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Service Innovation and Design
(Chapter 8)







• Describe the challenges inherent in service design
• Present steps in the new service development  

process
• Show the value of service blueprinting and quality  

function deployment (QFD) in new service design  
and service improvement

• Present lessons learned in choosing and  
implementing high-performance service  
innovations



From: “Primed for Disruption: 12 Wacky Amazon 
Patents Fueling the Future of Fulfillment”
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 Oversimplification
 Incompleteness
 Subjectivity
 Biased Interpretation



Business Strategy Development or Review

New Service Strategy Development

Idea Generation

Postintroduction Evaluation
Source: Booz-Allen & Hamilton, 1982; Bowers, 1985; Cooper, 1993; Khurana & Rosenthal 1997.

Market Testing

Screen ideas against new service strategy

Concept Development and Evaluation
Test concept with customers and employees

Business Analysis

Test for profitability and feasibility

Service Development and Testing

Conduct service prototype test

Test service and other marketing-mix elements

Commercialization

Front End  
Planning

Implementation



New Service Strategy Matrix  for 
Identifying Growth  Opportunities
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New Service Strategy Matrix  for Identifying 
Growth  Opportunities - based on Ansoff’s Matrix 

(that you may remember)



Service  
Mapping

• A tool for simultaneously depicting the service  process, the points 
of customer contact, and the  evidence of service from the 
customer’s point of  view.

• Process

Points of 
Contact

Evidence





CUSTOMER ACTIONS

line of interaction

“ONSTAGE” CONTACT EMPLOYEE ACTIONS

line of visibility

“BACKSTAGE” CONTACT EMPLOYEE ACTIONS
line of internal interaction

SUPPORT PROCESSES
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Step 1

Identify the  
process to  
be blue-  
printed.

Step 2

Identify the  
customer or  
customer  
segment.

Step 3

Map the  
process from  
the  
customer’s  
point of view.

Step 4

Map contact  
employee  
actions,  
onstage and  
back-stage.

Step 5

Link customer  
and contact  
person  
activities to  
needed  
support  
functions.

Step 6

Add  
evidence of  
service at  
each  
customer  
action step.









• Textbook: Zeithaml, Valarie, Mary Jo Bitner, and Dwayne Gremler 
(2013), Services Marketing 6th International Edition, Irwin/McGraw-
Hill Publishing.  (Other  editions will also work,but you are responsible 
to compare your edition to the 6th - because the syllabus was written 
for the 6th edition.)

• Amazon Kindle Growth Chart - 
http://www.fromedome.com/2011/09/kindle-growth-chart/

• Printed cases will be provided each week and also will be posted on 
the Module Intranet page prior to seminars.



THANK YOU FOR YOUR 
ATTENTION!




