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CHAPTER 3 
 
Design of the Service 
 
This chapter has been designed to provide the reader with a clear 
understanding of: 
 

a) the concept of design as it relates to services 
b) how service classification has become a design issue 
c) the extent and nature of customer contact as a central and 

recurring theme in service design 
d) how the back office, front office and customer form 

interdependence patterns 
e) the significance of blueprinting in the design process 
f) the impact of the 3 logics model on the workings of any service 

system  
 
Tutors might begin by discussing the concept of design for a tangible 
product.  Students should specify what constitutes design for a selection 
of tangible entities, eg car, washing machine, mobile phone, item of 
clothing, work station, and so on.  What themes emerge?  Can they be 
classified, eg into functional, aesthetic, emotional etc. 
 
Now students should address the design of services.  Can their original 
thinking be transferred or is a new way of thinking required?  If so, why is 
this the case, bringing out the distinctive characteristics of services. 
 
Moving on to service classification tutors should stress how some of the 
features of service (p.48) have been incorporated into 2/3 dimensional 
models (p.49-51).  How helpful are these models? 
 
A particularly prominent dimension across the models is that of customer 
contact.  Chase’s original formula and subsequent review should spark 
some discussion over the operation and delivery of services.  Specifically: 
 

How do students view the nature and extent of customer contact for 
specific services? 

 
The outcome of such a discussion might give a clue or provide input to 
how service work should be divided up between the back office, front 
office and customer.  Several concepts have been suggested to assist 
understanding of how that might work in practice: 
 

• input uncertainty 
• customer willingness to participate 
• diversity of demands 
• interdependencies 
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Students may wish to think of this in terms of their own course of study – 
how is it constructed, how is it delivered, how is it assessed – all design 
issues.  The three questions raised on p.56 may serve as a guide. 
 
By now students should appreciate service as a process.  One tool that is 
valuable for portraying this is the blueprint or service map, or simply a 
flowchart.  Figure 3.5 is a good example of a blueprint encapsulating 
many important facets of a service, eg customer involvement, efficiency, 
moments of truth, physical evidence (servicescape) etc.  Students should 
draw on many of the points in appendix 3.1 for interpreting the blueprint. 
 
But no matter how attractive the design is on paper, the tensions 
exhibited by the 3 logics framework illustrate the design challenge in 
practice.  The blueprint itself (figure 3.5) draws attention to the 
underlying tension between the need for efficiency (technical logic) and 
the desirability of customer involvement (customer logic). 
 
Further it should be recalled from page 40 how all 3 parties, customers, 
managers (representing the technical logic) and employees are perceived 
to be winners.  The reality is often somewhat different and for good 
background material see  Leidner, R. (1993) Fast Food, Fast Talk: Service 
Work and the Routinization of Everyday Life, pp.125-177. 
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Assignment 3.1 : A Question of Design 
 
The products of design are everywhere: cars, washing machines, 
computers, footwear through to website, advertisements, channels of 
distribution, buildings and so on. 
 
For the consumers of design, judgements are made by addressing the 
following questions: 
 

• How good does it look? 
• How does it feel? 
• What does it say about us? 
• How well does it work? 
• How long will it last? 

 
For the creation and production of design expertise and skill will be 
required, in varying degrees, from specialists in technology, engineering, 
marketing, finance, materials, psychology/sociology. 
 
Whilst acknowledging the challenge of new product design, knowledge 
and expertise appears to be well developed for delivering success in the 
marketplace. 
 
Bearing in mind the above together with your knowledge of services so 
far (from textbooks and experience as a consumer/employee) consider 
the challenge of service design: 
 

a) How much do you think of services as having been designed in a 
manner that is so self-evident for products?  What do you think 
has caused you to think in this way? 

 
b) Whether you answered ‘a great deal’ or ‘hardly at all’, to (a) 

above, explain fully the concepts/issues/factors that must be 
considered when designing a service and how each might 
contribute. 

 
c) Building on your answer from (b) how would the type of service 

influence the design? 
 

d) Just as product designs involve technologists, materials experts, 
engineers etc what bodies of knowledge or disciplines would be 
significant for designing a service and why? 

 
e) Whether you have addressed the questions from the point of 

view of an employee, customer, or both, what conclusions can 
you draw in terms of how service design is created and 
perceived? 
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Assignment 3.2 : Flowcharts 
 
In many cases, service provision involves going through a process.  The 
easiest and best way to understand a process is to draw a picture of it – 
that is basically what flowcharting is.  As the format, in terms of the 
picture, becomes more elaborate, reference is made to a service blueprint 
or service map (figures 3.4 and 3.5 in chapter 3).  Clearly, service 
blueprints or maps could become complicated but here you are only being 
invited to consider a part or section of the overall process an example of 
which is shown below: 
 

 
 
Source: www.mindtools.com/pages/article/newTMC_97.htm 
 
As you can see from the example flowcharts use different symbols to 
represent different kinds of process steps.  They are defined as follows: 
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Symbol Definition 
 
Elongated Circle 

 

 
Represents start and end 

 
Rectangle 

 

 
Shows actions or tasks that must be 
taken 

 
Diamond 

 

 
Shows decisions that need to be 
taken.  Each diamond should have 
more than one exit, ie one path for 
steps taken if the decision is yes, 
another path if it is no.  Or as in the 
example above different paths for 
different problems 
 

 
Sequence 
 

 

 
The sequence of steps is shown by 
flow lines with arrows that lead into 
the next flowchart symbol. 

Now consider a process that you have knowledge/experience of.  Draw 
the corresponding flowchart (or obtain one if possible).  You may wish to 
consult with other interested parties and refer to Appendix 3.1.  A 
procedure for blueprinting a service, pp.62-63. 
 
Reflecting overall on what you have drawn or obtained, does the process 
work well or not?  Why?  Could it be improved and, if so, how?  How does 
the process “benefit” management, employees, customers?  The word 
benefit has been portrayed in inverted commas as this may not always be 
the case, eg could the process be regarded as inefficient, stressful, 
frustrating etc? 
 
Overall, what lesson(s) can be learnt from designing a service process? 
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