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This step consists of two parts. First, it is essential to map and
record the consequences of a new service for the organisation.
Should a new business model be conceived to serve your client
even more effectively? What is needed and how are we going to
structure it? Who can help us develop the new service? All the
aspects have to be recorded — from the required investment to the
implementation time and from the implications on staff to the
expected yield. The result can be compared to and is often also
referred to as a blueprint.

| INNOVATION IS SERVED

At this point in the process, all manner of resources are needed to
implement the new service, which have to be shaped and designed.
In very practical terms, this may mean that a new website has to be
created with all the associated consequences for everything from
the web pages to the back-end structure. However, it can also entail
training people for their new task. The goal of this phase is
therefore to gain an understanding of everything needed to actually
implement a new service and to shape and design the appropriate
resources.
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GOAL

To record a diagram of the system, including
the client-service provider service process

and the identification of all necessary channels,
components and relationships in between.

WHAT YOU NEED

+ Brand Values

» CustomerJourney

+ Service Blueprint Format
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Service Blueprint

A Service Blueprint specifies the key elements and aspects of the service process.

It contains information on the front-stage and back-stage processes, clients, staff,
environment, supporting processes and resources, etc. It also describes the significance of
the interaction between the different elements and how these elements are interrelated.

A Service Blueprint offers an understanding of the elements which make a service tangible.
Clients interact with the service via these tangible elements.

A Service Blueprint starts by portraying the revised Customer Journey (i.e. the client’s
journey in accessing the service). The front-stage and back-stage elements of the new
service are interpreted at each step on that journey. In cooperation with stakeholders
within the organisation, these elements are linked optimally to ensure maximum benefit
for the client.

The result is a diagram of how the client accesses the service. All necessary channels,
components and relationships in between have now been recorded.

| INNOVATION IS SERVED
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GOAL

To gain a better understanding of how the
organisation can market a new servicein a
profitable manner.

WHAT YOU NEED

+ Knowledge of business resources, supporting
processes, sales channels, communication
channels and target groups

« Creative capacity to think outside of
existing models

+ Business model canvas

+ Co-design session

Developing a business model

Innovative business models are inextricably bound to service innovation. The development
of a business model is a design process in itself. At the heart of a business model is the value
for the consumer. The model not only offers insight into the flows of money associated with
a service, but also into how business resources, supporting processes, sales channels and
communication channels are used to make the service profitable.

The development of a business model starts by clearly formulating the exact proposition.
From this point of departure, we design the alternative business model during a series
of co-design sessions. Together with stakeholders from the organisation, we explore the
opportunities of innovating business model elements. A business model undergoes a
number of iterations. Just like the service itself, the assumptions in the models also

have to be developed into a prototype. In this way, a business model can mature on a
step-by-step basis.

Avisual model in which the interrelations of the different business model components
are presented. The model also presents the income and expenditure flows.

| INNOVATION IS SERVED
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Many books have already been written about the successful
implementation of new services. Improving an existing service

can be a simple task. If there are opportunities for new business,
the implementation can have far-reaching implications.
Implementation requires a special approach. The problem is that
the degree of change is insufficiently taken into account during the
introduction of new services. Some things are always important.

SUPPORT FROM WITHIN THE ORGANISATION

Use change management to prepare your organisation for the
change. Ensure transparency within the organisation so the
importance of the change is actively communicated. Involve your
staff in all the steps and clearly show what the change entails. What
are the implications and opportunities? What is the appropriate
organisational structure for implementing the new service?

Does it fit in the current structure or must a new department or
perhaps even a new company be set up?

| INNOVATION IS SERVED

MAKE CHANGE MEASURABLE

Monitor the service you provide and whether the values dovetail
your client’s expectations. Implement measurement standards for
the goals set, such as productivity, efficiency and client satisfaction.
Consumers assess services on the basis of quality. Reliability,
consistency, empathy and alertness are the most important criteria
to achieve.

KEEP IMPROVING

The development of a successful service is not a one-off activity.
Once implemented, you have to be prepared to make continuous
adjustments and continue to improve the service. Pay attention to
signals from the market! If you rest on your laurels, you will miss
the boat. Continue to take a fresh approach to your services — at all
times and with respect to all aspects.
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SERVICES FOR TOMORROW'’S ROAD USERS

The Directorate-General for Public Works and Water Management

(Rijkswaterstaat, RWS) is constantly innovating, for example, by building

quieter motorways and by making them safer, but also by assessing its own
performance as a service provider, which helps people to move around as

efficiently and enjoyably as possible. What role should RWS assume to

improve its service to road users? Can new services be devised to serve

tomorrow’s users? h.

In the summer of 2009, 31Volts implemented a Service Design project for

—and above allin cooperation with - RWS to design services for the road

users of the future. Based on ten macro trends, including ‘belief in collective

systems’ and the ‘wish for a car-free town centre’, various groups of road ’“7
users designed new service concepts in co-design sessions. RWS can use

these service concepts to make road use more effective and enjoyable.

On behalf of RWS, 31Volts used these concepts to develop five service u..-
scenarios that are likely to succeed and which can be piloted. One of these |
services — RWS verbindt (Directorate-General for Public Works and Water -
Management links) — is designed to help people use the roads and

consequently their time more efficiently. RWS is helping people to find the

best location for an appointment, while also developing more and more

comfortable roadside locations where people can work and meet.
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