURE

FROM INTERVIEW

FROM OBSERVATIONS

The BMC can be used to give a
brief overview, illustrating the
main value drivers of the poten-
tial business opportunity. “I don't
want to look through several
hundred pages of information.
It is okay if it is there, but I want
it explained within one or two
pages”

- Sort & Nielsen, 2017, p.22

The BMC framework can help
entrepreneurs produce informa-
tion and mutual understanding

towards stakeholders
- O’Niel and Ucbasaran, 2016, p.
28

“.. the BMC has the potential to

improve communication, infor-
mation and understandability of
investment cases because it forces
the entrepreneurs away from tech-
nical details and towards thinking
in terms of value propositions”

- Sort & Nielsen, 2017, p. 29

“Tools such as mapping are useful
to explicate business models”
- Chesbrough, 2010, p.360

«

porate Service Design into the canvas

‘It can help you take some of the bar-
riers between Service Designers and
business people. You can even incor-

and help your team understand it

through the tool. You can also use it

to make something visual, which can
help your team”

- Service Designer

“Many of the boxes can be used to
discover the users, the stakeholders,
etc. I see the tool to be used at the
end of a design process”

- Service Designer and teacher at
AAU

“I see it as a first step for people who
do not know about businesses, a tool
for them and startups”

- Service Designer and teacher at
AAU

“It is a simple and accessible tool, that
easily get people into the business
mindset”

- Business Developer AAU

“The canvas seems reasonable. If you
don’t know what your doing, then it
is a good tool to test your idea”

- Medium Size Startup

“It is a strategic tool and a good way

to summary the value of your busi-

ness, but I see it more necessary for
bigger companies”

- Medium Size Startup

“I find it useful as a checklist, to see
where you are and what you need to
know or do. I like to place things in
boxes and know what I have done so

»

far,

Osterwalder is a good speaker and
has a lot of good ways to accom-
modate the limitations of the
BMC. He explains the different
levels of the usage of the model as
a way to get deeper into the model

and make it a strategy and not
just a checklist. He also came up
with extra tools such as the Val-
ue Proposition, to gain a deeper
understanding of the customers.
The way he wants the participants
to use the canvas is also more as
a testing method, to play around
with post-its and try to think of
new ways to build your business.
The canvas seems to be misunder-
stood.

If you have no knowledge about
the business world, then the BMC
seems like a good starting point.
It can help you get into the mind-
set and gain an understanding of
what is needed of you.

- Business Developer AAU
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Limitations of the BMC

FROM LITERATURE

FROM INTERVIEW

FROM OBSERVATIONS

One of the main limitations of the
BMC is the lack of incorporating
strategy

- Coes, 2014; Ching & Fauvel, 2013

The BMC is missing a building block
with the TEAM or any human/user

interactions

- Coes, 2014; Ching & Fauvel, 2013;

Ojasalo & Ojasalo, 2015

The individual building blocks allow
different level of abstractions
- Coes, 2014; Ching & Fauvel, 2013

BMC is not taken competition, imita-
tions or its surrounding into consid-
erations
- Coes, 2014; Ching & Fauvel, 2013

“Another critique is that the value
proposition building block is too
abstract, there is no space for how
a business satisfies the customers’
needs. It is based on a value proposi-
tion and infrastructure and not about
what is the actual customer need”

- Coes, 2014, p.47

“[..] the BMC frame is not a “one-
solution-fits-all” but an approach that
helped many entrepreneurs”
- Sort & Nielsen, 2017, p.29

“.. customer’s understanding of ser-
vice use is different from the service
provider’s”

- Heinonen et al., 2010, p. 535

“You often use it only as a checklist
and forget to update it on the way”

<«

work you’re put into it into a business

“Some of the squares are not as useful
as others. It cannot be used well with-

- Business Developer AAU
It lacks an easy way of turning the

plan”
- Business Developer AAU

out some guidance”
- Business Developer AAU
“I have a good experience with the | P
tool when you use it very narrow-
ly, but often people tend to use it
wrong.”
- Service Designer

“It can be extremely valuable, but also
hard to grasp if you didn’t study it.
You need at least to read the book”
- Service Designer

“In our company, the customer base

is huge. The customers have different

needs and can not be placed in one

canvas. We therefore often need to

make different canvasses for each
customer”

- Service Designer

“Sometimes the tool is too simple
- you should also think about the
environment around your business”
- Business Developer AAU

“It is a tool you use to get things
done, not something you use to show
anyone. Use the canvas as the founda-

tion for your business plan.”
- Business Developer AAU

The usage of the tool differs a lot

To use the tool in a “correct” way you
need someone to teach you how to
use it or you need to spend some ex-
tra time understanding Osterwalder’s
way of using it (post-its and play

To get the most out of the tool you
need a creative mindset and be able
this is not something they can do on

their own or do not feel comfortable

We were only able to find one Service

from person to person.

around).

to think differently all the time.

eople tend to be scared of the word
“Business Model”, and expect that

with it.

Designer that uses the BMC tool in
their daily work. It does not seem to
be a tool that is very used.

When the tool is taught, the usage
of a lot of “business wording” can
make it difficult for the participants
to follow.

Service Design teachers seem to only
know about the tool through their
students. They do not have a business
approach to Service Design.

The BMC seems to only be used as
a checklist in small-sized startups in
order to be sure that all things are

under control.

Even though Business Developers at
AAU are using the BMC tool in their
workshop, they are still questioning
the tool and some even do not like it.
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Limitations of the BMC

FROM LITERATURE

FROM INTERVIEW

FROM OBSERVATIONS

The BMC does not help with the next
step of creating an actual business
model or a running company “[..]

nothing is written about how to
execute a business model. [...] So the
limitation is that the process of start-
ing the company should be included
in the Business Model Design process
by making a story of how the build-
ing blocks are related”
- Coes, 2014, p.30-42

“[...] the entrepreneurs sometimes
expressed that they knew what the
facilitator was talking about concern-
ing the BMC, but when explaining
it themselves, they failed to use the
vocabulary and mindset from the
framework?”

- Sort & Nielsen, 2017, p.20

“[models as BMC red.] cannot by
themselves promote experimentation
and innovation”

- Chesbrough, 2010, p.360

“Organizational processes must also
change (and these are not mapped by
those tools).”

- Chesbrough, 2010, p.362

The BMC does not guide you to
think from a customer perspective,
but depends on the users ability to
include this. “[..] all the elements of

a business model should be carefully
analyzed from both the company’s
and the customers’ viewpoint — based
on authentic and deep customer
insight”

- Ojasalo & Ojasalo, 2015

“The tool does not include a descrip-
tion of your Team - 80% of investors
think the team is the most important
- you also need to test everything in
the canvas”
- Business Developer AAU

“We do not spend much time on
models - we think more strategically
and try to achieve the business goals.

I have tried the BMC once - but I
have never seen it provide value. No-
body ever showed me that it worked.”

- Medium Size Startup

“In a startup things are going fast and
we make more day by day decisions.
We do not spend time on models like
BMC”

- Medium Size Startup

“I know about the BMC, but I have
not used it that much. I like to use
tools that explore more, such as
brand decks, to ask questions to your
business as ‘what if”’

- Business Developer AAU

“I know the name (of BMC red.), but
I have never used it outside of school.
I see results and numbers as the main
factor for a business and I do not
need any boxes to figure that out”
- Small size startup

All startups participating in the
interviews, explained that they “did
not spend time on models” when
asked about the BMC. When asked if
they used any Service Design tools,
they all mentioned Personas and User
Journey (and one Blueprint, Scenar-
ios and prototyping). It seems that
the words ‘Model’ and “Tool’ are very
different from the interviewees.

The majority of the responders did
not know what a ‘business model
is but it does not necessarily mean
that they have no idea what it is, they
just have their own definition. The
definitions from literature are also
broad and the only thing they all have
in common is mentioning the word
‘value’

Using the Lean Canvas some limita-
tions of the BMC were made more
clear. The Lean Canvas includes
much more options and a clear struc-
ture of how it should be used. This
results in a limitation of the BMC in
terms of level of detail of the individ-
ual building blocks.

The use of both the BMC and the
LEAN Canvas from SEA teachers
made it unclear which of the models
should be used by the startups. The
communication in between teachers
should be more clear, to understand
which models to use.

The participants of the workshops
seemed to only focus on the per-
spective of the business and not the
perspective of customers. Even when
the teacher told them to see it from
the customers eye, they still focused
on their business in the canvas.
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Reflections

There seems to be a lot of different ways to
understand and use the BMC. Even the founder of
the model, Alexander Osterwalder, explains and
knows about the different levels the model is used
in. This seems to be one of the biggest weakness-
es, but also strength of the model. It can be used in
many ways, but no one really seems to use it ‘cor-
rectly’. But does it even matter if people are using
the canvas in different ways? And who can decide
what way is correct? Maybe it is a good thing that the
canvas can be used in all of the levels, depending on
the desired outcome. The different levels and ways
to use the model should at least be taught for the
user to know. Our observations of the workshops
proved that the teachers did not mention the levels
of the BMC and this will be considered in our final
outcome.

When asked about the model, different perspectives
of the BMC were also shown from the business de-
velopers. When being a part of the AAU INCs pro-
gram (and not writing this thesis yet), the developers
seemed to be more honest about their opinion of the
model. Here, Jacob criticized the model and the us-
age of it, where he expressed that the model often is
not used in real life and people tend to get it wrong.
With that being said, the question for us is then, did
Jacob even get the model right? During the work-
shop, he went through the blocks one by one and
did not force the participants to go back and look at
the whole canvas or connect the blocks. He also said
that creating the model is the next step before you
as an entrepreneur would start contracting partners.
When interviewing, he seemed to be more specific
in his wording and expressed a positive approach to
the model, telling us that it should be used to cre-
ate a story of a business to see the whole picture. He
even explained that it is a model that should be iter-
ated on something that is never finished, that should
be used to play around with your business ideas and
never be shown externally. These statements fit the
way Alexander Osterwalder wants the model to be
used by entrepreneurs. It just does not fit with the
way it is actually used by the AAU INC.

Why is the AAU INC not iterating on the model or
the workshop? Why are they not playing around
with the canvas, using it for testing or ideating? Why
are they not including the model in all of the work-
shops design, to connect the different workshops
and iterate on the model? Why are the AAU INC not
trying to team up people to get more knowledge cre-
ation in the workshop? Why are the business devel-
opers not learning from each other and incorporate
this in their own workshops? The way we learned
how the canvas should be used and not just as a
checklist compared to the way we see that it is being
used does not make sense to us. We believe that this
is the biggest weakness of the model. There is no
concrete way to use it and it seems that every person
understands the model differently.

Our understanding of the canvas can even be wrong
in other people’s eyes and we can therefore only as-
sume that these findings can help us in our investi-
gation further. Additionally, we could have analyzed
more canvases on the market but decided that the ob-
servations of them in use would give us more than just
our own opinion about a model and since we were not
able to participate in more workshops, the LEAN and
BMC were the only two comparisons made.

From a Service Design perspective, a lot of things
could be changed around the structure of the AAU
INCs program. Things such as: communication be-
tween business developers, the structure of the work-
shops and even the design of the whole AAU INC
program. We knew that this was already covered by
a previous student of Service System Design (Refn,
2019) and something that the AAU INC was work-
ing on. As this research was already covered and our
main focus was the BMC, the focus would be placed at
the touchpoint of that particular workshop to see how
this could be affected by the usage of Service Design.
The Understand phase gave a lot of valuable insights
to develop further in the Define phase where the de-
sign of our workshop and the Service Design tools
will be made.
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. Define

In this chapter, we will present the pro-
cess of designing a workshop where the goal
is to measure the impact of Service Design
tools on the BMC. The starting point will be
a general presentation of all the steps which
have to be taken into consideration while
planning and structuring the workshop.
We looked at the organizational perspec-
tive such as the location of the facilitation
as well as the choice of Service Design tools.
This stage will be broken down into two sub-
chapters describing chosen Service Design
tools as well as their preparation under the
needs of the workshop. Moreover, the plan
of measurement will be presented which has
become a base for the further analysis and
organically created the outcome through
our research. The chapter will end up with
reflections of the entire Define phase which
leads into the Explore chapter.

UNDERSTAND

January 2020 February

pre-phase 1 month
+ problem statement
+ literature review

+ research question

+ Stakeholder analysis
« Case studies

« Actors interviews

+ BMC understanding

« SDT toolkit

EFINE

Re-define:: March
March May

2weeks
+ Workshop design & re-design

+ Measuremen 1t & goals
+ Participant selection

In this subchapter the following sections will
be presented:

4.2.1 Workshop design

4.2.2 Designing the Actors Map template
4.2.3 Designing the Personas template
4.2.4 Designing the workshop agenda

4.2.5 Measurements & goals of the work-
shops

4.2.6 The workshop participants selection
4.2.7 Reflections

EXPLORE DELIVER

|

Beginning of

1,5 month 3 weeks

« Ideation session

« Final outcome

« Testing

« Reflections & discussion

+ Online Workshops: Persona &
Actors Map

« lteration upgrades

« Individual sessions: Customer
Journey

+ Outcome analysis

+ Comparison of results
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4.2.1 Workshop design

In order to measure the effectiveness of the
BMC as well as the influence of Service Design
tools incorporated into it, the decision was made to
facilitate a workshop. The initial idea was to reach
startups involved in the AAU INC program of 2020.
Unfortunately, a new enrollment of start-ups was
scheduled in April 2020, which meant that the wait-
ing time was around 2 months. On the other hand,
startups which were already enrolled into the AAU
INC, went through the BMC workshop organized
by the AAU INC and the chance to reach them was
rather low since they were further in the process of
working on their business idea.

Taking into consideration all of the mentioned above
aspects, the decision was made to reach students or
any person with an already existing business such as
a startup not necessarily enrolled into the AAU INC
with the idea for business development.

Figure 30 presents the process of designing the
workshop. The main purpose of the process being
mapped out in steps is to present the flow of the ac-
tions. This led to the full concept including the mea-
surement methods based on which the full analysis
of the workshop efficiency could have been done.

|
SET UP DATE OF BOOK A ROOM GOOGLE SIGN UP CREATE
THE WORKSHOPS FORM

FACEBOOK EVENT

WORKSHOP
PREPARATION

HANG POSTERS WORKSHOP
AT AAU INFO SEND BY AAU INC.

1/ PRE-CONDITIONS 1/ PRE-CONDITIONS

WORKSHOP PREPARATION STAGE

+ Google Sign up form as a

BREAK DOWN STAGE

PROCESS

srurmecon SO
OF THE WORKSHOP IMPLEMENT

>> CREATE AGENDA >>

CREATE SUPPORTIVE
MATERIALS &
GRAPHICS

CREATE WORKSHOP
MEASUREMENT
METHOD

CREATE
PRESENTATION

D)

« personas
- actors map

TOOLS

Figure 30: The workshop design process

Google Slides MIRO Google Forms

When some of the steps such as “set up the date of
the workshop” are self-explanatory, the important
part to discuss is the “workshop preparation”
stage. This stage was broken down in Figure 30
and pre-sented with more detail.

Our goal of the workshop was to research how the
implementation of Service Design tools can influ-
ence the BMC. In order to create the agenda of the
workshops, the starting point was to choose specific
Service Design tools to work with as well as redesign
them from the visual and ease of use angle.

Since the blocks of the BMC are a combination of
the business’ aspects as well as the perspective of
the customers for which the value proposition of the
business delivers to, the decision was made to

measure the effectiveness and influence of the Ac-
tors Map and Personas on the BMC.

The literature points out that the Actors Map clari-
fies different stakeholders involved in an experience
(Stickdorn, Hormess, Lawrence, & Schneider, 2018).
By mapping out all of the actors involved into a busi-
ness the users end up with a map of the network
which illustrates connections between the actors (N.
Morelli, C. Tollestrup, 2007). This might also help
the creator of a product, to see the services around
it (ibid.). The actors should not be understood only
as human beings but also as an organization, object
or intangible service. Moreover, actor mapping pro-
vides a picture of components in the system of the

business where it focuses on roles and relations.
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Furthermore, the Actors Map can be used in order
to clarify the main roles of the actors or to analyze
the interaction between the actors (ibid.).

There are numerous ways of creating an Actors Map
also known as a stakeholders map. The two main
dominant styles are to write down the stakeholders
into a table or through drawing them concentric
around a business. The chosen method in our case
was to draw which would allow participants to see
their business from a visual perspective as opposed
to something that can be placed in boxes like the
BMC. Giordano, Morelli, De Gotzen and Hunziker
(2018) state this approach to be useful for designers
to trigger and support conversations about roles and
power distributions, positions, and structure. The
tool is not only useful for identification of the stake-
holders, but also to analyse and identify opportuni-
ties and potentials within the map since connections
and analysis can be made (ibid.). Some of the things
we were made aware of when the participants were
designing the map was to be sure that they would
have a people-centred approach, which Giordana
et. al. (2018) suggests it is the most powerful for the
map. This would be done by giving an example and
explanation of a service with actors where there are
real people behind it. Another thing to be aware
of when creating this tool, is that it was suggested
that the tool would be created in a co-creative space,
with a lot of people involved, to get different points
of view (ibid.). This would not be possible by having
the participants online, working on individual busi-
ness ideas. Therefore, we noticed this as something
to just be aware of and reflect upon.

The other tool was Personas. According to Dam and
Siang, Personas are “fictional characters which are
created based upon the research in order to repre-
sent the different user types that might use the ser-
vice, product, site or brand in a similar way” (Dam &
Siang, 2020). Thanks to the creation of Personas the
focus of design teams can be shifted from the gener-
al demographic needs to the wants and needs of the
real people (Stickdorn & Schneider, 2011). In order
to create the Persona which could represent the real
individual, the detail-oriented characteristic should
be formed along with the graphical or photographic
visualisation of the Persona’s appearance.

Personas would help the participants discuss their
ideas and see it from their customers perspective
(Cooper, 1999). Using the goal-directed method to
create Personas would help them to get a more clear

picture of their users, using narratives throughout
the template to create a story for them (ibid.). We
hoped that this would also create empathy towards
their users and make them more realistic. We were
aware that the Personas were made in one day and
could not be iterated as they should in real life (ibid.).
The Personas would also be based on assumptions
and the participants would only be able to create
one Persona in the session. These limitations would
be in our reflection of the participants’ work since
they might not make a strong enough character of
their Persona.

“Until the user is precisely defined, the [sic:the
user of Persona] can always imagine themselves
as the user or make the users elastic” (Cooper,

1999, p. 126)

Pruitt and Grudin (2003) discuss the use of Perso-
nas instead of real users. The creation of Personas
tends to help the assumptions and decision-making
criteria. Without the Persona, the participants could
easily and routinely make decisions about the final
concept without comparing it to how their audience
would use it (ibid.). The Persona should therefore
help the participants to see the rest of their BMC
from the users point of view. As Pruitt & Grudin
(2003, p.5) states “Without Personas, development
teams routinely make decisions about features and
implementation without recognizing or communi-
cating their underlying assumptions about who will
use the product and how it will be used.

Another criteria for choosing the above described
tools was their ease of use with proper introduction
and guidelines from the facilitator side. Moreover, it
was interesting for us how those tools would influence
the nine blocks of the BMC which are clearly dedicat-
ed to the business aspects but also the customers.

The following subchapters reveal how the templates
of the Actors Map and Personas were designed for
the workshop needs based on the knowledge gained
during the program of Service Systems Design as well
as previously studied papers and books. What is im-
portant to emphasize is the fact that template design
steps were approached with a human-centered per-
spective, which means that the templates were created
primarily based on the previous experience from the
study and work field and then tested on potential par-
ticipants.
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4.2.2 Designing the Actors Map template

Creation of the Actors Map was divided into
5 steps:

I. Write your business idea in the middle,
List down the actors,
Connect the actors you already are (or have a
plan to be) connected with (use black marker),
4. Analyze the map and identify areas where there
is room for improvement, possibilities or miss-
ing gaps and describe these (use red marker).

Munclpality

Outsource_—"

Financials —— /

/

Need a ,/
strategy /

Marketing

The initial plan was to foremost explain what the
Actor Map is as a method, then present the 5 steps
of creation, and lastly display the example of the al-
ready mapped out Actors Map (see Figure 30). The
participants would work on a white paper sheets
given to them.

The created Actors Map would give the participants
an overview of all parties included in their business.
As well as, which of them are not necessarily con-
nected with their business idea yet and where the
possibility of relationship exists.

UnoEuro

Future

eiriey d Customers

on how to
get them _

—""

Airbnb

ould suggest
1

Figure 31: The Actors Map
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4.2.3 Designing the Personas template

The Persona template was designed in order
to give the participants the possibility to immerse
into the potential customer/user’s mind and start
looking at the business through the Personas per-
spective. The template is consisted of seven blocks
divided into:

+ Name & Age
o Channels
o Thinks & Feels

e Goal
¢ Does
e Pain
¢« Gain
NAME & AGE SKETCH YOUR PERSONA HERE!

+ the nickname

CHANNELS

What channels that persona is using daily?

THINKS& FEELS
That might be a problem or something positive

which is related to your business area.
Eg. expectations.

Figure 32: Persona template - own design

Each of the blocks contains a short description as a
helpful starting point. The initial plan of introduc-
ing the tool was firstly to explain what the Persona
is and how valuable it is to the process of building a
business. The next step was dedicated to presenting
the example of Persona created for a particular busi-
ness. After that the participants would work on the
printed Personas template. Each of the participants
would design one Persona.

GOAL

That might be personal desires and life goals.

DOES

What that persona do in order to accomplish goals?

PAIN

That might be something negative about your product/ service or area of

Yyour business which that person wants to avoid.

GAIN

That might be something positive about your product/ service or
area of your business which will make that person more happy.
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4.2.4 Designing workshop agenda

While designing the workshop the aim was
to create a smooth and easy to understand flow of
actions. This would help to gather as much data
as possible to further analyse as well as to provide
the knowledge to participants, which they would
be able to use and implement in their business. To
avoid heavy text slides, the agenda was designed
based on iconography along with supportive graph-
ics used on different slides of the presentation. All
of them are maintained in the same style to keep a
coherent look of the workshop.

INTRODUCTION FILL OUT TIME! DESIGN THINKING IDEAS?

round no.1:: personas

A _ A _
B/ = 15. B/ = 5.

2 Q30200 o

S5

Figure 33: Workshop agenda

DESIGN THINKING

round no.2:: actors

- AL
NI N
- SSt

e TN ﬁ@ R

IDEAS?

s _
B = 5

Figure 34: Example of workshop graphics (after the creation of Actors Map)

WRAP UP!

Ay
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As mentioned previously, the duration of the work-
shop was planned to be two hours. Within this time
the following actions would take place:

Welcome & Introduction

Sign up permission to take pictures and recording
Quick survey - how familiar are you with BMC
Brief presentation of the agenda

Intro to BMC - what is it?

Explanation of each BMC block

First fill out of BMC - 15 min

Introduction to Personas - who are they?

PN AV AW DN

9. Presentation of Personas example

10.Designing Persona session - 15 min

11. Second fill out of BMC - 5 min

12. Introduction to Actors Map - what is it?

13. Presentation of Actors Maps example

14.Creating Actors Map session - 15 min

15. Third fill out of BMC - 5 min

16. Quick survey - How familiar are you now with
BMC and SD tools?

17. Wrap up

58



4.2.5 Measurement & goals of the workshops

To measure the impact of the usage of Ser-
vice Design tools in connection to the BMC, a plan
for measurement and objective goals for the work-
shop were needed. This was done studying Sufi,
S. Nenadic, A. Silva, R. Duckles, B. Simera, I. et al.
(2018) rules about how to measure the impact of
workshops combined with our own previous learn-
ings.

To measure the impact we decided to:

« Make an observation plan of what to notice and
how to strategically divide it between us

+ Use different colors on post-it notes on the BMC
after each Service Design tool

« Take pictures of the ongoing process and video-
tape the whole session

« Set specific goals and objectives for the work-
shop

+ Collect feedback from participants before,
during and after the session

+ Measure both qualitative and quantitative data,
this will be done by asking the different type of
questions that can be seen in Appendix 4

+ Write down all questions asked and problems
observed by participants

+ Discuss possible biases and limitations be-
fore, observe during and analyze after

The goals and objectives were defined using Sufi,
Nenadic, Silva, Duckles, Simera, et al. (2018) output
and outcomes suggestions for measuring:

+ Output (what you want to produce): a full BMC
and a deep understanding by participants and
for us as facilitators; an understanding of the
differences when using the Service Design tools

+ Outcomes (what difference you hope it will
make): the participants should get an under-
standing of the BMC model as well as the impor-
tance of the Service Design tools when creating
a business. As facilitators, our aim is to measure
the influence of the Service Design Tools (SDT)
on the BMC.

We wished to include the participants when creat-
ing the goals of the workshop. This would be done
by making them note their goals when they arrived.
We would then discuss the goals at the beginning
and in the end of the workshop, to see if the partici-
pants felt they had achieved them. Additionally, we
would check if they felt like there was any change in
their skills and if they felt we could change anything
in our further exploration.

4.2.6 The workshop participant selection

Thanks to the collaboration with AAU INC
we could reach members of the AAU INC working
on startups as well as students who were involved in
classes organized by the AAU INC regarding entre-
preneurship learnings. However, to be certain that
participants would join our workshops, the decision
was made to design a poster and place it around
AAU campus. In addition to the poster, we created
a Facebook event and shared it on AAU Facebook
groups as well as talked with people which we knew
were active in the entrepreneurship field. Students
mentioned before enrolled in AAU INCs classes
could sign up through the online form created by
Google Forms.

To get participants to join the workshop, was our
final step of defining the workshop. Before the due
date, we made a couple of test rounds of the work-
shop with each other as well as with our classmates
to see if the flow of the workshop and timing was
efficient. After these steps, we were ready for facil-
itation.
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Reflections

In the Define phase, we placed the focus
on designing the workshop. The aim was to bring
valuable information and insights regarding Ser-
vice Design tools and their influence on the BMC.
Therefore, the main point of the Define phase was
to choose the right Service Design tools or methods.

One of our concerns was whether the Actors Map
and Personas would be sufficient enough in the
gathering data process. At the same time, we were
questioning our choice from the perspective of par-
ticipants and their business idea. We were doubting
if the tools would be easy enough for the partici-
pants to understand but also capable of influencing
the BMC.

Looking at the Service Design literature and its
suggestions towards the Service Design toolkit, the
Actors Map, as well as Personas, the suggestions
seemed to be more connected to the Design Think-
ing area rather than analytical and holistic Service
Design. Nevertheless, from our own experience
from work as well as the creation of the startup, the
chosen tools seemed to be easy to implement and
influence the mindset towards a human-centric ap-
proach. The priority when choosing the tools was to
make sure they were easy to understand and could
be used within a two-hour workshop.

The tools, such as the Service Blueprint, seemed to
be too complicated to explain to participants. More-
over, there was a possibility that none of the par-
ticipants’ business ideas was mature and thought
through enough to use a very detail-oriented tool
such as the Service Blueprint.

However, after the consultation meeting with the
supervisor, it became clear that we would need to
facilitate another round of workshops or individual
sessions with the implementation of tools that are
strictly connected to Service Design. Furthermore,
the focus would have to be placed on the tool which
will deliver a holistic view of the service as well as
put the user in the center of attention. That brought
us to the point where Customer Journey was tak-
en into consideration as a tool. With the use of this
tool, participants could map out the journey from
the perspective of a Persona as well as in a holistic
approach. They would divide the journey into three
phases: before, during, and after. This will be ex-
plained further in section 4.4.6 The Customer Jour-
ney individual sessions. At this stage, it was decided
to first try out the Actors Map and Personas in a sep-
arate workshop, and then move on to the Customer
Journey sessions after.
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s Re-define

The Redefine chapter was added due
to the unexpected circumstances caused by
the global COVID-19 pandemic and general
lockdown of the country which forced us to
take additional actions. In order to complete
the design process on time, the decision was
made to take the already planned workshop
to the online level. Nevertheless, the Rede-
fine chapter should be understood as the
pre-introduction to the Explore phase. It
also provides information on how the action
taken in the Redefine phase will influence
the Explore phase.

The chapter starts by capturing the benefits,
limitations, and general information regard-
ing the facilitation of the online workshop.
The main core of the chapter is focused
on the workshop redesign from the offline
to the online level, as well as the measure-
ments. The measurements helped us further
in the analysis that will be conducted in the
following sub-chapter, the Explore phase.

UNDERSTAND

January 2020 February

pre-phase 1 month

« problem statement
+ literature review
+ research question

+ Stakeholder analysis
« Case studies « SDT toolkit
« Actors interviews

« BMC understanding

2 weel

EFINE

Re-define::
March

+ Workshop design & re-design

+ Measuremen 1t & goals
+ Participant selection

ks

In this subchapter the following sections will
be presented:

4.3.1 Coronavirus limitations

4.3.2 Upgrading the workshops to an on-
line level

4.3.3 The workshop redesign

4.3.4 Measurements & Goals for the online
workshop

4.3.5 Reflections

EXPLORE DELIVER

|

March

1,5 month 3 weeks

+ Ideation session

« Final outcome

+ Testing

+ Reflections & discussion

« Online Workshops: Persona &
Actors Map
n
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4.3.1 Coronavirus limitations

Unfortunately, due to the COVID-19 pan-
demic, we were forced to change the path of the
master thesis process. Five days before the date of
the execution of the physical workshop, all pub-
lic places were closed including Universities. As
the country was under lockdown, the decision was
made to move the workshops to the online level. In
order to do so, we had to adjust the original plan of
the workshop. We had to find online tools that could
be easily navigated which would allow us to gather
all necessary data as well as facilitate the workshop
smoothly without possible errors related to the In-
ternet connection.

OFFLINE VERSION

buginess deeign
model x —
P thinking

Stine Christensen
March 16 - &

Hi people! Unfortunately, due to coronavirus we will also have to cancel
our workshop tomorrow, since school is closed & BUT, we are working
on an online version of the workshop! So get the best out of your home
quarantine and help us finish our thesis - please let us know if you are still
interested in boosting your creativity from home @ at last corona will end
and you will be back on the market with your ready to go business idea!
Send us a private message k il istensen) if
you have the time or interest in joining this @ We will get back to you
asap.

@ You and 4 others

1b Like (I comment
= T
Events
Marcelina Kopecka
Events Mareh 19.1 200 M - &

Calendar The sweetest and dearest! We're not giving up!
Due to uncertain times, we decided o take the workshop on the online
level. We prepared an online version of the workshop s if you are still
interested in participating please read few following specifications:

Business Model Canvas
x Design Thinking
Workshop

- The workshop will take place on Weds 26th

Birthdays - You can choose between two time slots: 10am - 12pm or 4pm - 6pm
- We are super prepared, although its new for us to have an online

Discsy workshop, 50 if you need to laugh at us!

Hosting - The wiorkshop will take place digitally with the help of ZOOM (video
chat platform) and Google Jam (whiteboard).

What do you need to do?

- In the comment below write the time slot which suits you best
- Write your email address on which you want to receive a workshop
invitation

- 10 min before the workshop you will get an invitation to ZOOM on you
‘email box - it's access to the workshop

- Please prepare one business idea to work with before the workshop
starts

Manage Page Events
= Cock's & Cows

# Cock's & Cows Aarhus
@ Cock's & Cows Ravnsb.
S enrep Kisses Marcela & Stine

© sine Chuistensen

Figure 35: Moodboard of Facebook events and posts

Sadly we had to cancel the Facebook event but before
it was done we wrote a post where it was explained
that we would not give up; however, we would now
act on the online level. We also created another
event on Facebook where we invited all the people
who already signed up for the offline version of the
workshop. Moreover, we sent an email reminder to
those people who signed up through Google Form.

See All

Q€= .20

Stine and Timi went

Do you want to test your idea? Or take your business to the next level?

During this FREE workshop we will make your Business Model Canvas and
use Design Thinking tools to help you think outside of the box. The
Business Model Canvas is a classic tool and a must-have in the toolbox of
every entrepreneur - combining this with design thinking, will make your
business even stronger!

You will leave this workshop with a fully packed canvas ready to build a
business!

Please sign up for the workshop, using this link (so we know how much
snacks bring):

https://forms.gle/6qSvULiLcfbW5peU6

In case you forget to sign up - don't worry - you are still more than
welcome to join on the day.

PRACTICAL INFO:

Date: 17/03/2020

Time: 4-6PM

Location: Aalborg University, Copenhagen

Room: Building A - 2.008 (The AAU Incubator)

The workshop is free and everyone is welcome to participate - also if you
are not a student at AAU.

Looing forward to see you there

Marcela & Stine

ONLINE VERSION

8 Went - 10 Interested See All
@36& *o%@a’ <o
Stine, Dominika and 2 other friends went
Marcelina Kopecka shared an event.
March 19 at 2:19 PM - @
Link to the new event:
https://www.facebook.com/events/513745209569565/
buginese e
model x design
canvag fhil’\kihg
WED, MAR 25
Online Workshop Business Model Canvas x Service Design
Thinking

8 Went - 10 Interested
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4.3.2.1 The online workshop benefits

It has been demonstrated that online meth-
ods for user involvement can offer a multitude of
benefits. Some of them will be discussed here:

I. Online communities of users could influence
innovation if properly organized (Dahlander
& Frederiksen, 2012; Fuller, Matzler & Hoppe,
2008). We need to create a strong structure to
create an innovative space for the participants.

2. It allows long-overdue work flexibility. “How
many people in America go into an office even
when they're feeling under the weather, because
of pressure from the company or managers”
(Mullenweg, 2020)

3. The participants can get a more high-fidelity
outcome of their work and get a feeling that they
gained a higher knowledge and success online
(Kayan, 2020)

4. The participants will often work faster online
(typing) than when writing by hand offline and
can get more work done (Pribetic, 2020)

5. “If you have a video conferencing tool that sup-
ports ‘breakouts’ (like zoom), then you can de-
liver a very productive session without any need
for a physical space.” (Pribetic, 2020). A lot of
authors are mentioning Zoom as one of the best
tools for online collaboration and was therefore
tested for our work.

6. “|[..] every time you have an event with remote
participants is an opportunity. It’s an opportuni-
ty to explore new ways of engaging those peo-
ple.” (Pribetic, 2020)

7. “Through exploring how to make the remote ex-
perience as engaging and as seamless as possi-
ble, you will find and discover new ways of doing
things.” (Pribetic, 2020)

8. Some authors even claim that “remote work
makes a better design process” (Shirey, 2020), as
no person is dominating each individual work.

9. To see the participants in their home and re-
laxed environment can help us as designers, to
better understand them “[..] see each others’
homes, families and pets, you can easily under-
stand them more fully as people than youdoina
limited workplace setting.” (Shirey, 2020).

4.3.2.2 The online workshop limitations

Even though an online workshop would
have a lot of benefits, there would still be some
limitations to be aware of. Underneath is a couple
of limitations that we found through literature and
considered in our design:

I. A complementary set of competencies may
need to be developed to tackle difficulties and
make the most of collaboration with customers
(Bengtsson and Ryzhkova, 2013)

2. Personalities (such as introverted or shy) might
be harder to capture through online tools, so the
need for inclusivity is higher (see ‘before’ in the
next section)

3. It might be harder to keep the participants fo-
cused and engaged throughout (Kayan, 2020)

4. The participants need to prepare a bit more and
the facilitator will require a bit more from them
than just being physically there (Kayan, 2020)

5. When sharing online in a group, the participants
can tend either to be the listener or the speaker
-and they often tend to stay in this ‘role’. Where-
as it is easier in an offline environment where
you can keep track of who is speaking (Kaynan,
2020)

6. “You won't discover how the technology really
works, and whether it works for you until you
give it a proper test.” (Pribetic, 2020)

7. It’s easier to engage participants offline and con-
versations will flow better. “Higher engagement
and better conversations are essential factors in
ensuring a successful workshop.” (Pribetic, 2020)

8. Some participants might have a harder
time using the online tools than others and
might end of feeling ‘stupid’ (Shirey, 2020)

4.3.2.3 The structure of the online workshop
creation: before, during & after

To get a better understanding of what to be
aware of during our workshop, we created an over-
view of our learnings from the literature and reflec-
tions. This includes the before, during, and after
experience of the participants and the things we

should remember in each step. 63



Before:

+ Create and send an agenda through email be-
fore the meeting “Zoom meetings get 100% bet-
ter when an agenda is sent out before it starts”
(Shirey, 2020). Kayan (2020) also states that to
make remote workshops engaging, you must
have a clear structure available to participants so
they can anticipate how the time will be used.

+ Include guidelines in the email to “make sure
everyone knows how to use your tools” (Shirey,
2020)

« Make the participants feel as prepared as pos-
sible by sending a reminder email the day be-
fore with some extra tips such as bringing some
drinks and snacks, pen and paper (to draw on)
and headphones and mic. Also, make sure they
understand the workshop will be done in En-
glish and that they will have to have their cam-
era turned on. Prepare the participants (Kayan,
2020).

+ Choose the best online tools for the participants
and test it a lot of times. “Keep it simple. Practice
the tech beforehand. Test it on people who have
not used the software before to identify possible
fail points” (Tippin, Kalbach & Chin, 2018, p. 13).
We will use ‘the five key capabilities needed for
remote workshops’ (see Figure 35) as an inspira-
tion tool and a reminder of how to choose and
what to think of.

+ Test (and re-test) everything. We will make a lot
of test rounds on our own and one test round
using friends. “Testing will also reveal the differ-
ence between your expectations of how the tech-
nology works, and how it really works.” (Pribetic,
2020)

During:

+ “Reserve some time for team building during on-
line meetings” (Shirey, 2020). This will be done
by starting the workshop with an introduction
of each of us, the start-ups, their ideas and goals
for the workshop. At the end of the workshop,
this will be discussed again to hear everyone’s
thoughts.

+  “[.] set aside 10 minutes during a meeting to
make sure everyone knows the best practices
for your chosen video chat system and discuss
ground rules that your team wants to imple-
ment.” (Shirey, 2020)

+ The cameraneeds to be turned on as “[...] it helps
immensely with communication to see

see your teammates’ facial expressions and
body language” (Shirey, 2020)
+ “Making sure youre in a well-lit place and
looking at the camera directly will help you all
feel (almost) like you're in the room
together.” (Shirey, 2020)
+ Being online, we as facilitators need to “be in-
clusive, to value time, and to find
conclusions.” (Kayan, 2020)
« INCLUSIVITY: Inclusive to those that are re-
mote, those that may be more introverted, and all
minorities.
« VALUING TIME: It can be hard to be in a
workshop that is not structured and you feel like
you are wasting your time. We want to make par-
ticipants feel like their time is being valued and
being utilized in a constructive fashion.
« FINDING CONCLUSION: A successful de-
sign workshop is one where we find conclusions, we
state goals, and we build something that will drive
future work in a different direction than before
the workshop.
+ We wish to be as engaging as possible, to keep
the participants’ focus. This will be done by us-ing
some of Kayan (2020) engagement tricks:
+ Make participants work on their own and then
share in a group
« Each participant should be doing something all
the time
+ Create a shared sensory environment by
play-ing music when the participants are working
on their own to make them feel connected
o Make time to have a break, move or small-talk

L]

After:

Not a lot of authors have written anything partic-

ular about how to structure any ‘after’ knowledge

sharing. Therefore, this is done by using our own
thoughts and learnings:

« Make them fill out an ‘after’ questionnaire where
we ask about their learnings and thoughts. Not
everyone likes to speak in an open environment
and might prefer to give feedback on a paper.

+ Send a ‘thank you’ email with all participants at-
tached and let them know what their next steps
could be or how we can stay in touch if they wish
to

« Call some of the participants who seemed more
introverted and did not talk a lot to hear about
their experience and learn from them

+ Analyze all data online and choose four partici-
pants for the next round (Customer Journey). 64



FIVE KEY CAPABILITIES NEEDED FOR REMOTE WORKSHOPS

COMMUNICATE
IN REAL TIME

COMMUNICATE
ASYNCHRONOUSLY

SHARE
CONTENT

STAY
ORGANIZED

THINK
VISUALLY

See everyone's smile and hear
everyone's voice when you meet

Create a community before you meet and
stay connected between sessions.

Establish the location where videos, PDFs,
and other necessary files are stored

Track resources, events, and assignments
to keep the team aligned.

Collaborate, brainstorm, share artifacts
and interact like you're in the same room.

Recommended: Zoom
Alternative: Skype, Bluejeans

Recommended: Slack
Alternative: SMS, HipChat

Recommended: Google Drive
Alternative: DropBox, Box

Recommended: Trello
Alternative: Asana, BaseCamp

Recommended: MURAL
Alternative: UxPin, Invision

Figure 36: Key capabilities for remote workshops (Tippin, Kalbach & Chin, 2018, p. 12)

Quotes about online workshop facilitation

“We might feel that this online workshop is a com-
promise and not something we should value. This
might change during time and be a really good
learning for us, as the world might be different
from now on.”
(Lau, Yang, & Dasgupta, 2020)

“In the early days of 2019, having remote partici-
pants in your session is a compromise. As I said
above technology has, and will continue to, im-
prove. But it still isn’t anywhere near the same as
having the people in the room.”
(Pribetic, 2020)

“a successful design workshop is one where we
find conclusions, we state goals, and we build
something that will drive future work in a differ-
ent direction”
(Kayan, 2020)

“We’ll never probably be the same. People who
were reticent to work remotely will find that they
really thrive that way. Managers who didn’t think
they could manage teams that were remote will
have a different perspective. I do think we won’t
go back.”
- Jennifer Christie, Twitter’s head of human re-
sources, BuzzFeed News (Mullenweg, 2020)

“Both online and offline modes of interaction may
involve sharing explicit knowledge and external-
izing tacit knowledge. However, levels of adoption
of various online and offline methods by firms dif-
fer due to challenges of their implementation and
management as well as their appropriateness for
different companies”
(Hemetsberger and Godula, 2007). 65



4.3.3 The workshop redesign

Redesign of the workshop from offline level
to online level:

In order to present the flow of the workshop in an
easy to understand way for the reader, the decision
was made to create graphs which could present
mapped out stages. Starting from the preparation
phase, going through the first round of the work-
shop, and the second one with improvements ad-
justed from learnings after the first round.

SEARCHA
COLLABOARTIVE
WHITEBOARD

SEARCH A VIDEO
(CONFERENCING PLATFORM

ADJUST WORKSHOP
AGENDA

ADJUST WORKSHOP
PRESENTATION

) ) ) mEm ) =)

DIVIDE SIGNED UP
PARTICIPANTS INTO 2
GROUPS

‘TEST THE ONLINE
VERSION OF THE
WORKSHOPS

ADD FACEBOOK POST
REG. CHANGES

CREATE NEW
FACEBOOK EVENT

D) SR ) FE ) F )

1/ REQUIREMENTS
+ screen sharing

+ screen recording
+ easy to navigate

/I REQUIREMENTS
+ easy guidelines
+ easytofollow

+ understandable

1/ REQUIREMENTS 1/ REQUIREMENTS

+ easy tonavigate + 2hours time slot

11700L

1/ T00L 11T00L

+ GoogleJam
+ Z00M + Google sides

Figure 37: Key capabilities for remote workshops (Tippin, Kalbach & Chin, 2018, p.

Figure 37 presents the preparation phase
where many challenging decisions had to be made
such as the assortment of the online
communication tool, an assortment of the online
whiteboard tool, where participants would work
on designed templates, or even adjustment of the
agenda, which could keep a good pace and flow of
the workshop.

The key point was to test the tools before the
fi-nal day of the workshops. In order to do that
we searched for a few different online
communication tools as well as collaborative
whiteboards and tested them between us before
the final day. The main re-quirements for the
online communication tool were screen sharing
and recording, ease of navigation as well as the
possibility to show all the faces of par-ticipants
while sharing the screen. When it comes to the
collaborative whiteboard we were aiming for ease
of use where the participants could use the
tools without any extra wunderstanding or
practice how to use them.

Thanks to several tests we were able to adjust all
of the steps which brought us to the point where
we felt much more confident with facilitation of
the on-line workshops even though it was a new
experience for us. Moreover, thanks to the testing
we could di-vide roles between us, such as:

1/ REQUIREMENTS /1 REQUIREMENTS 1/ REQUIREMENTS

+ good flow of actvities
between

« dlear communication
+ postlink to the new event
onthe old event side

« communication with
already signed up
participants

different tools
+ creation of the inner agenda for
faciltators with task division

/1To0L 11T00L

1/T00L

« Facebook + Facebook + Excel sheet

12)

Role of the observer

Role of the host

Time control

Sending the links through the chat window
:: Content form for data usage
:: Google Survey
:: Google Jam for each participant

4.3.4 Measurements & Goals of the online work-
shop

To measure the impact of the usage of Ser-
vice Design tools in connection to the BMC, a plan
for measurement and objective goals for the online
workshop had to be adjusted.

To measure the impact, we decided to:
« Make an observation plan of what to notice and
how to strategically divide it between us

Use different colors on digital post-it notes on
the BMC during the first and second filling out
part as well as on Personas template and Actors
Map template
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« Take screenshots of the ongoing process and
screen record the whole session

« Set specific goals and objectives for the work-
shop

+ Collect feedback from participants before,
during, and after the session using the Google
Forms survey (quantitative data)

+ Measure qualitative data by talking with partic-
ipants after the online session comes to its end

+ Write down all questions asked and problems
observed of participants

» Discuss possible biases and limitations before,
observe during, and analyze after.

The goals and objectives were defined using Sufi,
Nenadic, Silva, Duckles, Simera, et al. (2018) output,
and outcomes suggestions:

« Output (what you want to produce): a full
BMC and a deep understanding by partici-
pants and an understanding of the difference

when using the Service Design tools for us.

+ Outcomes (what difference you hope it
will make): the participants will get an un-
derstanding of the importance of the Ser-
vice Design tools when creating a business
and that the influence will have an
impact.

To create the ultimate goals we wish to include the

participants. This will be done by sending the link

to the prepared Google Forms survey which par-
ticipants will fill out during the before, during, and
after stage. Moreover, an “open feedback” part will
be included in the agenda of the online workshop
where participants will be able to share their feed-
back on whether the session met their goals, if they
feel any change in their skills and if they feel we
could change anything for further exploration. We
would also make sure that the participants who had

a more introverted role in the workshop would be

contacted afterward, to get their feedback in an in-

dividual session.
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Reflections

The Redefine phase was crucial in order to
move forward in the design process. The main fo-
cus was put on the online version of the workshop
with the aim to gather all necessary information as
well as make the process as smooth as possible for
participants. The main change occurred in the facil-
itation when specific guidelines had to be set up and
tested by us. Our biggest concern was whether some
errors will pop up during the online sessions such
as lack of Internet connection. Due to this fact, the
decision was made that the workshop would be split
into two rounds. The first round would be treated as
a “test” where all possible mistakes in facilitation, as
well as errors, might occur. Based on that, we would
give space for improvement before another session.
Moreover, we felt that 6 participants scheduled on
the first round would be a perfect number to handle
without having any knowledge regarding the online
facilitation.

In the perfect scenario, the “test” would happen be-
fore the actual workshop sessions. However, the time
frame was already pretty tight because of the global
pandemic. Due to that fact, the decision was made to
proceed with the process and learn from the mistakes
throughout the process.

Furthermore, looking from the perspective of time,
we could have been more critical towards partici-
pant selection. That could be done by requesting
the business idea before the workshop or even set
up a short interview session from the perspective
of getting to know the participants from their Per-
sonality perspective. Nevertheless, with the limit on
the amount of time we could spend, it would have
not given us a possibility to analyze the participants
before the workshop. Therefore, we had to proceed
with the first round of the workshop as soon as pos-
sible. As a solution, the decision was made to mea-
sure the profile of participants at the beginning of
the workshop session by Google survey.
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44 EXplore

This chapter is aimed to provide a
full picture of a facilitated online workshop
that was designed in the Redefine phase.
The explore part is divided into two phases.
The first phase consists of two rounds of the
online workshops and the second phase in-
cludes four individual interview sessions. To
present the first phase, an introduction to
the actions from the two rounds was made.
The focus for the online workshop was the
Service Design tools, Actors Map and Per-
sona, and their influence on the BMC. The
outcome and analysis of the two rounds will
be presented in the following subchapter.
In the second phase, the Customer Journey
individual sessions are described as anoth-
er tool which could possibly influence the
BMC. Lastly, the comparison of results from
the workshops as well as individual sessions
is analyzed.

UNDERSTAND

January 2020 February

pre-phase 1 month
« problem statement
« literature review

« research question

+ Stakeholder analysis
« Case studies + SDT toolkit
+ Actors interviews + Measur
+ BMC understanding

Re-define::
March May

2 weeks
+ Workshop design & re-design

ement & goals
« Participant selection

In this subchapter the following sections will
be presented:

PHASE ONE: THE ONLINE WORKSHOPS
4.4.1 The first and second round of the on-
line workshop

4.4.2 Participant overview

4.4.3 Outcome of the online workshops
4.4.4 Combined analysis of the BMC

4.4.5 Reflections

PHASE TWO: THE INDIVIDUAL SES-
SIONS

4.4.6 The Customer Journey individual ses-
sions

4.4.7 Comparison of the results: workshops
vs. individual sessions

4.4.8 Reflections

EFINE EXPLORE DELIVER

March

Beginning of

1,5 month 3 weeks

+ Online Workshops: Persona & + Ideation session
Actors Map
« Iteration upgrades

« Individual sessions: Customer

« Final outcome
« Testing
« Reflections & discussion

+ Outcome analysis
+ Comparison of results
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PHASE ONE: THE TWO ONLINE WORKSHOPS

4.4.1 The first and second round of the online
workshops

As mentioned before the online workshop
was split into two sessions. The decision was made
based on the approach towards the new agenda and
environment which we had to adapt to. The first
round of the workshop was supposed to point out
the gaps in facilitation as well as possible mistakes
while presenting the tools and overall feedback from
the participants. Figure 38 shows the flow of the first
round of the workshop with the participation of 5
people.

> INTRODUCTION

SERVICE DESIGN

1/ TIME: 25 min

1/ PRE-CONDITIONS

« reminding email sent to participants

+ all participants log in to Zoom

+ inner agenda prepared

+ division of observing participants
between facilitators

+ google jam canvas prepared for each
participant

+ links with google forms & google jam
prepared and ready to sent

// FLOW OF THE EVENTS

« welcome
« first things first
« golden rules
« sign the permission form
(link sent through chat
window)
+ answer questions (link sent
through chat window)
« workshop agenda presented

/1 POST CONDITIONS

BMC FILL OUT TIME // SERVICE DESIGN THINKING BMC CANVA FILL OUT
THINKING // ROUND 2: 'WRAP UP
ROUND 1 // ROUND 1: PERSONAS
> > > > ACTORS MAP > > TIME // ROUND 2 > >
1/ TIME: 30 min /1 TIME: 15 min /1 TIME: 15 min // TIME: 30 min 1/ TIME: 20 min

1/ PRE-CONDITIONS

« introduction to BMC

« brief explenation of each block

« introduction to google Jam

+ guidelines how to fill out BMC
based on example: use yellow notes

/1 FLOW OF THE EVENTS

+ link to google jam sent on chat
window

+ participants start working on BMC

+ observation of participants (google
jam canvas & faces on video call)

« time announcement: 10 min left

« time accouncement: time's up!

« feedback time - back to google
forms

1/ POST CONDITIONS

. filled out BMC
« feedback gathered

1/ PRE-CONDITIONS

+ intro to service design thinking

+ intro to personas

+ persona template explenation

+ persona example showed on
google jam

+ google jam guidelines for persona
creation: use pink notes

/1 FLOW OF THE EVENTS

+ get back to google jam

+ participants start working on
persona

« observation of participants.

« time announcement: 5 min left

/1 POST CONDITIONS
« created personas

« new perspective on customers &
customer relationship blocks

1/ PRE-CONDITIONS

« intro to actors map

+ H2 create actors map

« actors map example showed on
google jam

« google jam guidelines for actors
map: use blue notes

/1 FLOW OF THE EVENTS

« get back to google jam
« participants start working on actors
map
« use black pen to connect
actors
- use red pen to connect
actors which have no
interaction with each other
« use transparent notes to
mark opportunities on red
lines
« observation of participants
« time announcement: 5 min lef
« time announcement: time's up!

1/ PRE-CONDITIONS

« first BMC fill out

« personas creation

« actors map creation

« second fill out guideline: use green
notes

// FLOW OF THE EVENTS

« get back to google jam (the first
filled out slide of BMC)

« participants start working on
second fill out of BMC

« observation of participants

« time control

/1 POST CONDITIONS
« 2variations of BMC (before and

after service design thinking tools
implementation)

1/ PRE-CONDITIONS
« all participants done with fillig out

« all participants done with giving
feedback on google forms

// FLOW OF THE EVENTS

« thankyou
« questions time
- open feedback discussion

1/ POST CONDITIONS

« adjustments in presentation &
agenda for the second round of teh
workshop

« time frame changes for
working with tools
« changes in the first BMC fill
out flow
« changes in actors map flow
« adjustments in google forms

+ knowledge about flow of the
worshop

Figure 38: Flow of the first round of the workshop

/1 POST CONDITIONS

« created actors map
+ new perspective on key partners,
channels, key activities blocks

To get a better understanding of the two phases of work-
shops and improve our work, an observation and feed-
back analysis was made (see Appendix 6 and 8). The ob-
servations and feedback allowed us to improve the flow
of the second round from the perspective of facilitation
as well as the introduction of the tools. One of the most
important adjustments was done at the beginning of the
session when participants had to fill out the BMC for the
first time. According to their experience, explaining all
of the nine blocks and then filling out the canvas was too
overwhelming. They all agreed that the BMC should be
filled out after the explanation of the first five blocks and
then after another four. In this way, they could have still
remembered the meaning and goals of each block.

The second very important comment from the feedback
was regarding the creation of the Actors Map. The par-
ticipants felt lost and overwhelmed by the amount of
information and guidelines on how to create the tool. It
was not so much that they could not understand how
the Actor Map worked, rather it was an overwhelming
amount of information to process in a short time. In or-
der to avoid all of the mentioned confusion, the guide-
lines of Actors Maps were cut into 3 stages. Firstly, the
participants had to list out the actors. Secondly, the par-
ticipants had to connect the actors by using the black
pan. Lastly, the participants had to connect the missing
or possible connections between the actors by using
the red pen as well as describe the possibilities by using
transparent sticky notes. 70



This created a different and more useful outcome of the
Actors Map since the participants were forced to think
about all of the actors before they knew that they should
be connected. The participants gave a lot better feed-
back about this way of instructions than the first round.

The last important feedback was regarding communi-
cation between participants and us as facilitators. Re-
garding their experience they lacked simple questions
from us such as “does everything make sense to you?” or
“do you have any questions?” after the introduction to
the tool and after the creation of it.

Figure 39 shows the flow of action of the second round of
the online workshops. All of the adjustments were bold
in order to highlight the difference between the first and
the second round.

SERVICE DESIGN THINKING
// ROUND 1: PERSONAS

INTRODUCTION BMC FILL OUT TIME //
ROUND 1

/1 TIME: 25 min // TIME: 15 min + 10 min

/1 TIME: 20 min

/1 PRE-CONDITIONS 1/ PRE-CONDITIONS 11 PRE-CONDITIONS

« reminding email sent to participants

« all participants log in to Zoom and
awaited in the waiting room

« inner agenda prepared

- division of observing participants
between facilitators

« google jam canvas prepared for each
participant

« links with google forms & google jam
prepared and ready to sent

« intro to service design thinking

« intro to personas

« persona template explenation

« persona example showed on
google jam

« google jam guidelines for persona
creation: use pink notes

« introduction to BMC

« brief explenation of each block

- introduction to Google Jam

+ guidelines how to fill out BMC
based on example: use yellow notes

1/ FLOW OF THE EVENTS

« introduction to first 5 blocks of
the BMC

« link to google jam sent on chat
window

« participants start working on
first 5 blocks of the BMC

- observation of participants (google

// FLOW OF THE EVENTS

« get back to google jam
/1 FLOW OF THE EVENTS « participants start working on
persona

+ host of the event let participants + observation of participants

in to ZOOM chat

BMC CANVA FILL OUT

TIME // ROUND 2 WRAP UP

>

+ first BMC fill out « all participants done with fillig out
« H2 create actors map « personas creation BMC
« actors map example showed on « actors map creation « all participants done with giving
google jam + second fill out guideline: use green feedback on google forms
+ google jam guidelines for actors notes
map: use blue notes

SERVICE DESIGN
THINKING // ROUND 2:
ACTORS MAP

1/ TIME: 20 min

D)

1/ TIME: 15 min

1/ TIME: 15 min

// PRE-CONDITIONS /1 PRE-CONDITIONS // PRE-CONDITIONS

« intro to actors map

1/ FLOW OF THE EVENTS 1/ FLOW OF THE EVENTS

1/ FLOW OF THE EVENTS

« getback to google jam (the first
filled out slide of BMC)

« participants start working on
second fill out of BMC

« observation of participants

+ time control

.+ thank you
« questions time
+ open feedback discussion

+ getback to google jam

« instruction: how to list out the
actors on the map

« participants start working on
listing out actors map

/1 POST CONDITIONS

« welcome
« introduction of facilitators and

jam canvas & faces on video call)
« time announcement: 10 min left

« time announcement: 5 min left

+ observation of participants

+ gathered feedback on Google

« time accouncement: time's up!

« introduction to 4 last blocks of
business model canva

. participants get back to google
jam to fill out the last 4 blocks

« time announcement: 5 min left

« time announcement: time's up!

« feedback time - back to google
forms

each participant 1/ POST CONDITIONS
« first things first
« golden rules

+ sign the permission form

« created personas
« new perspective on customers &

(ink sent through chat customer relationship blocks

window)
+ answer questions (link sent
through chat window)
« workshop agenda presented
1/ POST CONDITIONS // POST CONDITIONS

« filled out BMC
« feedback gathered

« knowledge about flow of the
worshop

Figure 39: Flow of the first round of the workshop

« time announcement: 5 min left /1 POST CONDITIONS Forms
« time announcement: time's up! 2 e o « gathered feedback during the open
« instruction how to connect actors 0 AUENEUIHE SRR discussion

after service design thinking tools

« use black pen to connect
implementation)

actors
- use red pen to connect
actors which have no
interaction with each other
« use transparent notes to
mark opportunities on red
lines
« participants get back to
connecting actors and mapping
out opportunities
« observation of participants
« time announcement: 5 min lef
« time announcement: time's up!

1/ POST CONDITIONS
« created actors map

« new perspective on key partners,
channels, key activities blocks

The important feedback regarding the improvement
of the workshops, which is relevant to mention, is that
the participants of the second round of the online work-
shops felt that some of the slides could have been less
text-heavy. Their main argument was that during the
online session it was hard to focus both on the facilitator
speech as well as the text on the slide. The possible solu-
tion would be an infographic communication instead of
heavy text.

Another important matter was regarding the first fill
out stage of the BMC. The participants would have felt
more comfortable that after each block that had been
explained, they would have had a possibility to fill out
that particular box on the canvas.

However, considering the time frame, the decision was
made to firstly redesign into a model such as:

“explanation of all nine blocks and then first fill out”.
After the feedback from the first round workshop, the
model has changed to: “explanation of the first five
blocks and first fill out, back to last four blocks and com-
pletion of the BMC”.

Taking into consideration the two points of feedback giv-
en to us by participants from the first and second round,
the conclusion might be made that another round of
testing should be done with the model of: “one block ex-
plained back to fill out of a particular block”.

That would be the only way to measure the success of
all of the above-mentioned models and compare them
to each other. At this moment, we can only assume that
participants had different needs and perspectives of the
facilitation and understanding of the slides and tools.
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4.4.2 Participant overview

Through the two rounds of workshops, there
were a total of ten participants, seven females and three
males. In this section, we aim to give a simple overview
of all of the participants from the collected information
from them (which can be seen in Appendix 4). Under-
neath the overview, there will be a deeper explanation
of each case. Each case will be described including the
status of their ideas and goals for the workshop.

IDEA/ BUSINESS STUDY/ WORK SECTOR START DATE
NAME AREA

A) Language School | Service Private sector 01.06.2020
B) Sew-on badges Service Retail/E-retail 23.05.2020
C) Nail studio Nail art services Service 23.03.2020
D) Let’s dine Project Management | Social Networking 23.02.2020
E) Virtual Party Travel Entertainment 05.01.2020
F) OblivioN Restaurant Industry | Service Industry 05.01.2020
G) Community Gar- | Sustainable Design Farming 01.02.2020
den

H) Project Poseidon | Entrepreneur Aquamarine 25.03.2020
I) Make-up Library Makeup artist Makeup/Beauty 25.03.2020
J) Todoo UX Design Entertainment 20.03.2020

Figure 40: Participants overview
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Language School

A woman in her mid-twenties started the idea for Lan-
guage School. She wishes to help people who want to
learn a new language in an easy and cheap way. She
has this goal because of her own experience, where she
moved to a new country and did not know the language.
She will focus on creating an online community and
teach through others. Her goal for the workshop is to
understand how she can get started with her own busi-
ness.

Sew-on badges

Sew-on badges is an idea made by a man who wishes to
give a product to the creative youth generation that he is
also a part of himself. He has not started yet but is still
working on how this idea might come alive as he has a
lot of ideas for startups. This is also his goal for the work-
shop: to understand how you work with new business
ideas.

Nail Studio

The young woman that came up with the idea of the nail
studio wanted to create a local community for women of
all ages focusing on a premium experience, design, and
quality. She had already worked a bit on the idea and felt
ready to take the next step. Her goal for the workshop
was to test the idea through the BMC as well as to see
how the Service Design tools could affect her point of
view.

Let’s dine

Lets dine started in March 2020. It’s a platform/com-
munity for people who are passionate about food, the
sharing economy, and food waste. It also specializes in
supporting people with specific food preferences. It will
be a network with different groups, where you can chat
and connect with similar people. The goal for the young
woman entrepreneur behind Let’s dine wished to get in-
sight into the BMC and the Service Design tools to get
further with her business.

Virtual Party

The idea for a virtual party platform occurred from the
time in quarantine. These times call for creative ideas
and new businesses. The virtual party platform wishes
to bring people together and give the possibility to meet
new people in social arrangements, even when you can-
not leave your home.

OblivioN

The restaurant idea OblivioN was created by a young
woman, living in Denmark but with roots in Poland.
She wishes to bring the polish traditions and customs
to Denmark through food. She would do this by focus-
ing on storytelling and creating an experience for the
customers. It would be a unique experience with home-
made food chosen by the chef and no menu card with
new experiences every day. She joined the workshop
hoping to get closer to her final business execution.

Community Garden

The Community Garden is a project between the male
entrepreneur, the municipality and schools/private com-
munities. This project would bring young parents living
in the city closer to their city and their children and their
children’s school by giving them the opportunity to grow
their own food. This would provide all participants with
information about growing their own food as well as
access to gardens in the city and a connection between
all actors. He joined the workshop to get a clear under-
standing of the values he brings and who he should in-
volve as well as understand how he should engage with
them.

Project Poseidon

Project Poseidon was started by the youngest entrepre-
neur attending the workshop. He was only at the begin-
ning of his twenties but knew exactly what he wanted.
His goal was to make diving a less intimidating and
more beginner-friendly experience with better equip-
ment. He had already made a prototype of his product
and talked passionately about it. This was also his goal
for the workshop: to explore the ideas of other people
as well as spread the word about his own creation/idea.

Make-up Library

The young fashion interested woman behind Make-up
Library works as a makeup artist herself. This is also
where her interest started in creating a delivery service
for renting new makeup products for makeup artists to
try out new trends in Copenhagen. She also studied at
Aalborg University Copenhagen and is in her first year
of the Master Service Systems Design. This is why this
workshop piqued her interest, she wanted to work with
and practice the Service Design tools into her idea and
interests.
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Todoo

The Todoo app also occurred during the COVID-19
quarantine. This app would help families and singles
to generate and share ideas of what to do during quar-
antine times. It would be a mix of social media, infor-
mation, idea creation and a place just to have fun. The
young female entrepreneur behind the idea participat-
ed in the workshop to see if it could help her to clarify
some aspects of the development and how to accelerate
forward, as well as understand how we would use the
Service Design tools as she is also working within this

field.

These ten participants all joined the workshop with
different ideas and minds. The majority expected to get
some kind of understanding of their idea as well as help
on how to move forward and closer to a final business.
However, some also had a wish to understand and use
Service Design tools and see how this might affect their
business or ideas.

4.4.3 Outcome of the online workshops

In this section, the outcome of the workshops
will be described and analyzed. This will be done to get
a better understanding of how the Service Design tools
influenced the usage of the BMC. First, the measure-
ments, feedback, and observations of the participants
will be presented and reflected upon. Then a deeper
analysis of the BMC will be made together with a cross-
case analysis of the participant, which will all end out in
areflection of the whole process and the results.

4.4.3.1 Measurements

During the workshop, the participants were
asked to fill out a questionnaire both before we started,
during the process (after the presentation and first fill
out of the BMC) and after (the use and incorporation of
Service Design tools to the canvas). Here is an overview
of the participants’ answers of ‘with your current knowl-
edge, how confident do you feel with the BMC? both
before, during, and after.

DEVELOPMENT OF BMC COFIDENCE (from 1-10)

PARTICIPANT BEFORE DURING AFTER
A) Language School 2 5 7
B) Sew-on badges 7 7 9
C) Nalil studio 4 7 8
D) Let’s dine 5 8 9
E) Virtual Party 2 4 7
F) OblivioN 9 9 9
G) Community Garden 6 7 9
H) Project Poseidon I 5 9
I) Make-up Library 5 7 7
J) Todoo 6 7 8

Figure 41: Answers from participants about their confidence to BMC
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Development of business model canvas confidence (from 1-10)

== Before == During After

A B Cc D E F G H |

Participant

Figure 42: Graphic of the answers from participants about their confidence in the BMC

In the table and diagram, it is shown that almost every
participant (except one) is starting at a low or medium
level of confidence in the BMC. This rose when the
BMC tool was explained (during) and seemed to rise
even more after the Service Design tools were used (af-
ter). This gave us the understanding that the Service De-
sign tools are useful for gaining confidence in the BMC
tool.

With your current knowledge, how confident do you feel with the Business Model Canvas

10 svar

Figure 43: Confidence in BMC before the workshop
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With your current knowledge, how confident do you feel with the Business Model Canvas
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Figure 44: Confidence of BMC after the presentation and fill out of the BMC

With your current knowledge, how confident do you feel with the Business Model Canvas

10 svar

0(0 %) 0(0%) 0(0%) 0(0%)
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0 (0 %)
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Figure 45: Confidence of BMC after the presentation and usage of the SDT in the BMC

The term confidence can mean different things to each
participant. It might mean “how well you know the
area” or “how well you can do something” or “how well
you can explain something” (Sufi et. al,, 2018, p. 7). The
different understandings of the word did not have an in-
fluence on our study, as what we were looking for was
an individual’s perceived change in confidence, what-
ever that would mean for them. At the same time, we
were also aware that asking about confidence had some
limitations, as the participants could find it a difficult or
not direct question (ibid.). Also, they may not be able
to connect ‘confidence’ with anything and just answer
something without any thoughts beyond that. Further-
more, asking about confidence can still be helpful since
we wanted to know whether the workshop made a dif-
ference for a particular technique of the BMC.

To measure the change in the confidence we made a
timeline to measure emotional response in a quantita-
tive form to see which part of the workshop influenced
the participants’ confidence the most (Wisler-Poulsen,
2015). The strength of this method is that the participants
are asked while they are in the experience and can give a
clearer indication of their level of confidence during the
workshop (ibid.). At the same time, the participants did
know that they were being measured. This could make
them feel uncomfortable and might cause possible un-
certainty in the end result (ibid.).
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To understand if the workshop met the participants’
intended goals, we asked about their goals before (de-
scribed in section 4.3.5 Participant overview) and also
after the workshop:

How did this workshop meet your intended goals?

Participant

Answer

A) Language School

A lot

B) Sew-on Badges

I verbalized my old business idea, I'm satisfied.

C) Nail Studio

It met all my goals

D) Lets Dine

This workshop gave me a better understanding of the tools and methods.

E) Virtual Party

It reached the final goal, I came up with new ideas but I may still need some-
thing to wrap it up a bit more so I can figure out the next step.

F) OblivioN

Very well, improved knowledge about tools, helped understand better Ser-
vice Design and showed how important it is to create Personas and Actors
Maps. Show the need of going into details for specific customers rather than
market.

G) Community Garden

I got a little more out of my project and got some maybe partners I could
contact!

H) Project Poseidon

The two instructors (Stine and Marcela) were both very competent and
informative. They did a great job explaining everything in such a way that
even I (who has never even heard about the BMC before) could easily follow
along and still make good progress. All of my expectations have been met
and I'm much more confident in my business structure now.

I) Make-up Library

I didn’t expect anything, but I am very positively surprised how fast I was
able to work with these tools. We tend to overthink and it was a good way to
show that it’s easy and fast. Also how much you can develop your business
idea in just 2 hours. Really good job!

J) Todoo

Well my goal was pretty vague, it was mainly out of curiosity on what you
guys are doing and as this business idea is somewhat in zero ground and on
an idea level it may have not been so fruitful as it could have been if it was
more evolved and certain things would have been already executed.

Figure 46: Measurements of intended goals

To ask about the experience, a well-known method
was used to identify the differences in the expectations
and the facilitations (Bechmann, 2010). These answers
helped understand the participants’ outcomes a bit
more. Most of the participants thought they had come
to a positive outcome and even learned something new.
Some even mentioned the Service Design tools as the
key to their learnings.



The most important factor for us in the workshop was to
understand how and if the Service Design tools would
influence the participants’ work and understanding of
the BMC. A question about this was therefore added:

Did you see any changes in your BMC after the usage of the Persona and Actors Map?

Participant

Answer

A) Language School

Yes

B) Sew-on Badges

Yes, I've added some promotion options

C) Nail Studio

Yes

D) Lets Dine

I could understand and describe my customer segment better after working
with Persona and Actors map.

E) Virtual Party

Yes, it made it much more doable and easier to use when you visualize it like
tha

F) OblivioN

Definitely

G) Community Garden

I think I should have more than one Persona to see how they would change,
but will for sure make more Personas tomorrow! I have already made an
actor map, but creating another one with a “fresh” mind helped!

H) Project Poseidon

Yes. I realized I was missing a few key partners to make my business model
successful.

I) Make-up Library

Yes, but now many. I think that BMC is quite advanced, and just a few slides
about it are not always enough to understand it fully. I believe I could elab-
orate more if I had better understanding. Although there were questions to
help us, I would like to be able to have slides and see the hints that you had
there, because I think they were more helpful.

J) Todoo

Very minor details I would say. An app development and a simple app such
as this is not again so fruitful for filling out an Actors Map. However I think
the Persona was really nice for this one because I think through this you get
a grasp on how the app could serve multiple needs better and in more detail.
In our business case more Personas are required to go through! The Persona
resulted in filling out more detailed customer segments in the BMC.

If it was a more complex business model than just an app I think the Actors
Map is a valuable tool to go more in depth since the business model may not
help in revealing those. Persona definitely helps in creating more in-depth
customer segments and bringing understanding and empathy towards them.
I think it definitely brought already new ideas on how we can develop the
app and even some new concept ideas that may not suit this particular con-
cept.

Figure 47: Measurements of changes using Persona and Actors Map
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All of the participants seemed more or less positive
about the Service Design tools and with their outcome
using it. Although some more than others, which seems
to be connected to their knowledge of the tools. The
ones who were less positive about their outcome had
a higher understanding and knowledge about the Ser-
vice Design tools. This might be due to the fact that they
might already have worked with the tools or knew the
outcome. At the same time, the answers did show some
frustrations felt by the Make-up Library. She felt that the
BMC was too advanced a model and not something you
can learn in a workshop. This can be connected to the
limitations of the tools. This may be due to the fact that
people tend to be afraid of the tool, but also to the fact
that it is a model that is made to be used differently and
in more steps. The participants with less or no knowl-
edge about the Service Design tools were very positive,
mentioning new learnings and changes in their BMC
as promotion options, a better understanding of the
customer segment, and a better general business un-
derstanding using visuals and missing key partners that
would help the business direction to be successful.

In the second round of the workshop, additional ques-
tions were added at the beginning and the end to gain
a deeper understanding of the participants’ knowl-
edge of the BMC to see if this would change during
the process.

The question “how would you rate your current level
of knowledge of the BMC?” was asked, giving the par-
ticipants the following options:

I only know the name of the BMC.

I understand the purpose of the BMC.

I can describe the BMC.

I can apply the BMC to my idea/business.

I have a firm plan for how I am going to introduce
what I have learned from this workshop into my
further work of my idea/business.

A

This was asked both before and after the workshop, to
see if their knowledge had changed during the pro-
cess.

Current level of knowledge of the BMC

Participant Before After
G) Community Garden 3 4
H) Project Poseidon 1 5
1) Make-up Library 2 3
J) Todoo 3 4

@ | only know the name of the Business
Model Canvas.

@ | understand the purpose of the
Business Model Canvas
| can describe the Business Model
Canvas.

@ | can apply the Business Model Canvas
to my idea/business

@ | have a firm plan for how | am going to
introduce what | have learned from thi...

Figure 48: Current level of knowledge of the BMC before (left side) and after (right side) workshop
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Most of the participants went one level up in their
knowledge. The participant Project Poseidon went from
only knowing the name of the model to the feeling that
he could fully work further on with his business after
the workshop. He seemed to work and learn fast and be
very confident in his own knowledge, even though he
was the youngest in the group.

In the second round, we got deeper into the feedback of
the Service Design tools, asking which of the tools (Ac-
tors Map or Personas) they found most useful and why.

Which of the tools (Personas or Actors Map) did you find most relevant or

changing for your BMC? And why?

Participant Answer

A) Community Garden

Personas, when thinking through what the Persona would do, I can design
more towards them than if I just make up everything from my mind.

B) Project Poseidon

The Actors Map - but only because I am terrible at creating a character that
is not based on myself, and I have trouble critiquing my own work. The Ac-
tors map helped me visualize all the different aspects of my business model
and strategy in a way I hadn’t previously thought of. This made it much more
clear what needed to be changed and focused on.

C) Make-up Library

Actors map, because you try to think of everyone around you first, without
overthinking how could they help. and then try to connect the dots. Perso-
nas maybe if they were based on real life scenario (survey/interviews)

D) Todoo

Persona - Actors map is not so valuable if its a simple app development

Figure 49: Measurements of Personas and Actors Map

Two said Actors Map, while two said Personas. This gave
the insight that the usefulness of each tool can depend
on what kind of project, the stage, and what kind of
knowledge the participants already have. Community
Garden answered Personas, but earlier had explained
that he had already made an Actors Map for his idea.
Todoo also found Personas most useful but explained
it with this kind of project. The project Poseidon and
Make-up Library felt they got most out of the Actors
Map, saying the Personas were too difficult to make up
from nothing. Both tools seemed to help the participants
to visualize their work and get a deeper understanding
of their business model even if they felt they got nothing
out of it.

4.4.3.2 Feedback from participants

As some people tend to express themselves bet-
ter verbally rather than through writing, we also invited
the participants to give us feedback and talk about their
learnings/outcomes at the end of the workshop.

Here are some of the learnings:

+ Visualizations really help the understanding of a
project

+ The BMCis not as difficult as expected

+ Actors map was a good match with the BMC since it
was easy to incorporate it into the model

« Itis great to force the outcomes of tools by having a
time limit. They tend to give up on using the tools
because they would think it takes a long time, but
you can actually get something out of it even in a
short time.

+ Interactions are important during a workshop
which is difficult online 81



4.4.3.3 Participants workshop journey: the first
and second round of the online workshop

To visualize the participants’ journey and gen-
eral observations during the workshop their journey
throughout the steps of the agenda was mapped out
based on the observations and feedback from the par-
ticipants (see Appendix 4 and 5). Due to the fact that two
rounds of the workshop were facilitated, two separate
journeys were created in order to give a clear picture as
well as to find differences between the two sessions.

The very first observation from both Figures 50 and 51
is noticeable in the first phase “BMC FILL OUT // first
round”. The participants from the first round seem
to cope with that step on very different levels when the
par-ticipants from the second round were rather
coherent in their skills. That might be connected firstly
with the ma-turity of the business level and BMC
knowledge as well as with the fact that the
introduction to the BMC as a method was different in
the first and second rounds. In the first round, all of the
BMC blocks were introduced, and then participants
were working on filling it out.

Although in the second round, the five blocks were in-
troduced first after which participants would fill them
out, and then the rest of the four were presented and
followed up with their creation by the participant. That
might provide a conclusion that the better guidelines of
the tool helped the participants from the second round
to understand the tools better as well as kept them on
the same level of knowledge. The presentation of the
BMC to the participants of the first round might have
been too chaotic for some of them. Furthermore, no
time for extra assistance was provided.

The same conclusion might be made regarding phase
3 - “SERVICE DESIGN THINKING // ROUND 2: AC-
TORS MAP”. In this phase, the presentation of the tool
was also changed after the first round of the workshop.
Based on the feedback the extra assistance was added
during the creation of the Actors Map. As we can see
from the journey, the participants of the second round
gained a much better understanding of the tool which is
reflected in their high performance. In comparison, the
majority of the participants from the first round strug-
gled with how the tool should be mapped out and did
not follow the guidelines presented before the creation
of the Actors Map. The specific feedback of the partici-
pants can be found in Appendix 8.
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PARTICIPANTS JOURNEY - 1st round

PARTICIPANTS HOW TO READS SCALE FOR STAGE 1-3 HOWTO READS SCALEFOR STAGE 4

. Language School . Nail Studio . Virtual Party confident 42 significant SD influance

knows what to do +1  relevant SD influance

. Sew on badges . Let's Dine . Oblivion needed a second 0 fairly SD influance

BMC FILL OUT TIME // 2 SERVICE DESIGN THINKING 3 SERVICE DESIGN THINKING 4 BMC CANVA FILL OUT TIME
ROUND 1 // ROUND 1: PERSONAS /1 ROUND 2: ACTORS MAP // ROUND 2

@-
®

PARTICIPANTS JOURNEY

PARTICIPANTS JOURNEY - 2nd round

PARTICIPANTS
HOW TO READS SCALE FOR STAGE 1-3 HOW TO READS SCALE FOR STAGE 4

. Community Garden . Make up Library confident +2  significant SD influance
41 relevant SD influance

‘ Project Poseidon ’ Todoo 0 fairly SD influance

BMC FILL OUT TIME // 2 SERVICE DESIGN THINKING SERVICE DESIGN THINKING BMC CANVA FILL OUT TIME
ROUND 1 // ROUND 1: PERSONAS /1 ROUND 2: ACTORS MAP // ROUND 2

-1 minor SD influance

2 nonesDinfluance

PARTICIPANTS JOURNEY




4.4.3.4 Participant analysis of the Business
Model Canvas: before and after Service Design
tools implementation

To give a visual understanding of how the par-
ticipants BMC looked before and after the creation of
the Service Design tools, here we added all participants’
BMC with a short analysis of each. The yellow sticky
notes are added by the participants after they got an in-
troduction to the BMC and the green after they created
their Persona and Actors Map.

A) Language School

Your

The Business Model Canvas T nessiden " name ’ 1
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Figure 52: BMC of Language School
B) Sew-on Badges
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Figure 53: BMC of Sew-on badges

Language school went from ‘people who want
to learn a new language’ to focus on a specific
customer segment of young professionals. This
created the understanding of a more specific
value proposition as well as knowledge of the re-
lationship to the segment which will be through
online groups. The participant also seemed to
understand that they might need more resourc-
es than themselves, including someone with a
different set of skills and that one of the activities
required is word-of-mouth.

This participant was the one that seemed to get
the least out of the Service Design tools. The
only new thing to the canvas added was the
social media in channels. The channels were
made more specific which seemed to be that
the participant gained a better understanding of
how and where to catch the customer segment
but did not seem to get more out of the tools.
This participant also seemed very distracted
throughout the whole session which can have
affected the outcome.
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C) Nail Studio
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Figure 54: BMC of Nail Studio
D) Let's dine
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Figure 55: BMC of Let’s dine

When Nail Studio created the BMC, a misun-
derstanding of the colors was clear. The instruc-
tions were given that the participants should use
only yellow sticky notes in the first round and
green in the second. Nail Studio used different
colors for the blocks instead but as we could ob-
serve their work throughout the whole process
we would know which notes were added in the
first and second round so it did not influence
the analysis of the work. Nail Studio already
had a good understanding of specific custom-
er segments but added the local note after the
creation of the Service Design tools. This cre-
ated the channel of local community groups.
The Customer Relationships block was empty
before the creation of the Service Design tools
but the participant seemed to gain a lot of un-
derstanding of the customers and how to build
a better relationship. The Key Resources block
was also empty, but the Service Design tools
made a note that it was not just a nail studio
but a high quality/premium design studio. This
could indicate that the participant understood
what the customer wanted from them. Addi-
tionally, marketing costs were added which was
a good combination of all the online factors that
the participant added to the customer side.

Lets dine had already an analyzed idea; they
just wanted a deeper understanding of it. The
Service Design tools seemed to help this par-
ticipant to understand and describe the cus-
tomer segments much more. Here there are a
lot of specific notes about different segments
including both behavior, wishes, needs, and
geography. They also further understood that
the relationship with the customer should also
include a rating and commenting system so the
customer could be included in the service. The
sharing economy was also added to the value
proposition, which seems to come from a deep-
er understanding of the customer.



E) Virtual Party
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Figure 56: BMC of Virtual Party

F) OblivioN
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Figure 57: BMC of Oblivion

G) Community Garden

SS pew | Faclll  cws | v
=UEN | Nate MR |
= I| | Lear oasas of |
ard  gardm i ning sa
ner b, | frtrd |
Fresh g in
buildin Mg PegEen
5 . - ‘
center 1 - -
So0d it e iy
ST = Clas |
imavee eby |

Figure 58: BMC of Community Garden

(BStrategyzer
frrind ] nam 1
i
Wt comm |
" uniios Scho
ols
—_— — rvunici
- pality
posters  Visibi
locally ity :’.‘:’Fm"
faceba *
ok i
aroup 1
ﬂ::n:dt;- subscri
municipali ption
by based

Virtual Party had a more cautious Personali-
ty and approach to the BMC and added fewer
notes than the rest of the participants. They only
added new notes to the left side of the canvas,
which seems to be connected to the partici-
pant’s usage of the Actors Map. Here they added
new possibilities in Key Partners as influencers
and investors, which they had forgotten about
till now. This also created the inclusion of cost
to marketing/promotion. The participant also
seemed to gain the understanding that further
development and possible testing could be
needed.

This participant displayed her frustrations with
the post-its notes during the session which is
also visible in the end result. They added notes
to be transferred from the Actors Map where
the participant added new Key Partners that
would make their startup stronger. They added
local distilleries, happy helpers, and possible co-
operation with already existing Polish shops in
Denmark. This would add some extra costs and
the understanding that the startup should also
include sustainability in their resources. This
might come from the understanding of the Per-
sona as well as the Actors Map.

This participant was unable to see the BMC
template on their screen and had to draw their
own lines. This could have created a misconnec-
tion in what was taught since this participant did
not have the include descriptions in each block
of the template, which were added to help the
participants. Even without the template, the
participant still managed to fill out all of the
blocks and added new notes after the usage of
the Service Design tools. The analysis of the re-
sults was harder since the participant did not say
much during the workshop and it was not possi-
ble to talk individually as we could have done in
an offline setting. The added notes seemed to be
transferred from both the Actors Map and the
Persona and the participant also gave the feed-
back that both tools helped them to understand
the business better.
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Figure 60: BMC of Make-up Library

Project Poseidon had a hard time transferring
the learned knowledge to the BMC. Addition-
ally, they found that the Persona was hard to
create from the users’ perspective and not the
participant’s own perspective. This can also be
seen in the end result where the participant only
added three new notes: prototyping in Key Part-
ners (they would probably need help with this),
retailers to activities, and shipping costs to the
value proposition (they could have gained the
knowledge that the Persona would prefer free
shipping and therefore buy more). This does not
seem like a lot of new learnings but from the ob-
servations and the feedback, the participant ex-
pressed they got a lot more out of the tools than
shown through the notes. This gave us the un-
derstanding that the learnings might be hard to
transfer between the tools and that this should
be taken into consideration.

The Make-up Library had a hard time getting
the Google Jams to work and did not manage
to get the BMC template to be shown. This re-
sulted in a messy plate with a lot of sticky notes
all around a blank screen which was harder to
understand. Reading all of the notes and com-
paring it with the usage of the Actors Map and
Persona, it could be understood that this partic-
ipant actually changed the direction of the proj-
ect using the Service Design tools. The added
value proposition of makeup delivery with a de-
scription that there would be ‘no need for going
to photoshoots with luggage’ seemed to have
influenced all of the extra six added notes to
the canvas. The direction of the business would
change from only renting out makeup to a de-
livery service delivering full makeup kits to any
location. This would create new Key Partners as
a luggage company, influencers, and a delivery
company.
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Figure 61: BMC of Todoo

4.4-4 Combined analysis of the Business Model Can-
vas

To get a combined understanding of how the
Persona and Actors Map influenced the BMC of all the
participants, a visual, qualitative analysis, and reflec-
tions of the added sticky notes were made (see Figure
61). This showed that notes were added to both the left
and the right side of the canvas after the creation of the
Service Design tools. The left side is surrounded around
partners and activities which can be directed to the Ac-
tors Map. Whereas the right side is directed at the cus-
tomer and relation which can be directed to the Persona.
These connections can not be confirmed. Both sides of
the BMC could be possibly connected to both SDTs. The
participants could have added new notes to the BMC
only from learnings from one of the SDT, none at all, or
a mix they made. Therefore, these connections can not
provide a conclusion only to be assumed as participants
fill out the BMC after the presentation of two SDT not
one after another. In total, all of the participants added
55 new sticky notes to the canvas after the creation of the
Service Design tools. This is an average of 5,5 new notes
for each participant. Most new notes were added in the
Customer Segments and Key Partners blocks which
make a lot of sense since the tools were surrounded
around these.

This participant gave the feedback that the Per-
sona helped the most when creating the BMC.
The newest added notes were also added to
the Customer Segments block where the focus
changed from a mass customized solution to
more specific customer segments such as lonely
people, families, quarantine people, bored peo-
ple, and digitally savvy people. The Actors Map
also seemed to have an influence even though
the participant did not feel it. The Key Partners
went from ‘no partners needed, except for some
influencers who would promote it’ to include
software providers and social media platforms
that would provide and build it. These seem like
really important partners for an online business,
which showed us that the participants do not al-
ways can see their own learnings of the tools.
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BMC ANALYSIS AFTER ACTORS MAP & PERSONAS
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KEY POINTS OF ADDED POST-ITS
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Figure 63: Analysis and reflections of participants feedback, measurements, observations

To get deeper into the analysis of the outcome, we not
only wanted to include a quantitative analysis of the
newly added notes to the BMC but also include a more
qualitative analysis that would give us a better
under-standing. Figure 62 shows some of the
analyzed key points of the added sticky notes to the
BMC after the creation of the Service Design tools.
The notes are an-alyzed and reflected upon from the
results of the feed-back from the participants, the
measurements made, and the observations done
throughout the workshop. This resulted in thoughts,
actions, and reflections the participants might have
had and done. The left side fo-cuses on the results
from the Actors Map, whereas the right side is
connected to the Persona. Some of the notes are also a
result of both tools, but have been colored any-way,
since the goal of the outcome is not to know which tool
was the best, but only if and how they would affect the
BMC.

Some of the most important learnings of the analysis
were that the participants would think a lot more out of
the box when designing their business. The Service De-
sign tools would help them be more strategic and think
of smarter ways to find and make partnerships, includ-
ing trends, investors, and the power of social media. They
would also be more holistic in their mindset, thinking
about the process of how to get started and include the
design around their product as delivery, packaging, and
networking. They also seemed to gain a deeper under-
standing of their customers’ needs and designing more
customer-focused businesses, including rating systems
and specific channels.
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4.4.4.1 Cross-Case-Analysis of the outcome

To check if the observed is consistent with the
participants’ own feelings and feedback, a cross-case
analysis of the two was made (see Appendix 7). Some of
the main points from the analysis are pointed out here.

What they expressed.....

Confidence in BMC raised from
7 (before and during) to 9 after ~——

the usage of Service Design tools

The most influential learning
was the BMC introduction

The customer segment block got
improved from the SDT - bothin ———

understanding and description

Visualizations were the biggest
factor for a better understanding ~——

of the business

Had a measured confidence
of nine through the whole _—

process of creating the BMC

Felt that the Persona gave the
newest created knowledge to E—

the BMC

Had already made an Actors Map for
the business and felt, therefore, the _

Persona gave the most to the BMC

Confidence went from 5 (during)
to 9 after the creation of the SDT;
felt the tools helped to gain a better _—
understanding and know what to

do next with the business

The SDT did not help to develop

more confidence or knowledge of _—

the BMC

The Actors Map can not help if

it is a small business

Figure 64: Cross-case analysis of expressions vs observations

This analysis helped us understand that we needed to
be critical of what the participants were saying and not
just trust their feedback. The analysis of their actions
also helped us better evaluate the usage of the Service
Design tools.

What we observed.....

Only added one new note to the BMC

after the usage of the Service Design tools

After the creation of the BMC in the
first round (after BMC introduction),
two blocks were still empty but filled
out after the usage of SDT

Seems like the Persona had the most
influence in the learnings of the SDT;
added eight new notes in the
Customer Segment block

Only added new notes in the Key Partner
side of the BMC; seemed to get most of
the learnings from the Actors Map

Was familiar with the BMC, and found
it easier to create than the SD'T

Added only new notes in the Key Partners
and Activities blocks that seemed to arise
from the creation of the Actors Map

New notes were added all over the BMC
after the usage of the SDT, but seems to be

notes from the perspective of the Persona

Had a hard time transferring the
learnings from the SDT to the BMC;
only added add three new things to
the BMC after the usage of the SDT

Created a new business opportunity and
changed the whole direction of the business
after incorporating the learnings of the SDT

Went from ‘no partners needed’ to adding

two new Key Partners after the usage of
Actors Map
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Reflections

Taking the workshops to the online level had
some limitations but also gave some valuable learn-
ings. Online communication can be less transparent
and we had a harder time getting the participants’
attention. It can be harder to concentrate since you
might have distractions from people around you
or even your own computer. This can be easier to
handle in an offline setting, where people tend to
be more polite. One of the biggest weaknesses was
that the online version would not allow us to walk
around and help the participants while they were
working on their own. Therefore, we can not get a
real picture of what they were doing or create a con-
versation about their outcome without spending a
lot of the other participants’ time which we did not
wish to do. At the same time, this is a good thing since
we did not have any influence on the final outcome
so the results did give a better picture of how future
work would be done. One of the biggest strengths
of the online version was that it made it possible to
observe more of the participants at the same time.
This would not have been possible offline, where we
would have had to observe every participant one-
on-one to gain a deeper understanding of what they
were doing.

In the online setting, the participants did not have
physical canvases/tools in front of them, which could
have made the knowledge transfer harder. They
could not look at the SDT at the same time as they
looked at the BMC. The notes from the BMC could,
therefore, be harder to create since they were only
created from their memory. This could be made eas-
ier in the future, helping the participants to analyze
and understand their created SDT and not just go
directly from the creation of filling out the BMC.

The online version made it possible to record the
sessions without distracting the participants. We
could look back at the recordings and analyze our
observations, based on both our roles as facilitator
and observer. Observations are a highly recom-
mended method to understand the users since it is
often not the whole truth we get back in feedback
(Wisler-Poulsen, 2015). It is not because the partici-
pants want to lie but often they are just not aware of

their behavior (ibid.).

They will tend to give a rational explanation or a
politically correct answer (ibid). This was also the
reason why we used different methods as well as an-
alyzed and compared them.

Thinking about the outcome of the workshop,
compared to knowledge and learnings of previous
offline workshops the main factors of why online
workshops should be considered for the future are
the final outcomes. The participants and the facili-
tator can get a high-quality outcome from an online
workshop, whereas when they are in an offline set-
ting they will end with a big paper with some notes
on it. If this should be used further on, the findings
would often need to be transferred online. The fa-
cilitator will often in an offline setting not even see
what the participants created through the sessions
and will have a harder time adjusting. Using the on-
line version, the participants will have the online re-
sult ready for fine-tuning and the facilitator can use
it for analysis after a workshop.

One of the main learnings from this phase which
was not even considered before the workshops was
when taking the workshops online it might create
a better outcome and results for the users. This is
also something to consider in the future since a lot
of people in these times are forced to learn how to
create the best solutions online. Perhaps we will not
even go back to offline due to time, money and envi-
ronment savings.

Looking deeper into the analysis of the outcome,
we could understand that the Service Design tools
could not affect all of the blocks in the BMC equally.
The Cost Structure and Revenue Stream blocks fo-
cus on the cost and revenue of a business and are not
something the SDT directly focuses on. This aspect
should probably be included in the next step for
AAU INC. They should look at the results from the
SDT as well as test and analyze it from a financial
perspective. This is also mentioned by Alexander
Osterwalder in his video where useful supportive
tools are explained.
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The blocks Customer Segment and Key Partners
were the most affected by the SDT, which makes a
lot of sense since we used the Personas and Actors
Map. The analysis did not give us any direct answers
that either the added post-its came from the tools or
if it can be divided as we did in the analysis. This
made it harder for us to evaluate the two tools and
give our exact recommendations further. We can
only go with our assumptions and feelings from the
observations and analysis. We also do not know if the
new sticky notes added after the usage of the SDT
are directly affected by new ideas or improvements
for the businesses. It could also just be comments or
thoughts of the existing added notes on the BMC.
We could have included the participants in the anal-
ysis part to discuss this and not just decide from our
own knowledge. In general, our measurements can-
not assure that our findings are correct. We can not
be sure that the collected data (what the participants
say and write) is connected to their actions. This is
also why we made a cross-case analysis to compare
the expressed feelings and words with our observa-
tions and analysis of the participants. Nevertheless,
trusting one outcome more than the other is not our
main focus. However, we decided to take both into
consideration when creating the final outcome.

We are aware that the used tools Persona and Ac-
tors map are not specific Service Design tools, but
tools that should be used in cooperation with oth-
er methods such as observations, interviews and/
or other Service Design tools such as the Custom-
er Journey or Service Blueprint to give a more ho-
listic and inclusive approach to the participants.
We also received feedback from participants that it
was hard to create the tools based on assumptions.
In real life, the tools should be supported by learn-
ings and this will be included in the final outcome
but was not possible for us at this stage. If we had
more time, we could have found entrepreneurs and
followed their everyday life for a period to get a bet-
ter understanding of how SDT might help them. We
would also have liked to test more tools in the online
workshop to get a better comparison of different re-
sults. The learnings from the SDT can also not be
directly combined with the BMC. It was observed
that it could be hard for the participants to transfer
their knowledge from SDT to their BMC. They are
not directly connected and wording, as well as box-
es, can influence the participants’ ability to do so.
Therefore, participants sometimes felt they got less
out of the tools than observed. This is something to
be aware of and better analysis and understanding
of the SDT should be included.

Our wishes were not to affect the outcome of the
SDT and BMC from the participants. We aimed
to design the workshop agenda so the participants
would not get lost in the process and feel that they
could not follow up with us or that they would not
be able to concentrate throughout the whole ses-
sion. Our first idea was to design the agenda dif-
ferently, where the participants would go back to
the BMC after creation of one SDT. This might
give us a different outcome to analyze and a better
understanding of the tools separately and not as
something that is combined. Due to timing and the
above-mentioned factors, we decided not to since
we did not place our focus on the tools separately,
but get an analysis of SDT in general. Our design of
a specific structure did affect the final outcome but
our different instructions did. We could see from
just the two rounds of online workshops that chang-
ing small things in what we said or did would give
a completely different outcome. In the first round,
the participants had a hard time understanding and
using the Actors Map. However, when there was a
change of the instructions in the second round it re-
sulted in a much better understanding and outcome.
This is something we need to consider when creat-
ing the final outcome and make sure that the users
will understand. As we only made two rounds of
workshops, our final analysis is not based on a valid
enough ground as we would have liked. Carrying on
with more workshops and iterating on the process
and design would have given us a much more valid
result. Due to the time limit and the COVID-19 glob-
al pandemic, it was harder to get participants to join
the workshop and it was more time consuming to
create the workshops.
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PHASE TWO: THE FOUR INDIVIDUAL SESSIONS

4.4.6 The Customer Journey individual ses-
sions

The analysis of the workshop pointed out
that the implementation of the Service Design tools
such as Actors Map and Persona influenced the BMC
by taking it to a higher more detailed oriented level.
Nevertheless, the Actors Map, as well as Persona,
seemed to be “soft” tools of Service Design meaning
that they are also used in indifferent specialization
areas such as marketing or Design Thinking. More-
over, the analysis revealed that the chosen Service
Design tools influenced different blocks of the BMC
which were varied by the participant. Unfortunate-
ly, due to online sessions and not enough control
over the participant work we could not fully clarify
which Service Design tools influenced the blocks.
On the other hand, some of the participants used
long sentences on the post-its which were a combi-
nation of the Actors Map and Personas Influence.
All of the mentioned arguments, as well as self-cri-
tique towards the planned agenda of the workshop
mentioned in the reflection section in the previous
sub-chapter, brought us to the decision of facilitat-
ing the individual Customer Journey sessions.

A Customer Journey map gives a rich but well-struc-
tured perspective of a service users’ experience. The
touchpoints which are an interaction point between
the user and service provide a broader perspective
where the possible gaps can be found. Moreover,
the accompaniment to the users’ emotions makes
the journey even more detailed with vivid points for
deeper analysis of the service (Stickdorn & Schnei-
der, 2011). From the Service Design perspective, Cus-
tomer Journeys are often implemented in order to
map out the current customer or user experience as
well as to find new possibilities for improvement.

In order to bring as much insight which could give
the participants a broader perspective of their busi-
ness as well as possibly influence the BMC, the de-
cision was made to design a template of a Customer
Journey from scratch. A template presented in Figure
64 consist of four important elements:

1. The guidelines on how to start
Service and Service Moment bars to fill out

3. Personas template filled out on the first round of
the workshop

4. 'The Customer Journey
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HOW TO START?

1. Pick the service moment

2. Map out before the moment
3. Map out during the moment
4. Map out after the moment

NAME & AGE
+the nickname

GoAL

That might be personal desires and e gools:

ooEs
Whatthat persona do i order o occ

CHANNELS.
v AN
Thot might be something
your business which tht
THINKSS FEELS
AN
That might be o problem orsomething pasitve
which s related t0 your business oea. Thot migh be something senvc
£5.expecttion. area o your business which e

Figure 65: Customer Journey template (own design)

SERVICE
i Irma supermarket

SERVICE MOMENT:
i Saturday morning
:: Chris doesn't have any products to prepare breakfast

BEFORE

How persona knows about service/ product?
How persona gets in touch with service/ prouct?

DURING

How the process of using service/

product looks like?

AFTER

What the persona does after using the
service/ product?
Leaving the comment? Share experiance

with others?
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The important part of the Customer Journey is the
specified Service Moment as well as Persona which
was designed by a participant during the workshop.
When the Service Moment puts the Customer Jour-
ney into a specific frame and pushes the partici-
pants to focus on the particular point, the Persona
helps them remember that the Customer Journey is
mapped out from the user perspective.

The Customer Journey template was designed from
the perspective of three stages:

« BEFORE - How does a customer/user know
about service/product? What steps bring a cus-
tomer/user to use the service/product?

« DURING - What the process of using a service/
product looks like

« AFTER - What does a customer/user do after us-
ing a service/product?

As a result of this division, a participant will be able
to analyze the holistic perspective of the journey.
The perspective will be able to illustrate the journey
which a user goes through while interacting with a
service or a product without losing valuable infor-
mation and activities which happen in the before
and after stage.

To bring more insights as well as map out possible
trouble which could be transformed into opportuni-
ties the Customer Journey is composed of six rows:

+ Customer journey (steps) - what steps does a
customer/user need to take?

+ Touchpoints - what is the interaction point be-
tween customer/user?

+ Feelings - how does a customer/user feel while
going through each step?

+ Requirements - what specific actions does the
service provider need to take or accomplish so a
customer/user can go through the journey suc-
cessfully?

+ Pains - what possible pains or gaps are there that
a customer/user might come across on the jour-
ney?¢

Gains - what can the service provider additionally

do to make the journey even more successful?

The important part to emphasize is the “line of in-
teraction” which cuts through the Customer Jour-
ney template between the third row of feelings and
the fourth row of requirements.

All of the actions which take place above the “line
of interactions” must be mapped out from the per-
spective or particular user. Nevertheless, the actions
which take place below the “line of interactions”
should also take into consideration the perspective
of the business provider. The Customer Journey
mapped out in this way gives us a more complex pic-
ture which when done in a correct way might bring
many valuable insights and findings never revealed
before.

4.4.6.1 Participant profiles

Since the Customer Journeys were designed
as individual sessions, the decision was made to
choose a smaller number of participants from the
last workshops with slightly different profiles as well
as the maturity of the business idea. Thanks to our
observations as well as Google Form answers, we
were able to choose four participants who seemed
to work the most efficiently during the workshops
and whose business ideas were influenced the most
by the Service Design tools. To capture all of the
mentioned characteristics the special Participants
template was designed which captures essential info
about participants. This helped us understand the
participants’ personalities and create more person-
alized sessions for each of them, considering their
individual knowledge, needs, strengths, and behav-
ior.
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Hey!
My name is Sarah

My work area is
Travel

A short overview of my business idea

PROJECT NAME :: Virtual Party

SECTOR OF THE PROJECT :: entertainment

TYPE OF BUSINESS :: B2B

Figure 66: Participant Profile Sarah

Hey!
My name is Simon
My study area

A SHORT OVERVIEW OF MY BUSINESS IDEA

project name :: Project Poseidon

sector of the project :: Aquamarine
exploration and adventuring

type of business :: B2C

note: behaviour during the workshop

Confident and fast in his actions. Never felt shy to
ask the question or give feedback. Sharing
happiness of possibility to dive deeper into his idea.

Figure 67: Participant Profile Simon

"Just graduated high school
but my head is full of ideas!"

MY GOAL FOR THE WORKSHOP

"To get a good overview, and some good better
structure for the next step."

MY KNOWLEDGE ABOUT BMC
wereonps on @ oo
@
1 2 4 7 10

DID WORKSHOP MEET MY INTENDED GOAL?

"It reached the final goal, | came up with new
ideas but | maybe still need something to wrap it
up a bit more so | can figure out the next step."

MY OPINION ABOUT SERVICE DESIGN TOOLS

"They made BMC more doable and easier to use
after mapped out"

MY GOAL FOR THE WORKSHOP

"To explore the ideas of other people as well as
spread the word about my own creations/ideas."

MY KNOWLEDGE ABOUT BMC
worenrs o @ wonarers

-
9

10

DID WORKSHOP MEET MY INTENDED GOAL?

"(...) All of my expectations have been met and
I'm much more confident in my business
structure now. "

MY OPINION ABOUT SERVICE DESIGN TOOLS

"The Actors map helped me visualize all the
different aspects of my business model and
strategy in a way i hadn't previously thought of."
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Hey!
My name is Paulina

My work area
Project Management

A SHORT OVERVIEW OF MY BUSINESS IDEA

project name : Let's Dine

sector of the project ::Social networking

type of business :: B2C

note: behaviour during the workshop

Confident and fast in her actions. It seemed that she
thought through her business idea very well so
working with tools was not complicated for her.

Figure 68: Participant Profile Paulina

My work area
Service Industry
Hey!

My name is Ewa

A SHORT OVERVIEW OF MY BUSINESS IDEA
project name :: Restaurant Oblivion
sector of the project ::Service Industry

type of business :: B2B & B2C

note: behaviour during the workshop

Very confident and fast with BMC. She had many
ideas in her head so she struggeled a bit with time
to finish SD tools.

Figure 69: Participant Profile Ewa

MY GOAL FOR THE WORKSHOP

"Insight in the business model canvas and
service design thinking"

MY KNOWLEDGE ABOUT BMC

before after 15t . after
workshops fill out workshops

-
-
1 5 8 9 10

DID WORKSHOP MEET MY INTENDED GOAL?

"This workshop gave me a better understanding
of the tools and methods. "

MY OPINION ABOUT SERVICE DESIGN TOOLS

"I could understand and describe my customer
segment better after working with Persona and
Actors map."

MY GOAL FOR THE WORKSHOP

"To get closer to final business project. "

MY KNOWLEDGE ABOUT BMC

efore after 1st . after
workshops. fill out workshops

w

DID WORKSHOP MEET MY INTENDED GOAL?

" Improved knowledge about tools, helped
understand better service design and showed
how important it is to create personas and
actors map"

MY OPINION ABOUT SERVICE DESIGN TOOLS

"Show the need of going into details for specific
customers and actors rather than overall
market. "
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4.4.6.2 The Customer Journey guidelines

The aim of the individual Customer Journey
session was to give the participant another Service
Design tool that could deepen their perspective on
their business idea and possibly point out some
parts that could be improved or adjusted. Addition-
ally, the outcome of the sessions was highly import-
ant from the angle of how or if the Customer Jour-
ney could influence the BMC.

Since the Customer Journey sessions were going to
be facilitated individually, the plan was established
to provide the participants with a short but essen-
tial pdf guideline. The guideline would make them
feel knowledgeable about the tool itself as well as
be used as the template which was designed for the
needs of the session. The guideline was sent as an at-
tachment to email one day before the session along
with the link to the Google Jam boards in order to
refresh participants’ minds about their work.

3. DURING THE MOMENT

Think about what happened while. (you where doing grocery shopping) «
#
Supportive questions: Ed
WHAT IS CUSTOMER JOURNEY? e the los loooZ
Did you find your product easily?
The Customer Journey is a visualization of all the experiences which a customer interacts with B
whil ile n tant
top 4. AFTER THE MOMENT
customer per
thought of yo
Think about what happenedafter____(you came back from grocery
While d shopping) ©
tion bets z
beyond that mor g
Let's go through the brief activi Supportive questions: a
Note: In order to help you visualize the customer journey, firstly let's imagine the journey from Did you feel satisfied with the uality of your groceries? Hi
gk it
Did you pay a fair price for your groceries? £
Did you get a loyalty point?
H
1. CHOOSE A SERVICE MOMENT =
#
Choose a common moment in your life. It might be an activity like doing grocery shopping H [ t
HOW YOU WILL CREATE THE CUSTOMER JOURNEY? i

Think about the last time you experianced, (grocery shoping).

We created for you a special customer journey template in MIRO, which you will have to fill
out by using the digital notes or a text bar - whatever is easier for you.

2. BEFORE THE MOMENT

Think about what happened before_____ _— (you went to the grocery shop) uitive!

Supportive questions:

What were you doing before you go to the grocery shop? created

Why did you decide to go to the grocery shop?

How did you decide on the particular grocery shop to go to?

Figure 70: The Customer Journey Individual Session Guidelines

On the next page, you can check the customer
with. The persona on the left side will be extracted from the last workshop session which you

The guideline consisted of 3 parts:

What is MIRO? It is a digital collaborative whiteboard. Before
send you a link where all of us will be participating in designing
e session, we will also guide you quickly through MIRO's tools. No worries, it's super easy

journey template which you will be working

What is a Customer Journey - a short introduc-
tion to the tool explaining its purpose and value
Customer Journey Exercise - short sentences to
be filled out which get participants in the mind-
set of mapping out the steps of the Customer
Journey. The sentences are divided into three
stages (as in the Customer Journey template) -
Before, During, After, and are initiated with Ser-
vice Moment chosen by the participant. Each of
the sentences has supportive questions to think
about in the context of the stage.

How to create the Customer Journey - presen-
tation of the Customer Journey template with
specific examples of the grocery shop business
as well as an introduction to the digital platform
MIRO where the participant will be working on
filling out their own Customer Journeys.

rview session, we will
tomer journey. Before

CUSTOMER JOURNEY TEMPLATE
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4.4.6.3 The process of the Customer Journey
sessions

The individual Customer Journey session
was scheduled into the 1-hour time frame and was
facilitated online through ZOOM. During that time,
the participant first shared his experience regarding
the pdf guidelines sent through email as well as the
confidence and knowledge regarding the Customer
Journey. All of the participants agreed that the pdf
guidelines prepared them for the session as well as
gave them a great understanding of what they can
expect in terms of their business idea development.

The next step was use of the MIRO collaborative
tool. The participant previously logged into MIRO
started filling out the Customer Journey template
by first identifying the service moment and second
presenting a Persona from the perspective which
the journey would be mapped, and lastly by map-
ping out the steps in every six rows of the template.
The important tweak in the flow of action happened
during the session with the first participant when the
facilitator took over the digital post-its and started
creating them for the participant. This decision was
made based on the struggles which the participant
had while using the MIRO. Moreover, time spent on
figuring out by the participant how the MIRO works
prolonged the time slot of the workshop as well as
made the participant stressed which led to their
thoughts and efforts focusing on the MIRO rather
than filling out the Customer Journey. Since the in-
tentions of the individual sessions were not to con-
centrate on how to learn online tools in order to fill
out the Customer Journey but rather on measuring
the influence of the Customer Journey on the BMC,
the decision was made to keep this style of work
throughout all scheduled sessions. As a result, the
rest of the participants were more focused on map-
ping out the steps as well as were more open for dis-
cussion with the facilitator. Moreover, they were not
intimidated by the possible errors in typing which
definitely stopped the first participant from express-
ing herself fully. This distinction is mapped out
in two graphs (see Figures 71 and 72) which point
out the differences between the process from the
first individual session and the process from the
rest of them.

Another important fact to emphasize is the constant
assistance from the facilitator as well as communi-
cation between facilitator and a participant during
the session. The role of the facilitator was to navigate
the participant into specific steps as well as helping
them in the decision-making process. The Service
Moment might be used as an example here. Instead
of agreeing on the Service Moment chosen by the
participant, the facilitator first questioned the mo-
ment asking the participant whether it is too broad
and what specific outcome of the Customer Journey
will be based on the chosen Service Moment. In all
cases, participants agreed that their chosen Service
Moment was not concrete enough and they would
end up with too many steps but not many mapped
out details. Another example was the assistance
given while mapping out the steps of the Customer
Journey or any other row of the template. Whenev-
er the participant felt lost or could not move further
the facilitator was starting a discussion of possible
options.

The same “assistance” approach was implemented
during the third time filling out the BMC. The facili-
tator read aloud the post-its placed on the particular
block in order to outline them for the participant.
This kind of behavior pushed the participant to dis-
cuss the new possibilities with the facilitator where-
in the facilitator stayed passive towards the process
of choosing the new ideas placed in the blocks with-
out influencing them with their opinion.

The detailed process of the Customer Journey ses-
sion was mapped out as illustrative graphs with a
comprehensive description divided into pre-con-
ditions, the flow of the events, and post-conditions
(see Figure 71 and 72). As mentioned before the two
illustrative graphs were created in order to point out
the differences between the first and rest of the indi-
vidual sessions.
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THE CUSTOMER JOURNEY INDIVIDUAL SESSION PROCESS

INTRODUCTION > >

CUSTOMER JOURNEY
CREATION

BUSINESS MODEL
JOURNEY
3rd fill out

EVALUATION

// TIME: 10 min

/1 PRE-CONDITIONS

preparation of the Customer Journey
template in MIRO

preparation of the pdf guideline
email sent to the participants with
time slot of thier session

link to the Google Jam boards
attachted the pdf guideline
short intro to MIRO

info about ZOOM as a tool for
video chat

facilitator's screen shared with the
participant

// FLOW OF THE EVENTS

« welcome
« presentation of the agenda
« questions time
a. Did you find the guidelines
useful in the preparation
stage?
b. What are your thoughts
about the customer journey?

// POST CONDITIONS

« gathered feedback
« the confidance of the participant
measured

// TIME: 30 min

// PRE-CONDITIONS

« presentation of the Customer
Journey example

« participant logs in to MIRO

« instruction how to use MIRO

« type down chosen Service Moment

// FLOW OF THE EVENTS

« presentation of Service Moment by
the participant

« presentation of Persona by the
participant

« Filling out the rows of the customer
journey

« Observation of the participant by
the observator

NOTE: constant assist and dialog
between the facilitator and participant

// POST CONDITIONS

« filled out customer journey

// TIME: 10 min

// PRE-CONDITIONS
« fill out of the customer journey
« opened link to Google Jam
« refreshment of filled out BMC

// FLOW OF THE EVENTS

« going through each BMC's block
« adding post-its if needed

// POST CONDITIONS

« more complexed BMC

// TIME: 10 min
// PRE-CONDITIONS

« filled out customer journey
« filled out BMC

// FLOW OF THE EVENTS

« questions time

a. What are your thoughts
about the customer journey?

b. Did you see any changes in
your BMC using this tool?

c. Did this tool help you in any
way understanding your
idea?

« Further discussion with participant
if needed

// POST CONDITIONS

« gathered insights
« gathered feedback

Figure 71: The Customer Journey individual sessions process

THE CUSTOMER JOURNEY INDIVIDUAL SESSION PROCESS // after adjustments

BUSINESS MODEL

INTRODUCTION CUSTOMER JOURNEY JOURNEY EVALUATION
CREATION "
3rd fill out
// TIME: 10 min // TIME: 30 min // TIME: 10 min // TIME: 10 min

// PRE-CONDITIONS

« preparation of the Customer Journey
template in MIRO

« preparation of the pdf guideline

« email sent to the participants with

time slot of thier session

link to the Google Jam boards

attachted the pdf guideline

short intro to MIRO

info about ZOOM as a tool for

video chat

« facilitator's screen shared with the
participant

// FLOW OF THE EVENTS

« welcome
« presentation of the agenda
« questions time
a. Did you find the guidelines
useful in the preparation
stage?
b. What are your thoughts
about the customer journey?

// POST CONDITIONS

« gathered feedback
« the confidance of the participant
measured

// PRE-CONDITIONS

« presentation of the Customer
Journey example
« introduction how the facilitation
will look like:
« participant the brain of
the session
« facilitator - participant's
hand (writing everything
down)
« facilitator shares the screen with
the participany
« type down chosen Service Moment

// FLOW OF THE EVENTS

presentation of Service Moment by
the participant

presentation of Persona by the
participant

Filling out the rows of the customer
journey

Observation of the participant by
the observator

NOTE: constant assist and dialog
between the facilitator and participant

// POST CONDITIONS

« filled out customer journey

// PRE-CONDITIONS
« fill out of the customer journey
« opened link to Google Jam
« refreshment of filled out BMC

// FLOW OF THE EVENTS

« going through each BMC's block
« adding post-its if needed

// POST CONDITIONS

« more complexed BMC

// PRE-CONDITIONS

« filled out customer journey
« filled out BMC

// FLOW OF THE EVENTS

« questions time

a. What are your thoughts
about the customer journey?

b. Did you see any changes in
your BMC using this tool?

c. Did this tool help you in any
way understanding your
idea?

« Further discussion with participant
if needed

// POST CONDITIONS

« gathered insights
« gathered feedback

Figure 72: The Customer Journey Individual Sessions Process with after adjustments (in bold)
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4.4.6.4 Participant individual session journey

A choice of the participants for the Custom-
er Journey Individual sessions was based on the
efficiency of work during the workshops, the matu-
rity of the business as well as behavior which was
connected to the Personality of the participant (see
observations in Appendix 6). After the facilitation
of the individual sessions, the participant journeys
were created to capture the process of going through
the session from the perspective of the participant.

The participant journey template consisted of six
rows providing a complex picture of the participant’s
performance throughout the session. The “pains”
row provides a picture of the participant struggling
either with a business mindset or attempting to put
him or herself into the Personas’ shoes from the per-
spective which the journey was mapped out. More-
over, the “gains” row gives us an overview of how im-
portant the role of the facilitator is as assistance for
the participant. Based on constant communication,
the participant felt more confident while creating
the steps as well as could get another point of view
on the business idea which not only generated new
opinions which encouraged self-critique.

happened with one
participant

In order to gain a bit more visual understanding, the
“emotional journey” was mapped out based on the
“pains” and “gains” rows. By using the emoji as well
as a scale from -2 to +2, we created a scale as shown
below:

e +2 -confident

e +I - knows what to do
e 0 -needasecond

e -1 - notsure

+ -2 -needs help

We can observe how the participant coped with the
particular stage of the Customer Journey. To gather
a holistic perspective all of the “emotional
journeys” were placed on one graph (see Figure
73). Based on the graph we can claim that none
of the partic-ipants went through exactly the
same process. The maturity of each business idea
had a significant in-fluence. Those participants
who felt confident with their idea and already
figured out how the service or product would
look had no problem describing the steps in the
“Customer Journey” row. However, the same
participants had issues with the critique of their
own service in the “pains” row as well as driv-ing
themselves to look at the service not from their
own, but rather the Persona’s perspective.

STEPS

EMOTIONAL JOURNEY
of all participants

Figure 73: Emotional journey of all participants
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All of the participants struggled with the “require-
ments” row. They needed a specific example rath-
er than an explanation of what the “requirement”
means. On the other hand, they fully understood
that the requirements do not have to be add-
ed to each step of the “Customer Journey” as well
as “pains” and “gains”. Nevertheless, all of them
seemed to have a broader picture of the entire Cus-
tomer Journey template and a quick analysis could
add specific “gains” which could influence their
business in a positive way.

The “service moment” was also critical for the entire
process of creating the Customer Journey. The very
first participant chose the whole moment from the
service in the restaurant. From choosing the restau-
rant by the customer, until receiving a bill, and leav-
ing the comment. Without the assistance of the fa-
cilitator, who was trying to merge some of the steps
and navigate the participants throughout the jour-
ney, the entire process would be much longer and
complicated. We could observe that the participant
was a bit lost with the amount of details which she
created, which was also due to the fact that her con-
cept of the restaurant business was thoroughly an-
alyzed. We learned for the next scheduled sessions
to discuss the chosen service moment with a partic-
ipant first before approaching filling out the Cus-
tomer Journey template. Moreover, the participants
acknowledged that the Customer Journey does not
have to be mapped out only once from one perspec-
tive, but rather can be used as a tool as many times
as needed.

The emotional journey reveals the behavior of the
participants during the third fill out stage of the
BMC. Only one participant felt they “needed a sec-
ond” to analyze her canvas and add new post-its.
However, it has to be considered that this partici-
pant never felt confident with the BMC and she did
not see any benefits from using the tool. The rest of
the participants had to refresh their minds on what
kind of ideas were created by them in the blocks as
well as take a look at the freshly mapped out BMC.
After those steps, they were able to name the miss-
ing elements which they added to the blocks. In the
next subchapter, there we will continue further with
an in-depth analysis of the BMC.

Last but not least, we can clearly see from the “emo-
tional journey of all participants” that the step
“MIRO introduction” was a big pain for the partic-
ipant and influenced the stage “Customer Journey
row”. In the “touchpoint row” when the facilitator
takes over the navigation of MIRO, the participant
feels much freer to express their thoughts and dis-
cuss steps together with the facilitator.
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PARTICIPANT JOURNEY SESSION // EWA

TooL STEPS.

STORYBOARD

EMOTIONAL JOURNEY

) )

roanston >

R0 R0 | ‘ wiro

MIRO

MIRO
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- Long @ due tothe service
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Uiked todiscuss thought
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P
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FEEDBACK

CUSTOMER JOURNEY (CJ)

“l already knew the customer journey, but in my
eyes, it is a good and easy tool”

“| see it as one of the most important tools to
understand the customers and not the business”

“Can be overwhelming with so many rows, but it
made my business so much more clear for me to
g0 so deep into it”

“It really changed my perspective, even in my
personal working life”

Figure 74: Participant journey // Ewa

PARTICIPANT JOURNEY SESSION // PAULINA

TooL STEPS

EMOTIONAL JOURNEY STORYBOARD

PAINS

GAINS

where can improve the

- Faciltator was merging

some ofth steps into
one, shorter one

- Fociltator was helping,

with sticky nores

- Fully understod what

be more confident

BUSINESS MODEL CANVAS (BMC)
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assistance offaclator space for new notes.

“A helpful tool to create your customer journey”

“Using the CJ in relation to the BMC helped me a lot.
When making it so clear, then you really see the
small things you might have missed out”

GENERAL

“I felt | already had the ideas, but the tools helped
me see them”
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herselfinto persona’s
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senvice Inorder to see any space

shoes facilator for improvement
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agreatunderstanding own experiance

FEEDBACK

CUSTOMER JOURNEY (CJ)

“It was a great help that | did not have to write on
my own, it made me focus on only what | wanted in
the ¢J"

“The CJ made me think of pains & gains which |
have not thought about before and this really
influenced my BMC”

“| really want to make a CJ from my other customer
segment now. Then | think | could add even more
to my BMC”

Figure 75: Participant journey // Paulina

BUSINESS MODEL CANVAS (BMC)

“I think that it is a great model. | knew it already
before, so | also think that it was easier for me”

“I'have tried to make my BMC from my customers'
perspective before, but | see clearly now that | have
not done this correctly. The CJ is so easy, and is

doing this for me”

EMOTIONAL JOURNEY LEGEND
2 contdont
4 Mnowawhactodo

2 mesinap

o metsasecons

GENERAL

“I'have never used tools that could help me see the
business from my customers perspective”

"“One-by-one is much more smooth for me. | really
like an open dialog and to get constructive
feedback”

“The BMC is much more clear to me know after this
one-by-one session and the creation of the CJ”

—— >

104



PARTICIPANT JOURNEY SESSION // SIMON
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FEEDBACK o —
CUSTOMER JOURNEY (CJ) BUSINESS MODEL CANVAS (BMC) GENERAL

“I'had not thought about how my product could fit
in an everyday moment - that it is actually also a

service”

“It seemed a little overwhelming when reading
about it, but so smooth when doing it together”

“Way more useful than | would ever have expected

from just reading about it”

“It really helped me to criticize my product and
think about potential pains & gains”

Figure 76: Participant journey // Simon

PARTICIPANT JOURNEY SESSION // SARAH

“I'had not thought about how my product
could fit in an everyday moment - that it is
actually also a service” “When looking at my BMC after the creation of
my CJ, | can now see that | need to think about
other things. It really opened up for new ideas”
“When looking at my BMC after the creation of
my CJ, | can now see that | need to think about
other things. It really opened up for new ideas”
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FEEDBACK

CUSTOMER JOURNEY (CJ)

“Itis funny to me how such a little service moment
of my service can influence my service this much - it
gave me insights about everything”

“Very useful and helpful to break it up in before,
during and after”

“Normally | would only focus on during - on how
the app should work - but | can see that | really
would have missed out on a lot of money and
opportunities if | did”

Figure 77: Participant journey // Sarah

o necssasecons

BUSINESS MODEL CANVAS (BMC)

“I'have never liked the tool. | felt the same last time
during the workshop - there is too much to think
about and you get confused”

“I think it is much better to use other tools, where
you can visualize your thoughts - that is just easier
and better for me”

“When creating the CJ in relation to the BMC | got a
much more clear mind on how | want to earn
money”
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4.4.6.6 Analysis of the Business Model Can-

vas after individual sessions

To get a better-combined understanding of
how all of the Customer Journeys influenced the
BMC, visual analysis and reflections of the added
sticky notes were made (see Figure 78). In total, the
four participants added 30 new sticky notes to the

canvas.

This is an average of 7,5 new notes for each partici-
pant. After the creation of the Customer Journey, the

participants added between 2-7 new notes to all of
the blocks on the BMC except the value proposition
block. From this, we can understand that Custom-
er Journeys seems to affect the surroundings of the
businesses but not change the business itself.

BMC ANALYSIS AFTER CUSTOMER JOURNEY
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5  =Customer Segments 6
2 =Customer Relations 2
3 = Channels 7
0 = Value Proposition 3
2 = Revenue Streams

. = In total

/7,5 new post-its pr. participate

= Key Resources
= Key Activities
= Key Partners

= Cost Structure

Figure 78: Analysis of added sticky notes to the BMC after the creation of Customer Journeys
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KEY POINTS OF ADDED POST-ITS
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Figure 79: Analysis and reflections of participants feedback and observations

Figure 79 shows some of the analyzed key points
of the added sticky notes to the BMC after the cre-
ation of the Customer Journey tool. The notes are
analyzed and reflected upon the results of the feed-
back from the participants and the observations
made throughout the workshop. This resulted in the
thoughts, actions, and reflections which the partici-
pants might have had or done. This gave us a better
understanding of how the Service Design tools af-
fected BMC. To get an even deeper understanding, a
comparison of the two results was made.

4.4.7 Comparison of the results: workshops
vs. individual sessions

To explore and understand the different out-
comes: results and methods, a comparison of the
two (workshops and individual sessions) were made.

In the BMC workshops, the participants worked on
their own while creating their BMC, Persona, and
Actors Map. This resulted in an outcome where all
of the added sticky notes to the BMC were created
by their own thoughts and we had no influence on
this.

On average the participants added 5,5 new sticky
notes to their BMC after the usage of the Service De-
sign tools. Most of the new notes were added in the
customer segments block (13 new = 23% of all new
sticky notes) and in the key partner block ( 11 new
= 20% of all new sticky notes). This makes a lot of
sense since the Service Design tools that were used
were the Persona and the Actors Map which fit best
in these blocks. There were 4-6 new sticky notes
added in each of all of the rest of the blocks, except
the revenue streams, where only one new sticky
note was added to the BMC. It was expected that the
revenue stream and costs structure blocks would not
be as affected as the rest of the BMC blocks since
the Service Design tools do not have a direct con-
nection to the financial aspect of a project. At the
same time, the participants added 5 new sticky notes
to the cost structure which shows that they would
still have this in mind creating the tools. As written,
the sticky notes added during the workshops were
made by the participants on their own and we could
not affect the outcome or talk with them while they
created it. This resulted in a harder time analyzing
the data after finishing since we could not be sure
that what we read from the sticky notes exactly as
they intended them to be understood.
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Therefore, the new added sticky notes could be a
result of improvements, new ideas, or simply com-
ments to their business. We could also not be sure
that these new notes were created as a result of the
Service Design tools, but could also just be things
they came up with because they had to. From the
feedback, we got the response that these Service De-
sign tools did help the participants gain new ideas
and one of them even changed the direction of their
business. The visual aspect of the tools was men-
tioned as one of the biggest factors for understand-
ing and exploring their businesses more.

In the individual session, the participants created a
Customer Journey of their business and then looked
back at their BMC to see if anything new could be
added. During these sessions, we created the tools
for them while they would tell us what to do, asked
questions, and discussed the outcome together. We
tried not to influence the outcome too much; how-
ever, we still gained a lot of knowledge on the par-
ticipants’ thoughts and how they used the tools. The
participants would ask us a lot of questions along
the way such as “what do you think?”, “what would
you do”, “what would you add?”, which created a
more co-creative session than the workshop. As a
result, we had a bigger influence on the outcome.
The BMC ended up with an average of 7,5 new sticky
notes for each participant added after the usage of
the BMC tool. Since we could follow the partici-
pants through the whole session and talk about ev-
ery move, we ended up with a better understanding
of the new added sticky notes as well as what they
meant and why they were added. The participants
would add new sticky notes to all of the blocks in the
BMC except the value proposition block. The Cus-
tomer Journey helped the participants see the whole
picture of their business but not change the busi-
ness itself only features or other aspects of the usage
of the service. By including the Customer Journey
during the ‘before’ and ‘after’ process, it made the
participants include many factors they may not have
thought about.

The workshop made it possible for us to teach how
to use the tools to a lot of participants at the same
time and we would not have a direct influence on
the outcome. The individual sessions can be made
more personalized and the option for co-creation is
much bigger. The participants gave a lot of positive
feedback about us helping them through the indi-
vidual sessions and said that this was one of the best
things about the session.

This gave us the understanding that the Service De-
sign tools probably work better as a team and not
something the participants should create on their
own when discussing and seeing it from other peo-
ple’s perspectives. At the same time, the outcome
might be influenced by the online factor, since we
were not able to walk around and help each partic-
ipant while they were working on the tools, as we
could have done in an offline setting.
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Reflections

The design for the Customer Journey (CJ)
sessions was formatted so the participants would
design the journey on their own to see how they
would do. Throughout the first round, we quickly
realized that the participants had a too hard time us-
ing the online tool MIRO and that they used more
time being frustrated on the tool and their writing,
than focusing on the CJ. This would not be a prob-
lem in an offline setting and it was decided that we
as facilitators would create the SDT for them being
their hands and they would just have to express how
and what the CJ should include. Our goal was not
to teach them how to use MIRO or any other on-
line tool but to help them understand the tools and
knowledge of Service Design and that way of think-
ing. Making the tools for them might seem like the
participants would not think for themselves. How-
ever, by being their hands it seemed to make partici-
pants more comfortable and not afraid of things that
do not matter as much as spelling and make them
focus only on telling their stories and understand-
ing the tool and their business.

The main negative side of our approach was that we
were not able to measure how the tool would be used
without assistance since we probably influenced
their process of thinking. On the other hand, the
participants did express a lot of gratitude towards
us for helping them understand the tool better. The
solution for this could be creating a simpler tem-
plate that would be easier to navigate alone without
any Service Design knowledge. At the same time,
all of the participants did express that the template
and guidelines were great and helped them dive
deeper into their businesses. Especially the “pain”
and “gains” gave them a lot to think about and were
thought of as “game changers” for their businesses.

Discovering more pros and cons of making the tools
in individual sessions and not as workshops, the
main positive factor was that we were able to per-
sonalize each session for the participants. We aimed
to get a better understanding of each of them help-
ing them throughout the session and assisting them
where they felt lost. This created a feeling from the
participants that they got the most out of the tool as
possible and they also expressed that the individual

session was much more helpful for them than the
workshop. The consequences of this were that the
participants sometimes got distracted and we would
have to keep the conversation going all the time to
include them in the work. This made it much more
demanding for the facilitator. Also, as a facilitator
we would have to go through a lot of single sessions
to create the same learnings that we could give the
whole group once in workshop design.

Comparing the two results made it clear that the
participants got the most out of the CJ session and
gained a better understanding of their business
from this. This made us think that SDT seems to
work better when you are more than one person
making and evaluating the tools. Discussing and
helping throughout the individual sessions seemed
to give a much clearer picture, understanding, and
outcome for the participants. Participants might
need to be a team when creating your SDT to get the
most out of it. This could also work in a workshop
setting if the presenter requires the participants to
work in teams and elaborate on the same idea. Also,
this depends on each participant’s strengths and
knowledge. However, everyone has weaknesses and
can discover something new by working with other
people. Therefore, helping the facilitator creating
the best settings for the participants is something to
be aware of.

The positive feedback from the individual sessions
not only was because of the co-creative way of learn-
ing but also because of the CJ tool itself. After the
session, all of the participants realized that they can
map out many different CJ’s from different angles.
They all said that this would help them in the fu-
ture to not only get new ideas but also help discover
their businesses and find potential gaps. The CJ tool
seemed to give a much better understanding of their
business diving deeper into a holistic perspective
from the users’ point of view. This tool needed the
support of the Persona tool created in the workshop
and would not have worked on its own. This opened
up the possibility of a workshop focusing on these
two tools where it would be clear that the focus for
the BMC would be the Customer Segment.
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45 Deliver

This chapter is aimed to present the
outcome based on the previously conduct-
ed research. The first subchapter starts from
the ideation session where the process of
clustering data and ideas quickly proceed-
ed. That gave a base for a technique that was
used during the ideation - Lotus Blossom
(Michitti, 1997). As a result of applying this
upgraded brainstorming technique the pro-
cess of generating the outcome was much
smoother and efficient. Consequently, many
valuable ideas were listed out, which later on
were evaluated by the COCD box created by
Mark Raison in 1977. The aim of the tool is
a categorization of the ideas based on their
feasibility, originality, and ordinarily (Bytte-
bier, 2012).

The following chapter will also reveal two
outcomes created during the ideation ses-
sion. Those two outcomes will be divided
into two phases of potential implementation.

UNDERSTAND
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EFINE EXPLORE

Re-define::

+ Workshop design & re-design

ment & goals

Outcome number one will be dedicated
mostly to AAU INC whereas outcome num-
ber two will be given over to a more gener-
alized audience such as Service Designers,
business developers, and the broad startup
scene.

The Deliver chapter ends up with reflections
and propositions on further research which
will make both of the outcomes more ad-
vanced.

In this subchapter the following sections will
be presented:

4.5.1 Ideation session
4.5.2 Final outcome

4.5.3 Testing of phase one
4.5.4 Reflections

DELIVER
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« Iteration upgrades

« Individual sessions: Cu:
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4.5.1 Ideation session

The Emphasize phase brought us many
valuable insights that became a solid base to create
a specific outcome of the research. In order to orga-
nize our thoughts and ideas the decision was made
to conduct an ideation session. Nevertheless, before
diving ourselves into the creative process, the data
gathered as well as potential ideas that came on the
surface along the process were clustered.

Aiming for the most efficient outcome but also a
concrete structure the Lotus Blossom was used as a
supportive method. The technique is an upgraded
version of a popular brainstorming method whose
main goal is to focus on specific areas of interest.
Moreover, the technique aims to generate more
ideas around the core idea. The name Lotus Blos-
som refers to flower petals which are representatives
of freshly created solutions (Michitti, 1997).

“How can Service Design be used to
support the Business Model Canvas?”
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The ideation session started with the research ques-
tion: “how can Service Design be used to support
the Business Model Canvas?”. Based on the analysis
of the workshops as well as individual sessions, the
core of the Lotus Blossom became a PDF version of
the toolkit with access to Service Design tools which
effectively influence Business Model Canvas. Fol-
lowing the rules of the Lotus Blossom technique,
we started to extend the core idea by ideating more
specific solutions that could make the toolkit more
structured.

The Understand phase deepened our knowledge
regarding the Business Model Canvas. One of the
takeaways was how the method should be used on
four Levels. That gave us an idea that the PDF tool-
kit would get started from a business idea evaluation
in connection to the BMC levels. Based on the eval-
uation, the specific Service Design tools could be
proposed which would help to boost the business
models. Moreover, the BMC would be understood
much more thoroughly than just a checklist. Fol-
lowing that thought, we listed another idea which
was the development of Service Design templates
on the offline and online levels. One of the findings
from the workshops and individual sessions was the
importance of professional assistance throughout
the process of creating tools. Therefore, in order to
reflect on the mapped out Service Design tools, a
user would need specific guidelines on how to ex-
tract specific findings and solutions which could be
a game-changer on BMC influence. The main aim
of the PDF toolkit would be to understand the busi-
ness better thanks to Service Design tools. Without
specific reflection and analysis of the tools a user
would not fully be capable of learning and under-
standing perspectives that would positively influ-
ence the business.

Building on two previously described ideas we start-
ed to analyze the audience of the PDF toolkit. The
audience would be the AUU INC as well as Service
Designers, business developers, or startups looking
for innovative tools to implement within their struc-
tures. It gave us the idea that the PDF should be
categorized by a specific audience. Under each cat-
egory a slightly different angle of the content would
be presented. Nevertheless, this concept revealed its
limitations quite quickly. We could not see how the
categories would be evaluated and their content di-
vided into relevant portions of knowledge and prac-
tice for a dedicated audience.

Moreover, the PDF would be too long and not intui-
tive enough to deliver its purpose. Another flaw was
a lack of further research in respect of Service De-
sign tools influencing the business model canvas. At
this moment only three tools were tested: Personas,
Actors Map, and Customer Journey, which could
not be sufficient enough to build the PDF toolkit
consisting of different categories of audience. In the
worst-case scenario each category would be pretty
much the same without valuable content.

Setting ourselves into a more critical mindset, we
started extending the idea of a simple PDF toolkit
to the platform dedicated to Service Design tools
and business model canvas. This solution would
be much more complex. By using coding and algo-
rithms the level of tool interaction would be much
more advanced.

The Lotus Blossom method allowed us to ideate
around the PDF toolkit and extend it to different,
more specific, and advanced levels. Nevertheless,
there was still a need to evaluate the ideas by making
a decision on which of them should be implement-
ed immediately and which could wait for further de-
velopment upheld with additional research. At this
point, the COCD box was taken into practice. The
COCD box filters generated ideas and would allow
us to choose the one with the biggest potential right
now (Byttebier, 2012). The box itself is organized into
four boxes:

« ordinary and not (yet) feasible: forget these ideas

« ordinary and feasible: these “standard” ideas
might be certainly included

« original and not (yet) feasible: park these ideas
for later

+ original and feasible: these ideas will make a dif-
ference

The COCD box helped us to evaluate ideas as well

as forming the structure of the final outcome of our
research.
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4.5.2 Final outcome

The COCD box gave us the understanding
that we would need to divide our ideas into two
phases as we would not yet be able to incorporate
them all into a final solution. The first phase would
include our final outcome with the best possible
solutions. Phase two would include further work to
be done.

Phase one: the PDF toolkit

The PDF toolkit is dedicated to the AAU INC. The
Business Developers would be the users and were
the focus of the design. Itincludes specific guidelines
of the tools, Service Design and the way of thinking,
and how to gain a better understanding of this field.
It also gives a brief introduction to the BMC and our
understanding of the model including the different
levels and usage. The used SDTs are the Persona,
Actors Map, and Customer Journey.

SDT #Facilitator guidebook page flow

These will be explained through specific guide-
lines on how to use the tools and what to be aware
of. There will also be suggestions given for exercis-
es of methods that can be used in cooperation with
the SDT. This will include specifications on how to
help the participants evaluate and learn from the
SDT and how they should use this knowledge to
analyze or create their BMC. To make sure the tool-
kit addresses different mindsets it will include case
studies, visuals, and instructive videos that can help
teach and provide better understanding.

The focus was to get a more general outcome that
can be used in the AAU INC as well as additional
places. This will be done by including a section fo-
cusing on how to facilitate workshops, key points,
and what to be aware of. This will include our main
learning of online vs. offline levels of workshops and
our recommendations for such. To make sure that
all users of the toolkit do not feel overwhelmed it
will be made simple and easy. To make sure that our
understanding of the toolkit is the same as the users,
it will be tested (see section 4.5.4 Testing of phase
one).

Service Design Thinking
#FACILITATOR GUIDEBOOK

Gase study // how SDT can inflance BMCT

Gase study // how SDT can inflance BMCT
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Phase two: the digital platform

The ideation session also generated some
ideas that were not yet were feasible for us but that
could be used for further work. This would be a dig-
ital platform focusing on Service Design tools and
the Business Model Canvas. Our ideas for the plat-
form would include the above-mentioned toolkit
but be much more than that. The users would not
only be workshop facilitators but focus on entre-
preneurs. It would start with a quiz evaluation that
would evaluate the maturity of each business to give
a simple starting point. This would create sugges-
tions for SDT and on which level the BMC should
be used.

It would be an interactive platform including all lev-
els of BMC creation and assistance on how to un-
derstand the business through these. This will be
done in a research section where information about
how and where to gather information on competi-
tors, target groups, and the industry in general as a
base of the creation of the SDT. This would include
instructions on how to evaluate data and findings
and help the users in different ways. Online lessons
by Business Developers and Service Designers, pod-
casts, and interactive videos would support the tool-
kits and create a range of different kinds of Service
Design tools that could support the BMC. The users
should have the possibility to download the PDF
toolkit, the SDT, and the BMC. Additionally, the
platform should also include the possibility to take
the next step and incorporate the learnings of the
tools and models into a business plan. This could be
done in cooperation with a mentor so that the user
could be suggested from the AAU INC (for the AAU
INC participants) or have a subscription for online
lessons (for other participants outside of AAU).

4.5.3 Testing of phase one

To test our outcome we decided to do four
testing iterations on different target groups. The first
round would be on a Service Designer to get her
feedback about the design and her opinion about
the usage within the Service Design world. She is
currently working as a Service Designer in a com-
pany where they are using the BMC. She would give
us knowledge about the Guidelines, Workbook and
Toolkit

(The Frameworks) potential, and an evaluation of
the usage in her field. She had more than eight years
of experience working with the BMC together with
Service Design, so we found her knowledge valu-
able for our work. The second round would be with
an expert in the BMC model to get a deeper under-
standing of possible bias, limitations, and what we
should be aware of in our design when it comes to
the BMC. He would also know how to talk to Busi-
ness Developers, and this helped us create a better
flow. The third round would be with the Business
Developers at AAU INC to get their feedback on our
work and to see if they could see it be used within
the AAU INC program. The last round of testing
would be done with a startup that is not currently
using the BMC but other tools such as Personas to
get their feedback if this could be extended or give
any potential with the BMC. All of the interview
guides can be found in Appendix 9. The group of
participants was chosen to get a general and broad
perspective of our final users and a deeper under-
standing of our findings. The testing was iterated
on to evaluate our work and change it along in the
process. All of the findings from the different testing
rounds can be found in Appendix 10, but here is pre-
sented the main key findings:

Test round 1// The Service Designer

+ Our job as Service Designers is to visualize how
the jobs should be done. It is good that it is made
as a cookbook (step by step with a result) but the
connections between the tools should be made
more visual and simple.

+ The chosen tools make much more sense when
you think about the work around the BMC. We
were told that it was really clever of us that we
chose these simple tools and did not go further
than using the Service Blueprint or other tools
that could be easily misunderstood or design
tools that were too complex for business people.

+ The limitations of the BMC are often the miss-
ing value found in the connections between the
blocks. This can be connected with the Cus-
tomer Journey and should be simplified and be
more connected to the BMC. As a startup, you
tend to focus more of your attention on funding
and goals rather than tools. To help the users ac-
tually use tools they should be made simple and
fast to use.
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Test round 2 // The BMC expert

The words inside the BMC are business eco-
nomics and even this can be hard for the stu-
dents to understand. As a facilitator, you need to
understand your audience. Each participant has
a different background and knowledge, which
can influence each outcome of the workshop.
BMC is a communication device. One of the big-
gest limitations is the way it is being used. If you
continue brainstorming in the same team you
will not get anything new out for it. Should give
more suggestions for how it can be used.

It is also an economical question for the organi-
zation. How much will it cost to implement this?
Is it valuable enough for AAU INC to do so?

If you dive into each block of the BMC there are
so many other fields that can support each of the
blocks - is Service Design the most valuable for
this?

Those who need the BMC the most do not use
it because they do not understand it. If you do
not have the imagination and a creative way of
thinking, you cannot use it in the right way. The
people who know how to use it, use it without
knowing.

Maybe we should start somewhere else. Instead,
start with some creative thinking tools that can
help people to get into this mindset.

We mention four levels - there is a higher level.
Alexander Osterwalder was an IT specialist who
wanted to understand the systems of a business.
Can you innovate a way to do business? Not with
a focus on a specific product and service. There
are a lot of examples of this such as Ryan Air.
However, can you teach people to do this? This
can be challenging.

Test round 384 // The Business Developers

A couple of questions regarding the validation of
the tools: is it iterated enough within one work-
shop? Will they get enough new ideas or sugges-
tions in one workshop to iterate on it? A couple
of days between the use of the tools might help
the participants to gain new knowledge. To use
the tools right after each other might just add ex-
isting knowledge on the BMC.

It would be good to test if the participants can
play with the canvas and create a story from it.
This would be the biggest value for Business De-
velopers.

+ The Persona should be the first tool to be used.
This really helps some students to have the hu-
man-center focus. It is really good to turn the
canvas into a story. The Business developers pre-
viously tried to do this, showing a video but the
students could not do it. Business Developers
would really like to know if the students would
be able to use it in this way.

+ The Frameworks ads inspiration, reflections,
and iterations about how to make different kinds
of workshops. This would provide the startups
with more value through a creative way of think-
ing. The visual aspect is important.

+  We do not have to make a ‘one model fits all’. It
would be nice to have some suggestions and then
the user can choose what they see the value in.

+  We should be aware that there are a lot of tools
and models that can be used instead of our sug-
gestions and maybe mention these.

Test round 5 // The entrepreneur:

+ The template is difficult to understand on its
own. There would be a need for a consultant to
teach it to get the most out of it for people who
do not know SD.

+ “I believe that for inexperienced entrepreneurs,
this is a way to start. This is a way to put you in
the thoughts of business. Who can help with
your business? How would the users think? Help
you to consider much more, than just your idea.”

« Itis very generalized and seems like something
that can be used for everything. It needs to be
more specific, showing what problems it solves
and who it is for.

+  “You are filling it out and you do not know why.
This is the problem with all tools.”

« It could be used as ongoing work. Come back
to it every month, and not in a workshop. Have
tried out workshops, but the use of it stops after
that one workshop, where continued, iterated
work helps better in the end.

o “You can tell me what the tools do, but it doesn’t
speak to my problems. What can Service Design
fix for me?”
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These testing rounds really made it clear for us, that
our focus on creating a generalized outcome might
end up not being used by anyone. We were doubt-
ing if anyone would ever read the whole thing, with-
out knowing exactly why you should read it, what
you would get out of it and what problems it would
solve. This would be difficult for us to know since
the Frameworks could work in different settings and
solve different problems depending on so.

To know how the final outcome can be used within
the AAU INC program, a continual measurement
would be needed (Wisler-Poulsen, 2015). Testing,
evaluating, and reflecting on the experience of the
workshop should be a general part of the develop-
ment within the AAU INC, to create the best pos-
sible way to include and use the tools (ibid.). The
Business developers also said that they would like to
get hands-on and test the outcome in the next pro-
gram, to see how it would work.

At the same time, the AAU INC should be aware
that the measurements on participants can be dif-
ficult and that they need to trust their observations
more since the participants will not know the differ-
ence between the tools and workshops without par-
ticipating in all of them (Bechmann, 2010).

An important factor for us when doing the testing at
AAU INC was to highlight that the design is not an
all-or-nothing process. All of our findings, tools, and
guidance is suggestions. Tha AAU INC could easily
start just including one of the tools in the next round
of workshops and see how it goes. This will be bet-
ter than doing nothing. The most important factors
were to make the AAU INC understand how import-
ant a customer-focus and a Service Design Thinking
mindset could help them further.
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Reflections

At the beginning of the Deliver sub-chapter,
an ideation session was carried out to help us under-
stand our findings and how to present them in the
most beneficial way. In the session it was only the
two authors of the project discussion opportunities
and ideas. Already from the beginning of the ses-
sion, the main ideas were in mind and this did affect
our focus, which was already placed on a PDF file as
our final result. To create a better session, we could
have involved more stakeholders, such as the AAU
INC, service designers, or startups to get a deeper
understanding of what they would like to have in-
cluded in the outcome. Nevertheless, this was done
in the testing phase, where the stakeholders’ point
of view did form the final outcome from their opin-
ions. Our ideas did not only focus on the PDF, but
the ideation session also created the idea for taking
the outcome further to an online level. This would
allow us to create a digital platform, where all of our
results and analysis in an interactive way could help
both startups and business developers to gain an un-
derstanding of how service design and a service de-
sign thinking/mindset could help them. This phase
could have been really interesting to prototype, test,
and implement, but the time limit did not allow us
to explore both, so the decision was made that at
this point, the PDF files (the Frameworks) would be
enough.

The testing was done together with both AAU INC,
service designers, an expert in BMC and with an ex-
isting startup, to get a broader perspective on our re-
sults. This helped us iterate our work and make the
final Product Report (see Appendix 11). We would
have liked to test our results on real users of the AAU
INC, but due to the COVID-19 pandemic, this was
not possible. It was decided in cooperation with the
Business Developers at AAU INC that our findings
would be tested in the next round of startup at the
beginning of the upcoming semester. Our testing
also made us understand that we did not involve the
AAU INC enough in our design process. We got the
understanding that their biggest wish was to figure
out if the startups would be able to play around with
the BMC and create a storyline/pitch. These were
only mentioned as suggestions in the Frameworks,
but have not been tested. We felt that this could have
been done and would have helped the Business

Developers to gain a better understanding of how
service design could support the BMC. At the same
time, we did mention that the Frameworks were only
suggestions and should be explored further to get a
deeper understanding. We also want to highlight
that our final wish was not to get the Business De-
velopers to use the service design tools and methods
in the exact way as we did, but only to help them get
in the mindset of Service Design Thinking. If they
would decide to only use one or two of the tools,
this would be fine, as long as they just get closer to a
more co-creative and design thinking mindset.

Reflection upon the suggestions in the Framework,
we can not conclude that the tools and methods
would be the best way to support the BMC. There
are a lot of supportive tools in the market. We can
not know if the suggestions we have are the best.
From our point of view they probably are but poten-
tially not from the Business Developers or startups
view. They might focus more on strategy and goals
than getting in a design mindset. As mentioned,
the block Cost Structure and Revenue Streams are
focusing on the cost and revenue of a business and
this is not something Service Design directly focuses
on. This aspect should probably be the next step for
AAU INC. To look at the results from the SDT, to test
and analyze it from a financial aspect. This is also
mentioned by Alexander Osterwalder in his video
where useful supportive tools are explained. Anoth-
er limitation of the Framework is also that it was not
tested in cooperation with the rest of the structure
of the AAU INC program and the used tools and
methods. These could affect the supportiveness of
the BMC and should have been taken into consider-
ation. Furthermore, the existing work of Strategyz-
er and the webpage of Alexander Osterwalder in-
cluding the BMC and a lot of other supportive tools
have not been taken into consideration. These tools
might work a lot better as supportive tools for the
BMC and should have been analyzed and discussed.

119



The final reflection of our delivery work is the visu-
alization of the final Product Report. We got the un-
derstanding that it was hard to grasp the usage of the
Frameworks from all of the stakeholders and that it
did not catch their attention enough to be read all
the way through. As discussed with the service de-
signer, it is our job to visualize how the jobs should
be done. We made the structure as a ‘cookbook’ (step
by step with a result), but the connections between
the SDT and the BMC should be made more visual.

We should have helped the users even further in un-
derstanding how service design can help them. As
the startup told us: “You can tell me what the tools
do, but it doesn’t speak to my problems. What can
Service Design fix for me?”. This made us under-
stand that the Frameworks should be made more
simple and visually. It needs to speak to the users,
showing what problems it can solve and how it will
provide value for the users.

120



. Discussion

In this chapter the following sections will
be discussed:

5.1 General reflections

5.2 Learning objectives and goals

5.3 Limitations
5.4 Future research

5.1 General reflections

Having our research question:

“How can Service Design be used to support the
Business Model Canvas?”

in focus, the general reflections are first of all sur-
rounded by the final result.

Based on the findings it is our belief that the use of
Service Design on some level can support the under-
standing of businesses through visualizations and
human focus as well as provide a holistic approach.
Service Design, as in our opinion, should cover both
the way we wanted the users to think (design and
service design thinking) as well as specific methods
and tools. Our main learning from the process is
that Service Design is a broad and kind of difficult
field for people in the business world to learn. The
BMC already persists in wording within Business
Economics, which itself can be hard for some users
to understand. Depending on the profile of the user,
Service Design can help to get in a mindset, where
visualizations and creativity seems to support their
understanding of the BMC. It also seemed to help
some users get more co-creative and gave a deeper
understanding of not just their Service or Product,
but also their way to do business. Nevertheless, the
whole BMC cannot be directly affected by Service
Design. Areas such as finance would need other sup-
portive tools and methods. The fact that the explore
phase did not consist of tools outside of Service De-
sign, did also affect our validity of the study. We can
not know if SDT would be the most supportive tools

of the BMC, or if tools within for example finance
would support the BMC even more. Additionally,
one of the biggest weaknesses of the canvas seems
to be on different levels of use. Every person seems
to work on it differently. This is not something that
our study of Service Design focused on. The differ-
ent ways of using the canvas are not just a limitation
but one of the biggest strengths. It is a tool that can
be used on many levels and Service Design can help
to support the users’ understanding of the different
levels. Getting the customer in the center and creat-
ing a more visualized storytelling of the model.

Looking deeper into the BMC, we also understand
that the outlined limitations were surrounded by
not only the usage of the model but the understand-
ing of'it. To get the most out of the tool your mindset
should be creative and be able to think differently.
This might be done best in teams but can be difficult
to incorporate into a workshop. The business word-
ing within the model could also prevent this cre-
ativity and make the usage difficult for some of the
participants. Additionally, this might create a busi-
ness focus for the participants and make them not
include the customers in the creation of the BMC.
Having the customers in our focus is something we
as Service Designers prioritize. This does not seem
to be the case for the AAU INC program. Further-
more, research of startups outside AAU showed that
they tend to focus more on daily decisions, having
goals, and income as their top priorities. These fac-
tors are not something Service Design takes into
consideration so Service Design potentially is not
the best approach for supporting the BMC when
acknowledging two financial blocks such as “cost
structure” and “revenue stream”. Maybe the AAU
INC should look more into financials and strategy,
helping the participants of the program gain a better
knowledge of this. 121



Maybe the customer approach is better to be in-
cluded later in the process of a business when you
have started to grow. At the same time, the feedback
from the participants did show that it was valuable
for them to have the customer in the center from
day one of creating the business. Thanks to Service
Design, startups gain an understanding of their
customers, which nota bene are related to the main
income of the business. This observation made us
think that financial factors are included anyway;
however, on the basic level. Follow up exploration
would be needed to understand.

Going through our design process we had a feel-
ing that we could have included the generalization
aspect of the BMC more. The focus was placed on
startups and the usage of the model was only tested
in the beginning phase of creating a startup. None
of the participants had a growing business or a fully
evaluated idea which could have affected the out-
come. Including real participants of the AAU INC
program or other startups at different levels could
have created a more general perspective of our find-
ings. The AAU INC itself could also have been in-
cluded more throughout the whole design process.
To get their feedback on the workshop design, the
analysis and understanding of the results and even
the creation of the final outcome could have had a
positive effect on the end result and create a better
understanding of the outcome. At the testing phase,
we understood that the wish for AAU INC was to
understand if the BMC could work at a higher level.
Understanding, if the participants would be able to
play around with the canvas and use it to create a
storyline. This area has not been tested and would
be an interesting field for further study.

When using the BMC, our focus was in a workshop
setting. The BMC can also be used by businesses,
privately, or in other teaching settings and our ex-
ploration should also have included this. Our focus
was on helping the AAU INC program but we could
have been more general by looking at other ways to
use the canvas and how Service Design might affect
this. Consequently, our focus topic can be ques-
tioned: did we look at the BMC as a workshop or
only as a canvas? We did not include the surround-
ing factors of the workshop including the partic-
ipants’ journey before and after the participation
only on what happened while they were using the
canvas. Introducing the Customer Journey a session
before guidelines and work were included only in
the second part.

Correspondingly, we could ask: what about the par-
ticipants’ journey after the creation of the BMC and
the SDT? Could we have made a follow-up design
that could help us understand the journey even bet-
ter? The explore phase did also focus a lot on SDT.
Service Design is much more than tools. It is also a
way of thinking and understanding. This was only
taken into consideration in the design of the work-
shop but should have been included more through-
out the whole process. When evaluating the out-
come it was discussed that it could have been done
by requesting the participants to evaluate and ana-
lyze more from their work and outcome of the SDT
before moving to the BMC. This could have affected
the participants’ understanding and way of thinking
but it is only something we can assume. Another
way to solve the missing factor could be to adjust
the problem statement to ‘how can Service Design
tools...” instead of focusing on Service Design in
general, but this would maybe have changed the
whole direction of our thesis and was not something
we wanted to do. The understanding phase ended
with a set of strengths and limitations of the BMC
that could have been used further to investigate the
weakest touchpoints of the model and tried to solve
these using Service Design. Maybe this would have
created a more holistic approach to the solution and
not only focusing on the canvas but also the prob-
lems around it.

The used SDT: Persona, Actors Map, and Customer
Journey might not be the strongest tools of Service
Design. The tools were chosen from our own knowl-
edge and learnings regarding the use and related out-
come. Tools such as the Service Blueprint are a more
inclusive tool meaning that it would allow the users to
look even deeper into their businesses. This tool was
mentioned by many authors as a strong tool to use in
relation to business. This could have potentially creat-
ed even stronger and better results. It was chosen not
to use it since we felt that it can be a hard tool to learn
and maybe not useful for participants with little or no
Service Design understanding. Moreover, there was a
possibility that none of the participants’ business ideas
were mature enough to use a very detail-oriented tool
such as the Service Blueprint. However, this can only
be assumed and should have been tested. This could
have been done by preparing the participants more.
Specific guidelines regarding SDT could have been
given as well as explaining what the Service Design
is and the philosophy behind it (helping the partici-
pants gain an understanding of how to have a more
holistic human-centric approach) before the usage of
the tools. 122



Comparing the results of the individual sessions
and the workshops gave a better understanding of
the specifications the SDT needed. The key points
were related to the understanding of the canvas, the
knowledge transfer, and the customer focus. We felt
that the Customer Journey tool created the best ho-
listic approach but needed support from the previ-
ous tool Persona. This created the reflection that the
support of the BMC might not need to be directly
connected to the canvas but a separate step before
the usage of the BMC. Including another workshop
where the participants could create Personas and
Customer Journeys before the BMC would poten-
tially be a better solution. This could help the partic-
ipants have a more holistic approach and a custom-
er focus when starting their BMC. Knowing some
Personas already could create a story from each per-
spective. This might also help the participants see
the canvas from the customers’ perspective and play
around in it and even take it to the next level.

5.2 Learning objectives and goals

This master thesis is made in collaboration
with AAU INC, which allowed us to practice our
skills in cooperation with relevant study design.
Following our own methodology design that made
it clear for us that no method is correct and each
process is different. We learned that not trying to fit
your process to a specific methodology design can
help you focus more on what would fit your own
intangible journey rather than focussing on what
other methodologies want you to do as the next
steps. However, we should also consider the missing
opportunity of getting to know an existing design
methodology better. Taking this into consideration,
we would not know the exact learnings if we fol-
lowed another methodology other than our own.

Our focus for the design process should have been on
complex product-service systems. We evaluated that
the services might not be that complex since they are
start-ups and their processes were not that evaluat-
ed yet. Nevertheless, these services might, in fact, be
really complex since it can be harder to understand
and the design when it has to start from scratch. This
could only be figured out by exploring different busi-
ness sizes in relation to the BMC.

Our general work was focused a lot on indepen-
dence since we were in quarantine and could not
meet. Even though there was added pressure men-
tally from moving the project online this did not
deter our focus or cause any major pitfalls. Being
in constant touch with each other despite the lim-
itations due to coronavirus helped our individual
work. Frequently online meetings helped us stay
aligned with our goals but also made the writing
process coherent. We practiced discipline through-
out the work and made it as cooperative as possible
with the involvement of both our supervisor and the
AAU INC showing professional responsibility.

Through our own work experience we could better
register and address the problem field and we were
able to find problems and solutions throughout
the whole process. Even under lockdown by taking
everything to an online level. We showed that we
could master design and develop work in this com-
plex and unpredictable situation which required
new solutions and ways of thinking. We were able
to analyze and assess the work that led to the design
of solutions and further experiments for AAU INC.
Evaluating our work we felt that we took an inde-
pendent responsibility for our own work and direc-
tion of the project with good leadership provided
by the supervision by Luca Simeone who helped us
achieve our goals.

5.2.1 Personal learning goals

Our main goal for this thesis was to inves-
tigate how the implementation of Service Design
might help to develop the Business Model Canvas
in real life. These findings were created by exploring
tools and methods that we knew from previous ex-
perience. This created a feeling of understanding of
the tools and how to use them further on.

We also aimed to be more aware of the flexibility of
Service Design which in the future might help us to
implement this knowledge into a set of skills used at
work. Testing the tools on the participants helped us
understand that even the simplest things for us can
be hard to understand for people without Service
Design knowledge.

123



An example could be when explaining the word
touchpoint. A lot of participants had to have in-
structions repeated and explained further before
they understood. The wording may be well known
within the Service Designers community but might
not be the best to use in the business world. Know-
ing your audience is important for you to choose
the best practice. Nonetheless, we did gain a Service
Design skill set of tools and a way to use them in a
setting of entrepreneurs. However, we should still be
aware of this when describing and using Service De-
sign. It should be done in the easiest and convincing
way which will be beneficial for entrepreneurs.

Our last goal was to be able to facilitate online work-
shops and acquire a better knowledge set of this
form of facilitation. This was a goal that was creat-
ed in the process since we felt that it was one of our
biggest learnings. We had no knowledge of online
settings but do now feel that we have enough learn-
ings from our exploring to be able to facilitate future
online workshops and be able to also pass on our
knowledge.

5.3 Limitations

One of the biggest limitations of this thesis
was the COVID-19 pandemic. This resulted in a dif-
ferent direction taking all of the work to an online
level as well as not including real participants of the
AAU INC Startup program. More work on under-
standing the resources was required as well as a lot
of testing before executing. We already had a limited
time which made it even more demanding and new
resources were needed. Due to that fact, we did feel
that not every aspect of our analysis could be taken
into consideration excluding the following aspects:

The different levels of the BMC. The different levels
of usage were not taken into consideration. The
usage of the BMC is still in the level of a checklist
with parts of storytelling included. The experi-
ments could have included more playing around in
the canvas and usage of the BMC in different ways.
This could have been done from the created Perso-
nas perspective which could create a story from the
canvas. This was only mentioned as suggestions for
the AAU INGC, since it has not yet been tested (see
Appendix 11 for the Product Report).

Testing of more Service Design tools. To test more
Service Design tools and make more iterations, the
sessions could have been tested to gain a more valid
result.

Take a holistic approach towards the AAU INC pro-
gram. It was decided to look only at one touchpoint
of the journey: the BMC workshop. This excluded
the possibility of changing the whole journey of the
AAU INC program. We do not know how the learn-
ings from the other workshops at AAU INC might
have affected the participants’ journey. Some of the
thoughts about doing this were to include the five
design phases and the business model generation
book suggested. With the use of the BMC through-
out all of the workshops as well as to actually use the
BMC the way the book suggests it should. Doing so
would allow us to come up with suggestions on how
to include SDT in all sessions. In that way the BMC
would be used as Osterwalder states: throughout
the whole creation of a business.

Testing onreal participants from the AAU INC program.
Due to coronavirus lockdown, the enrollment of
new startups in the AAU INC program was stopped.
As aresult, we were unable to focus our explorations
or test of the outcome of the real participants and
see how the PDF toolkit would influence their work
within the AAU INC journey. Our only possibility
was to test the outcome on Jacob and Rasmus as rep-
resentatives of AAU INC.

Taking everything online. Due to the coronavirus, we
could not meet. Nevertheless, we still had to test and
talk with AAU INC. We moved everything online and
as a result felt a bigger time pressure which made us
downgrade our co-creative structure and not involve
the stakeholders as much as we would have liked to.
The online level did teach us a lot of valuable things
which we can use in our further work.

Specifying our findings from a limitation viewpoint,
we can reflect that:

Our own understanding was the biggest factor. The in-
vestigation is built on our own understanding and
it can be argued that the areas of explorations have
been designed towards a specific outcome. The time
of the investigation was limited since entrepreneurs
in general would probably not start a new business
in the middle of a pandemic. The investigated indus-
try is also changing quite severely at this moment

which could have affected the outcome.
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The variants of the participants are not taken into con-
sideration. The variance of the participants’ different
abilities, prerequisites, and empathy had a big influ-
ence in each outcome. Some of the participants did
not seem to care and/or know-how to move forward,
whereas other participants seemed to dive deep-
er into their cases. A bigger variant and number of
participants would have supported the outcome in
a good way.

Using us as experts. Using our own knowledge, cre-
ating the design, and facilitating the sessions, and
using us as experts could have created some limita-
tions in the outcome. We might have a unique way
of using and understanding both the BMC and the
SDT which can be different in other settings using
different people for facilitating.

As a result, due to the limitations, we feel that we
cannot conclude anything. However, we have addi-
tional suggestions. For a greater result, the following
research for future research is suggested.

5.4 Future research

The project context was made in cooperation
with the AAU INC and their startup program. To
make a more valid study, it could include real partic-
ipants of the program and include the stakeholders
more throughout the design process. More repre-
sentative rounds of the workshops and individual
sessions would also have helped us to get a more val-
id foundation. How to help the business developers
to create the best setting for the participants should
be investigated more. We could have gained a deep-
er knowledge of the participants’ influence on each
others’ work. Also, we could have made a deeper
analysis of their weaknesses, deciding who should
work together and make them learn from each oth-
er. These would be interesting areas to explore and
could be something the AAU INC could test in their
future work. As facilitators, we seemed to have an
influence on the outcome of the workshops and the
individual sessions as our guidance and design in-
fluenced their way of thinking and use of the SDT.
This is something to be very aware of in future de-
sign and something that should be explored. There
should be a focus on giving the best instructions for
each participant.

An additional area for further investigation is to
make the sessions more personalized. This area
can be difficult as incorporating personalization in
the future workshops seems almost impossible but
could result in a better outcome.

The collected data can also be questioned if it is re-
liable. The reliability questions if the data can be
produced again with the same result. This can only
be answered if tested. It seems that it may not be
possible as the participants would probably change
their mindset if a different facilitator with differ-
ent knowledge would attend as well as if different
instructions were given. Moreover, time and partic-
ipants’ circumstances would change their answers.
To make sure the reliability was covered as much as
possible in this project, specific guidelines and in-
structions were made. These could be interesting to
test in a similar environment as ours or even in the
real environment to see the difference.

To explore the AAU INC program’s journey using
Service Design and focusing on the BMC is also
highly suggested for further research for the AAU
INC. They could try to design the whole journey
in a different way including using the BMC in ev-
ery session. They could use the BMC already in the
first workshop based on assumptions. Before the
next workshop, they would then get suggestions
for investigation such as observations, interviews,
or other testing/exploration methods that could
help them understand their business. Furthermore,
they would then incorporate all of their data into
the BMC in every session, including their learnings
from the workshop. This would be a way to use the
BMC as a design process and play around with the
ideas/findings, as Alexander Osterwalder suggests
it should be done (see section 4.1.5 Business Model
Canvas understanding). This would be an interest-
ing area to explore and a great way to understand if
the BMC is more useful in this way.

125



. Conclusion

This chapter concludes the key findings from
the experiments and gives an answer to the problem
statement: “How can Service Design be used to sup-
port the work on the BMC workshop for the start-
ups within the AAU Incubator?”

In this thesis, Service Design was explored in com-
bination to the Business Model Canvas to see if
Service Design could support the model. A case
study of the Business Model Canvas workshop for
the startups within Aalborg University Incubator in
Copenhagen has been used to examine the different
Service Design methods. To do so, we created our
own methodology to support the process. This in-
cluded an Understand phase, where research made
the foundation for the project; continuing to a De-
fine and Redefine phase that created a workshop
flow for the tests that were examined in the Explore
phase; ending with the results of suggestions in the
Deliver phase.

The main focus for this research was placed on the
Explore phase. This phase examined two rounds of
workshops and four individual sessions with up-
coming entrepreneurs as participants. Within the
workshops, the two tools Persona and Actors Map
were explored to test their potential to support the
Business Model Canvas. The individual sessions
were focused on testing the more complex Custom-
er Journey tool. In all tests the understanding of Ser-
vice Design as both tools, but also as a mindset were
in mind. The outcome of all tests were analyzed and
compared to reflect on their effectiveness of sup-
porting the Business Model Canvas. From these re-
sults, we concluded several suggestions.

The first suggestion is that from the perspective of
the three tools, the Customer Journey seemed to
have the biggest influence on the Business Model
Canvas. The tool helped the participants to have a
much more holistic approach towards their busi-
nesses. The fact that this tool was used in individual
sessions with the participants and not in a workshop
setting might have had an influence. The individual
sessions were more personalized for each partici-
pant and their business idea.

This also created a more co-creative space where
the participant could reflect and get input from the
facilitator which was not possible in a workshop
setting. By reflecting and testing these results, the
suggestion was made that the Service Design tools
would probably work better while working together
as a team rather than when creating it on your own.
As an entrepreneur, you get the most out of includ-
ing other people into the design process to see the
business from different perspectives and a design
thinking mindset is more creative as a team.

The results from the measurement of the work-
shops showed that the participants’ confidence in
the Business Model Canvas would increase after the
usage of the tools Persona and Actors Map. Further-
more, the observations and analysis showed that
the participants gained a lot of new ideas and some
of them even changed the direction of their proj-
ect after the usage of these tools. In general it was
concluded that the visual aspect of all of the Service
Design tools had a big influence in the outcome.
The visual aspect, such as designed templates with
specific guidelines, helped the participants think
in different ways, understand the customers better,
and gain new ideas for partnerships. However, the
visual aspect was also a struggle for some of the par-
ticipants. Some of them found the Business Model
Canvas more self explanatory and the Service De-
sign tools more complex, not easy to understand
at first glance.This depended a lot on each partici-
pants’ ability to be creative but also their personal-
ity and way of thinking. These aspects are hard to
influence but some suggestions were made around
the way the Business Developers could help the
participants to think more creatively and gain a Ser-
vice Design Thinking mindset. Therefore, a general
conclusion on how Service Design is supportive for
the Business Model Canvas cannot be coherent and
be possible to implement for all entrepreneurs. It is
dependent on each entrepreneurs’ personality and
needs and cannot be made into a general perspec-
tive. Thus, suggestions on how to support entrepre-
neurs, the tools and methods, workshop designs and
limitations of such were the final recommendations
shown to the Aalborg University Incubator and also
in the conclusion of this thesis. 126



Through the process, some critical limitations and
suggestions for further research were made to sup-
port the findings. These limitations were mainly due
to the COVID-19 pandemic. First, a limitation of the
participants within the study should be considered.
The participants were not a part of the Incubator
at Aalborg University, but independent upcoming
entrepreneurs - some of them without a status of a
student. This could have affected their knowledge
about business development since they did not par-
ticipate in any other workshops or sessions about
the topic and their businesses may have not been as
developed.

Secondly, the pandemic also affected our ability to
follow the journey of Aalborg University Incubator
and the Startup Program, which could affect the
outcome of the Business Model Canvas workshop.
As aresult of the pandemic, the program which was
to start in Spring 2020 did not take place and we
were unable to take a holistic approach towards the
program. In turn, we were only able to focus on the
touchpoint of the single workshop of the Business
Model Canvas.

Lastly, the fact that the COVID-19 pandemic took ev-
erything to an online level had a big influence in the
outcome. We cannot know if the outcome would be
the same in an offline setting. In the normal work
of the Aalborg University Incubator program noth-
ing happens on an online level. All of these limita-
tions should be tested in an offline setting with real
participants of the Aalborg University Incubator
following their journey and learnings to see if the
same results would arrive. At the same time, the sug-
gestions on how to create the online lessons and the
outcome of so might be one of the biggest learnings
of this study. At this moment, there is uncertainty in
when or if everything will go back to normal. The
world might change from now on and things may
move online more than ever before.
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» Appendix

Appendix 1: Interview guide for interview
with Service Designers

User interview: Service designers

Length: 30 min

Participants: Current Service Designers working in
startups

Request to sign the Consent Form + permission to
record

Small talk about what you do, what is your position,
what is the profile of the company, how SD is im-
portant in the company where you work?

Are you familiar with the business models and what
is your experience?

Do you think that people around you know what a
business model is? Why?

How would you explain the value of a business?
Does the company communicate in a clear way its
value/ business model? How?

What is your experience with the business model
canvas? (show canvas if not)

Do you have any ideas about how Service Design
could be used in the business model canvas?

Do people understand the role of Service Design
and how its tools and methods influence the orga-
nization?

Do you know any sd tools? Have you used any in
your start-up? Which one do you find valuable?

Appendix 2: Interview guide for interview
with startups

User interview: Startups
Length: 30 min
Participants: Current startups, no longer students

Request to sign the Consent Form + permission to
record

The goal was to gain an understanding of business
models and knowledge of such. The following sub-
jects were included in the conversation:

How would you explain the value of a business
model?

Would you use any canvases to explain a business?
What kind?

What is your experience with the business model
canvas? (show canvas if not)

Do you have any ideas about how Service Design
could be used in the business model canvas?

Do people understand the role of Service Design
and how its tools and methods influence the orga-
nization?

Do you know any sd tools? Have you used any in
your start-up? Which one do you find valuable?

Appendix 3: Interview guide for interview
with business developers at AAU

Stakeholder interview: Business Developers at AAU
Length: 60 min
Participants: Business Developers at AAU INC

Request to sign the Consent Form + permission to
record

This interview was more structured and followed a
specific set of questions but also allowed us to ask
extra questions. The interviews were recorded for
further analysis, but notes were also taken through-
out the session. Here is an overview of the question
asked and our notes:

Questions:

« Data about startups - 30

+ Programs? really broad, from every one of them

« How many?

+ Knowledge? normally o when they enter

+ Similar startups? Tourism and fashion - mostly
products

« Contacts to startups

« His observations about BMC from students - fill
it once, block by block, new way: do entire can-
vas first, and then iterate with inspiration from
other industries - not remove things, but add
new post its
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« Like/dislikes/limitations - simple, accessable,
easy to get people into the business mindset, do
not like: sometimes it’s too simple - think about
the environment. It is a tool you use to get things
done, not something you use to show anyone.
Use the canvas as the foundation for the busi-
ness plan. Not include the TEAM (80% of inves-
tors think the team is the most important). You
need to test everything on the canvas, thinks that
it is not for big companies.

«  Why BMC? Why not another canvas? (Ex Lean)
- what he knows. Use other tools in other canvas-
es. He thinks it’s the best.

+ Structure of the AAU INC program - workshops
etc in timeline (start april + october)

«  Why is the BMC workshop at this stage - “may-
be I can partner up with someone else” “How
can [ actually make money”

«  When is the BMC workshop

« Date: 25 feb - validation workshop with Rasmus

+ CV from Rasmus and Jacob is missing (online
from SEA webpage)

« Suggestions for books/papers

Organization map out (connections, responsibili-
ties, task):

« SEA:studerende, researchers og alumni

« SiP

+ Inkubator

« Business Booth

« Startup Program

+ Erasmus for Young Entrepreneurs

« Staff?

e Departments

+ Events: Inkubator Cafe, Entrepreneurial talent,
Startup dating

« Study board

+  “Networking”

+ Mentors vs Business Developers - task, respon-
sible

+ Research to Business

« Innovativ Vakst

+ How are they connected? What are their tasks
and responsibilities?

Business developers - questions about the set ups
Mentors - CAAV - university start up welcome - win
trip to China

SEA employees - project managers, behind the
scenes for SIP
JAKOB face of SIP

Extra partners: events with PROCED inventors (own
by DTU), organization for employers - a lot of mon-
ey, Angel investor

Go to the other incubators find leaders and ask
about BMC

Tuesday 12.30 - go to the classes and ask people
about mails and if they want to participate - location
of the room

Create Facebook post - for Jakob to post it on Incu-
bator SM/ as a promo

Additionally we created a Google Survey, asking the
other Business Developers about their opinion to
the BMC. The questions can be seen here: https://
forms.gle/TeyNkgEnp81KqqwT8

Appendix 4: The measurements from work-
shop

The measurements were made in a Google Survey
before, during and after the sessions. A fully over-
view of all the asked questions and answers can be
seen here:

https://docs.google.com/forms/d/e/1IFAIpQLSelJh-
PAjeZMyWHvY1rNugK3WPXQBy1GIE70UsLz5D-
NcFqAOQg/viewform?usp=sf_link

Appendix 5: Observations of the two phases
of workshop

After analysing the measurements and feedback, a
walkthrough of each participant was made, to un-
derstand if their expressions and work fit their own
opinion about their outcome.
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in=hied on
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a Hma FRmIna kit -d neaw nn tha | hoee nmaks
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crerasm cmlirs | arees s loed | - Peecn fes S THETIIETTH I W TS T
e 15 mdnes T HEPELE e vsmAnn e | Fow e by = Sbanlml s
=sl11mH]| SHram = s jiur b mrs HERIanHed
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The online workshops were also recorded for fur-
ther analysis. The full recording can be seen through

this link:

https://drive.google.com/open?id=15yTcQyY6pIN-
wctRmvwnnCw48BIN]JINe8

Appendix 6: Observations of the third phase;
Individual Customer Journey Sessions

The participant journeys in subchapter xxxx gives a
general overview how the participant went through
the creation of the Customer Journeys based

on their business idea. The subchapter “observa-
tion” provides the table where all of the insights
were gathered and divided into three stages:

Customer Journey - all of the insights from filling
out the Customer Journey template

BMC - all of the insights from 3rd filling out of the
BMC

Notes - extra insights/ findings regarding behavior of
the participants
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Participant

Customer Journay (S}

EMC

Wotes

OblivioN

- Mo problem creating a
storyline through har
Parsona

- Did not like sticky
notes and had troublas
using MIRD

- The service momernt
was a long pencd of
timea (A coupls of hours)
and was a pain

- Used a lof of time
thinking akbout the
feelings and trying o

- First iry we gave har
& tims limit and sha
should fill out axtra
sticky notes if she falt
anything could be
added after creating
tha canvas. We guickly
undersiood that this
did not work and that
the canvas was too
massy {sha had placed
a lof of notes already)
and that the knowladge

- Dvifficult to ba patient
when wa know the
onling tools and the
participants wera not
- Spelling and
know=Frny of MIRD
would slow down the
procass a lot

- Tha duration of
creating the C.J and
adding notes to the
BRIC took in 1atal 1,5
s in this first round

aed inlo her Personag
rrirdsel

- Bhe was very detailed
= Had a hard lirme
finding paing and
criticizing her service

= Likesd b disicuss fhe
things and get feedback
instesd of daciding
avarything on her own,
would often ask “what
di yow think®

- She knaw what
Cusiomer Jourmay was,
she helped create it
onCe

- Sha really liked the
templata of CJ and its
division into & rows. it
wias ruch deanser for
har thaan the ane which
she whed gl work (just a
bulliel poirls - “super
mesy and not visible at
all™)

Irarm the CJ might alss
sEEm ovenwhelming at
the game firme, we
therafore felped e
through fhe blocks e
by ane and laf har
corme U wilh new
ideas from tha C.J.

- Sha added eight naw
sticky notes in total 1o
tha BMC.

= AMer This s with
e in MIRO, we
changed and did nod
miake the parlicipants
use Miro themsehes
(oo firme-consuming),
Eait tald tham 1o be the
braim and e would
add notes for them
whila thay told thair
shony.

Project Paseidon

- Hadd a very creative
and wivid peraonality
and irmagination, could
easily creabe a stary of
his Pergsana

- He has so many
thoughts at the sama
time that he fills out
mare than one row at &
time - add feslings to
the story easily togather
Wit B jourmey

-He never uged G
befre, although the
POF guidelines gave
hiEm S0rme
undarstanding

- Aldedd ‘customers’ &s
A nesw key pariner, The
G helgesd hirm think
co-creatively and
include the customes
irto how to make the
product which he had
riot thought about
befora.

- He still had & hard
time with the cusiomer
segment, bul aller
discussing il with us,
P el S0rme ey ideas

= Were daing the CJ so
Tagl that it somelirmes
could be hard b fallow
his sbony and asd all
The roles he warnled

- Tha CJ saemead 1o
influance his businass
a lot. Ha made a new
strategy and got @ new
way of thinking.

- He was really fast
creating the lools and if
fex gob shuck fwen he
eagily eonlinwed afler &
srmall Lalk

= He Graglad a whole
story narrative
although he knaw what
sheps might e
important for his
presduct and service
and which do mal
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All of the individual sessions were also recorded and
can be seen through this link:
https://drive.google.com/open?id=15kFkeTny_VvC-
BHcEiuDTnq8_BEnDTxIe

Appendix 7: Cross-case analysis of all par-

ticipants

Virlual Party

= Had a hard lirre
creating the story, since
she had not thought the
specifications through -
wanbted to ba pracisa
and datailed

- The CJ helped her
creats speclicalions

= Did nedd Tel sure
about the tool and had
& hard tima coming up
with amy mew ideas
during the first fill out
an the workshops. Sha
falt more comfortabla
during the third

= The guidelines
helped her fesl more
sacure on how to make
the tool

- For har supgort
through the tool was
vary important, she
liked o aet help and

- Wieuld ask & lod of
questions throwghout
the creation, glad to get
support through the tool
- Had a hard fims
criticizing her work and
coma up with possible
pain and gains

gltemgl. However, it
gtill wasnt her best ool
o v wilth

- Change the business
madal from being
mass-cusiomized bo a
Personalized sarvics

= Gt navw customer
sagments

- ddded main things.
She can now gee that
she forgot such as app
development and
caollaborations

dizcuss potential (deas
and possibiities.

- She added in total M
new atichy notes o the
BMC after C.J

Lets dine

- Her first time to create
a G, but seems to get it
right awany after
axplaining the axamphs
- She had a difficulty 1o
cut the journey inte
amaller cnes - at the
beginning of interviews
sha was struggling how
to mag out the jownmey -
from which parspeclive
- she thought it is
impossibe

- She gets started right
&way and has a lot of
ldeas for the sendce
mament, ahe wanis bo
make i1 bong

- She gets Inspiration
frain the ghven example
to add feslings

= Try hard to put hersalf
inta the shoes of her
Perscna, Will tall the
story as "Sha knows”

- Really difficult to
expand the new
leamed knowladge
from CJinto tha nine
blocks of BMC

- The different wording
in the BMC seems to
block her from
remambanng what sha
jusl made

- Meads fo go back to
the CJ to see what shae
wrote o undarstand if
anything can be added

- She |s positive and
aucibed to sea how this
tool might help har

- Mervouws that the GJ
might not help har
enough since she has
two custorner
sagments that are
needed {o get her
businass running

- Really happy 1o gt
ideas and discuss
autcoms with us -
wanis to collaborate an
hiow the app could
Wik

- She understood that
ghe can use &
multiple firmes and map
out different processes
which show har gaps
and naw possibilites

- She understood that
pains might be
changed inta
possibilites which was
guper posiive for her
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Benefits of Service Design tools in Benefits of Service Design tools in
Participant BMC from measurements & feedback | BMC from observations & analysis
A) Language School e Confidence raised from 2 e Added in total 5 new post-its
{bafang) 1o 5 (during) and b 1hea BRI ARar s L oo
then 7 (altar} Service Dasgn ools
& Wrale that they saw charges # Sooms o focus mane on
in the BMC u=ing the Sordce human arsfacts afier using
Darign feok and thet tha Iha Sardca Dasign teaks
warkshap met the goals & Added mates such as “ward of
o [Did nod write & ot ar say mauth” “‘knowledge” “online
Ml during process groups” and “rew armi skila”
B} Sewaan Badges s Confiderce were sicady from

¥ {before), 7 (during) o
[aMer), o tha only thing 1hal
changed the canfidence weno
the Service Design ioals

= Fall the Sarvice Design ools

helpad 10 soe mora e Only added ors esira posl-T
possibilities by ‘adding noie do the BMEG after oreating|
promotion oolicng” e Sareice Deaign teaks

& Afar the creation af BMC in
thiz 1% raund, teea blocks
ware amply: Fay Resources
and Customer Relabionships.

= Made he SOT fael and did
nol seam 1o nase any

trautles in doing so
s Flacsd aight new posl-ila o
tha BMC aftar the creation of

ther EOT
) Mail Shidio = Conficancs in fe BMC s Mogl ideas seem o it the
raied fom 4 (befone) 167 customer aide of the BMC,
[during] and & (afer). The bud gat something new from
most influence in tha leaming balh fools
goems o b= the BME ard the = Filled up the emply Hogs of
S0OT onfy gave a little cxdra the BMC affer creating the
knowlcdge: s0T
o Sgid they could gae Changes s The meaasumament and
in the BMC w=ing the SOT, leadback shawad thal the
but did not explain furthear pamticipant got mast out af the
BMC par. bl the

chearvalicons and anakesig
soem like they got mone out

of tha 50T
II'.'I:l Le's dine & Their confidence mse fram & # Postit notos only added b
[pafiona) 108 (during) and 9 tre right side of e BME {tha
[after) which shows that the custamer side)
HKAC 15t round gavve a lot bul # Spoms bke the Persona had
1he SOT mada il almdaal trer migal influence far tha
perfec participant
= The workshop lielped them o s Ackled sghl new poal-ite
gain a befer tndersianding noles after oreating the 20T,
of the icalks six of them in the cussamer
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Falt that the custormer
sagrienl of the BMG was
mprowed fram the SOT bath
n undcrstandng and
desiription

segmant ek, which seams
[ka ey gol & lob aul of
creRbing the Persona

E} irtual Party

Kerey alsoul ared Fess alisady
worked willi BME balore
Corfidence anly stared &t a
2 {before), to 4 (dunng) and
lhen & T {alles)
Spoms like the participar gat
a ot oot of ther S0T, since the
confidence was raised a (ol
using U= Wals

Visualiraons scoms bo halp
lhe parecpant urdaratand

Cirly added new post-ils b
L et gide of the BRIC, Key
FartrieraifclyiliesResourne
Grined same imporant
aspocks of the business in the
BRI as irsaglons, promralicn,
inflenicers and cost af such.
0d raxt make any changos in
s corstnrier gide of the BEMC
Looking af e 30T il aeamad
liwe the partiopant gat a lat of
e idess ared help far e
BRAC Tram [he Aciars Magp

F) Oblivich

The only parlicpant whoee
canfdencn did not Ase ar fail
during tha proonss, but
glarled and anded al ning
[high lewel of confidonce for
the BRI

Gained knovwledge from the
SOT, e impariant it i o
think abaut specific custamer
sagrienls rather an market.
Sl Nesals she gol grosl oul of
the Porsona

Tald that she definibaly cowld
sae 4 change in e BRAC
using the SOT, but dd ro
gain mane comfidencs inthe
BRI

Cauld see in ohservatans
that she waes wary familar with
e BSC. Flacad a lol of
pastais, but oid nal seemi o
thomk o much akass #
Had & hard Gre crealing e
SOT. Did net Follove e
struchure and was messy
Addexd only ners pos-il nabes
Lo T lali side of e BRC

(K ry partnersiactvities)
Soomad 1o get most ree
knoredesdipa rom e Actors
Map aven thawgh she
mxnbaned e cusiomers in
I Tessdback

G} Cormunity Garden

Conflidands raas Trom &
[beloned o 7 during) and all
thie way up ba 9 [afier)
Shearn like the SDT had a big
nMusnce in e paricipants
fechng of confidence; a ot
mare than the BEIG 15t round
The kncaledge af (s BAC
want Trom the parficipant
Tealirg P could describa he
nal, 1o achualty applying it b
the: deabusiness

The parliciganl sssmed o
gain the understanding of tha
S0OT ard gat some new ideas

Had saire techrical e,
bl weorked on Wwir awn and
id nof ask a It of questiors
Adkded five new post-ils roles
all e e BMC aftar
creabing the S0T; did ged
something out of hoth tocls
Seamed ke 1he new posd-its
waare rnade from e vicw of
s Parsnna ard il this
Porsona waould ke 1o hase in
ther brusinEss

ol | new way' of Tinking
from tha 20T: fram th
custamers perspoctive

aftar creating them

The Perscna was the tool
1had ksalpesd thi mioet; it could
heldp the pariipant creats the
ML fram the view of the
Persocna and not fram awn
Wanis o make mara
Peracnas. Had amaady mada
an Aclors Map, but slill falt
they gol someshing out of it
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H) Project Poeakden

Oid not have any knoradedge
Aoyl the BMG o SDT

Vet Trom orly Rndeaing thi
name BMC' o ihe feeling of
haing a firm plan of how o
mplameant the nowledgs
ard continue the idea
Confidence of the BMC
ratsed trom 1 (betone) te 5
[during) and 8 (af%er]). This
participant gained the maost
canfdence development
during lhe process

ot kncawladge aboul the Key
partnars from the S0OT and
fell they got the most out of
1he Actors Map, by visialze
1he diffenant aspecks of e
BMC

The SOT helped fo gain foous
an what should be done,
Tocussad on, ard what shoukd
be changed

Have a very arealive and fast
way of daing thinge

Seams 1o get a lot cul of the
S0OT, but anly added thres
nerw poest-it nobas o iha
CEMYas

fdded past-is io the key
partners, as the ideas came
frem Ackors Map

Have a hard Bme fransharing
the krowdedge leamed from
the SOT ba the BMGC

Seams fram the
maasUremants and feadback
thal e got a let of knoesledge
ard confidence from the S0,
Cat wehean applying it to the
BML somathing want wrong
It could be that the
urderstanding of the BMG shll
was ot clear 1o him, or that
M could mal remembsar how
o use i

II}Maku-up Library

Confidence in the BMC went
Tram 5 (bafore), f 7 {duning),
and enced akzo &l T (afar)
Fositively surprised an how
much the SOT and BRC can
help vou devalop vour kea in
a shorl amount aof tima

Falt that the BMC is very
Achanced and not somathing
wau shoukd be able 1o learn in
a ferwy howurs

Fal the knowlkedge only went
fram urderstancing aof the
BRIC 50 Daing abbke o
describe tha BMO, Howevar,
nod use i correcty
Seams i fesl that the 50T

Maybe i nod Tesal that ey
got & kot out of The 30T, bul
chserving and analysing the
BMC aftar craalion of 30T
Wiy Beclidend Sencan nes post-it
nales

The added nates surourded
@ new buainess cpoortunity:
io dediver makeup and
matworking anournd it

Frea of the noles were added
to {ha left side af the BRAC,
kY parirars ard actiities,
cowaring this new aaped of
the idea ta deliser makeup

did not help that much, only
the Actors Map a bit, since
the Personas should not be
based on assumptions
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J) Tedoa

Had a muddie kewel af
canfidenoa bo the BRE ()
bedore, thia raised ta 7
[during) and anded &l 8
[after] in the process

The kriwledge of BMC
raisad trom Deirg able 1o only
describe tha BRMC ta applying
i o idean'busnosos

Fall thie S0T did ral influsncs
the BMC much. Felt the
Personas wore the best
maich far the idea, bul they
noeded ba croate mane than
ora Farsona

The phase of the idea did nod
suit the Aciors Map

Had no probloms arealing any
of 1 boals bl staded Dedare
th eoqplaration was dana,
Soemed o be maybe too
cenfident in the eols 1o karn
armyihireg rEw.

Frit they anly got samething
el of the Parsonas, bl did
echd Bwo exira poeHbs i e
BRI in the koy patner ficid
Had arly irfluencers in the
key partrsr Nield and evan
wroie “na pariners noeded”
after 15t round of BMC
Added imporant parners as
softwane prowiders and sooal
radia aftar craaling SOT
fidded also four new post-i
naes 50 neEwW CLusiamar
segimantz afbar onealimg
SOT, gob & broadar
persprchve

Felt that the SOT dd not
changd anylhirg in BWC, D
chservations and analysis of
rosults =aid something

diManant
Appendix 8: Feedback from Customer
Journey Individual Sessions feedback
Parlicipant Cougbomer Jourmay [CJ] | BMC Moles
DlivioM *| alresdy kraw s A helphul Lol o craaba | - Halbasy through e
Customier Jaurney, bt | your Customer Lol we fmak peor by
in my eyas, il iz a gooed Jowinmnesy® alacing e aticky robes
and casy tool® for her n MIRD and
She wars really glad £he jusl laked. Thig
“| sew it @5 ona of the that we halped har was fasiar, but harder
mast important focis to | through the blocks 1o keep hor focused,
uridematand 1ha wivan flling oul ol her feedback waa!

custamers ard nal e
biisineas”

“Can be overafieliring
WO B0 rEny Fowd, Dul

because she had
aready fargqatien hoe
the canvas warkood
freem las=t lims,

“I'm just =a graieful
Thal yoid are wriling”

1 fell | alrasdy Fad the
iedrs, Bl he ool
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il made my business =o
muich more chaar far me
o go so deep inka il®

*H really charged my
parspachve, avan In my
Pemonal working lide”

*li=ing the L in
relatan ko e S
Feslpesd me a lot. When
rmaking it s ckaar, than
you really sse e
gmall things you mighs
have missed oul”

helped me see tham'

Praject Poseidan

“I haad not thoughl about
hore my product coulkd
fil in an everyday
meameant - that it is
aciually also B sardce’

it seamed a litle
owanstalming whan
reading about &, bul so
smenatn whan deing i
logether”

“Way more useful than |
waLid Byar hawe
eapected from just
raading abaul &

i raally halped mia i
crificize my product and
think abaut poteial
pains & gains”

*I riowy el pyvmn mere
thak | ke wihat | s
and how | can uss i, I8
|5 & Qo way of
SIFCEUNng your
business"

"Wihan locking &t my
BMC after the crealian
of miy G, | can now
sma that | need (o think
anourt oiher things, It
realy opened up for
rEw Kleas®

“One-by-ornse sessions
= 20 much befier than
the warkeshop, | gof
much mare aut of this
ama haur than | dad
fram twa haurs of

workshop”

A can new undersiand
mYy BUSINGER B¥wan
besier - | have not
thiought ool It as &
maryice, bul anly baw
the mask would ba
warking - this helped
me urdlerstanc whak |
should think aboul, and
afdad pans and gains
and can cragte 5 bafler
aXpanance 100 my
cusiomess®

Wirtual Farty

"It is funry 1o me how
such a lithe servios
menmant of my sardce
can influence my
sarvica this muech - it
pEnve me insights abaut

areanything”

“ary useful and Ralptul
io breas if up in befare,
durnreg and aftar

“Mammally | wonikd anly
feaus on during - on
hiow the app shauld
wark - bt | can sa8 hat
| really would hawve
messed oub an a lof of
ey and
opportunities if | dd”

*I have newar ke tha
el | felt the same la=t
fima during the
wiorkshaop - there is oo
miuch 1o think abaut
and waw ged confused”

*| think it is much beiber
[0 use e Do,
whane you can
wisualkze your foughis
= that is just easier and
bathar for ma’

“When crealing the CJd
in refatian 1o the BRIC |
gal a much mone chear
ming am heaw |sant 1o
£anm moenay

- Gt @ much betier
perspative from the
1 than from the B MG
= Want o use jools thad
can hslp har Wisualza
her senice

- Dine-biy-one EassoRE
= & preal way 1o help
peaple wha can have a
hard lime crbicizing
ther work and cnaating
apporiunities on their
W

Lets dire

i was a great help that
| i peoit e 1o wrile
on iy own, il made me
feecuis on only whal |
warted in the CJ°

*| think that i is a great
migcal, | ngy it
aready befare, so |
gm0 thnk that It was
sasier for me”

A haree rever wsad
foois thad coulkd bsalp
me see (he business
ram my cuslomars
perspacie”

“The C.J made me think
of pans & gains which |
harwer nat thought aboul
beafore and this really
influenced my BRMC

*| raadly wanl ba make a
.l from my other

cushomsar sagrmenl naw
Then | think | could =dd

avan more 1o my BAMC

*| have fied ta make
ity BRI Tram i
customers” perspecive
balore, bl | sae
cleady now that | have
il diore this cormaciy.
Tha ) s Be @asy, and
is daing this far ma®

“One=by-ora is much
ore Broddh for me. |
really ke an open
dialcg and to gat
oconsiructive foedback”

“Tha BMC 18 rraich
more chear ba me know

aftar this one-by-cng
sassian and the

credlion of the CJ°
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Appendix 9: Interview guide for testing

User and stakeholder interview: Service designers,
Business Developers, Startups and Expert of BMC
Length: 5 x 30 min

Participants: Current Service Designer, two Busi-
ness Developers at AAU INC, Expert of BMC and a
one working at own Startup

Request to sign the Consent Form + permission to
record

Five individual interviews asking questions about
our outcome and results, to test, iterate and get feed-
back. Showed Product Report while testing (see Ap-
pendix 11).

Questions:

Rikke - the Service Designer in startup, use BMC in
her daily work and have eight years of experience
with BMC

Introduce our project

What is your overall feeling regarding the Frame-
works?

What do you think about the flow of each of the
Framework? Are they easy to follow? Are they intu-
itive?

Can the Frameworks be used by Service Designers
in a workplace or while conducting projects? If yes,
in what stage of the process? Or why not?

Can you perceive the Frameworks used by anyone
else? (please be more specific - how and why)

Can you see any similarities between your daily
work with the usage of Business Model Canvas and
Service Design and the Frameworks?

Are there any improvements which you would sug-
gest implementing?

Jacob & Rasmus - business developers at AAU Incu-
bator

Introduce our project (written text sent)

« What is your overall feeling regarding the
Frameworks?

« What do you think about the flow of each of the
Frameworks? Are they easy to follow? Are they
intuitive?

« Can you see the use of the Frameworks at AAU
Incubator?

+  Would you use the Framework at your work-
shops? If yes, why?

+  Would the Framework provide extra value for
the start-ups involved in the program?

+ What are the possible pros and cons of the
Frameworks?

+ Are there any improvements which you would
suggest implementing?

+ Do you feel more confident about Service De-
sign Thinking after reading the Framework?

Ivan - business model canvas expert

« Introduce our project (written text sent)

+ What is your overall feeling regarding the
Frameworks?

+ Do you have any knowledge about Service De-
sign? Have you ever used it in combination with
BMC?

+  Would the Framework provide extra value for
the start-ups involved in the program?

«  What are the possible pros and cons of using
Service Design in combination with BMC?

+ Isthere something you think we should be aware
of using the BMC?

+ Do you have any improvements or suggestions
for the framework?

I will quickly introduce you to the 3 frameworks
which we designed based on our research. Do you
have any knowledge regarding Service Design tools?
Please be aware that I will ask questions only regard-
ing BMC in combination with Service Design.

Jarek - entrepreneur - CEO of contract book start-up

« Introduce our project (written text send)

+ What is your overall feeling regarding the
Frameworks?

« What do you think about the flow of each of the
Frameworks? Are they easy to follow? Are they
intuitive?

«  Who could you see to use the Frameworks?

+  Who would be the main target group of the
Frameworks in the startup world?

+ Can you see the value of implementing the
Frameworks into the startup world?

+ What are the pros and cons of the Frameworks?

+ Do you have any improvements or suggestions
for the framework from the startup perspective?
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Text send to the participants:
Hi...

Thanks again for participating in the testing of our
final outcome!

As you might know, we are studying Service Systems
Design and are writing our Master Thesis at the mo-
ment. Our research question of the thesis is “How
can Service Design be used to support the Business
Model Canvas?” focusing on the Startup Program at
Aalborg University and their workshop about Busi-
ness Model Canvas. This was explored through our
own workshops and the final outcome ended with a
Framework including our tips & recommendations,
a toolkit and a workbook to be used within the Start-
up Program and maybe also for others of interest.

We want you to read through the Frameworks #I,
#2 & #3 to see if they make sense and to hear your
thoughts about them. The Frameworks are attached
as separate files and please note that they are still
draft versions. We look forward to getting your opin-
ion.

Best,
Marcela & Stine

Appendix 10: The Testing

Key points from testing round #1, the Service De-

signer with BMC experience:

+ The Frameworks are too long with a lot of rep-
etition. It would be good enough with two - one
guidebook and one workbook.

+ It is confusing to call them Frameworks. Call it
what it is: a Guidebook and a Workbook.

+ Our job as Service Designers is to visualize how
the jobs should be done. It is good that it is made
as a cookbook (step by step with a result) but the
connections between the tools should be made
more visual and simple.

+ We should start with the Persona and visually
take it through the BMC (using the Customer
Journey) and connect it to the Actors Map.

+ The chosen tools make much more sense when
you think about the work around the BMC. We
were told that it was really clever of us that we
chose these simple tools and did not go further
than using the Service Blueprint or other tools
that could be easily misunderstood or design
tools that were too complex for business people.

+ It made us understand that it can be used by
Service Designers in a business setting but then
we need a deeper connection between the tools
to help people that are not Service Designers to
understand.

+ The limitations of the BMC are often the miss-
ing value found in the connections between the
blocks. This can be connected with the Cus-
tomer Journey and should be simplified and be
more connected to the BMC. As a startup, you
tend to focus more of your attention on funding
and goals rather than tools. To help the users ac-
tually use tools they should be made simple and
fast to use.

Things to change before next test: #simplify #con-
nections #guiding #visuals

Key points from testing round #2, the BMC expert:

« It takes a bit of knowledge for the Business De-
velopers to implement it. It could be really cool
to help the students in this way but it might be
too specific.

+ The starting points of the users are really im-
portant. We should be more specific on who
this is made for. Maybe users with knowledge of
BMC but not SDT.

+ The design of the workshop seems to be a bit dif-
ficult for students. We should think about who
our target group is and customize it more for
them.

+ The words inside the BMC are business eco-
nomics and even this can be hard for the stu-
dents to understand. As a facilitator you need
to understand your audience. Each participant
have different knowledge, which can influence
each outcome.

+ There is an element that we probably need to
think about: it might not work as a workshop -
proposals that can be used in different sessions
could work better.

+ The BMC is a communication device. One of the
biggest limitations is the way it is being used. If
you continue brainstorming in the same team
you will not get anything new out for it. Should
give more suggestions for how it can be used.

« It is nice to have a manual but suggestions are
much more useful in the real world. Let’s say the
Business Developers change jobs and someone
new needs to take over. Will they know how to
use this?
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+ Itis also an economical question for the organi-
sation. How much will it cost to implement this?
Is it valuable enough for us to do so?

+ Ifyou dive into each block of the BMC there are
so many other fields that can support each of the
blocks - is Service Design the most valuable for
this?

+ Those who need the BMC the most do not use
it because they do not understand it. If you do
not have the imagination and a creative way of
thinking, you cannot use it in the right way. The
people who know how to use it use it without
knowing.

+ Maybe we should start somewhere else. Instead
start with some creative thinking tools that can
help people to get into this mindset.

+ We mention four levels - there is a higher level.
Alexander Osterwalder was an IT specialist who
wanted to understand systems of a business. Can
you innovate a way to do business? Not a specific
product and service. There are a lot of examples
of this such as Ryan Air. However, can you teach
people to do this? This can be challenging.

+  What should the teachers think about when
teaching? We should explain that this is a start-
ing point and can be used in different settings
and ways. We should also highlight more of what
to be aware of and the limitations of the BMC.

Things to change before next test: #audience #spec-
ify #suggestions #limitations #mindset #learn-
ing-philosophy

Key points from testing round #3, the AAU INC
Business Developer:

+ The Frameworks were not understandable on
their own. They need an explanation and walk
through to get it. He expressed, that he would
still be in doubt of how to use it on his own.

+ The tools are good and simple for the Business
Developer and the students to use. He liked that
we chose validated tools and not tried to build
our own tools. It is nice that the tools seem to
fit the model and can be implemented into this
one. In the startup world there are often just a lot
of tools and it is not shown how they can work.

+ A couple questions regarding the validation of
the tools: is it iterated enough within one work-
shop? Will they get enough new ideas or sug-
gestions in one workshop to iterate on it? In his
opinion, a couple of days between the use of
the tools will help the participants to gain new
knowledge.

+ He thinks that the use right after each other
might just add existing knowledge on the BMC.

« It would be good to test if the participants can
play with the canvas and create a story from it.
This will be the biggest value for him. This could
create the homework for the students that they
should try to tell this story to someone before
the next round.

+ Playing around with the canvas with post-its is
also a key for the blue ocean strategy. This is a
well-known tool within the business world, but
not for Service Designers. This model might
work better to help the students to play around
on the canvas with the post-its when they have
both financials and customers in focus.

+ The Persona should be the first tool to be used.
This really helps some students to have the hu-
man-center focus. It is really good to turn the
canvas into a story. He tried showing a video but
the students could not do it. He would like to
know if the students can use it in this way.

« Itwould need a better flow of explanations (keep
it simple, a few lines is enough). It should show
more of our results to know ifand how they work.
It would also include what he should be aware of
as well as possible biases and limitations

Things to change before next test: #results #vali-
dations #testing #explanations #suggestions #hu-
man-center

+ Key points from testing round #4, the second
AAU INC Business Developer:

+ The Customer Journey tool is new for him. He
knew about the Persona and Actors Map. He
believes the Actors Map and the Persona work
great together with the BMC and would add a lot
of extra value.

+ He might need a better explanation of the Cus-
tomer Journey (CJ). He has heard about touch-
points and areas and these but would need a
more explanation. The area of SD is still fuzzy
for him. He has worked as a Service Designer
but did not even know the CJ tool.

+ The Frameworks ads inspiration, reflections,
and iterations about how to make different kinds
of workshops. This would provide the startups
with more value through a creative way of think-
ing.

+ The visual aspect of the Frameworks helped
him to understand. He also liked the fact that it
seemed like we were trying to make the SDT fit
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+ He is questioning who we thought should use it
- should be more clear.

« It has potential as a stand-alone tool to devel-
op further on. The startups saw the value of the
tools which was important information for him
and should be in the guidelines.

+ We do not have to make a ‘one model fits all’. It
would be nice to have some suggestions and then
the user can choose what they see the value in.

+  We should be aware that there are a lot of tools
and models that can be used instead of our sug-
gestions and maybe mention this.

Things to change before next test: #visuals #results
#users #value #suggestions #competitors

Key points from testing round #4, the entrepreneur:

+ The template is difficult to understand on its
own. There would be a need for a consultant to
teach it to get the most out of it for people who
do not know SD.

+ “I believe that for inexperienced entrepreneurs,
this is a way to start. This is a way to put you in
the thoughts of business. Who can help with
your business? How would the users think? Help
you to consider much more, than just your idea.”

« It is very generalized and seems like something
that can be used for everything. It needs to be
more specific, showing what problems it solves
and who it is for.

+  “You are filling it out and you do not know why.
This is the problem with all tools.”

+ Pros: Planning is more important than sticking
to the plan. I see this as planning.

+ Cons: The increased awareness of the steps you
can take and how it will help you. It might be too
time-consuming.

« It could be used as ongoing work. Come back
to it every month, and not in a workshop. Have
tried out workshops, but the use of it stops after
that one workshop, where continued, iterated
work help better in the end(as impact planning
every week)

o “You can tell me what the tools do, but it doesn’t
speak to my problems. What can Service Design
fix for me?”

« Things to change after the last test: #segment
#problems #focus #iterations

Appendix 11: Product Report / final outcome
/ Frameworks

On the following pages the final outcome will be
presented. The first file is named as SDT Facilitator
Guidebook. The second file is named as SDT Tool-
kit. The third file is named as SDT Workbook.
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Service Design Thinking
#FACILITATOR GUIDEBOOK



Kits introduction

1. Service Design Thinking
#Facilitator Guidebook

The core of the facilitator guidebook is the proposed
process of the facilitation of the workshops regarding
service design thinking tools and their influence on
business model canvas. The tools supporting the have
been chosen to support and boost a business idea into
a detailed and thoroughly thought business model.

The guidebook should be considered as a preparation
point for facilitators.

#outcome of use: familiarization with the workshops
process, preparation to workshop facilitation, gained
knowledge about BMC & SDT, familiarization with can-
vas templates used during the workshops.

2_Service Desian Thinki
—#Toolkit

The toolkit presents the business model canvas and
service design tools which are implemented into the
proposed process of the workshop. The toolkit is hand-
ed into startups before the workshops.

#outcome of use: gained understanding and knowl-
edge about BMC & SDT tools, familiarization with can-
vas templates used during the workshops.

3. Service Desian Thinki
—#Workbook

The workbook is a ,ready to use” A3 file created to
be adopted during the workshops. It was designed to
follow each step of the proposed process: preparation,
usage of the BMC & SDT templates, and reflections
& conclusions. The workbook should be printed and
handed in by the facilitator to the participants.

#outcome of use: the creation of a more coherent and
detailed business model, creation of SDT, mapped out
possible gaps, pains, and gains of the business idea



Goals of service design thinking kits

1 UNDERSTAND YOUR BUSINESS

e main goal of the Service Design Think-
ing kits is to provide tools that will allow
startups gain a deeper understanding of
their business. Thanks to a combination of
Business Models Canvas and Service Design
Thinking Tools, a business idea can be mea-
sure from different points of view. Startups
will learn how to step into customer’s shoes
or how the actors involved in their business
can help to improve processes and relation-

ships.

GAIN A HOLISTIC APPROACH

combination of Service Design Thinking
and Business Model Canvas brings a holis-
tic approach towards business creation. Pro-
posed in the kits tools and methods high-
light the importance of looking at the service
or product beyond the business perspective
only. By using the tools startups gain an un-
derstanding of their customers and stake-
holders which as an outcome allows to iden-
tify gaps and pains which can be turned into
possibilities and bring their business on the
higher more coherent level.

INVOLVE SERVICE DESIGN THINKING

main positive about the Business Model Canvas
is its easiness. At the same time, it might be con-
sidered as its limitation as a tool is usually used as
a quick checklist. The Service Design Thinking Tools
take the BMC on higher levels of use, which allows
startups to look deeper into the business idea from
many different angles.

4 REFLECT & EXPERIMENT

e Service Design Thinking kits give a base to cre-
ate, reflect, and experiment with business model.
Thanks to Service Design Thinking tools, Business
Model Canvas can be taken on a higher, more com-
plex level than just a checklist. Startups will gain a
holistic approach which will allow to reflect on their
business idea, play with different options of imple-
mentation to the market as well as introducing it to
their customers.



Limitations

The choice of SDT tools, as well as the creation of the process, was designed under the needs of the startups en-
rolled in AAU Incubator. Chosen SDT tools are simple and easy to navigate. However, their impact on the BMC was
investigated together with startups in their early stage of development. The outcome was highly positive. Involved
in research startups gained a deeper and more coherent understanding of their business idea. Yet, the outcome of
the usage of the process by startups on a more mature level is unknown and requires further research.

Nevertheless, as researchers we presume that the human-centered approach of chosen SDT, their specificity, and the
ability to expose service gaps and potential improvements will benefit any size of the startup.

POSSIBLE BIAS

:: Difficulty to set oneself in the design mindset

:: Difficulty to step out of the business mindset and start thinking from the customer point of view
:: Difficulty to kick off with the process - extra help from facilitator might be needed

:: Extra encouragement of working with canvas after workshops might be needed

:: Recommended time frames might be too long or too short - facilitator need to control flow
of the workshop and pace of work of each participant



USER CENTRED

rvices should be experienced through the
customer’s eyes.

As a service/ product provider it is import-
ant to understand the habits, culture, social
context, and motivation of users or custom-
ers.

Principles of service design thinking#*

O-CREATIVE

stakeholders should be included in the
service design process

Providing a service requires recognition of
various stakeholders such as front-line staff,
back-office employees and managers, ex-
ternal support, and non-human interfaces
as machines or digital solutions.

SEQUENCING

service should be visualised as a se-
quance of interrelated actions.

It is dynamic processes that take place over
a certain period of time. While designing a
business model the rhythm of service should
be considered as a factor influencing the
mood of customers.

EVIDANCING

ngible services should be visualised in
terms of physical artefacts.

Service evidence such as “thank you card”
can prolong a nice feeling of service mo-
ment thanks to which customers might be-
come more loyal to the business.

HOLISTIC

e entire enviroment of a service should
be considered.

Working in a holistic way might feel almost
as an impossible task. However, the goal
should be set to have a wide perspective on

the business and its surroundings as possi-
ble.

Source: Stickdorn, M., Hormess, M., Lawrence, A., & Schneider, J. (2018). This is Service Design Doing (1st ed.)
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Case study // how SDT can influance BMC?

To measure how the SDT tools might influence BMC, two rounds of work-
shops were facilitated with startups. All of the startups were at the beginning of
their business road, meaning that they had only business ideas ready to develop
into business models.

The first two rounds of the workshop were dedicated to Personas and Actors
Maps tools. Firstly participants, fill out BMC according to their knowledge and
understanding of the business idea. Secondly, SDT was introduced to them.
Based on the new learnings they created one persona as well as mapped out all
actors connected to their businesses. After these exercises participants got back
to BMC to reflect on it and possibly add new elements relevant for their business
model development. The majority of new elements were added to “Custom-
er Segment” and “Key Partners” blocks. Throughout all sessions, the facilitator
controlled a time which turned out to be a positive aspect, since SDT tools could
positively influence BMC even in a relatively short time. The participants’ feed-
back gave us an understanding that SDT allows them to look beyond their busi-
ness lenses only by switching their focus on a more holistic perspective.

The second round of the workshop was dedicated to the Customer Journey
tool. Since the CJ is more complex and requires a deeper focus on details, the
workshop turned into individual sessions with a startup that takes part in the first
round of the workshop. In order to gain as much as possible from the session,
startups had to prepare themselves by analyzing BMC from the first round as well
as fill out few short exercises which allow them to gather a deeper understanding
of the tool. After feeling out the Customer Journey template with the assistance
of a facilitator, participants got back to their BMC again. The individual session
helped the participants to see the whole picture of their business, which means
that almost all of the blocks of BMC were influences by the CJ tool. The excep-
tion was Value Proposition which means that the core of the business stayed the
same while new features and solutions were added in order to improve the user
or customer experience.



Process of workshop facilitation

A key to the successful facilitation of the workshop is the thoroughly planned process. To help you
get into a good flow but also allow participants to gain valuable knowledge and understanding
about their business the process was divided into 2 rounds.

Each of the rounds requires a bit of preparation from the participants in order to put them into
business and service design thinking mindsets. Moreover, rounds end up with exercises that drive
participants towards reflections upon their businesses.

All of the necessary information regarding business model canvas and service de-
sign thinking tools are provided on the next pages of the guidebook. The “identify
your business PREP”, “customer journey PREP” and “reflections and conclusions”
are presented in the workbook.

Please noted that the recommended time was placed on the process as well as
touchpoints. Those should give you an idea of what extra materials need to be
prepared to fulfill the good flow and experience of the workshops.

1st ROUND of WORKSHOP

Encourage participants to use
the time between the workshop
to analyze their BMC. Make
them aware to do not to jump
into that straight away. They
should give themselves time to
rethink the workshop.

2nd ROUND of WORKSHOP (individual session)

service design thinking

service design thinking

time

i i Reflections &
ity vour BMC 1St BMC an BMC . Customer Journey service design thinking 4th BMC
blfsinteZyS);REP introduction fill out (level 1) PERSONAS fill out ACTORS MAP arﬂ[ “Be\lzl‘g Storytelllng PREP CUSTOMER JOURN EY fill out Conclusions
(O T W ST S, SU_—— S_— oo O T I S— O-r
pre homework 30 min 20 min 10 min 20 min 10 min 10 min pre homework 30 min 10 min individual work

oint

TIPS

Templates: The Service Design Thinking Framework: Workbook was designed in A3
high print resolution size. That means that the file can be printed and used during the
workshop. There is no need for printing extra template sheets or drawing them on the
papers.

Post-its: It is not necessary to keep an exact color scheme of the post-its. However, it
is important to keep their designed order. Thanks to that participants are able to see
results of their work much cleaner as well as the influence of service design thinking
tools on business model canvas.

Workshop rounds: Each of the rounds require a lot of energy from participants.
You can either schedule the workshops on one day with a longer break between
rounds or book two individual days. We recommend the second option since the
participants will have time to reflect on the first round as well as prepare themselves
before the second one. We also recommend to facilitate the 2nd round as an in-
dividual session with each startup, since the Customer Journey is more complex.

BMC introduction: Keep the “one after one” flow of introduction - meaning that
after one presented block participants have time to fill it out. They won't lose their
focus and gathered knowledge will be used immediately.




Workshop Journey // 1lst round

The workshop journey captures the entire process with division into 3 stages:
pre-workshop period, workshop period, and post-workshop period. However, to
make the process more clear we split it into two rounds. That gives you an overview
of how participants should prepare themselves before each round of the workshop
but also what takeaways should be taken after the workshop. You can also see a
division of roles on each stage, marked as an A (Actor) and touchpoints crucial for

workshop facilitation (marked as T).

Pre-workshop period

Invitation to the workshop:
Share the #2 Framework: toolkit and #3
Framework: workbook with enrolled startups

A: Facilitator, Participants

BMC introduction
one presented block
= one filled out block

T: BMC template / purple post-its

Preparation of startups to the workshop:
"ldentify your business" canvas available in
the workbook

A: Participants, Facilitator

Creation of Actors
Map by participants
F: guide throughout the process!

T: Actors Map template, blue post-its
red marker

v

Preparation of all neccessary materials:
printed A3 templates, post-its, markers,
presentation slides

A: Participants

BMC 3rd fill out

BMC from 1st & 2nd fill out is used

T: BMC template / blue post-its

Workshop period

facilitator controls time!

A: Facilitator

Personas
introduction &
specific example

T: Presentation slides

A: Participants

Creation of one
Persona by

participants
F: guide throughout the process!
T: Personas template, pink post-its

v

A: Facilitator

Actors Map
introduction &
specific example

T: Presentation slides

A: Participants

BMC 2nd fill out

BMC from 1st fill out is used

T: BMC template / pink post-its

A: Participants

Storytelling

F: guide throughout the process!

T: created BMC template, A4 paper

KEYS

A: Actor
T: Touchpoint
BMC: Business Model Canvas

Post-workshop period

A: Participants

Reflections on Storytelling
Level 2 of BMC

A: Facilitator

Encouragement to create more personas

A: Participants

Preparation before Customer Journey
workshop
Individual work with guidelines available in
the workbook




Workshop Journey // 2nd round
KEYS

A: Actor

T: Touchpoint

BMC: Business Model Canvas
CJ: Customer Journey

POV: Point of View

Workshop period

facilitator controls time!

Pre-workshop period Post-workshop period

............................................................................. » P PSPPI S
A: Facilitator A: Facilitator A: Participants
Preparation of startups to the 2nd round _ A: Participants
...... . L . Presentation of
of the workshop: N Quick introductionto | . Customer Journey w»] Dersona as a POV of flecti & Conclusi
Read and do exercises from workbook Customer Journey example P creating CJ divid R? ecT:ons h ong :swr?s
"customer journey guidebook” : g o » Individual work together with assignments
T: slides, info from CJ guidelines T: C) template, slides T: Persona template from the WorkbOOk
v
A: Participants A: Participants
. Creation of Customer | A: Facilitator
: grennerenaresennened BMC 4th ﬂ” out oevreeed :
Startups analyze of created BMC from the | BMC from 1st & 2nd & 3rd Journey :
1st round fill out is used F: guide throughout the process! .......... N Encouragement to create more C_I from
...... T: BMC template, yellow post-its T: BMC template / blue post-its different Personas POV
TIPS
Encouragement: The better participants are prepared for the workshop, the smoother
Time control: As a facilitator remember to control the time of each session. 5 minutes sessions are. It's also important to reflect on the created tools and BMC after each work-
before the end of the time participants should be acknowledged that time is up soon. shop. Moreover, participants should be encouraged to work on service design thinking
tools after the workshop and try to create them from a different perspective.
Assistance: As a facilitator, your role is also to guide participants throughout the ses-
sions whenever they feel in doubt or need another perspective. The assistance is im- Online facilitation: Both of the rounds can be taken on the online level of facilitation.
portant especially during the Customer Journey session as the template is much more However this step requires an extra preparation such as choice of online whiteboard

complex and requires a good understanding of the business and its features. tools (e.g. Miro, Google Jam) or online communicator (e.g Zoom, Teams).



Business Model Canvas

The BMC gives a holistic picture of an organization and in the same

Additionally, it can be filled out as many times as needed in order
way pushes us to reflect on its values, information flow, and part-

to capture the business from different angles or improve previously

ners. Each block asks questions that are used to start a brainstorm-  developed canva.
INng session.
Key Value Customer
Act"r"t'ef Proposition Relationships

Key /
Partners /¢ \Customers

\

Costs / Key / \\Revenue

" Resources / \ Channels

drawings by JAM



Business Model Canvas // 4 levels

Business Model Canvas is relatively consider as an easy tool to  All four leveles are implemented into the process of workshops.
design or evaluate business idea. However, it might be taken to  As a facilitator your role is to navigate the startups throughout the
higher, deeper levels which allow consider the business from dif-  levels which as a result give them a broader picture of their busi-

ferent angles, compare it with already existing ones or even ex-  ness ideas.

periment in order to come up with the best possible model.

Level 1 - this is the way when the tool is
used as a checklist. Here participants fill out
the boxes to list out all components of their
business and to get an understanding of the
different elements which exist within their
business model. The level 1 is used at the be-
ginning of the 1st round of the workshop.

Level 3 - In this level, not only do partici-
pants understand their own business model,
but also other companies’ business models.
This can be competitors or business models
created with success. They can be used to
gain an understanding and knowledge that
can be used in their own business model.

Level 2 - in this level, participants gain an
understanding of the different connections
between the boxes. Based on that they cre-
ate a story through all elements and make it
an easy walk through the business model. The
story is created at the end of the 1st round of
the workshop.

Level 4 - In the last level, participants start
to experiment. They should not only have
one business model, but make and iterate
on more canvases by testing hypotheses and
ideas. The success factors from different mod-

els should be then collected and end up in a
final BMC.
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Business Model Canvas // 9 blocks

VALUE PROPOSITIONS

// What value do we deliver to the customer?
// Which customer needs are we satisfying?
// Which job are we helping the customer get
done?

Hint: Your value proposition solves your cus-
tomer's problem or satisfies their needs. It
might be quantitative as price of speed of
service of qualitative as design or customer
experience.

The Business Model Canvas

P e
Key Partners & | KeyActiities @ | value Propositions B | customerRelationships W | customer segments )

1/ Whatare our Key Partners?

//What Key Activities do our Value J/What value do we deliver to //What type of IFor
Propos each

the customer? of our Customer Segments. //Who are our mostimportant customers?

p
P with them?

J/What bundles of products and services [ //Which ones have we established?
the rest

Segment? of our business model?
4 arewe

satisfying?

Key Resources .-5 Channels . )

ourvalue [/ Thvough which Channels do our
Customer Segments want to be reached?)

1/ How are we reaching them now?

1/ How are our Channels integrated?

1/ What
Proj

L )

Cost Structure Revenue Streams é
//Whatarg
1/Which K
1/Which Key Actvities are the most exper

usiness models? //For what value are our customers really willing to pay?
//For what o they currently pay?

//How are they currently paying?

//How would they prefer to pay?

vvvvvvvvv

@©strategyzer

strategyzer.com

CUSTOMER RELATIONSHIPS

// What type of relationship does each of
our Customer Segments expect us to es-
tablish and maintain with them?

// Which one have we established?
// How costly are they?

Hint: The Customer Relationship deeply in-
fluence the customer experience.

CHANNELS

// Through which channels do our customer

segments want to be reach?

CUSTOMER SEGMENTS

// For whom are we creating value?
//' Who are the most important customers,
client, users?

Hint: You business model might have one
or more customer segments, but remem-
ber that you craft you business proposition
under their needs! You can’t design your
product for everyone.

CUSTOMER RELATIONSHIPS

// For what value our customers are really

willing to pay?

// How are our channels integrated? Which
ones work the best?

Hint: You can divide channels between
communication, distribution and sales. Re-
member that your value proposition is also
deliver through channels!

// How would they prefer to pay?

Hint: Revenue Streams is the way how your
company generates money from each Cus-
tomer Segment. Remember you can have
more than one revenue stream!

11



Business Model Canvas // 9 blocks

VALUE PARTNERS

// Who are your key partners?

// Who are your key suppliers?

// Which activities are carried out by partners?
// Which resources are we acquiring from part-
ners?

Hint: there is different motivations for creating
a partnership. This could be for optimization
and economy of scale, reduction of risk and
uncertainty, strategic alliances, licensing in-
stead of building it yourself.

The Business Model Canvas

P
Key Partners & | reyActiities @ | value Propositions 55 | customer Relationships W | Customer segments

the customer?
" mer's problem: expect

with them?
//What bundles of products and services | //Which ones have we established?
ustomer the rest

Segment? of our business model?
arewe

satisfying?

Key Resources .“ Channels . )
2

s do our Value //Through which Channels do our
Customer Segments want to be reached?!
1/ How are we reaching them

our Channels integrated?

1/ What Key Resources
Propositions

//What are 1 What Value //What value do we deliver to //What type of relationship does I/For whom are we creating value?
Propos each of our Customer Segments //'Who are our most important customers?

?

Cost Structure @ | revenve sueams
//What are the most important costs inherent in our business models? mers really willing to pay?
//Which Key Resources are the most expensive?
//Which Key Activities are the most expensive?

7
/1 How much does each Revene Stream contribute to overallrevenues?

©000 0

@©strategyzer

strategyzer.com

KEY ACTIVITIES

// What key activities does your value prop-
osition / distribution channels / customer
relationships / revenue streams require?

Hint: there is three main types of activities:
Production (Designing, making and deliver-
ing a product), Problem solving (solutions
to your customers’ problems, Consultan-
cies, hospitals and service organizations),
and Platform/Network (management and
promotion, Amazon, eBay, Microsoft, Ap-
ple, Visa, MobilePay).

KEY RESOURCES

// What key resources does your value prop-
osition / distribution channels / customer
relationships / revenue streams require?

Hint: there are four types of resources:
Physical (Facilities, buildings, vehicles, ma-
chines), Intellectual (Brands, knowledge,
patents, copyrights, partnerships, customer
databases), Human (knowledge, creativity)
and Financial (guarantees, line of credit,
banking license).

CUSTOMER RELATIONSHIPS

// Which are the most important costs in your busi-

ness model?

// Which key resources or activities are the most ex-

pensive?

Hint: you could focus on either a cost-driven (min-
imizing costs) or value driven (focus on premium
experience) structure - both have pluses and mi-
nuses. Also remember to include both fixed- (Costs
that remain the same) and variable costs (Costs that
scale up or down).

12



Business Model Canvas // golden rules

As a facilitator communicate the golden rules of the 1st fill
out of the BMC with participants before they start working
with the canvas. Remember that the 1st fill out happens on
Level 1, which means that the BMC is used on a basic level as
a checklist.

GOLDEN RULES

:: Do not think too much - just WRITE
:: Use keywords - no long sentences needed
. If you get stuck - just continue to another block
:: Try to use only between 1-2 minutes in each block
.. Use sticky notes

(might be use as an text on presentation slides)
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Service Design Thinking tools // ACTORS MAP

Actors Map illustrates numerous stakeholders involved in the busi-
ness. An actor should not be understood only as a human being

but also as an organization, object, or intangible service like the
MobilePay.

Moreover, mapped out Actors Map provides a picture of a coher-
ent picture of relations, roles, and connections between all of the
actors which can point out gaps and new possibilities.

4 STEPS TO CREATE ACTORS MAP

START WITH: 1. Write business idea (name) inside the circle; 2. List down the actors on blue post-its
CONTINUE WITH: 3. Connect the actors you already are (or have a plan to be) related with;

4. Analyze the map and identify areas where there is a room for improvement, possibilities or
missing gaps and describe these by using red marker (e.g. connect not related with each other
actors whose relation could be beneficial - describe the benefits shortly.)

Actors Map template

Example of Actors

[ our regulators Bl
@ A
Co;::;r:ity : \ @ o vostors |

Local authorities e}

Contractors and suppliers
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Service Design Thinking tools // ACTORS MAP example

4 STEPS TO CREATE ACTORS MAP

START WITH: 1. Write business idea (name) inside the circle; 2. List down the actors on blue post-its
CONTINUE WITH: 3. Connect the actors you already are (or have a plan to be) related with;
4. Analyze the map and identify areas where there is a room for improvement, possibilities or

missing gaps and describe these by using red marker (e.g. connect not related with each other
actors whose relation could be beneficial - describe the benefits shortly.)
Should also

register on
this platform?

Make a
corporation?

Make a
corporation,

could suggest
us?

A strategy on
how to get
them?

Use them as
co-host or
local guides

Example of Actors

Outsource

Our regulators Customers
) S

Need a Environmental

o} o Employees
strategy partners Beey

Community
groups

6% Investors

Use as brand
Local authorities e o—m
ambassadors

Actors Map example
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Service Design Thinking tools // PERSONAS

Personas are typical representatives of the customer sugment.
They help to imagine how a certain person would behave and
react while using the product or service. Moreover, personas
point out on real needs of the potential customers or users.

SKETCH YOUR PERSONA HERE!

NAME & AGE GOAL
+ the nickname That might be personal desires and life goals.
DOES

What that persona do in order to accomplish goals?

CHANNELS

What channels that persona is using daily?
PAIN

That might be something negative about your product/ service or area of
your business which that person wants to avoid.

THINKS& FEELS

GAIN
That might be a problem or something positive
which is related to your business area. That might be something positive about your product/ service or
Eg. expectations. area of your business which will make that person more happy.

GOLDEN RULES

.2 Try to put yourself into persona’s shoes,
be empathic!

:: Don't look through business lenses only,
take a broader picture!

:: Personas are not average of Customer
Segments, they are individuals!

:: Try to design as many personas as possi-
ble. They allow you to have different points

of view on the bussiness.

(might be use as an text on presentation slides)
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Service Design Thinking tools // PERSONAS example

SKETCH YOUR PERSONA HERE!
NAME & AGE gaeserreeen,,, ) | GOAL
+ the nickname %' That might be personal desires and life goals.
.." LR — ;!
: L p
[ ]

your business which that pe

~/
o DOES
What that persona do in order to accompli
CHANNELS
a daily PAIN
That might be something n

THINKS& FEELS
GAIN
That might be a problem or something positive
which is related to your business area.

Eg. expectations.

servic
re hap

That might be something posi
area of your business which




Service Design Thinking tools // CUSTOMER JOURNEY GUIDELINES

The Customer Journey is a visualization of all the experiences which a customer
interacts with while using the service or product. While mapping out the cus-
tomer's steps it is important to put yourself into customer shoes, meaning that
you have to look on the journey from the customer perspective. Remember that
customers have much more in their minds than just thought of your service or
product.

While designing the customer journey we tend to think about the certain mo-
ment of interaction between the customer and service/ product. However, it is
extremely important to look beyond that moment and consider the whole journey
including before and after moments.

BUSINESS IDEA SERVICE MOMENT:

BEFORE

How persona knows about service/ product?
How persona gets in touch with service/ prouct?

HOW TO START?

1. Present the persona customer journey
2. Pick the service moment

3. Map out before the moment
4. Map out during the moment
5. Map out after the moment

touchpoint

feelings

line of

interactions

NAME & AGE
+the nickname

requirements

cHaNNELS

pains

THINKSK FEELS

gains

DURING AFTER

How the process of using service/ What the persona does after using the
product looks like? service/ product?
Leaving the comment? Share experiance
with others?

REMEMBER:

Touchpoint: a tangible or intangible point of interaction between the service and
consumer/ user e.g. website or menu.

Feelings: what does customer/ user feels on certain step of the journey?

Line of interaction: All actions above are mapped out from customer/ user per-
spective only. All actions below also consider a business provider perspective.

Requirements: What business provider needs to deliver so a customer/ user
is able to accomplish each step of the journey.

Pains: Possible mistakes.

Gains: Possible extra service which will make a customer/ user more satis-
fied.

NOTE: The Customer Journey row is an indicator for rest of the rows. How-
ever, not all of the CJ steps needs to be covered with e.g gains.
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BUSINESS IDEA
:: Supermarket Irma

SERVICE MOMENT:

:: Grocery shopping in the morning

HOW TO START?

1. Present the persona

. Pick the service moment

. Map out before the moment
Map out during the moment
. Map out after the moment

aA WwN

NAME & AGE
+the nickname

GOAL
That might be personal desires and Ife gods.

BEFORE

How persona knows about service/ product?
How persona gets in touch with service/ prouct?

Service Design Thinking tools // CUSTOMER JOURNEY example

DURING

How the process of using service/

product looks like?

AFTER

What the persona does after using the
service/ product?
Leaving the comment? Share experiance

CHANNELS

DOES
What that persona do in order to accompll

THINKSS FEELS

which s related o your business orea.
£ expectations.

That might be a problem or something positive.

PAIN
That might be something %
your business which that pe

GAIN
That might be something posit servic
area of your business which e hapy

with others?
his checks finds breakfast enters goestothe |  goestothe goes tothe 0es to ays with leaves gets gets
B | e | leaves takesa | chedsthe | mesoson | veggess | S | amseaons | B S rothésion starts oo
wakes up fridge is coop's tto grocery the basket | grocerylist | snactoose s grocerylist | | enoosetne theself-  the coop the abatloyaty cookin rate
recomennded experiance
empty app st house shop 2K the bread section 2again cashier app shop points g i recoe
coop coop door, coop s brand brand brand cashier, door, coopa coopa coopa
touchpoint app, app, brand basket ;’M';"' signages,  signages, nponzp' signages, = cashier | coopapp, brand ;‘0”‘;"‘ h”c "’;"' 'f’o "‘;p'
phone phone signage P products  products P products phone signage P P P
curious, . surprised of surprised | surprised surprised | e to inrushtogo in good Sure will
relaxed dissapointed curious hungry hungry hungry hungry easy of easy of easy of easy easy nome, happy
hoped navigat . . . doit fast ] mood do!
avigation navigation | navigation navigation wungry!
line of
interactions
s e o o= e i - casyaccess | petseon | e smoothly | thank you smoothly o smooth
downloaded e ent:ance maintained | togrocery |  maintained, | maintained, | togrocery | . E:S;e[: running signon running connectedto rating
app LT basket area list tab. clean shop clean shop list tab. e app o app Spotify. process
CIlyEID lack of lack of lack of X tack of arrogant
big size of long line internet
e labels labels labels s | personel
avigation shello] ersonel bill saved .
it any special tothe freshly paper P smiley smartapp Toyalty
gains always onthe music as a points after
diet? (data) closest baked bags personel m 3
IRMA bread around app g g
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Service Design Thinking
.. TOOLKIT



Kits introduction

| S”Fe' “.cl.el El es'sg". Ill"l"k"l'g

The core of the facilitator guidebook is the proposed
process of the facilitation of the workshops regarding
service design thinking tools and their influence on
business model canvas. The tools supporting the have
been chosen to support and boost a business idea into
a detailed and thoroughly thought business model.

The guidebook should be considered as a preparation
point for facilitators.

#outcome of use: familiarization with the workshops
process, preparation to workshop facilitation, gained
knowledge about BMC & SDT, familiarization with
canvas templates used during the workshops.

2. Service Design Thinking
#Toolkit

The toolkit presents the business model canvas and
service design tools which are implemented into the
proposed process of the workshop. The toolkit is hand-
ed into startups before the workshops.

#outcome of use: gained understanding and knowl-
edge about BMC & SDT tools, familiarization with can-
vas templates used during the workshops.

3. Service Desian Thinki
—#Workbook

The workbook is a ,ready to use” A3 file created to
be adopted during the workshops. It was designed to
follow each step of the proposed process: preparation,
usage of the BMC & SDT templates, and reflections
& conclusions. The workbook should be printed and
handed in by the facilitator to the participants.

#outcome of use: the creation of a more coherent and
detailed business model, creation of SDT, mapped out
possible gaps, pains, and gains of the business idea.



Goals of service design thinking kits

1UNDERSTAND YOUR BUSINESS

e main goal of the Service Design Think-
ing kits is to provide tools that will allow
startups gain a deeper understanding of
their business. Thanks to a combination of
Business Models Canvas and Service Design
Thinking Tools, a business idea can be mea-
sure from different points of view. Startups
will learn how to step into customer’s shoes
or how the actors involved in their business
can help to improve processes and relation-
ships.

GAIN A HOLISTIC APPROACH

combination of Service Design Thinking
and Business Model Canvas brings a holis-
tic approach towards business creation. Pro-
posed in the kits tools and methods high-
light the importance of looking at the service
or product beyond the business perspective
only. By using the tools startups gain an un-
derstanding of their customers and stake-
holders which as an outcome allows to iden-
tify gaps and pains which can be turned into
possibilities and bring their business on the
higher more coherent level.

INVOLVE SERVICE DESIGN THINKING

main positive about the Business Model Canvas
is its easiness. At the same time, it might be con-
sidered as its limitation as a tool is usually used as
a quick checklist. The Service Design Thinking Tools
take the BMC on higher levels of use, which allows
startups to look deeper into the business idea from
many different angles.

4 REFLECT & EXPERIMENT

e Service Design Thinking kits give a base to cre-
ate, reflect, and experiment with business model.
Thanks to Service Design Thinking tools, Business
Model Canvas can be taken on a higher, more com-
plex level than just a checklist. Startups will gain a
holistic approach which will allow to reflect on their
business idea, play with different options of imple-
mentation to the market as well as introducing it to
their customers.



USER CENTRED

rvices should be experienced through the
customer’s eyes.

As a service/ product provider it is import-
ant to understand the habits, culture, social
context, and motivation of users or custom-
ers.

Principles of service design thinking#*

O-CREATIVE

stakeholders should be included in the
service design process

Providing a service requires recognition of
various stakeholders such as front-line staff,
back-office employees and managers, ex-
ternal support, and non-human interfaces
as machines or digital solutions.

SEQUENCING

service should be visualised as a se-
quance of interrelated actions.

It is dynamic processes that take place over
a certain period of time. While designing a
business model the rhythm of service should
be considered as a factor influencing the
mood of customers.

EVIDANCING

ngible services should be visualised in
terms of physical artefacts.

Service evidence such as “thank you card”
can prolong a nice feeling of service mo-
ment thanks to which customers might be-
come more loyal to the business.

HOLISTIC

e entire enviroment of a service should
be considered.

Working in a holistic way might feel almost
as an impossible task. However, the goal
should be set to have a wide perspective on
the business and its surroundings as possi-
ble.

Source: Stickdorn, M., Hormess, M., Lawrence, A., & Schneider, J. (2018). This is Service Design Doing (1st ed.)
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Tool #1

#Business Model Canvas



Business Model Canvas

The BMC gives a holistic picture of an organization and in the same

Additionally, it can be filled out as many times as needed in order
way pushes us to reflect on its values, information flow, and part-

to capture the business from different angles or improve previously

ners. Each block asks questions that are used to start a brainstorm-  developed canva.
INng session.
Key Value Customer
Act“’"t'ef Proposition Relationships

Key / |
Partners /¢ \Customers

\

Costs Key / Reven ue

" Resources/ \ Channels

drawings by JAM



Business Model Canvas // 4 levels

Business Model Canvas is relatively consider as an easy tool to  All four leveles are implemented into the process of workshops.
design or evaluate business idea. However, it might be taken to  As a facilitator your role is to navigate the startups throughout the
higher, deeper levels which allow consider the business from dif-  levels which as a result give them a broader picture of their busi-

ferent angles, compare it with already existing ones or even ex-  ness ideas.

periment in order to come up with the best possible model.

Level 1 - this is the way when the tool is
used as a checklist. Here you fill out the box-
es to list out all components of your business
and to get an understanding of the different
elements which exist within their business
model. The level 1 is used at the beginning of
the 1st round of the workshop.

Level 3 - in this level, you not only do un-
derstand your own business model, but also
other companies’ business models. This can
be competitors or business models created
with success. They can be used to gain an un-
derstanding and knowledge that can be used
in your own business model.

Level 2 - in this level, you gain an under-
standing of the different connections between
the boxes. Based on that you create a story
through all elements and make it an easy walk
through the business model. The story is cre-
ated at the end of the 1st round of the work-
shop.

Level 4- inthe last level, you start to exper-
iment. You should not only have one business
model, but make and iterate on more canvas-
es by testing hypotheses and ideas. The suc-
cess factors from different models should be
then collected and end up in a final BMC.



Business Model Canvas // 9 blocks

VALUE PROPOSITIONS

// What value do we deliver to the customer?
// Which customer needs are we satisfying?
// Which job are we helping the customer get

done?

Hint: Your value proposition solves your cus-
tomer's problem or satisfies their needs. It
might be quantitative as price of speed of
service of qualitative as design or customer

experience.

The Business Model Canvas

Key Partners & | reyactiities (/]

P
Value Propositions i | Customer Relationships W | customer Segments )

//Whatare our Key Partners? /1what Value
2

hat to 1/What type of
the customer? each of

of our Customer Segments. //Who are our most important customers?

IfFor

problem:

with them?

//What bundles of products and services | //Which ones have we established?
the

Segment? of our business model?
1

are e
satisfying?

rest

Channels

// Through which Channels do our
Customer Segments want to be reached?)
1/ How are we reaching them

//How are our Channels integrated?

L)

Cost Structure

//What are the most important costs inherent i our business mo dels?
1/Which Ke
//Which Key Act

)
F
g% o
3
2
&
&
g
3
a

vvvvvvvvv

©000O -

@©strategyzer
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CUSTOMER RELATIONSHIPS

// What type of relationship does each of
our Customer Segments expect us to es-
tablish and maintain with them?

// Which one have we established?

// How costly are they?

Hint: The Customer Relationship deeply in-
fluence the customer experience.

CHANNELS

CUSTOMER SEGMENTS

// For whom are we creating value?
// Who are the most important customers,
client, users?

Hint: You business model might have one
or more customer segments, but remem-
ber that you craft you business proposition
under their needs! You can’t design your
product for everyone.

CUSTOMER RELATIONSHIPS

// Through which channels do our customer
segments want to be reach?

// How are our channels integrated? Which
ones work the best?

Hint: You can divide channels between
communication, distribution and sales. Re-
member that your value proposition is also
deliver through channels!

// For what value our customers are really
willing to pay?
// How would they prefer to pay?

Hint: Revenue Streams is the way how your
company generates money from each Cus-
tomer Segment. Remember you can have
more than one revenue stream!



Business Model Canvas // 9 blocks

VALUE PARTNERS

// Who are your key partners?

//' Who are your key suppliers?

// Which activities are carried out by partners?
// Which resources are we acquiring from part-
ners?

Hint: there is different motivations for creating
a partnership. This could be for optimization
and economy of scale, reduction of risk and
uncertainty, strategic alliances, licensing in-
stead of building it yourself.

The Business Model Canvas

P
Key Partners & | KeyActiities @ | value Propositions 5 | Customer Relationships W | customer segments )

/1 What are J/What J/Whatvalue dowe deliverto //What type ofrlationship does /IFor whom are we creating value?
each of our Cu

the customer? i Customer Segments //'Who are our most important customers?
o problems | expect
with them?
J/What bundles of products and services. | //Which ones have we established?
the

Propos
//0urDi
e
rfom?| // Reven

1 rest
Segment? of our business model?
" arewe

satisfying?

f
Key Resources 2 Channels L)
2

1/What Key Resources do our Value //Throu
Propositions require? Customer Segment;
~Customer Relationships? [/ How are we reaching them now?
~Revenue Streams? / Howare our Channels integrated?

o

Cost Structure @ | revenve streams

siness models? /For what val
J/Forwhatdo’ !
1/'How are they currntly paying?
1/ How would they prefer to pay?
1/ How much does each Revenue Stream contribute to overall revenues?

ers really willing to pay?

@©strategyzer
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KEY ACTIVITIES

// What key activities does your value prop-
osition / distribution channels / customer
relationships / revenue streams require?

Hint: there is three main types of activities:
Production (Designing, making and deliver-
ing a product), Problem solving (solutions
to your customers’ problems, Consultan-
cies, hospitals and service organizations),
and Platform/Network (management and
promotion, Amazon, eBay, Microsoft, Ap-
ple, Visa, MobilePay).

KEY RESOURCES

// What key resources does your value prop-
osition / distribution channels / customer
relationships / revenue streams require?

Hint: there are four types of resources:
Physical (Facilities, buildings, vehicles, ma-
chines), Intellectual (Brands, knowledge,
patents, copyrights, partnerships, customer
databases), Human (knowledge, creativity)
and Financial (guarantees, line of credit,
banking license).

CUSTOMER RELATIONSHIPS

// Which are the most important costs in your busi-

ness model?

// Which key resources or activities are the most ex-

pensive?

Hint: you could focus on either a cost-driven (min-
imizing costs) or value driven (focus on premium
experience) structure - both have pluses and mi-
nuses. Also remember to include both fixed- (Costs
that remain the same) and variable costs (Costs that

scale up or down).



Tool #2

#Service Design Thinking : Actors Map



Service Design Thinking tools // ACTORS MAP

Actors Map illustrates numerous stakeholders involved in the busi-
ness. An actor should not be understood only as a human being

but also as an organization, object, or intangible service like the
MobilePay.

Moreover, mapped out Actors Map provides a picture of a coher-
ent picture of relations, roles, and connections between all of the
actors which can point out gaps and new possibilities.

4 STEPS TO CREATE ACTORS MAP

START WITH: 1. Write business idea (name) inside the circle; 2. List down the actors on blue post-its
CONTINUE WITH: 3. Connect the actors you already are (or have a plan to be) related with;

4. Analyze the map and identify areas where there is a room for improvement, possibilities or
missing gaps and describe these by using red marker (e.g. connect not related with each other
actors whose relation could be beneficial - describe the benefits shortly.)

Actors Map template

Example of Actors

Community
groups

£
o

Local authorities o}

Contractors and suppliers

M



Service Design Thinking tools

// ACTORS MAP example

4 STEPS TO CREATE ACTORS MAP

START WITH: 1. Write business idea (name) inside the circle; 2. List down the actors on blue post-its
CONTINUE WITH: 3. Connect the actors you already are (or have a plan to be) related with;

4. Analyze the map and identify areas where there is a room for improvement, possibilities or
missing gaps and describe these by using red marker (e.g. connect not related with each other
actors whose relation could be beneficial - describe the benefits shortly.)

Make a
corporation?

Use them as
co-host or
local guides

Actors Map example

. -

Should also -

register on
this platform?

Make a

A strategy on
how to get
them?

us?

Need a
strategy

Use as brand
ambassadors

corporation,
could suggest

Example of Actors

Our regulators Customers

Environmental

partners o §

Employees

Community
groups
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Tool #3

#Service Design Thinking : Personas



Service Design Thinking tools // PERSONAS

Personas are typical representatives of the customer sugment.
They help to imagine how a certain person would behave and
react while using the product or service. Moreover, personas
point out on real needs of the potential customers or users.

NAME & AGE
+ the nickname

CHANNELS

What channels that persona is using daily?

THINKS& FEELS

That might be a problem or something positive
which is related to your business area.
Eg. expectations.

SKETCH YOUR PERSONA HERE!

GOAL

That might be personal desires and life goals.

DOES

What that persona do in order to accomplish goals?

PAIN

That might be something negative about your product/ service or area of
your business which that person wants to avoid.

GAIN

That might be something positive about your product/ service or
area of your business which will make that person more happy.

GOLDEN RULES

:: Try to put yourself into persona’s shoes,
be empathic!

:: Don't look through business lenses only,
take a broader picture!

:: Personas are not average of Customer
Segments, they are individuals!

:: Try to design as many personas as possi-
ble. They allow you to have different points

of view on the bussiness.

(might be use as an text on presentation slides)
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Service Design Thinking tools // PERSONAS example

NAME & AGE
+ the nickname

SKETCH YOUR PERSONA HERE!

.
.
.
---------

.
e
Ty

GOAL

That might be personal desires and life goals.

CHANNELS

DOES
What that persona do in order to accompli

THINKS& FEELS

That might be a problem or something positive
which is related to your business area.
Eg. expectations.

PAIN

That might be something n
your business which that pe

GAIN

servic
re hap

That might be something posi
area of your business which
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Tool #3

#Service Design Thinking : Customer Journey



Service Design Thinking tools // CUSTOMER JOURNEY GUIDELINES

The Customer Journey is a visualization of all the experiences which a customer
interacts with while using the service or product. While mapping out the cus-
tomer's steps it is important to put yourself into customer shoes, meaning that
you have to look on the journey from the customer perspective. Remember that
customers have much more in their minds than just thought of your service or
product.

While designing the customer journey we tend to think about the certain mo-
ment of interaction between the customer and service/ product. However, it is
extremely important to look beyond that moment and consider the whole journey
including before and after moments.

BUSINESS IDEA SERVICE MOMENT:

BEFORE

How persona knows about service/ product?
How persona gets in touch with service/ prouct?

HOW TO START?

1. Present the persona customer journey
2. Pick the service moment

3. Map out before the moment
4. Map out during the moment
5. Map out after the moment

touchpoint

feelings

line of

interactions

NAME & AGE
+the nickname

requirements

cHaNNELS

pains

THINKSK FEELS

gains

DURING AFTER

How the process of using service/ What the persona does after using the
product looks like? service/ product?
Leaving the comment? Share experiance
with others?

REMEMBER:

Touchpoint: a tangible or intangible point of interaction between the service and
consumer/ user e.g. website or menu.

Feelings: what does customer/ user feels on certain step of the journey?

Line of interaction: All actions above are mapped out from customer/ user per-
spective only. All actions below also consider a business provider perspective.

Requirements: What business provider needs to deliver so a customer/ user
is able to accomplish each step of the journey.

Pains: Possible mistakes.

Gains: Possible extra service which will make a customer/ user more satis-
fied.

NOTE: The Customer Journey row is an indicator for rest of the rows. How-
ever, not all of the CJ steps needs to be covered with e.g gains.
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Service Design Thinking tools // CUSTOMER JOURNEY example

BUSINESS IDEA SERVICE MOMENT:
:: Supermarket Irma :: Grocery shopping in the morning

BEFORE DURING AFTER

HOW TO START? How persona knows about service product?

How the process of using service/ What the persona does after using the
How persona gets in touch with service/ prouct? product looks like? service/ product?
Leaving the comment? Share experiance
1. Present the persona with others?
2. Pick the service moment
his checks finds breakfast enters goestothe |  Boestothe | o g0es tothe goes to ays with leaves P gets
3. Map out before the moment - e | | et | leaves ers | takesa || o || SHE, | Tppmn | Cetate || S | S065t0 || pasuih | leave o starts -
. ittogrocery grocerylist | and choose fruits . recomennded " about loyalty cooking e
4, Map out durlng the moment empty app fst house shop basket the bread section ez e cashier app shop points. g Coas
5. Map out after the moment
coop coop door, coona brand brand | oo brand cashier, door, . oona oona
i app, app, ran ' signages,  signages, " signages, cashier coop app, ran . . g
T PP PP band | basket | “GRUP sgnages, | sgnages | TR signag : popp, | brand hone. hone. hone.
signage roducts roducts roducts phone signage
phone phone ignag: P prodt prodt P prodt h ignag: B b i
SHETCH YoUR PRSONA HERE surprised of surprised surprised surprised in rush to go i
NAME & AGE GOoAL relaxed dssspanea | o curious hungry hungry hungry hungry sy of easy of easy of easy ;"af‘:? "i easy home, happy in g°‘:’d & . vl
+the nickname That mightbe persona desives and e goas i P navgalon | payigation | navigation | navigation | 401t huungryt moo o!
line of H
interactions
poes algorithms. clean
has well casy access well well easyaccess | secilsecion smoothly | thank you smoothly o smooth
What tht prsona do inorder to accomp downloaded v know er;lf::(e maintained | togrocery | maintained, | maintained, | togrocery | . (:::ﬁ'; running signon running connected to rating
preference basket area Jist tab deanshop | cleanshop list tab e e app the door app spotify process
CHANNELS
ot PAIN
That might be something ne i "
your business whichtha, :”sy”"e”:f lack of lack of lack of N Jiock arrogant
fa e labels labels labels 8 ey | personel
THINKSS FEELS
AN
That might bea problem o something pose
which is related to your business area. That might be something posit service
Eg. expectations, area of your business which re hapy navigation smell of | "
o any special tothe freshly paper personel smiley Cileee) SIEBED= ezl
gains & always onthe music as a points after
iet? (data) closest baked bags personel ¥
IRMA bread around app nice thing rating




Service Design Thinking
:: WORKBOOK



Kits introduction

| SHFE' “.It.el El E"Gg".lll"l"k"l'g

The core of the facilitator guidebook is the proposed
process of the facilitation of the workshops regarding
service design thinking tools and their influence on
business model canvas. The tools supporting the have
been chosen to support and boost a business idea into
a detailed and thoroughly thought business model.

The guidebook should be considered as a preparation
point for facilitators.

#outcome of use: familiarization with the workshops
process, preparation to workshop facilitation, gained
knowledge about BMC & SDT, familiarization with can-
vas templates used during the workshops.

2_Service DesianThinki
—#Toolkit

The toolkit presents the business model canvas and
service design tools which are implemented into the
proposed process of the workshop. The toolkit is hand-
ed into startups before the workshops.

#outcome of use: gained understanding and knowl-
edge about BMC & SDT tools, familiarization with can-
vas templates used during the workshops.

3. Service Design Thinking
#Workbook

The workbook is a ,ready to use” A3 file created to
be adopted during the workshops. It was designed to
follow each step of the proposed process: preparation,
usage of the BMC & SDT templates, and reflections
& conclusions. The workbook should be printed and
handed in by the facilitator to the participants.

#outcome of use: the creation of a more coherent and
detailed business model, creation of SDT, mapped out
possible gaps, pains, and gains of the business idea.



The workshop check list

PRINT THE SHEETS OF SERVICE DESIGN THINKING FRAMEWORK #Workbook.

PREPARE POST-ITS:

: Purple - BMC 1st fill out

: Blue - Actors Map & BMC 2nd fill out

: Pink - Persona & BMC 3rd fill out

: Yellow - Customer Journey & BMC 4th fill out

* Consider a smaller size of post-its (38x51mm) - more of them will fit on the templates
* The suggestion of colors is random. Different colors might be used. However, it is important to keep their designed order.
* You can also consider yellow post-its with different colors of markers.

REMEMBER TO BRING FILLED OUT CANVAS FROM THE 1st WORKSHOP
TO THE 2nd ONE

REMEMBER TO HAVE YOUR DESIGNED PERSONA ON THE 2nd ROUND OF THE
WORKSHOP.




Process of workshop

time

touchpoint

1st ROUND of WORKSHOP

Use time between the
workshops to analyze your BMC.
Don't do that straight away, give

yourself time to rethink the
workshop.

2nd ROUND of WORKSHOP (individual session)

Identify your
businees PREP

pre homework

;> workbook

service design thinking

service design thinking

BMC 7 IstBMC PERSONAS 2nd BMC ACTORS MAP 3rd BMC Storytelling
introduction ill out (level 1) fill out fill out (level 2)
30 min 20 min 10 min 20 min 10 min 10 min
:: BMC template :: PERSONAS :: BMC template :: Actors Map :: BMC template :: BMC template
:: purple post-its template :: pink post-its template i blue post-its :: workbook
:: Slides :: pink post-its :: Slides :: blue post-its :: Slides :: Slides
:: Slides :: Slides

Customer Journey
PREP

service design thinking

CUSTOMER JOURNEY

oooou.ooo€oo’oooooooouoooooooo 0000000000000 0

pre homework

;> workbook

fill out

Reflections &
Conclusions

4th BMC

30 min 10 min individual work
:: Customer Journey ::BMCtemplate :: workbook
template ;s yellow post-its
s yellow post-its :: Slides
:: Slides



Pre homework // identify your business

Let's take @ moment to think what is your business about? Clearly set up goals and value
of the business will help you gain a deeper understanding where you are at this moment
but what is more important where you want to be, what you want to achive and deliver to
your customers or users.

HOW | CAN BRING MY IDEA ON NEXT LEVEL?
MY BUSINESS IDEA IS (collaborations? prototyping? marketing?)

WHAT IS MY BUSINESS IDEA ABOUT?

WHERE IS MY BUSINESS IDEA NOW?
WHEN IT WILL BE IN 6 MONTHS? (sketch it)

WHO IS MY BUSINESS FOR? WHO IS NOT FOR?

WHY MY BUSINESS IDEA IS UNIQUE?




BMC // 1st fill out- LEVEL 1 REMEMBER: Use purple post-its
TIME: 30 min (intro & fill out)

Designed for: Designed by: Date: Version:

The Business Model Canvas

[e0)
Key Partners 00 Key Activities ° Value Propositions ii Customer Relationships ' Customer Segments ‘

// What are our Key Partners? // What Key Activities do our Value // What value do we deliver to // What type of relationship does //For whom are we creating value?
// What are our Key Suppliers? Proposition require? the customer? each of our Customer Segments //Who are our most important customers?
// Which Key Resources are we // Our Distribution Channels? // Which one of our customer’s problems expect us to establish and maintain
acquiring from partners? // Customer Relationship? are we helping to solve? with them?
// Which Key Activities do partners perfom?| // Revenue streams? // What bundles of products and services | // Which ones have we established?
are we offering to each Customer // How are they integrated with the rest
Segment? of our business model?
// Which customer needs are we // How costly are they?
satisfying?

Key Resources ° Channels 'B

// What Key Resources do our Value // Through which Channels do our
Propositions require? Customer Segments want to be reached?

- Customer Relationships? // How are we reaching them now?

- Revenue Streams? // How are our Channels integrated?

// Which ones work best?

// Which ones are the most cost- efficient?

// How are we integrating them with
customer routines?

Cost Structure Revenue Streams

// What are the most important costs inherent in our business models? // For what value are our customers really willing to pay?
// Which Key Resources are the most expensive? // For what do they currently pay?

// Which Key Activities are the most expensive? // How are they currently paying?
// How would they prefer to pay?

// How much does each Revenue Stream contribute to overall revenues?




Actors Map // 1lst round of the workshop

REMEMBER: Use blue post-its
TIME: 20 min (intro & fill out)

4 STEPS TO CREATE ACTORS MAP

START WITH: 1. Write business idea (name) inside the circle; 2. List down the actors on blue post-its
CONTINUE WITH: 3. Connect the actors you already are (or have a plan to be) related with;

4. Analyze the map and identify areas where there is a room for improvement, possibilities or
missing gaps and describe these by using red marker (e.g. connect not related with each other
actors whose relation could be beneficial - describe the benefits shortly.)

Actors Map template

Example of Actors

Our regulators f—m

Environmental

partners o Employees

groups

Local authorities ge

o o
Contractors and suppliers '—m




BMC // 2nd fill out- LEVEL 1

GO BACK TO BMC

REMEMBER: USE BLUE POST-ITS
TIME: 10 min




Personas // 1lst round of the workshop REMEMBER: Use pink post-its
TIME: 20 min (intro & fill out)

SKETCH YOUR PERSONA HERE!

NAME & AGE GOAL
+ the nickname That might be personal desires and life goals.

DOES

What that persona do in order to accomplish goals?

CHANNELS

What channels that persona is using daily?
persona is using daily. PAIN

That might be something negative about your product/ service or area of
your business which that person wants to avoid.

THINKS& FEELS
GAIN
That might be a problem or something positive
which is related to your business area. That might be something positive about your product/ service or
Eg. expectations. area of your business which will make that person more happy.




BMC // 3rd fill out- LEVEL 1

GO BACK TO BMC

REMEMBER: USE PINK POST-ITS
TIME: 10 min




Storytelling // 1lst round of the workshop - LEVEL 2

Your BMC should be filled out with many ideas now. It's time to take it to the next level.
Let's write a story about your business! The only rule which applies here is to use at least
one element from each block of BMC.

WORTH TO TRY: read your business story to someone else than to your closest family and
friends. Constructive feedback, from a different point of view, is a key to improvement!

WE ARE WE'RE GOING TO DELIVER/ alas oo

business idea O F F E R
FOR THANKS TO OUR AND

customer relationships

WE CAN

e.g. satisfy customer / propose / maintain how? what?

OUR FOCUS IS ON AND MAINTENANCE OF OUR

key activities key resources

IT'S POSSIBLE THANKS TO OUR

key partners

WE’'LL BE PROFITABLE BUSINESS THANKS TO

WHICH WILL BE PAID EVERY BY

frequency customer

TO MAINTEIN EFFICIENT BUSINESS MODEL AND DELIVER VALUE PROPOSITION OUR MOST

IMPORTANT COSTS INCLUDE




Customer Journey prep // 2nd round of the workshop

In order to help you visualize the customer journey, firstly let’s imagine the journey from

your perspective. Go through the following short tasks before you start working on your CJ.

1. CHOOSE A SERVICE MOMENT

Choose a common moment in your life. It might be an activity like doing grocery shopping.

Think about the last time you experianced

2. BEFORE THE MOMENT
Think about what happened before (you went to the grocery shop)

(e.g. grocery shoping).

Supportive questions:

What were you doing before you go to the grocery shop?
Why did you decide to go to the grocery shop?

How did you decide on the particular grocery shop to go to?

3. DURING THE MOMENT
Think about what happened while (you where doing grocery shopping)

Supportive questions:

Was the line long?

Did you find your product easily?

Did the customer service was helpful?

4. AFTER THE MOMENT

Think about what happened after (you came back from grocery shopping)

Supportive questions:

Did you feel satisfied with the quality of your groceries?
Did you pay a fair price for your groceries?

Did you get a loyalty point?
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Customer Journey prep // 2nd round of the workshop

HOW TO START?

1. Present the persona
BUSINESS IDEA SERVICE MOMENT: 2. Pick the service moment
- - 3. Map out before the moment
4. Map out during the moment
5. Map out after the moment

BEFORE DURING AFTER

What the persona does after using the
service/ product?
Leaving the comment? Share experiance
with others?

How the process of using service/

How persona knows about service/ product?
product looks like?

How persona gets in touch with service/ prouct?

customer journey
touchpoint
feelings
line of
interactione

requirements

pains

gains



BMC // 4th fill out- LEVEL 1

GO BACK TO BMC

REMEMBER: USE YELLOW POST-ITS
TIME: 10 min



REFLECTIONS & CONCLUSIONS

After two rounds of the workshop, you should feel more confident about your busi-
ness idea. At this moment the first draft of your business model should be done and
ready to work with. Although remember that your fill outed BMC is not meant to
hang on the board to be admired. It is a living canvas that you can and should work
with throughout the entire process of business development and even when you
achieve a more mature stage of the business.

Yet, let's reflect on the process which you went through. The successful accomplish-
ment of it will be possible when you fully understand how your business idea has
been evolved, as well as on which part you still need to work on.

HOW YOUR BUSINESS IDEA CHANGED AFTER WORK-
ING WITH SERVICE DESIGN TOOLS AND BUSINESS
MODEL CANVAS?

WHAT IMPORTANT QUESTIONS DO YOU HAVE NOW?

WHICH PARTS OF THE BMC YOU STILL NEED TO WORK ON?

WHAT KIND OF RESEARCH NEED TO BE DONE IN
ORDER TO MAKE YOU BUSINESS IDEA SUCCESFUL?

WHAT DO YOU NEED TO TEST/ PROTOTYPE BEFORE
THE FINAL LAUNCH OF YOUR BUSINESS IDEA?
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REFLECTIONS & CONCLUSIONS // BMC LEVELS

Play with your BMC on another 3 Levels. Treat Level 1 of the 4th fill out as a start-
ing point of your business idea development. Now is a time for even more creative
thinking!

BMC LEVEL 2: UPDATE YOUR BUSINESS STORY

Use the storytelling frame from page 9 again to write a new story about your business. Maybe this time you'll
use different elements from each block? Maybe you will write the story from the perspective of a different per-
sona? Remember you can use the storytelling frames as many times as you need it.

BMC LEVEL 3: CHECK YOUR COMPETITORS

Do a quick research and find 2 of your closest or the biggest competitors. Try to fill out BMC on Level 1 based
on their business model. That exercise should give you a perspective of how others work but also point out
possible gaps in your business model.

BMC LEVEL 4: CREATE DIFFERENT SCENARIOS

Have you ever thought about what would happen if you take one of the elements from any block of BMC? How
it would affect your business model? Try to come up with 3 different scenarios by removing some elements
from blocks, make the price higher/ lower in the “Cost Structure” block, or by playing around with the “Rev-
enue Streams” block. You can go with positive or negative scenarios. It's all about prototyping and learning!
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