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ABSTRACT

Thisstudysummarizestheexperiencesoftheproject,whichfocusedontodevelopthecontentof
businessandbusinessmodelsamongparticipatingenterprisesoftheproject.Altogether,14enterprises
participated in the design process, which was supported by digital co-prototyping environment.
Outcomesshowthatdigital-aidedco-prototypingenvironmentprovidesarobustandagileplatform,
whichenables—andevenencourages—theentrepreneurstoreceiveandtrydevelopmentadvices,
providedbyprojectteam,intheirbusinessandbusinessmodels.Furthermore,digitalco-prototyping
willaddthecredibilityofthedesignprocess.
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1. INTRoDUCTIoN

Thecredibilityisachallengingfeatureintheconsultantactivities,suchasservicedesign(Wu&Gong,
2012).Thereareseveralwaystoachievecredibilityduringco-designservices.Pirinen(2016)finds
20barriersandenablersofco-designforservices.Henamesfivemaincategoriesforbarriersand
enablesofco-designforservices:collaboration,organization,processes,implementation,methods
(Pirinen,2016).Onepossibilitytoachieveauthorityistousecrediblemeansandmethodsinthe
servicedesignprocess,suchasthelatestdigitalplatforms,environmentorotherdigitalmeans.Also,
Pirinen(2016)seestheroleofmethodsasimportantpartofsuccessfuldesignserviceprocess.In
additiontoopennessandflexibilityofmethods,alsowell-focusedandwell-preparedmethods,for
instance,arerelevantpartofsuccessfulco-designforservices(Pirinen,2016).Anotherwaytoachieve
credibilityisthetightcooperationduringservicedesignprocess(Wu&Gong2012,Pirinen,2016).
Thisarticleisbasedontheservicedesignprocess,wherebothofthesefeatures,thatis,thelatestdigital
environmentandcooperation–oractuallyco-production–arepresent.Thus,thisstudydescribes
theprojectactivitiesandtheiroutcomes,whentheprojectisfocusedontodesignthebusinessin
theco-prototypingenvironment.Thisdigitaldesignserviceprocesscovered14enterprisesandtheir
designprocessinthedigitalco-prototypingenvironment.

Digital service design is very topical perspective in the contemporary business and service
environment.AccordingtoWilliams,ChatterjeeandRossi(2008),whilesoftwaredesignwas(about
10yearsago)agrowingandmaturingfield,digitalservicedesignwasanemergingandnascent
field.Today,servicesitselfaswellastheservicedesignactivitiesoftencontainandexploitdigital
platforms,softwareandenvironments.Forexample,Liu,WerderandMädche(2016)haveintroduced



International Journal of Innovation in the Digital Economy
Volume 12 • Issue 1 • January-March 2021

43

thetaxonomyofdigitalservicedesigntechniques.Accordingtothem,therearefivedimensionsin
this taxonomy:designphases(planning,draftprototyping,detailedprototyping, launching), time
dependency (real-time feedback, retrospective feedback), duration (long-term study, short-term
study), participants (user involved, without user) and evaluation types (questionnaire, interview,
experiment,observation,groupdiscussion)(Liu,Werder&Mädche,2016).Thecomparisonsbetween
thetypologiesintroducedbyLiuandcolleagues(2016)andbyPirinen(2016)showthatitispossible
tocategorizeandconsiderservicedesignprocessverydifferentways.However,carefulplanning
andcollaboration,forinstance,areimportantpartofdesignprocessinbothofthesestudies(Liuet
al.,2016;Pirinen,2016).

Thisstudyisbasedontheexperiencesoftheproject,whichfocusedontodevelopthecontentof
businessandbusinessmodelsamong14participatingFinnishenterprisesoftheproject.Thestudied
designprocesswassupportedbydigitalco-prototypingenvironment.Theresearchquestionofthis
studyis:whatkindofroledigitalmethods,andespeciallyco-prototypingenvironmenthaveinthe
designprocessgenerally,andespeciallyintheconsideredcasestudy?Thestudied14firmswere
locatedinthesamegeographicalarea.Inordertosavethebusinesssecretsofthecasestudyfirms,
theareaandnamesofthefirmarekeptanonymousinthisstudy.

2. LITERATURE REVIEw 

2.1. Digital Service Design
Oftenliteratureandscientificstudiesuseterm“digital”withoutanydefinition.Onereasonisthat
“digital”hassomanydefinitionsandunderstandings.AccordingtoDörnerandEdelman(2015),
digitalshouldbeseenlessasathingandmoreawayofdoingthings.Theyhavethreeattributes
todefine“digital”:creatingvalueatthenewfrontiersofthebusinessworld,creatingvalueinthe
processesthatexecuteavisionofcustomerexperiences,andbuildingfoundationalcapabilitiesthat
supporttheentirestructure(DörnerandEdelman,2015).Furthermore,theyseethatbeingdigitalis
aboutusingdatatomakebetterandfasterdecisions,devolvingdecisionmakingtosmallerteams,
anddevelopingmuchmoreiterativeandrapidwaysofdoingthings.

Serviceisdefinedinthefollowingway,forexample,serviceistheapplicationofcompetences
(knowledge,resources)forthebenefitofanother(VargoandLusch,2004;seealsoSpohreretal.,
2007)or theactofdealingwithcustomers inashop, restaurant,orhotelby taking theirorders,
showingorsellingthemgoods(DictionaryCambridge,2019).

AccordingtoPoggenpohl,ChayutsahakijandJeamsinkul(2004),designlacksagreementonkey
termsandtheirmeaning,designasadisciplinehasnoorderlyreferencetoitsresourcesortaggingfor
itsresearch.Buchananclaimedalready1985thatdesignpracticesarebasedonrhetoric,argument,
anddemonstration.Buchanan(1985)emphasisestheroleofcommunicationandpracticesindesign
studies.Buchanan(1985)understandsdesignanddesigneraverywideway.Theyarealsomaking
ofdecisionsaboutsize,shape,arrangement,material,fabricationtechnique,colorandfinishthat
establishhowanobjectistobemade.Buchanan(1985)seethattheobjectcanbeacityortown,a
building,avehicle,atooloranyotherobject,abook,anadvertisementorastageset.Thus,designers
arepeoplewhomakesuchdecisions,althoughtheywill,mostoften,havesomeothernamedescribing
theirspecializedconcern:architect,engineer,townplannerorcraftsman(Buchanan,1985).Inother
words,designcanbeseenasaprofessionalisedversionofcreativeactivity.

Inwhatcometoservicedesign,thereisnosingledefinitioneitherandthenatureofthediscipline
mayvarysomeaccordingtothepractitioner.AccordingtoStickdornetal.(2011;2018)servicedesign
referstotheprocessofdesigningthatcombinesmethodsandtoolsfrommoregeneraldesignthinking
andvariousotherfields,suchasethnography,management,processengineeringandmarketingto
formaholisticyetflexiblecombination.Individualdevelopment targetscanvaryfromcustomer
service,toorganisationalandoperationalstructurestophysicalobjectsandevenmoreandmoreto
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