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Objective of the presentation

In my presentation I will present the digital 

Service design as a design process to match the 

user motivation and business goals 

Creating the value of your service by understanding the your user           

Situation based design as design approach

Agile multidisciplinary design 

Examples of the live projects and cases
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The major megatrends in 

business development
Å The shift of power from West to East: discusses how growth has moved from developed to 

emerging countries, how commodities and the advent of a new middle class are accelerating this 
move, and how emerging market multinationals are likely to become global champions in many 
industries. 

Å The changing ýnanciallandscape: looks at the rise of the new power brokers (sovereign wealth 
funds, PE, hedge funds etc.) and how the ýnancialcrisis will impact their trajectory, as well as 
discussing how banking is being transformed and how governments are taking a more active role in 
ýnancialmarkets. 

Å Globalisation of the regulatory environment: discusses two key trends in regulation: 1) the move 
toward greater regulation and 2) the move toward more globally consistent regulation

Å Energy and commodities: looks at the scarcity challenge, the impact of uncertainty in oil price, the 
rise of cleantech and the drive toward greater energy efficiency. 

Å The corporate agenda: considers the increasing environmental, social and ethical expectations on 
businesses and the associated opportunities and risks. 

Å Technological innovation: how will technology developments continue to drive change for 
businesses and consumers and how will the next wave of digital technology takes this even further. 

Å Managing and developing talent: discusses the difficulties in attracting, managing and developing 
a global workforce ð a challenge compounded by changing demographics, the different demands 
of Gen Y and increasing diversity 

Ernst&Young ïGlobal megatrends 2009 

Technological innovation: how will technology 

developments continue to drive change for 

businesses and consumers and how will the next 

wave of digital technology takes this even further. 
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The major social trends

Å1. The Power of Spirituality 

Å2. The Dawn of Conscious Capitalism 

Å3. Leading from the Middle [Management] 

Å4. Spirituality in Business 

Å5. The Values-Driven Consumer 

Å6. The Wave of Conscious Solutions 

Å7. The Socially Responsible Investment Boom.

Patricia Aburdene:  "Megatrends 2010 A Rise of the conscious Capitalism" 

4 2009-04-27

Conscious consumers vote with their 

pocketbooks. They also look for spiritual values 

and they want more than just a product -

experience that confirm their value driven actions. 



É 2009 Tieto Corporation

The social mediums are 

changing the existing structures 

1. Member Communities takes over Email.

2. Social Networks for Older Generation

3. Mobile Social Networks

Nielsen Online Customer Analytics December 2007 ïDecember 2008

5 2009-04-27

Social networks consist of people who are 

connected by a shared object (=intrest). 

Jyri Engestrºm, Google / Jaiku
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2nd
Generation

Digital
Services.

1st
Generation

Digital
Services.

DIGITAL NATIVES VS. DIGITAL IMMIGRANTS

Change from 1st to 2nd generation

Å Self-service

Å Transactions

Å Automation

Å Channel silos

Å Access to information
& services

. Business & Social service mix

. Superior service experience

. Industrial service production

. Digital consumption

. Real-time, multichannel

. Collaboration, participation

Driving force = 

Digital Immigrants

Driving force = 

Digital Natives
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DIGITAL NATIVES VS. DIGITAL IMMIGRANTS

Users expectations have changed

AS A PRIVATE PERSON

Read blogs about travelling on Google

Reader

Post my Status on Twitter / 

Facebook microblog

Search for a new appartment online

Books airline tickets for the weekend in Paris

Download an illegal copy of a movie
(that is not yet released)

Log in to a streaming radio station

Reads  colleagues blog who is applying

to EU parlament 

Watch a YouTube instruction video of iPhone

EMPLOYEE OF A 

COMPANY

Makes an order for new phone

herself on intranet

Sends a ticket for the IT support of 

her laptops problems 

Search information about the 

products that her company is 

purhaishing

Reads CEOËs blog about the new 

organisation 

Search old RFOËs from company

intranet for the basis of 

EXPECTATIONS TOWARDS ALL 

SERVICES ARE THE SAME :

PERSONAL SERVICE
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ñIf you want to make a revolution, 

you have to raise lowest common 

denominator.ò 
Steve Jobbs

8 2009-04-27



É 2009 Tieto Corporation

The quick steps of the 

Digital Service Design
Goal setting 

Å Recognize the business objectives

Å Gain a understanding of the users motivation towards the service + product + 
company

Service concept = business concept 
Å Enhance and create the common nominating factors between user and the business 

goals

Å Find the service situations 

Flexible (Agile) design and implementation 
Å Create design solutions that support these

Å Test these in practice (piloting) in small scale 

Å Implement these 

Remember! The service design is a wicked problem solving not ready at hand!

9 2009-04-27
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Everything starts with 

clear, combined and measurable goals

1. Business goals

2. Customerôs goals (UX goals)

3. Internal goals (leadership, learning, governance)

4. Technical goals (performance, availability)

Å The goal is not enough clear if it cannot be metered 
from all needed angles 

Å Focus only few goals that can be influenced 
(Key Performance Indicators)

Å Commit stakeholders possibilities for service metering 
with business driven governance model

e.g. web focused Balanced Score Card
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The understanding of users goals and 

motivation is not difficult to achieve
Å Understanding about UX is often too average and corporate 

perspective?

Å The knowledge of the users cannot be only connected to actual use 
situations 

Å In order to fix the ñuser cant perform thisò ïproblems we need to 
understand the current problems 
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Gaining the USER understanding 
Å Expectation 

Å What do they expect from your company? 

Å Service situations 

Å What situations they encounter your company? 

Å What to the need to perform? 

Å Motivation 

Å Why would they use your service? 

Å Benefits

Å How your company will benefit from these?

12 2009-04-27
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Use a variety of metering tools
The selection of the tools should support the selected KPIËs

Å Hit based web statistics
How many drops off from the self service?

Å does not give overall view

Å difficult to understand

Å Technical performance
What are our response times? 

Å Lacks the user and business point of view

Å Capturing and analyzing the 
user sessions 
comprehensively
What the unique users did in 
the service

Å Challenging to monitor 

Å Meeting the user
What does our users think of our service?

Contextual studies and participatory interviews
User touch point analysis 
Expert evaluation (usability and user experience) 
Usability testing
Rapid iteration loop with user interface prototypes

Å Web questionnaires
Quantitative analysis of the user requirements

Å Monumentary and expensive
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By engaging the users (customers) 

as a part of the service concept
1. Create common business interest 

2. Engage the users as a part of your service idea 

3. Use traditional user research tools in design 

4. Survey your service also from User perspective 

é at least one of these J

14 2009-04-27
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CUSTOMER CASES 

Blyk
new mobile network for 16 ï24s 

Customer  challenge

Å New MNVO for under 24 year customers 

Å Blyk offers free texts and minutes in 
exchange for targeted brand 
advertisements

Å To use Blykôs website as the main channel for 
end users to ójoinô the service and become 
members

Å To keep self service ratio very high during the 
memberôs lifecycle 

SOLUTION AND RESULTS

Å Building customer experience from invite to SIM to use

Å Situation responsive and customer data intensive 
customer and community services

Å Creating a dynamic customer experience using CRM and 
real time operator information

Å Using open and direct community communications 
(invites, forums, wikiôs and FAQs) for potential customers

Å Design the digital brand from very beginning 
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CUSTOMER CASES 

Blyk 
new mobile network for 16 ï24s 

Developing the new digital brand image

FIRST LAYOUTS
www.blyk.co.uk

www.blyk.nl

LAUNCHED VERSION
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CUSTOMER CASES

Case Varma
Challenges
Å Make insurance payments and processes understandable

Å Visualize processes and payment relations

Å Combine data from multiple sources

Solution 
Å Several Flash apps

Å Visual data interaction with immediate and accurate calculations 

Å Simplified processes

Results 
Å Not released yet, first one out 06/2009

Å A very happy client
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CUSTOMER CASES

Case Varma


