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ABSTRACT 

Service providing is becoming increasingly important in many 

different industries. To stay ahead of competition, service 

companies need to constantly engage in service innovation in 

order to improve their offerings. The involvement of customers 

can greatly improve and facilitate the service innovation process, 

however it is difficult to realize this. Especially in business-to-

business settings, where a lot of actors are involved, this can be 

extremely complex.  This master thesis examines how customers 

should be involved in the development of new services in 

business-to-business settings. A qualitative case study approach is 

used to determine how in this case business partners of Vodafone 

should be involved in the service innovation process. The results 

show that the entire process should be clear and structured for all 

parties. Therefore, the use of a service blueprint is suggested to 

map the customer involvement process, in order to present the 

process in a structured way from a customer point of view. 
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MANAGEMENT SUMMARY 

In many industries, companies are shifting their business from being product-oriented to 

service-oriented (Oliva & Kallenberg, 2003). Instead of producing tangible objects of value, firms 

are creating service experiences. However, to be able to attain a sustainable competitive 

advantage, companies require innovation to improve their offerings and to find and fill the gaps 

in the market. Therefore, service innovation plays an important role in successful service 

companies. In order to create services that appeal to the wants and needs of customers, service 

providers are involving customers in the development of new services (Matthing et al., 2004). 

However, it has proven to be difficult to effectively involve a customer in service innovation. 

Especially in a B2B environment where many actors are involved in the innovation process 

customer involvement can be challenging to manage customer involvement (Alam, 2002).  

The purpose of this research is to determine how customers should be involved in the new 

service development process of service providers in a B2B environment. There has so far not 

been extensive research about this topic. Therefore, this thesis states the following research 

question: 

 

‘How should customers be involved in the development of new services in a B2B environment?’ 

 

To answer this research question, a literature review is conducted followed by a case study 

research at a telecommunications company; Vodafone Netherlands. This research contributes to 

the current body of literature by constructing a clear and structured model that service 

providers as well as customers can use during the entire service innovation process.  

THEORETICAL FRAMEWORK 

Three important topics were highlighted in the literature review; service innovation, customer 

involvement and service blueprinting. Service innovation differs from product innovation 

because services are intangible, heterogeneous, perishable and are simultaneously produced 

and consumed. In many cases, this makes new service development (NSD) more complex than 

new product development (NPD). This is especially the case in a B2B environment, because 

many different divisions of a service company are involved in the process. In the literature there 

are generally two types of NSD models. The first models that emerged have a linear structure; 

they contain sequential steps that need to be carried out in a predetermined order. More 

recently, other authors advocated the use of nonlinear NSD models. They argue that innovation 

is mostly complex and unpredictable and therefore it follows a nonlinear path. However, B2B 

service innovation requires organized structure in order to develop successful services. 

Although some current NSD models describe what activities service providers and customers 

should perform during the innovation process, no model provides a clear and transparent 

structure that is needed when many actors are involved. 

This is even more the case when customers are involved in NSD. When customers are involved 

in the service innovation process, this can lead to new services that are better aligned with the 

wants and needs of the market. However, when customers are unsuccessfully involved, valuable 

time and resources are lost. Therefore it is essential for service providers to effectively involve 

customers during the development of new services. In a B2B environment it is important to start 

with establishing relationships with customers to gain their trust and commitment. 

Subsequently, these customer relationships need to be managed in an organized way. When this 

is realized, service providers can engage in customer involvement. This research uses the 
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customer involvement model of Alam (2002) as foundation and uses its elements to construct a 

new model. This model consists of ten NSD stages and in each stage the customer can be 

involved. However, three stages are most important for customer involvement: idea generation, 

service/process system design, and service testing/pilot run. Moreover, the model provides 

different levels of intensity for involvement and various methods that can be used. 

This study examines the applicability of service blueprinting to map the customer involvement 

process. A service blueprint maps a service process from a customer point of view and maps all 

employee actions around it. Service blueprints are relatively simple and their graphical 

depictions are easy to understand for all stakeholders involved. When using this for the 

customer involvement process, it facilitates communication and provides a clear and organized 

structure.  

RESEARCH METHODOLOGY 

A multiple case study approach is used in this research. Using the theoretical framework, a semi-

structured interview was composed and seven business partners of Vodafone Netherlands were 

questioned about service innovation and customer involvement. Business partners purchase 

services from service providers to sell to end customers; therefore they can also be seen as 

customers, which is important for this research.  

These interviews were then transcribed and coded based on the theoretical framework. The 

customer involvement model of Alam (2002) was used as a template approach to guide the 

process. Each within-case analysis forms a description of the findings in a single setting. A cross-

case analysis was used to study the interrelationships between the results. Also, the codes 

derived from the theory were used to determine the applicability of the framework. This 

provides an overview of the general research results as well as the connection with the theory. 

RESULTS 

The results indicated that the most important requirements for successful service innovation are 

organizational structure and organized communication. Organizational structure in service 

innovation means that the process needs to be organized with a clear structure to ensure that all 

divisions of a company know what is expected at each phase. This also facilitates well-organized 

communication. It is essential that communication is clear and transparent during the entire 

NSD process. This may seem obvious but most innovation processes fail due to lack of 

communication according to the respondents. These findings are important for the construction 

of a structured customer involvement model for service innovation. 

Furthermore, the results indicate that business partners can be involved during the entire 

innovation process. However, involvement should have the highest intensity during the first and 

final stages. In the first stages, business partners can contribute to the generation of new ideas 

using their deep customer knowledge. They can also think outside the boundaries of the service 

provider to improve the creativity. Moreover, they can define service requirements that would 

appeal to the wants and needs of their customers. These meetings should be planned and have 

predefined goals.  

This research found that when business partners are used for customer involvement during the 

service innovation process, the final stages become essentially important. This is in contrast 

with previous findings from the literature. In the final stages testing can lead to suggestion of 

minor adjustments, which often will greatly improve the market fit of the new services. Also, the 

business partners are actively involved in the marketing and commercialization stages because 
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they are selling the new services in turn to their customer base. Therefore they have deep 

customer knowledge, which they can use during the entire involvement process. 

Finally, this research indicated face-to-face meetings as foundation for all other methods. The 

use of distance technologies was discouraged. In a complex environment like the B2B service 

industry, trust and commitment are vitally important for successful collaboration. Face-to-face 

methods result in more clear and transparent communication, therefore these are preferred. 

 

The results were used to construct a blueprint of business partner involvement during the NSD 

process. Figure I represents the blueprint. The entire involvement process is mapped in a clear 

and structured way. This will help to facilitate communication between all involved parties, 

because it is clear at each step what the tasks are. The service innovation stages that are adopted 

from Alam (2002) are highlighted in the blueprint. 

 

 
 

DISCUSSION 

This research project is of value for both theory and practice. This study adds to the current 

body of literature by proving that service blueprinting can be used to map the customer 

involvement process, which is more clear and transparent that written descriptions from the 

existent models. From a managerial point of view the findings of this research project will be 

useful for the managers of service providers as well as business partners, because they can use 

the blueprint during future NSD projects. This ensures a clear structure and facilitates 

communication during the entire process.  

  

FIGURE I: BLUEPRINT OF THE INVOLVEMENT PROCESS 
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1. INTRODUCTION 

Not only do services represent a significant part of international industry activities but they also 

comprise a large fraction of the employment in developed countries (Anxo and Storrie, 2001). 

The impact of services on major economies is constantly increasing, with innovation as a key 

driver (Gallouj and Weinstein, 1997; Vargo and Lusch, 2004b). Therefore, companies are 

constantly seeking to provide better services to be able to compete with their competitors. New 

service development is inceasingly becoming a key attibute of the business strategy of service 

providers (Johne and Storey, 1998; Fitzsimmons and Fitzsimmons, 2000). Despite this 

development, the innovation process of services remains one of the least understood areas in 

the service management literature (Menor et al., 2002; Nijssen et al., 2006).  

 

Customer involvement has been believed to be important for successful product and service 

development (Carbonell et al., 2009). However, there are some major differences in terms of 

how to involve customers in these different aras. Service providers are inclined to involve 

customers in the service delivery, because the procurement of a service generally results in 

more intense relationships between customer and service provider with deeper commitment 

(Alam and Perry, 2002). The value of a service is co-created and determined by the customer 

and evaluated while the service is consumed. This requires alignment of expected and perceived 

service, which is complicated by the characteristics of a service (Zeithaml et al., 1985). Research 

regarding customer involvement in new service development has been dispersed among 

different research fields. A limited number of studies focus primarily on involving customers in 

the development of new services (Matthing et al., 2004). These studies where mostly conducted 

in the telecom sector, consultancy and financial services. 

 

In this line of research, there has been little attention regarding customer involvement in the 

development of professional services (de Brentani and Ragot, 1996, Gil-Saura et al., 2009). The 

development of new services in a business-to-business (B2B) environment is even more difficult 

than consumer services (Verhoef, 2003; Sampson and Froehle, 2006). Professional service 

delivery requires highly specialized skills and knowledge of the service employees. When 

customers are involved, there is interaction through multiple departments with a different 

expertise (Kindström, and Kowalkowski, 2009). Because many actors are involved in the 

complete service process, B2B services are generally highly complex. Despite these challenges, 

there has been little research about how to involve customers in the NSD process in a B2B 

environment in order to create superior services (Alam, 2002). This leads to the following 

research question of this paper: 

 

“How should customers be involved in the development of new services in a B2B environment?” 

 

The practical relevance of this research lies in the construction of a customer involvement model 

for the development of new services in the B2B sector, using the service blueprint technique 

(Bitner et al., 2008) in combination with existing customer involvement models. Service 

providers often have difficulties with exploiting input of users to create new or improved service 

offerings. However, when a service company masters the art of customer involvement, it will be 

able to uncover latent needs and align the service delivery to customer expectations. Large 

international service companies as Vodafone need to cope with the increasing complexity of 
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technologies while simplicity is one of the key demands of its customers (Vodafone, 2012). It is 

becoming a strategic trend for service companies to deliver total solution packages rather than 

separate services. Firms therefore need to be market oriented and customer centric (Vargo and 

Lusch, 2004b). To understand the wants and needs of customers, service companies need to 

collaborate closely with its clients and develop relationships that are mutually beneficial 

(Gummesson, 2002). However there is little consistency about an optimal method to realize this. 

This research aims to clarify this process. 

The theoretical relevance of this research can be found in the contribution to a general 

framework in order to facilitate customer involvement in new service development in a B2B 

environment. Although customer involvement is becoming increasingly recognized as an 

important factor for successful service development, the body of literature regarding this topic is 

still underdeveloped (Alam, 2002; Carbonell et al., 2009). Research in this field has focused on 

consumers as innovators (Von Hippel, 1986) and end users (Magnusson et al., 2003; Matthing et 

al., 2004). However, there has so far been little attention for customer involvement and 

establishment of B2B relationships and is lagging far behind consumer marketing (Alam, 2002; 

Molinari, Abratt and Dion, 2008). One of the reasons for this is that service innovation in a B2B 

context is very complex, and therefore it is difficult to involve customers in the process. Service 

blueprinting (Bitner et al., 2008) in combination with existing customer involvement models 

may facilitate the creation of a clear and structured model. So far, service blueprinting in 

combination with customer involvement in a B2B environment has not been researched. This 

research aims to identify the reasons for this gap and proposes opportunities for filling the gap. 

 

The first part of this research consists of a literature study. The goal of this literature review is to 

define the relevant research area and identify goals for the development of the master thesis. To 

be able to cover all significant writings, it is important to approach the literature in a divergent 

way. Therefore all terms related to customer involvement and service innovation were entered 

in different academic search engines. This resulted in an extensive list of potentially relevant 

publications and books. Subsequently, conversion was used to identify the research direction. To 

confirm the quality of the obtained literature, it was evaluated using different inclusion criteria. 

Appendix B provides a detailed description of these criteria.  

The second part of this study consists of case study research with business partners of the 

telecom service provider Vodafone Netherlands. These business partners deliver the services of 

Vodafone combined with additional services to corporate end customers. Because Vodafone also 

sells the services to the business partners, they can also be seen as customers. Guided by a 

theoretical framework to achieve a respectable focus, case studies are posed to be suitable for 

theory building on relative new topics, describing a situation into detail (Eisenhardt, 1989). The 

within-case analyses serve as a description of the findings within a single setting and 

consequently the cross-case analysis examines the correspondences and differences between 

the within-case analyses. Finally, all results are combined to construct a roadmap for customer 

involvement using the service blueprinting technique. 

 

The outline of this research is as follows. Chapter 2 describes the company profile of Vodafone 

and the problem statement. Chapter 3 covers the important topics in the service literature and 

provides definitions for the service innovation, customer involvement and service blueprinting. 

Chapter 4 elaborates on the research methodology to address the problem that is formulated by 

this research. Chapter 5 presents the results of the performed study through a within case 

analysis of the interviewed business partners, followed by a cross-case analysis to compare the 
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results. Then, these results are used to construct a blueprint of the involvement process, which is 

covered in chapter 6. Finally, chapter 7 offers a discussion of the findings and provides 

theoretical and managerial implications, concluded by limitations of the research and 

implications for future research. 

2. RESEARCH CONTEXT 

2.1 VODAFONE 

The global enterprise Vodafone Group Plc is a British multinational that is specialized in 

telecommunications. The name Vodafone is an abbreviation of ‘Voice Data Fone’, which 

describes the services of the company. The headquarters of this service company are situated in 

the capital of the United Kingdom, London. It is the second-largest mobile telecommunications 

company on a global scale, which is computed by subscribers as well as 2011 revenues. In 

FY11/12, Vodafone Group had 439 million subscribers and a revenue of 54 billion euro 

(Vodafone, 2012; 2013). The telecom provider retains and operates networks in more than 30 

countries globally. In addition, it has partner networks in over 40 other countries. Vodafone 

delivers both consumer and enterprise services. The Vodafone Global Enterprise division 

provides telecommunications and IT services to corporate clients in over 65 countries.  

Vodafone Netherlands is a subsidiary of Vodafone Group, which was established through an 

acquisition of Libertel B.V. It is one of the largest telecom providers in the Netherlands with over 

5 million subscribers and an operational profitability (EBITDA) of 461 million euro 

(Telecompaper, 2013). The Enterprise Business Unit (EBU) aims to deliver total customer 

solutions for Corporate (<250 employees), SME (10 – 250 employees) and SOHO (>10 

employees) segments. The main goal of Vodafone Netherlands is to be ‘always easiest’ for its 

customers. This entails that complex business services which the company provides should still 

be easy to consume. Therefore, continuous innovation is needed to convert complex processes 

into straightforward services. 

 

Vodafone aims to excel in speed, simplicity and trust. The company focuses on staying ahead of 

competitors with its products and services by constantly improving its time-to-market 

strategies. The services that are introduced in the market need to be easy to use and 

straightforward, correspondent to the needs of the customer. Moreover, all products and 

services need to be trustworthy in a sense that they are safe to use and reliable. These aims 

result in four pillars that form the foundation of ‘the Vodafone way’ of working. First of all, the 

company is customer obsessed, which implies that the customer is the center of attention in the 

development en delivery of services. The company is passionate about exceeding customer 

expectations, understanding their needs, and earning their increasing loyalty. Working together 

with the customer is essential in order to determine and fulfill its wants and needs. Therefore, 

the establishment of relationships is an important part of the existence of the company 

(Vodafone, 2011).  

Moreover, the constant hunger for innovation calls for Vodafone employees to promote a climate 

that fosters innovation and the taking of calculated risks. To stimulate this, Vodafone has 

developed an idea-capture tool that its employees use to share ideas. These are assessed by an 

innovation team and if possible implemented. Each of Vodafone’s operating units around the 

world has an innovation team within its technology division. Furthermore, Vodafone has 

intensified its involvement in the creation and incubation of new ideas in the industry by 
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establishing incubation labs at numerous global locations. The largest project, Vodafone xzone, 

was launched in September 2011 in Silicon Valley, the heart of global innovation. This is a 

program that identifies and qualifies innovative technologies from startups, R&D labs, 

universities, and venture capital portfolios to deliver new and innovative products and services 

to Vodafone’s global customer base. Also it offers start-ups onsite ventures, development and 

integration support in order to develop themselves. Vodafone Netherlands also supports an 

incubation center called ‘startupbootcamp’, which is stationed at the Vodafone HQ in 

Amsterdam. Furthermore, most separate business units within Vodafone locations manage their 

own innovation projects. Overall, the company uses clear methodologies to organize its 

innovation activities. This allows responsiveness in local markets and other competitive 

advantages. 

2.2 PROBLEM STATEMENT 

Despite clear innovation strategies, it has been proven to be difficult for Vodafone to include its 

customers in an optimal way regarding the innovation of its services. Especially in the B2B 

industry both Vodafone and its customers are reluctant to share information because the risk of 

negative spillover effects. Moreover, it can be challenging to select the appropriate companies to 

involve in the development process. In the Corporate segment, it may be desirable to involve 

each separate customer in its own development process because services that are delivered in 

this segment are highly customized. However, in the SME and SOHO segments, services tend to 

be standardized and aimed to fit the wants and needs of the general customer. Mostly there is 

little or no involvement of customers during the service development process, which can result 

in a mismatch between the expected and perceived service (Caruana, 2002). Especially in the 

B2B market, new services of Vodafone tend to be not well aligned with the wants and needs of 

the customers. 
 

Vodafone Enterprise rarely sells its offerings directly to the end customers. Generally, the 

company markets its products and services through a network of business partners. These are 

companies specialized in the distribution and sales of telecommunication related products and 

services. These business partners enable diffusion of services to their customer base. Because 

Vodafone delivers its offerings directly to these business partners, they may be considered as 

customers for the sake of this research.  
 

Type Description Level 

Authorized Reseller 
Provides advice on basic questions about mobile telephony and 

cloud services 
Level 1 

Connectivity 

Partners 

Offers assistance with more complex issues regarding mobile 

telephony, fixed lines or cloud services. This partner is 

specialized in at least one of these activities. 

Level 2 

Solutions Partners 

Provides support and advice with complex issues and total 

solutions regarding mobile telephony, fixed lines or cloud 

services. This partner is specialized in at least two of these 

activities. 

Level 3 

Total 

Communications 

Partner 

This partner is authorized to provide all specializations – mobile 

telephony, fixed lines and cloud services – at the highest level of 

complexity. In addition, these partners provide support in pre-

sales consulting, sales, after-sales management and support. 

Level 3 

TABLE 1: TYPES OF BUSINESS PARTNERS 
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Within the business partner network there are four different types of partners, which are 

highlighted in table 1. The partners can acquire a certain status through two different aspects; 

the range of services in which the partner is specialized and the level at which the partner is 

classified. There are three different kinds of levels that are used for classification. Level 1 

partners have acquired basic knowledge about the products and services that Vodafone offers. 

Level 2 partners can solve more complex issues that customers may present. Level 3 partners 

can offer businesses total solutions for comprehensive complications.  
 

These business partners are aware of the market dynamics because they have close contact with 

their customers. This is valuable to Vodafone because this information helps to adjust its 

offerings to what the market demands. The business partners also benefit from well-developed 

services because they need to position the Vodafone offerings in the market and sell them to 

their customers. Therefore it would be beneficial for both stakeholders when the partners would 

be involved in the service development process of Vodafone. However, currently the degree of 

involvement is little to zero. Mostly services are finalized before communicating the features to 

the business partners, because this minimizes the risk of premature knowledge leakage. Yet, 

when Vodafone and its business partners would establish a level of collaboration in the 

development of new services that would improve alignment with the wants and needs of the 

enterprise market, this would be advantageous for both. For Vodafone it would result in an 

expected increase in the purchase of new services as well as a better relationship with its 

business partners. For the business partners it would result in services that better appeal to 

their customers, which also means more sales for them. Therefore, the problem statement of this 

research is therefore as follows: 
 

New B2B services developed by Vodafone are not well aligned with the wants and needs of the 

enterprise telecom market. 
 

This problem arises because B2B settings are complex environments in which it is difficult to 

uncover the wants and needs of the customers. Customer involvement could be helpful in this 

process, however managers encounter various problems in order to realize this and they are 

unaware how to tackle these problems. This research has obtained data from theory and 

practice in order to find a solution to this problem. The goal of this research is to construct a 

clear and structured model that describes how customers should be involved in the 

development of new services within the B2B industry. When the model facilitates the customer 

involvement process, it is expected that new services will become better aligned with the wants 

and needs of the enterprise telecom market. First, the academic literature is reviewed on topics 

that help with finding a solution to the problem. Existent customer involvement models are 

examined to determine how customers should be involved in service innovation. Moreover, the 

literature is examined on methods to model the involvement process in a structured way. This 

knowledge is used to conduct a qualitative research at Vodafone Netherlands. A number of 

business partners of Vodafone are interviewed about the topics derived from the literature. Also, 

various data sources within Vodafone are consulted to check the validity of the obtained 

information. All the data is combined and compared in order to formulate general guidelines 

about how business partners can be involved in the innovation process. The research finally 

tries to combine theory and practice to construct a model with a clear structure that all involved 

actors can use during the service innovation process to facilitate customer involvement. This 

should help to create better aligned services with the wants and needs of the market. Chapter 3 

describes the theoretical framework that is used in this research. 
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3. THEORETICAL FRAMEWORK  

This chapter discusses the theoretical framework that is extracted from the academic literature. 

First, innovation in services is briefly discussed. Then, various views on the new service 

development process are analyzed and important aspects are highlighted. Subsequently, the 

next key topic – customer involvement – is elaborated. First, various views on customer 

involvement are discussed with a focus on the B2B industry. Next the involvement process is 

explained, followed by a description of important elements that should be taken into account 

when involving customers. Finally, the blueprinting technique is suggested as a method to map 

the customer involvement process. First, various elements of service blueprinting are provided 

in order to conclude with a discussion on why this technique should be used to map the 

involvement process. 

3.1 INNOVATION IN SERVICES 

In the academic literature, the terms service innovation and new service development (NSD) are 

used interchangeably. Most scholars agree on the definition that NSD refers to the overall 

process of developing new service offerings (Johnson et al., 2000), and relates to the complete 

array of stages from idea to launch (Cooper et al., 1994). Increasingly, scope is extended by the 

addition of strategy, culture and service policy (Edvardsson et al., 2000; de Jong and Vermeulen, 

2003). Firms are constantly searching for ways to improve their existing services and develop 

new services to establish and maintain a competitive advantage in their market environment. 

The concept of innovation in services ranges from enhancement in experience to creating new 

markets (Berry et al., 2006).  

 

Service innovation involves rethinking the service concept (Van der Aa and Elfring, 2002). It 

entails the creation of new service combinations and service elements. Firms should be aware of 

their service capabilities and institute connections with market opportunities. The service 

concept describes the core of the service, and changing it can lead to radical innovation. 

Furthermore, the innovation of services is closely connected to service design (Goldstein et al., 

2002). When the service concept is established, it has to be translated into a system in which the 

service can be delivered to the customer. In this sense, the term service innovation relates more 

to change in the service concept and new service development is more associated with change in 

the service design. However, the ultimate goal is equivalent; to improve and make progress. 

Therefore, this paper follows the academic trend and uses the terms equivalently.  

Moreover, innovation of a service is a combination between different dimensions (Cook et al., 

1999). This is supported by Den Hertog (2000), who argues that successful service innovation is 

mainly a combination between four dimensions; service concept, client interface, service 

delivery system and technological options. The client interface entails the relation between the 

organization and the customer; this will be extensively elaborated in this research. The service 

delivery system refers to the internal arrangements in the organization that have to be managed 

to allow service employees to perform their work appropriately, and to develop and propose 

innovative services. In other words, it refers to the way the service is delivered to the client. The 

fourth or the technological dimension, although actively debated, is seen as a great enabler of 

service innovation, because it has a connection to all other dimensions (de Jong & Vermeulen, 

2003). Especially with technology based self-service industry, this dimension plays an important 

part in successful development of new services (Meuter et al., 2000). Innovation in a particular 

dimension will require a set of changes in the other dimensions, in order to realize successful 
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innovation. To accomplish this, firms need comprehensive understanding of their new service 

development process. The next section elaborates on this.  

3.2 THE NSD PROCESS 

Research regarding the actual NSD process is adapted from the NPD literature (Droege, et al., 

2009). Much of the research has been focused on identifying different stages in the development 

process and how they have been carried out (Johne and Storey, 1998). However, the academic 

literature shows only a limited number of recognized NSD models. The models that first 

emerged argued that NSD is a linear process consisting of sequential steps. Scheuing and 

Johnson (1989) proposed a model consisting of 15 stages. The strength of the model is the 

distinction between the service design and the design of the delivery process. Alam (2002) and 

Alam and Perry (2002) developed a ten-stage model, based on case study research in a variety of 

Australian service firms. The difference with these models is that some groups of activities can 

be executed in parallel, which speeds up the process. Built-in checkpoints still allow control over 

the complex process.  

While linear innovation models are most widely used in innovation research, it has been 

criticized by other scholars. Kelly and Storey (2000) argue that many small and medium service 

businesses engage in ad hoc service innovation rather than developing a sequentially organized 

process. Therefore, others suggest that the NSD process is nonlinear, because innovation is 

generally complex and impulsive instead of effortless and linear (Johnson et al., 2000; Kindström 

and Kowalkowski, 2009). Nonlinear models also contain specific phases, but these are all 

interconnected, which allows the innovation process to run in a random order. These models 

lack the structure that was suggested by the linear models, because advocates of nonlinear 

models believe that innovation is a process of creating new things, which cannot be structured. 

In these models, the innovation process is erratic and irregular, but the learning process 

however is smoother. The nonlinear learning process allows innovation to emerge throughout 

the entire organization. 

 

Nonetheless, most successful service innovation firms have a well-organized service innovation 

process rather than innovating ad hoc (de Brentani, 2001). Especially when many actors are 

involved, successful service innovation requires a structured and well-defined process. When 

different individuals of different companies have to work together in the NSD process, structural 

agreements should be made in order to establish mutually beneficial outcomes. A large number 

of service companies lack strategic focus on NSD and require appropriate organizational 

structure to be able to develop and execute successful services (Edvardsson et al., 1995). Unclear 

responsibility and unaligned goals result in miscommunication and eventual failure of utilizing 

NSD capabilities. A well-developed organizational structure forms the basis for a structured new 

service development process. 

Because this research focuses on service innovation in a B2B environment, it is important to use 

a model that is clear and structured because many actors are involved in the NSD process. 

Therefore nonlinear models are less suitable for organizing service innovation in B2B 

organizations. Linear models are preferred in these industries; because they account for a 

structured process with clear guidelines so all involved individuals know what is expected of 

them at predetermined points in time. However, linear models are mostly general descriptions 

of activities during the process. To realize even more structure, this study searches for a new 

model which allows all involved parties to see at a glance what their tasks are and when they 

should perform them. To be able to determine which model is appropriate for these 
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requirements, it is important to first discuss the people involved in the service innovation 

process. This is further elaborated on in the next section. 

3.3 CUSTOMER INVOLVEMENT 

Customer involvement is the second important theme in this research. Therefore it is important 

to review the literature on what customer involvement entails and how it can be realized. In 

service oriented firms, the customer plays a central role that involves interaction with 

employees as well as with the content of the service. However, when the delivered service does 

not match the expectations of the customer, it can lead to discontent and rejection. Therefore, it 

is important to uncover all wants and needs of customers in order to create a desired service 

(Matthing et al., 2004). When the customer is involved in the development process, 

requirements can be formulated more easily and expectations can be managed more efficient. 

Moreover, this facilitates the establishment of a relationship with the customer, which is 

fundamental for successful service delivery. Therefore it is important for companies to know 

how to involve customers in the NSD process. 

In this research, the definition for customer involvement follows the description of Matthing et 

al. (2004), because it is focused on the discovery of latent needs in combination with service 

innovation. The previous section already discussed the complexity of service innovation in a B2B 

environment, because many actors are involved. This is even more the case when professional 

service companies decide to involve customers in the innovation process. Since this research 

focuses on how to involve customers in service innovation in a B2B environment, it is important 

to realize the key elements in this industry. When a service company cooperates with a firm, 

there are various departments of both parties involved in the collaboration process. Conflicts 

may arise when all these divisions are engaged in the development of a new service. Different 

opinions and miscommunication have a negative impact on the relationship. One of the main 

reasons for breakup of B2B relations is loss of control (Buttle, 2009). Therefore it is essential for 

companies to first focus on establishing deep relationships before actually involving the 

customer. Management of customer relationships is essential for successful collaboration of any 

form. When customer and firm have made mutual agreements to stimulate the relationship, they 

can actually engage in customer involvement. The next section will elaborate on different stages 

of involving customers in service innovation. 

3.3.1 STAGES OF THE NSD PROCESS 

The NSD process contains various stages at which different activities take place. As mentioned 

before, Alam (2002) has developed a model of ten stages, at each of these stages he formulated 

activities performed by the service provider as well as the customer. These are depicted in figure 

1. Appendix A gives a detailed description of the different stages and the corresponding 

activities. This is hitherto the most extensive customer involvement model regarding NSD. The 

strength of this model is expressed in the extensity of this study as well as the focus on both 

customer and firm actions. It should be highlighted that customers are involved throughout the 

entire NSD process. At every stage there is an activity that is performed by the customer.  

 

However, the importance of customer involvement per activity varies. According to Alam (2002) 

three stages of the NSD process, including idea generation, service/process system design, and 

service testing/pilot run, are more important than other stages. These are indicated by the 

thicker arrows in figure 1. This is because these stages contain the key activities in designing and 

developing the new service.  
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6. Service 
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7. Personnel 

Training

8. Service 
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Marketing

10. 

Commercialization

Customer Involvement

 
  FIGURE 1: CUSTOMER INVOLVEMENT MODEL (ALAM, 2002; ALAM AND PERRY, 2002) 

The model also shows that the intensity of the activity varies among the different stages. Alam 

(2002) identified four levels of intensity that can be used during the various stages of the NSD 

process. These levels are passive acquisition of input, information and feedback on specific 

issues, extensive consultation with customers, and representation. Table 1 in Appendix B 

summarizes this. 

The intensity of involvement can be depicted on a continuum, where passive customer 

participation is at the least intense end of the continuum and representation is at most extreme 

intense end of the continuum. Service providers have to find a balance between the various NSD 

stages and the level of involvement intensity. When the intensity of involvement is perceived too 

high, customers might fail to recognize the added value of the service provider. Also, 

involvement is very resource demanding and redundancy can result in revenue loss. However, 

when the in intensity of involvement is perceived too low, the expected service does not match 

the perceived service (Kaulio, 1998). Therefore it is important to examine the appropriate level 

of involvement per stage. When this is established, the service company needs to select the 

methods to be used to involve the customers.  

 

There are many different ways to involve customers in the development of new services. 

Involving the customer is not simply a transfer of information between customers and firms, but 

a process through which knowledge is jointly co-created and shared (Lundkvist and Lakhlef. 

2004). In this process, ideas are created through conversational engagement between customers 

and the R&D team. Therefore, communication is an important aspect to consider when the 

customer involvement process is designed. The more frequent and intense communication and 

conversational interactions take place among actors from diverse backgrounds, the more likely 

major breakthroughs are to occur. Therefore it is important to establish an appropriate 

communication process that stimulates the discovery of the desires of the customer. People are 

generally not willing to share information and knowledge without incentive. A company needs 

to gain their trust first in order to establish a beneficial collaboration (Morgan and Hunt, 1994). 

Open and clear communication improves trust and makes customers more inclined to share 

knowledge. To realize this, service providers need to determine appropriate methods to 

communicate with the customer. 

 

There are various modes to involve customers in the development of a new service. Modes are 

techniques to facilitate the involvement process, whereby a specific technique focuses on 

information to be acquired regarding the corresponding level of intensity. The literature 

distinguishes a number of methods, which are summarized in table 2 in Appendix B. The more 
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extensive the method, the more the customer is involved. But as mentioned before, not every 

stage requires extensive participation. Also, the number of modes can vary per stage. In stages 

that require intense involvement, multiple modes are used to communicate with customers 

(Leonard and Rayport, 1997). Despite of the extensity of this customer involvement model, it 

only provides descriptions of activities during the NSD stages. A blueprint can help in providing 

structure by mapping interconnections between activities. The next section elaborates on this. 

3.4 A BLUEPRINT FOR SERVICE SUCCESS 

As described in the previous sections, developing new services in a B2B industry requires a clear 

and structured process because many actors are involved. All involved parties need to know at 

any point in the process what their tasks are and what they can expect of other parties. 

Especially when customers are involved in the process, companies should be able to deliver an 

overview of the innovation process. When service companies fail to do this, new services may 

not be aligned with the wants and needs of the customers. The customer involvement model of 

Alam (2002) describes in detail what activities should be carried out per stage of the 

development process, but it does not provide a clear overview of the interconnections between 

all involved actors. To conquer this problem, a systemic method is required that allows the 

structure of a service to be mapped in an objective and explicit manner, while also capturing all 

the essential functions that apply to marketing. To realize this, Shoshack (1982) introduced the 

service blueprint. A service blueprint is a representation of all activities in the service delivery 

process, mapped in a two-dimensional flowchart (Shoshack, 1982). This facilitates identifying 

the necessary processes, establishing time frames, isolating fail points and providing a cost-

benefit analysis (Kostopoulos et al., 2012). A well designed service blueprint helps to 

understand the process to develop and execute a service for both customer and firm. Therefore, 

this is a fundamental part of a customer-oriented organization (Lundkvist and Yakhlef, 2004).  

3.4.1 ELEMENTS OF A SERVICE BLUEPRINT 

A service blueprint is constructed of various components that are connected in the service 

delivery process. Bitner et al. (2008) have identified five key components that a typical blueprint 

contains. These are depicted in table 2.  

 

Components Description 

Physical Evidence 
All the tangibles that customers are exposed to that can influence their 

quality perceptions. 

Customer Actions 
All steps that customers take as part of the service delivery process, 

depicted chronologically across the top of the blueprint. 

Onstage/Visible Contact 
Employee Actions 

Actions of frontline contact employees that occur as part of a face-to-

face encounter. 

Backstage/Invisible Contact 
Employee Actions 

Nonvisible interaction with customers (e.g., telephone calls) as well as 

any other activities that contact employees do in order to prepare to 

serve customers or that are part of their role responsibilities. 

Support Processes 

All of the activities carried out by individuals and units within the 

company who are not contact employees but that need to happen in 

order for the service to be delivered. 

TABLE 2: KEY COMPONENTS OF A SERVICE BLUEPRINT (BITNER ET AL., 2008) 

As mentioned before, customer actions are the foundation of the service blueprint. These actions 

are identified and mapped first, and then all other components are classified based on the 
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customer process (Fließ and Kleinaltenkamp, 2004). The customer actions and the onstage 

employee actions are separated by the line of interaction, depicted by the orange line in table 2. 

Every time this line is crossed through a link from the customer to the contact employee an 

interaction takes place, referred as a moment of truth (Bitner et al., 2008). The backstage contact 

employees are separated by the line of visibility, represented by the green line in the table. 

Everything that occurs above this line is visible to the customer, while all actions below the line 

are invisible. Support processes are separated from the other actions by the line of internal 

interaction, illustrated by the blue line in the table. These processes represent all non-employee 

actions such as technology enablers that support the service execution. Interactions between 

employees and support processes need to cross this line. Furthermore, physical evidence should 

be present for each customer action and every moment of truth. These tangibles are depicted in 

the upper line of the blueprint. 

3.4.2 BLUEPRINTING CUSTOMER INVOLVEMENT 

Service blueprinting offers several advantages for describing the customer involvement process 

in relation to existing customer involvement models. As mentioned before, this technique is 

more precise than verbal or written descriptions. Firms can see at a glance which actors are 

involved in every part of the process. First, companies should map the whole involvement path 

from the customer’s perspective. This provides insights on what the customer is experiencing 

during the involvement process. Then, all employee actions can be mapped accordingly. This 

visual representation allows firms to see immediately when there should be actions in the NSD 

process to involve the customer and what these actions entail. This provides a much more clear 

and structured representation than textual models (e.g. Alam., 2002). This also facilitates the 

identification of possible fail points before the customer is actually involved, so these problems 

can be solved in advance.  

 

Service blueprints are relatively simple and their graphical depictions are easy to understand for 

all stakeholders involved – customers, managers, front-line employees – to learn, use, and even 

modify to meet a particular innovation’s requirements (Bitner et al., 2008). The element of 

visual representation together with the ease of use could form a powerful tool to model 

customer involvement in the service innovation process. Employees know exactly what to do 

and when to do it, which support processes are needed and which physical evidence should be 

used. The customer knows exactly what to expect from the firm and what is expected from the 

customer itself during the whole process. Especially with service innovation in a B2B context, it 

is important that all stakeholders know exactly what is expected from them. The service 

blueprinting technique can deliver a clear structure and can even provide new insights in 

respect to the customer journey. Therefore, this technique can be a useful addition to the current 

customer involvement models. It can even be used in combination with existing service 

innovation models, such as the model of Alam (2002). The suggested customer and firm actions 

can be visualized with a service blueprint. Combining these elements forms the incentive of this 

research. The next chapter describes how this theoretical framework is tested in practice. 

4. RESEARCH METHODOLOGY 

As stated before, this research aims to clarify how customers/partners should be involved in the 

development of new services in a B2B context. Since the academic literature is still not 

consistent about this topic, the nature of this research will be exploratory. The customer 



Eindhoven University of Technology  T. Grasmayer 

 
12 

involvement model of Alam (2002) serves as a template in order to guide the research process. 

The benefit of exploratory research is that it is flexible and adjustable to change; new insights 

from data can be implemented in this type of research without risking the loss of important 

information or focus of the research itself (Saunders et al., 2009). With this type of research, a 

qualitative approach is generally used, because it helps to discover possible explanations to 

‘how’ questions. Therefore, this research will also use a qualitative approach to answer the 

research question. The following section describes the research methodology that is used in this 

research. 

 

To find an answer to the main research question, a case study approach will be used. Case 

studies can provide a rich and deep understanding of the context of the events and the processes 

being enacted within that context (Yin, 2008; Saunders et al., 2009). More specifically, a single 

embedded case study will be adopted to gain in-depth insights regarding partner involvement 

with Vodafone Netherlands. Vodafone serves as a suitable research environment because it is a 

large service company with extensive experience in B2B environments, however the company 

currently does not involve its business partners in the development of new services. 

Multiple sub-units are selected that all relate to a single company. These sub-units will be the 

selected business partners that will participate in this research. Moreover, this method allows 

clarifying potential differences between various business partners and their ideas about 

innovation and involvement (Gerring, 2007). In addition to the conventional benefits of 

exploratory case study research, two key reasons can be identified to verify this as a proper 

research strategy. First, this strategy allows the scholar to fully explore the fundamental objects 

for involving partners in the enterprise innovation process, which makes it possible to 

understand the use of partner involvement from a service provider perspective (Eisenhardt, 

1989). Secondly, this strategy allows to carefully compare existent theories from the literature 

with the collected data in order to adjust these theories or construct a new model. 

4.1 CASE SELECTION 

With business partners as unit of analysis, the selection is limited to companies that are 

currently connected to the business partner network of Vodafone. Moreover, it is important to 

establish a certain level of commitment and trust between both parties to minimize the risk 

when sharing classified knowledge (Morgan and Hunt, 1994). To be able to contribute to new 

service development, a partner needs to show willingness to invest its resources for Vodafone 

purposes. Therefore, only level 3 partners of table 1 are selected, since those partners have 

already invested in extensive trainings regarding Vodafone services. Moreover, since these 

partners have acquired knowledge of the most complex systems that Vodafone offers, they are 

more likely to contribute substantively. This criterion results in the selection of solution partners 

and total communication partners. The next criterion is experience. Business partners that have 

recently been added to the business partner network have little experience about the operation 

of Vodafone services with its customers. More experienced business partners have 

understanding about how the market responds to new business-to-business services in general 

as well as Vodafone specific services. Therefore, they are more likely to provide more detailed 

and specialized contributions to the new service development process. The final criterion is that 

business partners need to have adopted Red Business subscriptions and One Net Enterprise in 

their portfolio. These recent service innovations of Vodafone will be used as reference cases to 

make the insights of the business partners about innovation and involvement more practical.  
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The initial population consisted of 18 business partners that have a level 3 classification. Some 

business partners were more appropriate than others for this research according to the business 

partner managers. Also, some business partners were not available for interviews during the 

scope of this research. Together with the Vodafone partner managers, seven partners were 

selected to participate in this research.  

4.2 DATA COLLECTION 

To determine how business partners are involved in the new service development process of 

Vodafone, qualitative data is obtained from three separate sources. This triangulation is used to 

improve confidence of the results and credibility of the analysis (Yin, 2008). For this research, 

the three data sources are interviews, documentation/archival records and direct observations. 

The following subsections will elaborate on these sources. 

4.2.1 INTERVIEWS 

Data for this research was mainly collected from interviews with different business partners. 

The person who was interviewed is the CEO of the company in question, or at least an executive 

officer who has deep understanding about the short- and long term visions of the company. 

Moreover, the contact needed to be familiar with the service offerings of Vodafone. The type of 

the interviews is semi-structured, which allows the researcher to compose certain questions 

prior to the interview but also provides the opportunity for deviation to explore additional 

matters that occurred during the interview (Saunders et al., 2009). Hence, the interview is 

constructed as a guided conversation with the intention of gaining insights in the perceived 

causal explanations of the business partner. These characteristics allow interviews to serve as 

source of evidence (Yin, 2008). The interviews were stored through the use of audio recordings, 

with the permission of the participant. These recordings were then transcribed and coded, in 

order to extract the appropriate data. During the interviews, the focus of the questions was on 

innovation and involvement. The guidelines for these questions are presented in Appendix C.  

4.2.2 DOCUMENTS & ARCHIVAL RECORDS 

Various documentation sources can be used to determine the usability of research results 

(Cohen et al., 2011). Vodafone has a comprehensive collection of PowerPoint slides, Excel files 

and other document types with innovation as topic. These are all accessible through the intranet 

or internal email. These were reviewed before the interviews to gain basic knowledge about 

innovation at Vodafone. After the interviews these documents will serve as control mechanisms 

to determine feasibility of certain recommendations and demands (Creswell, 2012). Also, 

websites and other documentation of the selected business partners were consulted before the 

interviews in order to understand the vision of these companies.  

4.2.3 DIRECT OBSERVATIONS 

This study is performed at the Vodafone headquarters and at various locations of the business 

partners. This facilitates observation of the way of working of both stakeholders. Also, 

participation in the business partner team of Vodafone enabled the selection of appropriate 

business partners for the research and the establishment of appointments. Moreover, informal 

conversations with Vodafone employees provided valuable information for the direction of this 

research. Also, company visits during the interviews resulted in a deeper understanding of the 

business partners. Finally, body language of the interviewees was used to validate their 

statements. 
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4.3 DATA ANALYSIS 

When the interviews were conducted, the data were transcribed, which resulted in 83 pages of 

data. Then, the data was coded. A detailed list of all the codes can be found in Appendix D. 

Coding is used to assemble, categorize and organize the information that is provided during data 

collection (Bryman, 2008). The codes were defined using the theoretical framework from 

chapter 3. First, all important elements that were needed for the analysis were extracted and 

listed. For example, all important activities regarding customer involvement during the NSD 

stages were listed using the model of Alam (2002). Each element of the different categories was 

labeled with a unique code. During the analysis of the interviews, the relevant codes were 

written in the column next to the sentence to classify relevant information (Gorden, 2006). For 

example, when a business partner mentioned focus group discussions as a method for customer 

involvement, the sentence would be labeled with M6FG. While analyzing the data it was 

constantly checked whether the code scheme was sufficient to classify all relevant information. 

When the researcher missed a certain code, the theory was used again to define a new category. 

Coding was therefore an iterative process. Then, coding categories were determined using 

relations from the literature and common sense. For example, the codes that corresponded to 

the activities during idea generation were grouped in that category. This helped in discovering 

relations between the codes. Appendix D also shows how the codes were grouped. The codes 

were used to facilitate the extraction of important and relevant data (Gorden, 2006). When the 

analysis was completed, the codes were also counted in order to quantify the data. 

 

Reviewing and coding the data creates structure in the analysis process and facilitates the 

discovery of patterns and connections (Miles and Huberman, 1994). Each case was reviewed on 

innovation related topics such as current vision on innovation of the company, innovation in the 

telecom industry regarding services and Vodafone specific innovation. The data was also 

reviewed on matters regarding involvement, such as current degree of involvement with 

Vodafone, willingness to be involved and possible contributions to the service innovation 

process. When all cases were analyzed, a cross-case analysis was used to study the 

interrelationships between the business partners. For this part, all codes were quantified by 

counting how many times each code was used in the interviews. The most important results are 

visualized in graphs. When a graph contains groups, the totals are scaled to the number of codes 

a group contains. A selective coding approach is used to preserve focus on the main topics of the 

research, so that the topics are significantly interrelated (Miles and Huberman, 1994).  

 

The first part of the interview mainly consists of questions about innovation. This helps to 

determine how the business partners cope with innovation issues, which can later be used in the 

involvement process. The interview also contains questions about how business partners think 

the innovation process should be constructed and how they should be involved in this process. 

This data should provide important insights to establish a solution to the problem of this 

research. First, each sub-case was reviewed on ideas about innovation and involvement in the 

innovation process. Subsequently, all data from different sources was compared and evaluated 

on recurring patterns. These patterns can help to determine what should be done to realize an 

optimal involvement process to contribute to service innovation.  

 

During the analysis of the data, the results were examined by using the concept involvement 

model of Alam (2002) in combination with the additional literature. This model was adopted as 
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a template, which will be adjusted, shaped and complemented with the findings of this research. 

This provided insights on which stages the business partners could be involved, which level of 

intensity should be used and which methods should be used for involvement. The possible 

solutions were discussed with the business partner team of Vodafone, as well as other business 

units that are involved in this process. These discussions determined the feasibility of the 

solutions derived from the analysis. When an optimal solution was achieved, a roadmap for 

partner involvement in service innovation was constructed using the service blueprinting 

technique (Bitner et al., 2008).  

4.4 VALIDITY AND RELIABILITY 

Qualitative research is often criticized by scholars, who argue that its methods have insufficient 

rigor, quantification and objectivity (Yin, 2008). Therefore, it is important to focus on ensuring a 

high research quality. This chapter will discuss the validity and reliability of this research. 

4.4.1 CONSTRUCT VALIDITY 

Construct validity refers to the appropriate and accurate measurement of key concepts, i.e. the 

extent to which a research procedure leads to an accurate observation of reality (Gerring, 2007). 

Yin (2008) suggests the use of three tactics to assure construct validity. First, multiple sources of 

evidence should be used during the data collection. In this research, different sources of data 

were used as discussed in section 4.3. This reduces observation bias through triangulation 

(Saunders et al., 2009). Furthermore, Yin (2008) argues for a closed chain of evidence, which 

implies that an external observer is able to retrace the source of the evidence from beginning to 

conclusion. This research used interview citations and case descriptions to preserve a closed 

chain of evidence. Finally, Yin (2008) says that the results of the study should be reviewed by 

key informants to ensure relevance and adequacy of the results. In this research, the results 

were discussed with different managers of Vodafone. Also, the general results were discussed 

with the business partners and their feedback will contribute to the relevance of the data 

analysis. 

4.4.2 INTERNAL VALIDITY 

This research intents to determine a causal relationship. Therefore, the internal validity of the 

research should be taken into account (Saunders et al., 2009). Internal validity refers to the 

legitimacy of the causal implications established in the diagnosis and analysis. To address 

internal validity, pattern-matching logic should be used according to Yin (2008), which entails 

examining an observed sequence of events for the presence of some pattern. The innovation 

involvement process was studied with multiple business partners and compared with 

conceptions from the theory that is discussed in chapter 3. This ensures internal validity of this 

research.  

4.4.3 EXTERNAL VALIDITY 

External validity refers to the generalizability of the research results beyond the case studies 

(Gerring, 2007). The findings should be tested in other domains to determine whether the 

results are generalizable, which is often not possible in case study research (Saunders et al., 

2009). However, this type of research relies on analytical generalization instead of statistical 

generalization, which implies that the results should not be generalized to other cases but to a 

broader theory (Yin, 2008). 
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4.4.4 RELIABILITY 

Reliability refers to the possibility that other scholars can repeat the research with similar 

results (Yin, 2008). Semi-structured interviews may impede reproduction of the research, since 

it is constrained to the context and responses of the interviewees (Gerring, 2007). However, 

working in a structured way by documenting the results in a database and preserving a chain of 

evidence will contribute to higher reliability of this research.  

5. RESEARCH RESULTS 

All findings derived from the collected data are presented in this chapter. A total of seven 

interviews among business partners of Vodafone will be analyzed on two different topics; 

service innovation and customer involvement in the innovation process. The first part of this 

chapter contains seven within-case analyses, containing a broad description and interpretation 

of the subjects mentioned above for each company. The second part focuses on the comparison 

of all seven cases on the same subjects in a cross-case analysis. By doing so, the data from the 

field will be analyzed along the lines of theory from chapter 3, preparing it for further discussion 

in chapter 7. 

5.1 WITHIN-CASE ANALYSIS 

5.1.1 CREAFORTI 

Creaforti is a company located in Arnhem with approximately 40 employees and is operating in 

the telecom market for nine years. Their targeted customer segments are divided over three 

layers; corporate companies with more than 250 employees, SME companies with 10-250 

employees, and transaction based customers. The focus of the company lays on delivering 

mobile solutions, but over the last year the integration between mobile and fixed lines is 

becoming increasingly important. Creaforti has much expertise in mobile working and all 

employees put much effort in providing customized advice to their customers. 

 

Service Innovation 

According to Creaforti, service innovation generally comprises enhancement of the service 

experience. “This can be achieved by looking at existing elements with a different angle or creating 

something completely new, and everything in between.” Most innovations are an improvement of 

the existing, which is beneficial for the adoption rate because customers are already familiar 

with existing services. The company is not involved in technological innovation; instead it 

focuses on combination of intermediates in order to deliver a total solution.  

Innovation at Creaforti is very customer centric. ”If an innovation is initiated, it starts with a 

customer's wish.” The company always aims to uncover the wants and needs of its customers as 

effectively as possible. Most of the time these wants and needs are latent, and the firm strives to 

make its customers more aware of them. This generally results in well-developed customer 

relationships, which forms the competitive advantage of the company. Creaforti believes in 

organization-wide innovation. They apply the ‘accept or improve rule’: “If you do not agree with 

something, come up with a better solution, and if it proves to be solid we will implement it.” This is 

confirmed by observations within the company; employees are aware of this and indicate 

problems and possible solutions when needed. This requires a well-developed organizational 

structure as well as clear and coherent communication.  
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Service innovation at Creaforti is mainly dependent on innovations of its suppliers. 

Documentation about the supplier connections and their influence confirms this. Therefore, the 

company concentrates mostly on improving the client interface and the service delivery system. 

Because of the dependence on its suppliers, Creaforti constantly tries to predict the actions of all 

actors in the market. “To reign is to foresee.” This is important because customers may adopt an 

innovation as substitution for existing services. The company uses service innovation therefore 

to anticipate to changes in the market environment. 

 

The innovation speed is one of the most important elements for success, according to Creaforti. 

“An innovative organization should be able to lead in breaking new grounds.” Therefore, a 

company should have the ability to be flexible in order to adequately respond to its 

environment. Most technological innovations are already invented by technological enthusiasts; 

a successful company should be able to adopt and transform these developments to add value to 

its own portfolio, to create an entire new need. Most service companies operate in a need-

creating market. The creation of a new need can encourage for the success of a company. 

However, most of the time an innovation is a logical sequence of the existing; therefore 

companies need to be able to anticipate to changes. Another key factor for success is establishing 

and exploiting customer relationships. “The fan base of a company generally ignores innovations 

of other companies, even if they were superior.” This is confirmed by observations and statements 

of brand ambassadors, who indicate that they will most likely stick to their brand regardless of 

its developments. Therefore it is important to develop deep relationships with customers. The 

proper management of these relationships can even help companies to create new ideas that 

anticipate to the wants and needs of its customers. Service quality is less important, because it is 

very subjective and is dependent on many different factors. However, service providers should 

focus on the prevention of service failures, because this is commonly used in the assessment of a 

service. 

 

Customer Involvement 

Creaforti is interested in collaboration with its suppliers to stimulate innovation, however the 

company is currently little involved in the development process. “At the end of the day most 

projects are developed beyond our sight and presented afterwards, so we are not involved in 

hardcore innovation.” This is confirmed by managers of Vodafone, who state that innovations are 

mostly presented when they are already finished. If the company was to be involved in service 

innovation, it prefers involvement in the final stages of the process. In the service testing and 

test marketing phases they can participate in a simulated service delivery process and suggest 

final improvements for design change. In the commercialization phase they could adopt the 

service as a trial. “We would like to be ahead of the race to gain experience and provide comment 

on the service. We are not afraid to become guinea pig in order to share our own experience with 

the customer.” This is supported by direct observations of services that the company already has 

adopted. When Creaforti is allowed to test a service, the company can suggest changes in the 

design in order to create a better fit with the wants and needs of the market. Moreover, 

employees can provide a more complete set of advice towards the customer because they 

understand the features of the service better themselves.  

 

The main contribution that Creaforti could provide in the service innovation process is 

establishing an interface between theory and practice. The company has acquired much 

experience from doing business with different customers and suppliers. “There are many 
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information flows that we could share with each other, this is already happening but there is much 

room for improvement.” Various documentation shows improvement in areas in which 

information sharing is already happening, so the company suggests to expand this. In order to 

realize this, well-organized communication is important. Therefore management of the 

relationship between business partner en provider is essential. The intensity of involvement can 

start with information and feedback on specific issues and evolve towards contribution to 

specific stages of the development process. This also facilitates the marketing of the service. 

“When a service is created together it is much more endorsed by both parties, which makes it easier 

to effectively market the service.” When a provider engages in intensive customer involvement, it 

can also strengthen the overall relationship with the customer, resulting in more commitment 

and trust. “It can even give customers a sense of pride when they can contribute to the design of a 

new service.” This also facilitates the adoption of a new service. The main method for this type of 

involvement would be that Creaforti observes and comments on developed new service 

concepts. They would also join focus group discussions, in which groups of invited business 

partners have discussions on several issues related to the development process. 

5.5.2 DB TELECOM 

DB Telecom is based in Wateringen and Maasdijk. The company portfolio entails all services in 

the field of fixed and mobile communication. This involves telecommunication solutions, but also 

ICT applications that are required for management of workspaces with its customers. The 

combination of all these services allows DB Telecom to deliver total solutions to their customers 

with independent advisory. The customers range is from professional freelancers to large 

organizations. The company is highly service oriented with the customer as central focus. 

 

Service Innovation 

DB Telecom describes service innovation as improvement. “Service innovations are new 

developments which are progressive compared with the offerings of the current market.” 

Innovative organizations should be constantly expanding and improving their service portfolio 

in order to create new demands. Companies need to optimize their service innovation processes 

in order to generate more outcome with less resources. “Constant improvement is essential, 

because stagnation leads to decline.” Therefore, DB Telecom identifies originality, progress, 

improvement and optimization as the most important elements of innovation. The company 

considers itself as technically not very innovative. “Innovation means to be the vanguard, and I 

don’t think that we are the leaders in our area. We do not create services ourselves, therefore we 

are completely dependent on our suppliers.” This is supported by annual reports about the 

business developments of the company. However, they are constantly engaged in anticipating to 

changes that occur in the market. The company aims to give the best possible interpretation to 

its customers’ desires and create total solutions accordingly.  

 

DB Telecom is very customer focused. “Our everyday question is: how do you put the customer 

first?” A key aspect hereby is simplicity. Customers generally want as little contact points as 

possible without being disregarded. DB Telecom therefore combines services of different 

suppliers in order to deliver a customized total solution to the customer. This is the main 

strength of the business partner. “We offer many different services under one roof, allowing the 

customer to do business with only one partner.” To realize this, it is important to have well-

organized a customer relationship management system, which allows employees to access every 

customer profile. The daily operation of this company confirms this. Therefore, service 
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innovation within the company is mainly concentrated around the client interface. This means 

that many divisions of the organization are involved in this process. “You can consider the 

organization as a football team; if someone passes the ball incorrectly or the goalkeeper misses the 

ball, it has consequences for the entire team.” The work methods of all employees prove this; all 

employees feel they are part of a team and act accordingly. In order to succeed, effective 

communication is required as well as a refined organizational structure. Innovations are 

gradually implemented and each step is evaluated with the involved teams. Also, all 

developments are widely communicated throughout the organization.  

 

A key factor for innovation success is creation of new possibilities, according to DB Telecom. 

“The transition from relatively simple mobile phones to the iPhone provided users with an entire 

range of options which resulted in apparent added value.” This proves that a combination of 

existing technologies can lead to a new solution. The extensive documentation about various 

technology combinations such as the iPhone underlines this. This is also relevant in the 

development of new services. Innovation speed is another key element in successful innovation. 

“The implementation of adjustment can sometimes take ages at large service providers. This is 

because no one knows everything about a new service; one question can result in three different 

answers.” This is mostly a result of dispersed knowledge in large organizations. Therefore, 

organized communication with all involved actors is crucial for service success.  

 

Customer Involvement 

DB Telecom is currently not involved in the service innovation process of its suppliers, although 

the company would be open to conversation. They are mainly interested regarding involvement 

in the front end and the completion phases of the innovation process. “On the one hand it is 

profoundly interesting to think about how to create a nonexistent need, but this happens in rare 

occasions. More realistically, we could reflect our experience on services under construction.” In the 

front end of the innovation process, DB Telecom could contribute to idea generation by stating 

wants and needs of their customers and suggesting possible solutions. Also, they could assist in 

idea screening by suggesting the market size for a new service and its desired features, thereby 

helping the service provider with a go/no-go decision. This can be validated by their 

documentation about their ideas of market trends. In the finalization stages they could be 

involved in test marketing by providing comments and feedback on various aspects of the 

marketing plan and suggest desired improvements. “We can provide feedback from the workplace 

and assess the service with a critical view. This way we can suggest changes that will be valued by 

the customers.” This way, the final service is more in line with the needs of the customer.  

 

The key benefit of DB Telecom for input in the service innovation process is experience with 

different suppliers. “We can share our experience with suppliers so we can prevent a service 

provider from making mistakes that are already made.” The company has acquired knowledge 

from partnerships with suppliers in diverse areas. This is confirmed by a large documented 

history of business with different providers. Moreover, they have gained much experience in 

doing business with their customers. Therefore the business partner can make accurate 

predictions of the market needs. “We know what is happening in the market and what our 

customers want with it.” The intensity of involvement can increase over time. It can start with 

information and feedback on specific issues and when both parties benefit from its involvement, 

it can result in more extensive consultation of the business partner regarding nearly completed 

services. DB Telecom states that it is very important that this should be a planned process 



Eindhoven University of Technology  T. Grasmayer 

 
20 

governed by predetermined objectives. “The service provider should create a roadmap which 

provides insights in the actions that should be taken to implement the discussed changes to a 

certain solution.” In this case, the service provider should take the initiative by planning a 

meeting with clear goals and purposes.  

Appropriate methods are mainly participation of service development meetings and observation 

and commenting on new service concepts. Also focus groups with different business partners to 

discuss several issues related to the development process could be advantageous. “We could 

provide a helicopter view to identify fail points and suggest improvements from a complete 

different angle.” This could make the service innovation process more efficient and effective. DB 

Telecom also suggests the use of distance technology to overcome time issues.  

5.1.3 INTO TELECOM 

Into Telecom is one of the largest business partners, located in Breda. The company exists 11 

years and their core business is to use the customer’s current telecom costs in order to calculate 

new possibilities. With their market knowledge of all service providers, Into Telecom can make a 

customized profile that perfectly fits with the customer’s wants and needs. The company’s role is 

to give advice based on their calculations and provide after service activities in order to satisfy 

its customer in the best possible way. 

 

Service Innovation 

Into Telecom sees service innovation mostly as combining existing products and services to a 

new total solution. “The most important aspect of service innovation is the creation of added value 

for the customer.” A solution does not have to be something entirely new, as long as they appeal 

to the desires of customers. Into Telecom therefore focuses on comprehensive solutions that are 

customized to the profiles of their clients. Although the company does not engage in hardware 

innovation to realize their services, it does engineer technological software innovations to 

deliver these customized solutions. “We are currently combining several calculation tools to 

establish one powerful tool in order to compute the perfect profile for the customer.” This is 

confirmed by direct observations of the operation of the tool. This shows that Into Telecom has a 

strong customer focus. This encourages the development of close customer relations with the 

business partner. Generating a customized solution that is in favor of the customer results in 

commitment and trust, which is in turn beneficial for discovering latent needs. Into Telecom is 

currently working towards an organization-wide innovation platform. “We are establishing a 

program in which managers from all different areas come together to discuss current 

developments and its impact on our business.” This was supported by observations in the 

company and reactions of employees. This allows the company to stay informed of different 

kinds of specific developments in order to stay ahead of competition. This requires well-

organized communication throughout the organization.  

 

Into Telecom is also highly dependent on its suppliers in order to realize service innovation. 

Therefore the company does not focus on innovation in the service concept, but concentrates on 

optimizing the client interface and service delivery system. “We are stacking the building blocks 

that service providers supply to us in order to provide an extra layer that adds value to the 

customer.” Annual reports about the operation of the company confirm this. The service delivery 

system is therefore completely streamlined in order to provide a smooth customer experience. 

The combination of services and counseling are the core competences that create a competitive 

advantage for the business partner.  
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Simplicity is an important aspect for service success, according to Into Telecom. This is a 

consequence of integration strategies in service innovation. “Because technology allows different 

services to be combined, the total service experience becomes more transparent for the customer. 

For example mobile working; you can work wherever you want, on which device you want.” 

Customers therefore want services that simplify their daily business. Innovation speed is also an 

important factor that is mentioned by Into Telecom. “It is essential to organize a rapid go2market 

process. Otherwise you lose your competitive advantage with respect to your competitors.” This is 

not only the case for the launch of new services, but also with adjustment of existing services in 

order to stay ahead of competition.  

 

Customer Involvement 

Into Telecom is also not involved in the service innovation process of service providers. “I do not 

really have the idea that we are playing a role in shaping the propositions. Service providers are 

mostly innovating internally.” This is confirmed by sources at Vodafone, which state that Into 

Telecom is currently not involved in developing new services. However, they would like to be 

involved in various parts of the innovation process if the possibility would be presented. First of 

all, the company could participate in determining market needs. “Our advantage is that we are 

operating very close with the customer. We can translate desired customer experience to service 

characteristics.” Observations on how Into Telecom interacts with its customers prove this. This 

can happen at the front end of the innovation process in the idea generation phase by identifying 

gaps in the market and providing service requirements. The company can also be involved in 

idea screening by suggesting desired features and providing reactions to the concepts. But their 

market expertise can also be valuable in the later stages of the service innovation process. In the 

service design stage they can contribute in the development of blueprints and suggest 

improvements by identifying fail points. In the test marketing phase they can provide feedback 

on the marketing plan. “We can assess whether a developed service will fit the wants and needs of 

our customers.” The company would also be interested in evaluating beta services and providing 

feedback for improvement. When they are frequently involved, more options may be possible. 

 

Into Telecom emphasizes the importance of mutual commitment in case of involvement in the 

service innovation process. “Involvement should result in observable outcomes, otherwise it is not 

very constructive and that would damage the motivation.” Therefore, the company underlines 

extensive consultation sessions as method. The intensity of involvement should therefore be 

quite high. It is important to establish a planned process with predetermined objectives in order 

to realize perceptible outcomes. This can also occur in the form of focus group discussions with 

different business partners, as long as it is a limited number of preselected candidates. “If the 

groups are too big, it soon becomes a cacophony with underlying interests.” These focus groups 

should have the same composition for a certain amount of time to create a trusting relationship. 

Into Telecom does not advocate the use of distance technologies such as internet forums, 

because it is time consuming and mostly does not provide clear results. Face to face meetings are 

therefore preferable methods. By identifying the needs of their customers, future services 

should have a better market fit which would eventually benefit the market share of both service 

provider and business partner. 

5.1.4 IRIS MOBILE 

Iris Mobile is part of the Telecom Result Group, which was founded 20 years ago. The company’s 

main focus started with delivering fixed line connections to SMEs. When the mobile era started 
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to emerge the company started a separate business unit; Iris Mobile. The company now focuses 

on integration of fixed and mobile communication in order to deliver total telecom solutions. Iris 

Mobile consists of 20 employees that are responsible for the combination of intermediate 

services from its suppliers in order to deliver comprehensive solutions. Although larger 

customers can be anywhere in the Netherlands, the company focuses on SME customers in the 

region.  

 

Service Innovation 

According to Iris Mobile, service innovation entails changing the existing. “Innovation is all about 

novelty and change. Come up with new services that fit with the wants and needs of the market”. 

Service innovation is commonly integration of existing elements; combination of technologies 

that create opportunities for service delivery. This should result in an addition to the current 

possibilities in a market, which creates new demands. Iris Mobile also does not develop 

technological solutions itself. The main focus of the company is integrating services of its 

suppliers and advising customers in service selection. “We are constantly searching for new ways 

to increase the customer value.” Iris Mobile therefore delivers communication solutions that 

enable communication between people at any place and time. This also shows that the business 

partner is highly committed to its customers, which is confirmed by direct observations of their 

customer interactions. The company facilitates a large part of the daily operations of its clients. 

They are therefore very service-oriented and they target customers that are willing to pay for 

that. This requires a high level of commitment and trust from both parties. “We clearly explain 

what we are doing by making our offerings transparent.” This is reflected in the descriptions and 

explanations of their portfolio of service offerings. Therefore, managing customer relationships 

is also for this business partner very important. 

 

Initiatives for innovation can occur in all different layers of the organization. Commonly, 

incentives originate from frontline employees because they know the needs and possible 

problems of the customers. “We discuss ideas throughout the organization. If the idea has 

potential, a workforce is initiated to implement this idea.” This is supported by observations of 

employees regarding innovation suggestions. This way, Iris Mobile aims to stay ahead of changes 

in the market and adequately anticipate to changes. This is necessary because with the 

integration of services, different types of industries are also moving towards each other. Iris 

Mobile says it is essential to broaden its horizon to be able to maintain its competitive 

advantage. This requires an organized organizational structure. 

Service quality is the main success factor for Iris Mobile. “We are highly focused on quality. Our 

customers are aware of this and are therefore prepared to pay a premium price.” This is confirmed 

by the extensive history of customer feedback on their service offerings. This is what 

distinguishes Iris Mobile from its competitors. Yet, a total solution that is implemented should be 

focused on facilitating the daily operations of the customer. Therefore, simplicity and efficiency 

are also important service characteristics. “When the customer isn’t aware of our services, they 

are successful.” Also innovation speed is mentioned as an essential factor in service innovation. 

Launch of new services makes an organization stand out among its competitors. This is 

advantageous to the image of a company. Finally, simplicity is also an important factor. Simple 

and clear services allow customers to work easier and more efficient. 

 

Customer Involvement 
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Iris Mobile is also not involved in the development of new services with service suppliers. “We 

have attended some general meetings but we don’t have the feeling that these outcomes are used in 

the service innovation process.” Managers at Vodafone confirm that this information is currently 

not used in their service development process. If they were to be involved in the development of 

new services, the company could translate market needs to service requirements. This input can 

be provided during the entire service innovation process. In the front end phases they could 

state needs and problems of their customer base and in the idea generation phase and provide 

possible solutions for these problems. Also they could present their vision about gaps in the 

market and compose service requirements. In the idea screening phase, the company could 

provide reactions to the concepts and suggest its own desired features. “The service provider 

could ventilate its ideas and we can compare it to our creative ideas originated from the market. If 

these ideas do not correspond with each other, we can together identify possible solutions for this.” 

In the middle of the service innovation process, Iris Mobile could compare its service 

requirements with the proposed blueprints of the service. They could suggest improvements by 

identifying fail points. Their documentation regarding collaboration with various service 

providers proves their capability to realize this. In the final stages of the service innovation 

process the company could review the service design and compare it again with the possible 

desires of the market. Finally it could adopt the service as a trial. “We often are early adapters 

who quickly embrace a service to be the first to launch it in the market.” This is demonstrated by 

their history of adopted services. This way the company can provide clear advice about the 

service in order to sell it. 

 

The primary contribution that Iris Mobile could deliver in the service innovation process is 

market knowledge. The company operates in a local market with specific needs. “It is important 

to listen to the requirements of different segments to be able to make relevant translations to the 

service innovation process.” The involvement of Iris Mobile can eliminate surprises that often are 

overlooked at the design on the drawing board. The company underlines that many factors of a 

service can turn out to be different when they are put into practice. Iris Mobile can help to tackle 

these problems in an earlier stage. Moreover, the company could prevent a service provider 

from missteps that are already made by other companies. Their extensive records of 

collaboration with different suppliers affirm this. This could significantly increase the efficiency 

of the service innovation process.  

To realize this, different methods can be used in various parts of the service innovation process. 

“At the front end of the service innovation process it can be useful to have discussions with multiple 

business partners who are willing to voice their opinions open and honestly.” These groups should 

be limited in size so conversations are controlled. These groups can be used for brainstorming 

and discussion of ideas for new services. Later in the service development process, individual 

business partners should be consulted to determine whether the development is on the right 

track. Especially when the service is in the trial phase, they can eliminate teething troubles. Iris 

Mobile is not in favor of distance technologies, although video conferencing is mentioned as an 

option. Face to face meetings are preferred. The intensity of involvement also varies during the 

service development process. Meetings with multiple business partners require a planned 

process guided by predetermined goals, in which service providers take the initiative. “These 

meetings should take place at an agreed time and place, with practical guidelines which can be 

prepared in advance, in order to come straight to the point.” Later in the development process a 

high level of intensity should be achieved, in which individual business partners contribute to 

specific stages of the development process. 
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5.1.5 KREUZE 

Kreuze is located in Maastricht and consists of approximately 55 employees. Their operation 

area entails the larger part of the Limburg province. Their core business is assembling clever 

telecom solutions which make the customer worry free regarding telecom issues. Moreover, 

because Kreuze can deliver many different services, the customer has only one point of contact 

for all telecom service issues. The company deliberately has chosen a regional focus to obtain 

deep market knowledge in order to deliver personalized advice and customized services. 

 

Service Innovation 

Kreuze regards service innovation as introducing something that is new to the market. “For us, 

innovation may be something existing, a proven concept, which we redesign a bit and reintroduce 

in our own market.” The company is moving from individual service delivery towards an 

integrated platform with combined services which customers can manage themselves. Kreuze 

has technically trained employees, but innovation is mainly about the bigger picture. “Innovation 

generally entails translation of the problems of the customer to an integrated solution with 

technology as facilitator.” The company has close connections with its customers. Establishing 

deep relationships helps Kreuze to abstract the needed information to deliver customized 

services. “We try to crawl into the head of the customer and develop today what the customer 

wants tomorrow.” This is confirmed by documentation about customer reactions to their service 

offerings. This helps the business partner to establish and maintain a competitive advantage in 

its market. Also at Kreuze incentives for innovation can originate everywhere in the 

organization. This can happen internally from the engineering department to management, but 

it can also arise during breakfast sessions with external parties. Observations within the 

company support this open culture. When an innovation is implemented it is important how this 

is communicated and how the added value for the company is explained. “It should be clearly 

communicated why certain decisions are made, so that everyone understands what the benefits will 

be.” This requires strategic focus on the innovation process and a well-developed organizational 

structure.  

 

The success of a service is determined by the ability of a company to anticipate to changes, 

according to Kreuze. This can range from updating existing service features to completely 

changing an organizational structure. “If you stagnate instead of innovate in this industry you will 

definitely disappear.” This requires strategic focus of a company. Innovation speed is also 

mentioned as a success factor. Customers want to be surprised with new services, according to 

Kreuze. Companies that are able to do this are remembered. This is acknowledged by managers 

at Vodafone. A disadvantage of the first mover is dealing with design flaws. Transparency is 

another important factor for successful new service development. “You can always quickly come 

up with something new, but if it is not relevant then it will have little effect.” Kreuze sees that 

customers are becoming more resourceful and demand clear statement of added value 

regarding a service. Innovative services are also more expensive, so the advantage has to be 

obvious to customers, otherwise they will choose a low-cost alternative. Therefore, organized 

communication is important in order to gain customer interest. 

 

Customer Involvement 

Kreuze is already somewhat involved in the service innovation process with service providers, 

although it is not yet very efficient. “We have established some form of openness in conversations, 
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but the execution of the process is very slow.” Various managers at Vodafone confirm that Kreuze 

is somewhat involved, although the level of involvement is quite low. The company is prepared 

to start a more intense dialog with a service provider to gain mutual benefits. This can take place 

at various phases of the service innovation process. “We can discuss together what happens in the 

market and how we should respond to it, at the start of the innovation process, not only at the final 

stages.” Kreuze can contribute to the initiation phases by identifying possible gaps in the market 

and suggest requirements for possible new services. The company can also assess new service 

concepts and aid in go/no-go decisions. An important ability is evaluating the purchase intent of 

certain concepts, because the business partner has such close connections with its customers. 

This can also happen in the service design stage, where Kreuze can identify fail points by using 

its customer insights. Ultimately, at the final stages of the development process the company can 

assess whether de suggestions are effectively implemented and suggest final improvements.  

 

Kreuze underlines the importance of a dialogue with the customer. “Service providers tend to 

operate from their ivory towers, which can result in services with low market fit.” Therefore their 

involvement can be useful, since their experience may help with identifying service 

characteristics that are crucial for a certain service to succeed. It can also be beneficial to focus 

on a specific region instead of an entire market to gain incentives for new ideas. Kreuze serves a 

particular area so it may provide some useful insights from its experience. Annual reports as 

well as their business administration confirm a deep local market knowledge. This helps to 

provide tacit insights about their market. This requires a certain level of involvement intensity. 

First, Kreuze can provide feedback on specific issues when service providers approach them to 

obtain information. When this is appreciated by both parties, service providers can engage in 

extensive consultation with multiple business partners. This should be an organized process 

with prearranged goals. “Homework should be given prior to the meeting, which empowers a 

structured discussion.” Eventually, Kreuze can join a new service development team and 

contribute to all stages of the development process.  

Favored methods are focus group discussions that are guided with various business cases. Only 

partners who are committed and do not have a hidden agenda should participate in these 

sessions. “Certain forums should be established to gather the appropriate people for a certain 

topic.” Observation of new services to provide comments is also mentioned as favorable method. 

Kreuze is not a fan of distance technology. “Face to face meetings will always result in more useful 

outcomes.” When service providers and business partners collaborate, they can better align their 

offerings and therefore effectively complement each other. 

5.1.6 MBC 

MBC started ten years ago with distribution of SIM cards for SMEs. In the past years the 

company has expanded its service portfolio with cost management applications, workspace 

management and related technological solutions. Since a few years the company has added fixed 

lines to its portfolio. The customer segment of MBC involves the larger SMEs and Corporate 

companies. The business partner delivers mobile, fixed and integrated solutions. MBC also has a 

couple of self-developed services, which can be combined with services from suppliers in order 

to customize a complete solution for various customers. 

 

Service Innovation 

According to MBC, service innovation entails leadership. “In my opinion, if you want to be 

innovative you should be a progressive company that is trying to lead rather than to follow.” 
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Innovative companies are constantly challenging its customers as well as its competitors to gain 

a competitive advantage. For MBC this resulted in a broad portfolio of different services that fit 

the specific needs of its customers. These customized services can create a new demand or 

provide an improvement to existing services. MBC also follows a customer-focused strategy. 

This is reflected in the offering of a broad spectrum of services which can be customized to the 

wants and needs of the customer. This is also beneficial for MBC in terms of customer bonding. 

“The more services we can implement with a customer, the more difficult it becomes for them to 

switch to a competitor.” To be able to sell a broad range of services to a customer, MBC also 

needs to develop close relationships with them. When customers are willing to trust the 

business partner, they are more inclined to purchase different services. “Customers are happy 

with us when all services connect with each other to form one entity.” This is confirmed by 

documentation about customer feedback on their services. This can only be realized when MBC 

knows its customers very well. Therefore, management of these relationships is significantly 

important. Besides the client interface, MBC focuses on the service delivery system. “Due to 

margin and price pressure certain parties will overturn, therefore allocation of distribution is 

becoming increasingly important in this industry.” The business partner therefore tries to 

position itself as an effective service delivery channel for the service providers.  

 

Flexibility is according to MBC one of the most important features of service innovation. This 

requires a well-developed organizational structure. “Our suppliers are often less capable of 

offering flexibility in their services because they need to standardize. This is where we see our 

added value, to offer an extra layer of flexibility towards the customer.” Mostly this results in a 

combination of elements of different services to deliver a customized solution. This is backed by 

the specifications on their service portfolio. Strategic focus is therefore an essential factor. 

Transparency is another key factor for successful service innovation. “Of course every service 

provider claims to offer the best and most complete service, but for the customer it is not that clear 

what these services actually entail.” MBC thinks that in the end customers are always looking for 

best value for money. If companies have to choose between investing in innovation and save on 

costs, they will mostly pick the cost savings option. This is confirmed by recent economic 

analyses that are documented by the company. New services are often expensive, so customers 

tend to wait with the purchase until the price drops. Therefore, innovation speed is less 

important according to MBC. “In this industry, everyone copies each other in a rapid pace.” Smart 

followers are often able to eliminate flaws of the first mover in order to create a better service. 

However MBC also underlines that services need to have a level of relevance to the market 

needs. “Certain services can be very innovative, but they correspond with what the market actually 

needs.” Service success requires a balance between innovativeness and relevance. 

 

Customer Involvement 

MBC is already moderately involved in the new service development process with service 

providers. “We have participated in some discussion sessions about specific issues in this industry.” 

This is confirmed by various records of focus group discussions with various suppliers. The 

business partner would be willing to be more involved in the initial stages of the service 

development process. “We can be involved anywhere in the development process, but we prefer 

activities in the front end because we are interested in the bigger picture.” MBC could participate 

in the idea generation phase by formulating needs and problems using their market knowledge. 

They could also identify gaps that are currently not filled. Then the company could provide 

specifications regarding new services and formulate adoption criteria. In the idea screening 
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phase, the company could use their customer experience to suggest desired features and 

benefits. In the business analysis phase it would be useful for MBC to determine the profitability 

of certain concepts. “New services often have high expectations, but when costs and profits are 

realistically calculated it can turn out to be disappointing.” MBC can also use their experience 

with competitors of service providers to determine an effective development strategy. In the 

later phases of the development process they can assist in minor fine-tuning operations.  

 

Although MBC is not a technical organization, they do understand most technological 

developments so they can make realistic estimates of possibilities for new services. The business 

partner can combine this with their market knowledge to determine what future service 

characteristics can be fabricated that are desired by their customer base. “We are capable of 

providing insights unknown to service providers because we can think outside their boundaries.” 

The company believes that this will result in services that better appeal to the wishes of the 

market. In order to realize this, a certain level of involvement intensity is expected. As 

mentioned before, MBC currently is involved in providing feedback on specific issues. When they 

are to be involved in prior parts of the innovation process, the intensity of involvement will be 

higher. Ultimately, MBC could join a new service development team to brainstorm about future 

opportunities.  

A productive method for this can be focus group discussions, although service providers should 

be very selective in which partners they choose to collaborate with. However, MBC prefers one-

on-one sessions. “We won’t mind to help service providers in the development process, but we don’t 

intend to share our ideas with our competition.” Therefore, MBC could visit service providers 

regularly to attend service development meetings. The company also does not believe in 

distance technologies. “If you realistically want to achieve something you should not have a 

meeting by phone or in front of a screen, but be physically present in a meeting room.” Face-to-face 

meetings are therefore favored. 

5.1.7 REITSMA 

Reitsma originated around 18 years ago. Their core business is service provision and after 

service care. Their main focus is on the middle part of the Netherlands, however they also serve 

a number of large customers throughout the country. They have chosen to do business with high 

quality brands. The suppliers of Reitsma are telecom service providers but also ICT 

manufacturers. The company combines these services and products to create complete service 

packages. They target customers which are willing to pay a premium price for a combination of 

the best services.  

 

Service Innovation 

Within Reitsma, service innovation is combining existing elements to create something new. “We 

mix different services of our suppliers to create our own new service.” The company distinguishes 

between incremental innovations and disruptive innovations. The company tries to utilize 

occasions when a completely new service is introduced that creates new markets, although this 

occurs rarely. Reitsma focuses therefore on making total solutions out of services of different 

service providers. “The customer pays us to make a customized composition of services.” Although 

Reitsma does not develop service concepts itself, the company does invest in technological 

developments to be able to combine different services to one package. This facilitates the 

management of the customer relationships, allowing the customer to use a simple interface to 

connect with the business partner. “Close customer relationships are essential for building 
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confidence in our service delivery.” Everything is focused at simplicity towards the customer 

according to Reitsma. This is proven by their presentation materials and various documents 

about their business. With appropriate management of the customer relations, the company can 

smoothly deliver its services to please its customers. This is why Reitsma closely operates with 

its customers.  

 

The service innovation of Reitsma also depends on its suppliers. “We adopted a strategy which 

involves close collaboration with suppliers which have the means and capacity for true service 

innovation.” Reitsma itself mainly concentrates on the client interface and the service delivery 

system. Although innovation incentives within the company generally come from the 

management team, the business partner is working on a structure to stimulate idea generation 

from everywhere in the organization. “The management team used to create hundred percent of 

the ideas for teams to execute, but we are moving towards a collaboration between management 

and frontline employees.” It could be clearly observed that the company gathers ideas and 

assesses how they could add value to the organization. When improvement is possible, the idea 

is implemented. Organization-wide involvement is important for changes to succeed. Therefore, 

clear communication is also at Reitsma important. When strategies and benefits are well 

communicated with all employees, it helps with letting the organization run smoothly, according 

to the company. 

 

Reitsma regards transparency as the most important success factor within service innovation. 

“Customers tend to move away from complex service solutions because they know exactly what 

they want.” When a company can deliver transparent service offerings with clear added value, it 

will create a competitive advantage. Successful companies know how to clearly communicate the 

added value of their services according to Reitsma. Another important success factor is the 

diversity of services that a company offers. “When a company has a broad range of services to 

offer, customers are more inclined to do business with you because they want only one contact 

point.” This also underlines the importance of simplicity.  

 

Customer Involvement 

Reitsma is currently not involved in the development of new services at large service providers. 

When service providers opt to involve the business partner in the service innovation process, 

they as well could be involved during the entire process. “Priorities for involvement are at the 

initial phases of the process where can be determined whether concepts appeal to the market, and 

at the end of the process to assess whether everything is covered.” In the first stages Reitsma can 

help identifying gaps in the market to determine opportunities for future service development. 

In the idea screening phase they can provide reactions to the created concepts and suggest 

desired features, benefits and attributes to facilitate the development process. In the 

intermediate stages the involvement is expected to be moderate. “We assume that these phases 

have a clear structure to speed up the process, with little room for involvement.” At the final stages 

of the development process however, their involvement should play an important role again. 

Here the business partner can check the service on whether all features are implemented 

correctly and if important elements are still missing. The company can also adopt the service as 

a trial to test the service experience in order to determine the fit with their customers. “We are 

not afraid to just believe in the potential of a service and adopt it ourselves, to be able to share our 

experience with the customer.” When a customer trusts the business partner, they are more 

inclined to purchase a service based on the experience and advice. 
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The main advantage of involving Reitsma in the new service development process is their 

customer knowledge, because they interact with their customers on a daily basis. “Most of the 

time it’s just little adjustments that can make big differences valuation of a service, which cannot 

be easily determined with standard market research.” This is supported by the characteristics of 

their own services; often they make small alterations to the services of their suppliers to 

facilitate its sales to their customer base. With these kind of suggestions they can add to the 

service development. This would make the service development more effective and efficient.  

To accomplish this, different methods are suggested. For brainstorming purposes, different 

types of business partners can be put together in a brainstorming session. “I think you should 

bring together a combination of parties who all look at a problem from a different viewpoint. That 

way you get a much better input which you can filter for useful results.” Reitsma says that these 

sessions should have a limited number of participants to stimulate an open character. When 

service providers want to obtain more specific feedback on various stages, they could set up 

predetermined sessions with various business cases. It is also important to select the 

appropriate individuals who are skilled in specific topics, which should be consulted in a regular 

fashion. This requires a high level of involvement. Reitsma also emphasizes that feedback on 

these different sessions is essential for the involvement process. “If you ask people to invest time 

and effort but neglect the results, they won’t be coming back.” Therefore, well organized and 

transparent communication is the key factor for successful involvement.  

5.2 CROSS-CASE ANALYSIS 

This section discusses the cross-case analysis of the results. In this part of the analysis, the 

results of the within-case analyses are compared to determine relations and dissimilarities. 

Analytical comparison of all cases is important in order to prevent premature and false 

conclusions as a result of information-processing biases (Eisenhardt, 1989). All cases are 

analyzed, compared and interpreted on the same subjects as the within-case analysis. To 

quantify the results, all codes that were used to categorize the results are counted and scaled. 

This also helps to identify important issues from the results. This section begins with 

comparison of the results regarding service innovation, followed by customer involvement 

subjects. Finally, these are integrated with each other. 

5.2.1 SERVICE INNOVATION 

Table 3 summarizes the most important requirements of successful service innovation, 

indicated by the interviewed business partners. A √ indicates that a certain business partner 

mentioned the requirement. 
 Strategic 

focus 
Organizational 

Structure 
Predefined 
Agreements 

Organized 
Communication 

Innovation 
Speed 

Service 
Quality 

Creaforti  √ √ √ √  
DB Telecom  √  √ √  
Into Telecom √ √   √  
Iris Mobile  √  √ √ √ 
Kreuze √ √  √ √  
MBC √ √  √   
Reitsma  √ √ √   
TABLE 3: REQUIREMENTS FOR SUCCESSFUL SERVICE INNOVATION 

The first thing that stood out of the cross-case analysis was the emphasis on organizational 

structure as a requirement for successful service innovation. This means that an organization 
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should have an organizational structure that facilitates innovation. It should be clear how the 

innovation process is organized so employees know what is expected from them. Business 

partners generally maintain a flat organizational structure in their companies, which means that 

every employee can suggest incentives that can lead to innovation. It was also indicated that 

ideas proposed by frontline employees usually lead to implementation, because they operate 

close to the customer so they know what should be done in order to better respond to the wants 

and needs of the customers. Management is however always responsible for decisions regarding 

innovation, this is also stated in organizational charts. Nevertheless, innovations are realized by 

most of the divisions in the company together. Therefore clear task distribution is needed as 

well as structured systems for each project. In order to deal with acceptance of an innovation, all 

business partners emphasize a developed organizational structure. This should therefore be 

accounted for in the customer involvement model that this developed in this research.  

 

A second important finding regarding service innovation is the emphasis on well-organized 

communication. Communication throughout the entire organization is essential for an 

innovation to succeed; this was accentuated many times during the interviews. Also, Vodafone 

managers mentioned this as highly important. First, there should be clear guidelines for 

communication that apply to the whole company. This facilitates the transfer of information, 

which can greatly improve the NSD process. When an innovation is implemented, it should be 

clearly explained to all employees what the added value will be for the company. Next, the 

transformation should be gradually executed and employees should be closely informed about 

the progress. This will greatly facilitate the adaptation of the change, according to all business 

partners. Also, employees who suggested the idea should be rewarded in order to stimulate the 

generation of future ideas. Moreover, all involved actors should be informed about their tasks 

during the entire innovation process. This information about how business partners deal with 

innovation will help to define the structure of the customer involvement process, so this 

criterion is also important to take into account while developing the model.  

 

Third, the cross-case analysis highlights innovation speed is one of the most important factors 

for service success. Companies that are able to introduce new services in the market can benefit 

from the first-mover advantage by gaining control over resources and establishing a large 

customer base. Also, depending on the reaction time of the competition first-movers can gain a 

monopoly position with large profits. Most business partners indicated that customers 

remember companies that have the ability to surprise them. Launch of new services makes an 

organization stand out among its competitors. Services do not have to be entirely new to benefit 

from innovation speed. Incremental changes to a service can also attract customers towards the 

service as long as these changes offer something that is different from the status quo. 

However, a high innovation speed also encompasses some difficulties. The business partners 

indicated that the development of new services also involves large expenses. This is supported 

by financial data from Vofadone regarding innovation costs. These costs have to be recovered, so 

new services are mostly high priced. Therefore, some customers tend to wait with their 

purchase until smart followers emerge, which stimulates competition and drives down prices. 

Moreover, smart followers can learn from the mistakes of the first movers, which can result in 

even better services. Therefore, business partners suggest that innovation speed is less 

important, as long as service companies have the ability to be flexible in order to adequately 

respond to changes. 
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Therefore, the research results also show that an innovation has to be relevant in order to 

succeed. A company may be the first to introduce a new service, but if there turns out to be no 

demand for it, the service will evidently fail. Therefore, it is more important to maintain a 

balance between innovation speed and relevance. This is related to service quality according to 

some business partners. However, most business partners indicate that service quality is very 

subjective and is dependent on many different factors. Only one business partner indicates 

service quality as key requirement for new service success. Others still find it important, but too 

subjective as a requirement. Therefore, this research does not focus on service quality as 

requirement. Table 4 summarizes the three most important findings regarding service 

innovation and a number of supporting quotes. 

 
Findings Supporting quotes 

Organizational structure entails 

clear task distribution and detailed 

designs for all projects 

“Every division that is involved in new service development should know what is 

expected of them in the entire process.” – Creaforti 

 

 “When all individuals are involved in service innovation in a clear and 

predetermined way, you can notice immediately that the process runs smoother” – 

Reitsma 

Communication should be well-

organized, clear and transparent 

throughout the entire service 

innovation process 

“It should be clearly communicated why certain decisions are made, so that 

everyone understands what the benefits will be.” – Kreuze 

 

“The implementation of adjustment can sometimes take ages at large service 

providers. This is because no one knows everything about a new service; one 

question can result in three different answers.” – DB Telecom 

There should be a balance between 

innovation speed and relevance 

“You can always quickly come up with something new, but if it is not relevant then 

it will have little effect.” – Kreuze 

  

“Certain services can be very innovative, but they correspond with what the 

market actually needs.” – MBC 

TABLE 4: KEY FINDINGS REGARDING SERVICE INNOVATION 

It is however important, as suggested before, to present a clear added value to the customer. 

That is why transparency is another important factor to take into account regarding service 

innovation according to the business partners. Customers are becoming more resourceful and 

demand clear statement of added value regarding a service. When a company can deliver 

transparent service offerings with clear added value, it will create a competitive advantage. This 

is also associated with simplicity. A simple service is easier to understand and has therefore 

clearer added value than complex services. Although a B2B services may be complex processes 

within the service provider, the service experience for the customer should be focused on 

simplicity. This is why three business partners emphasized the importance of strategic focus on 

NSD. Although not all business partners explicitly emphasized the importance of strategic focus, 

it could be concluded from their opinions and beliefs that they all applied strategies regarding 

service innovation. Therefore this will also be adopted in this research.  

Finally, predetermined agreements were mentioned by only two business partners as important. 

This can be explained by the fact that this is part of strategic focus, organizational structure and 

well-organized communication, which are already discussed. Although this is not adopted as a 

separate requirement, it can be considered as part of this research. 

These results are important, because this helps determine how business partners can be 

involved in an appropriate way. Knowing what they consider as service innovation and how they 

innovate themselves, helps service providers in arranging the customer involvement process in 

a smooth and structured way. This is elaborated on in the next section. 



Eindhoven University of Technology  T. Grasmayer 

 
32 

5.2.2 CUSTOMER INVOLVEMENT 

The results show that business partners believe that their involvement would increase chances 

for successful service innovation. However, there is some variation regarding where in the 

innovation process they should be involved. Table 5 summarizes the results of the interviews 

regarding the different stages of the innovation process adapted from Alam (2002). 

 
 Stage 1 Stage 2 Stage 3 Stage 4 Stage 5 Stage 6 Stage 7 Stage 8 Stage 9 Stage 10 
Creaforti        √ √ √ 
DB Telecom  √ √   √  √  √ 
Into Telecom  √ √   √   √ √ 
Iris Mobile  √ √   √ √ √ √ √ 
Kreuze  √ √ √  √  √  √ 
MBC  √ √ √ √    √ √ 
Reitsma  √ √     √ √ √ 
TABLE 5: INVOLVEMENT AT THE DIFFERENT NSD STAGES ADAPTED FROM ALAM (2002) 

The first important finding is that business partners suggest their involvement would be most 

useful in the initial phases and final stages of the service development process. These stages 

were marked by the business partners as well as by managers of Vodafone as stages that are 

most important. However, in order to develop a complete blueprint with appropriate 

interconnections, all phases need to be reviewed for important elements. Therefore, the most 

important activities for all important phases that were found using the cross-case analysis are 

briefly described in the following section. 

The startup phase or strategic planning was not mentioned as an opportunity for involvement, 

because here service providers need to decide if they want to involve particular business 

partners in service innovation and construct a plan to do so. Idea generation is a frequently 

mentioned phase for involvement and indicated as one of the most favorable stage where they 

could collaborate with service providers. As displayed in figure 2, the most suggested activity in 

this stage is identifying new gaps in the market. Business partners believe they can think outside 

the boundaries of the service providers in order to define opportunities in the market where 

new services could be of added value. Moreover, because they work closely with their own 

customers, business partners may notice specific needs that service providers would otherwise 

not have thought of. This is also why stating needs and problems is the second most mentioned 

activity in this stage. Because they have interactions with their customers on a daily basis they 

have deep customer knowledge, so it is easier for them to identify what customers genuinely 

desire in a service. When incentives for a new service are formulated, most business partners 

indicate they can also help with stating possible solutions for the identified problems. This is 

mostly combined with providing requirements for what kind of elements the new service should 

contain. It is also important to criticize 

the existing services according to a 

number of business partners, in order 

to determine what should be improved 

to enhance the service experience. 

Finally, a few business partners 

suggested that they could aid in stating 

new service adoption criteria. This is 

also related to their knowledge about 

the wants and needs of the market. 

 
FIGURE 2: IDEA GENERERATION ACTIVITIES: CODING RESULTS 
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Idea screening is also a stage where most business partners say they can contribute with their 

deep customer knowledge. The main activity in this stage would be making suggestions for 

desired features. This will be mainly elaborating on the suggested solutions and service 

requirements that are specified in the previous stage. A number of business partners indicated 

that they could eliminate surprises in later stages that often are overlooked on the drawing 

board. Also they can provide reactions to the concepts that are created by the service providers. 

Furthermore, a number of business partners suggested that they could make estimations about 

the purchase intents of the concepts using their customer knowledge. This could significantly 

improve the service innovation process, because this helps identify the services that could be a 

potential success. This results in helping the service provider with go/no-go decisions.  

 

In the intermediate stages all business partners agree that involvement should be low, because 

service provider has to develop the concepts and combine them to practical designs. It is 

however important to keep the involved business partners updated regarding the progress of 

the innovation process. Business partners are also little involved in the formation of a cross 

functional team, since they are not constructing the services themselves. They could however 

join cross functional service development teams; this is discussed later in this section.  

At the service design and process/system design stage business partners should become actively 

involved again. Four out of seven respondents mention this phase as important part of the 

involvement process. Service providers can now present their designs for business partners to 

criticize them. The most frequently mentioned activity is suggesting improvements by 

identifying fail points. Here the business partners can use their customer knowledge again to 

identify possible factors which could make the service unsuccessful. With these suggestions, 

specifically skilled people from the business partner organizations could help the service 

providers by reviewing and jointly developing blueprints, and then compare service 

requirements that were suggested in the idea generation stage with the proposed blueprints. In 

the next stage, personnel training, involvement should be low again. One business partner 

explicitly mentioned this stage, but only to indicate that the service provider should focus its 

resources on developing. 

 

As mentioned before, a remarkable finding of this research is that the concluding stages are 

indicated as again important for the involvement process. This is in contrast to the model of 

Alam (2002), who only mentioned the service testing phase as more important. In all three last 

stages, the most important activity for the business partners is assessing the service in its nearly 

complete configuration and suggest the final desired improvements. In order to take all service 

characteristics in consideration, business partners would be willing to participate in a simulated 

service delivery process. This way, they can experience the service themselves and compare it to 

what may have changed in the wishes of their customers. This is an essential stage for 

involvement because the market fit of the new service can be greatly improved. Again their deep 

customer knowledge can help in determining improvements. Marketing is also an important 

point for involvement, since the new service is to be sold through the business partner channel. 

Finally, most business partners say they could adopt the service themselves to test its final form 

and make suggestions for future updates. Moreover, by adopting the service the business 

partners become experts and are able to provide the customer with customized advice. 

Commercialization is mentioned by all business partners, because they are a natural part of this 

stage.  

 



Eindhoven University of Technology  T. Grasmayer 

 
34 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 3 summarizes the various service development stages and the relative need for 

involvement as indicated by the business partners. The graph is scaled to the number of codes 

per stage and times mentioned by the business partners. As mentioned before, it is highly 

interesting to note that the business partners are mostly interested in being involved in the 

initial and final stages of the service innovation process. The idea generation phase is the most 

desired stage to be involved in, closely followed by the last three stages; service testing, test 

marketing and commercialization. Their contribution is in each phase related to their deep 

customer knowledge. In the first stages it can be used to determine the innovation direction and 

in the latter stages it can be used to make adjustments for better market fit. These findings and 

supporting quotes from the interviews are depicted in table 6. 

 
Findings Supporting quotes 

The most important phases for 

partner involvement are the front-

end and back-end of the NSD 

process 

 

“On the one hand it is profoundly interesting to think about how to create a 

nonexistent need, but this happens in rare occasions. More realistically, we could 

reflect our experience on services under construction.” – DB Telecom 

 

“We can discuss together what happens in the market and how we should respond 

to it, at the start of the innovation process, not only at the final stages.” – Iris 

Mobile 

 

“We can be involved anywhere in the development process, but we prefer activities 

in initial and final stages because we are interested in the bigger picture.” – MBC  

 

“Priorities for involvement are at the initial phases of the process where can be 

determined whether concepts appeal to the market, and at the end of the process 

to assess whether everything is covered.” – Reitsma 

 

FIGURE 3: NEED FOR INVOLVEMENT PER NSD STAGE: CODING RESULTS 
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Deep customer knowledge would 

be the main contribution of the 

business partners to the NSD 

process 

 

“Our advantage is that we are operating very close with the customer. We can 

translate desired customer experience to service characteristics.” – Into Telecom 

 

“It is important to listen to the requirements of different segments to be able to 

make relevant translations to the service innovation process.” – Iris Mobile 

 

“Service providers tend to operate from their ivory towers, which can result in 

services with low market fit.” – Kreuze 

 

“We are capable of providing insights unknown to service providers because we 

can think outside their boundaries.” – MBC  

 

TABLE 6: KEY FINDINGS REGARDING PARTNER INVOLVEMENT IN SERVICE INNOVATION 

The results for suggested methods for involvement are summarized in table 7. For a more 

detailed explanation of the methods, see chapter 3. The one method for involvement that stood 

out is focus group discussions, which is indicated as the preferred method. The nature of these 

discussions depends on the stage in which the focus group is initiated. When this method is used 

in the initial stages of the development process, they should discuss market trends and 

discussing future windows of opportunity. Brainstorming sessions are also mentioned as 

preferable method to generate new ideas. These sessions should have a conceptual nature with 

out-of-the-box thinking as a goal. Although only three business partners specifically mention this 

method, others use similar formulations. Therefore this method is considered as important. 

Focus groups in the final stages can be used to review the designs and suggests final 

improvements to create a better market fit. 

 
 Face-to-face Visits Brainstorming Observation Distance Tech Focus Groups 
Creaforti √   √  √ 
DB Telecom √ √  √ √ √ 
Into Telecom √ √ √   √ 
Iris Mobile √ √ √   √ 
Kreuze √   √  √ 
MBC √ √    √  
Reitsma √  √ √  √ 
TABLE 7: PREFERRED METHODS DURING THE INVOLVEMENT PROCESS 

Another compelling finding is the importance of face-to-face methods. All business partners 

highly prefer the use of face-to-face meetings. These are most productive and efficient according 

to them. Distance technology is not preferred as a method for involvement. Only one business 

partner indicates that they would be moderately open to the use of video conferencing or a 

similar technology. This is very interesting because it could be expected that distance 

technologies would be frequently used in the telecom industry, however the complex B2B 

character results in favor of the F2F methods. 

When the service development process evolves, topics should become more specific. Several 

business partners suggest the use of business cases to guide the conversation and concurrently 

stimulate the creativity. Observation and feedback is also mentioned as a favored involvement 

method by most business partners, in which they can suggest improvements based on their 

market knowledge. Furthermore, regular visits and meetings where business partners attend 

service development meetings are recurrently suggested. In these meetings, specific 

developments of the innovation process are discussed. One-on-one sessions are preferred to 

prevent direct competition to take advantage of their market vision.  
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 Level 1 Level 2 Level 3 Level 4 
Creaforti  √ √ √ 
DB Telecom √ √ √  
Into Telecom   √ √ 
Iris Mobile  √ √ √ 
Kreuze  √ √ √ 
MBC  √ √ √ 
Reitsma  √ √  
TABLE 8: SUGGESTED INTENSITY DURING THE INVOLVEMENT PROCESS 

As pointed out in the prior sections, the level of involvement should vary during the service 

innovation process according to the business partners. The results are depicted in table 8. 

Explanation of the different levels can be found in chapter 3 and Appendix B. Involvement 

should be high during the initial and final stages, as depicted in figure 3. Especially during the 

first stages the level of involvement should be extremely high in order to establish and maintain 

a mutual relationship between both parties. Only when there is a certain level of commitment 

and trust, business partners as well as service providers are willing to openly share their 

thoughts, believes and visions with each other. Business partners should be invited to join the 

service development team in these stages. In the final stages the level of involvement should also 

be high in order to determine the final adjustments to create a better market fit. 

  

Finally, this research points out that it is highly important that involvement sessions are planned 

processes governed by predetermined objectives. This is in line with the findings regarding 

service innovation. The topics should be communicated prior to the meetings so business 

partners can select the appropriate employees that are skilled in the specific subject. During the 

meetings, a moderator should lead the discussion and secretaries should document everything. 

Also, the meetings should have clear goals which should be repeatedly mentioned. This is 

necessary to prevent random discussions about partner satisfaction regarding the service 

provider. After the meetings, a summary should be provided. Later in the service development 

process, business partners can be consulted for feedback on specific issues.  

 
Findings Supporting quotes 

Face-to-face methods are highly 

preferred to use during the entire 

involvement process 

 

“Face-to-face meetings will always result in more useful outcomes.” – Kreuze  

 

“If you realistically want to achieve something you should not have a meeting by 

phone or in front of a screen, but be physically present in a meeting room.” – MBC 

 

“Distance technologies can at most be used for simple feedback. When important 

matters are discussed, face-to-face methods are the way to go.” - Reitsma 
 

The involvement process in NSD 

should be clear and structured, 

governed by predetermined 

objectives 

 

“These meetings should take place at an agreed time and place, with practical 

guidelines which can be prepared in advance, in order to come straight to the 

point.” – Iris Mobile 

 

Homework should be given prior to the meeting, which empowers a structured 

discussion.” – Kreuze 

 

“The service provider should create a roadmap which provides insights in the 

actions that should be taken to implement the discussed changes to a certain 

solution.” – DB Telecom 
 

TABLE 9: KEY FINDINGS REGARDING INVOLVEMENT METHODS 
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Table 9 depicts the key findings and supporting quotes regarding methods and intensity of 

involvement. As long as the involvement process is clear and structured, a large number of 

benefits can be realized. All business partners are significantly interested to contribute to the 

development of new services with service providers. When executed properly, the relationship 

between business partner and service provider can effectively enhance, which makes the 

business partners more inclined to promote the services to their customers. Even more, 

business partners will feel a sense of pride when they have contributed to those services, so 

customers have more faith in the purchase. The next chapter uses all findings to construct a 

blueprint for the involvement process. 

6. BLUEPRINTING THE INVOLVEMENT PROCESS 

The aim of this research is to construct a clear and transparent model for customer involvement 

in service innovation. Therefore, the results of the previous chapter in combination with the 

customer involvement model of Alam (2002) are used to build a blueprint of the customer 

involvement process. The customer is represented by Vodafone business partners in this 

research. The first section of this chapter discusses the criteria from the results that are used to 

construct the blueprint. The subsequent section describes the customer journey throughout the 

entire blueprint to highlight the important points of action. 

6.1 BLUEPRINT CRITERIA 

In order to map a blueprint correctly, it is important to focus on the customer as center of 

attention. Hence, the journey of the business partner was mapped first according to the results 

of the within-case and cross-case analyses. Then all onstage and backstage employee actions 

were mapped, followed by the support processes and the physical evidence. Onstage employees 

are business partner managers and managers of the service development team, backstage 

employees are all individuals that are involved with the development of a particular new service. 

This helps to identify what is needed to optimize the involvement process of business partners. 

Because it is a general blueprint of the business partner involvement process, only the most 

important activities are mapped. Activities may vary depending on the involved organization. 

 

 
 

Figure 4 represents the total blueprint of business partners that are involved in the service 

innovation process with service providers (see Appendix E for full size image). The blueprint is 

constructed using the criteria from the previous chapter. The service innovation criteria are 

used to determine the requirements of the blueprint. The most important requirement for 

successful service innovation was found to be organizational structure. The construction of a 

blueprint itself already ensures a general structure that is needed to initiate customer 

involvement in a certain project. As mentioned before, a blueprint is a structured overview of all 

FIGURE 4: BLUEPRINT OF THE INVOLVEMENT PROCESS 
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actors involved in a certain project. Moreover, because the blueprint is mapped from a customer 

point of view, the involved business partners know what is expected from them during the 

whole process. This also facilitates communication during the project, which is another 

important criterion for successful service innovation. At every step it is mapped how the 

communication between customer, onstage- and backstage employees should be governed. A 

structured process with well-organized communication is also expected to have a positive 

impact on the innovation speed. The involvement of business partners will likely improve the 

relevance of new services. The blueprint facilitates communication so each step can be carried 

out faster, thereby decreasing the time to market. Finally, this blueprint also helps with creating 

strategic focus, because involvement process is clear and transparent for all parties. 

 

The model of Alam (2002) was used to determine the important stages during the service 

innovation process and their corresponding customer activities. The most important stages for 

the actual customer involvement process are also mapped in the blueprint. The most important 

customer activities from are derived from the results of the previous chapter. These activities 

together form the customer journey and are visualized in the ‘customer actions’ line. The 

onstage- and backstage employee actions are also based on the model of Alam (2002), adjusted 

with the findings from this research. To explain various decisions that were made in the creation 

of the blueprint, the next section elaborates on the customer journey from a business partner 

point of view and describes the actions which managers of the service provider should take. 

6.2 THE CUSTOMER JOURNEY 

The journey begins with a decision of a business partner about their involvement in a particular 

project or at a particular point of time. The responsible managers of the service provider should 

inform the business partner what the involvement project entails and what the scope will be. 

This will ensure a structured process from the start of the project. This relates to the 

requirement for organizational structure, which business partners indicated as highly 

important.  

When the business partner agrees to be involved in the project, managers should plan scheduled 

meetings for virtually the whole project, so the business partner knows what is expected of 

them. This can be compared with the strategic planning phase of Alam (2002). Although this was 

not indicated as an important phase by the business partners, managers at Vodafone did mark it 

as highly important. In this part, the complete structure and organized communication that is 

required during the whole process is reviewed with the business partner that will be involved. 

When the project starts with clear communication between all actors, it is expected to have a 

positive effect on the further course of the innovation process. This also determines the strategic 

focus at the beginning of the project. It is expected that this will have a positive impact on the 

effectiveness of the innovation process.  

 

When the business partner is involved in the initial stages, managers at the service provider 

should set up a brainstorm session with multiple parties to generate ideas about trends in the 

market, criticize the existing services and determining windows of opportunity. These activities 

are related to the idea generation stage of Alam (2002). These meetings should be guided by a 

discussion leader to prevent random conversations with no clear purpose. However, the 

discussions should have an open character to stimulate creativity. All conversations must be 

carefully documented by employees of the service provider and feedback is provided 

afterwards. These elements account for brainstorming as a method to generate new ideas. 
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Moreover, it shows that this activity needs a quite high level of involvement, since the meeting 

has a clear structure. Again, organized communication is the foundation of these steps in order 

to generate functional outcomes. 

 

In a next meeting, managers should present their developed service concepts. These concepts 

are still undetailed and open for interpretation. Business partners can provide their reactions to 

the concepts and suggest features that they believe are essential for service success. Also they 

should provide estimations about the purchase intent if the concept was to be developed. This 

helps the service provider in making a go/no-go decision. These activities correspond to the idea 

screening stage of Alam (2002). Business partners take place in meetings at the service provider. 

When the concepts are developed into service designs, business partner involvement is low. In 

this stage, business partners can perform extensive customer research to uncover the specific 

wants and needs that can be implemented in the future services. 

 

In the next step of the blueprint, the service provider should have developed service designs. 

This is related to the service design stage of the Alam (2002) model. Although this phase is only 

indicated as moderately important for the involvement process, it is still included in the 

blueprint. This is done because managers can provide business partners with service designs to 

identify fail points. Business partners are gathered again by the managers of the service provider 

to discuss the designs and identify fail points. These sessions can involve multiple business 

partners, as long as the number of members is limited and the companies that are invited should 

not be direct competition of each other. Prior to the meeting, the service provider should already 

provide details about the service designs so business partners can select skilled employees to 

participate in the meeting. The use of this phase can however result in confidentiality issues. 

Therefore managers should first test the blueprint with this phase included to see if the benefits 

indeed do outweigh the liabilities. 

The results of the meeting should then be reviewed by managers of the service provider and be 

incorporated in the final service. In this stage, involvement is again low. Business partners can 

prepare their customers for coming services by starting a dialog about future service needs. The 

characteristics of the services should however not be mentioned to prevent knowledge leaking 

before the service launch. Meanwhile, the service provider should be developing the designs into 

specific services. These steps are supported by the service system, which is dependent on the 

service that is developed. 

 

In the final steps of the blueprint, the service is around 80 percent developed. When the service 

is almost completed, a number of business partners can be selected to participate in a simulated 

service. This fits within the service testing/pilot run stage of Alam (2002). Because they have 

uncovered what their customers desire in future services, they can define what elements the 

service should contain. Final options for improvements in the design can be suggested. This is an 

important phase, because little adjustments can result in significant increase in market fit. 

Meanwhile, a marketing plan is formulated. Business partners can help in defining the marketing 

plan since they are the channel through which the service is offered. This relates to the test 

marketing stage of Alam (2002). 

When the service is launched, managers should help the business partners to adopt the service 

as a trial, so they can create their own customer experience. This facilitates the sale of the 

service, since they can precisely describe the benefits and the customization options to their 

customers. Moreover, customers tend to believe the story of the business partners more when 
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they actually experienced the service themselves. Together with their own experience and those 

of their customers, feedback can be provided about improvement points in order for the service 

provider to effectively deliver service updates. This corresponds with the final stage of Alam 

(2002); commercialization. 

 

Figure 5 visualizes the interconnection 

between methods that are used in the 

involvement process. The one thing that 

stood out is the importance of face-to-face 

contact during the involvement process. 

F2F is not a separate method, but should be 

a characteristic for all involvement 

methods. F2F strengthens trust and 

commitment, which is essential for well-

established relationships. Therefore, 

service providers and business partners 

should meet in person during all contact 

points.  

Brainstorming is only used at the beginning of the innovation process, therefore it smaller 

relative to the other methods. Customer meetings and customers’ observation can be used in 

every step in the blueprint. In the first and middle steps of the blueprint, these will mainly take 

place in focus group discussions. Later in the blueprint, service companies can choose to have 

meetings with separate business partners. This can also be suggested by the business partners 

itself. As mentioned before, all steps in the blueprint are designed to have face-to-face contact, 

because this creates a more involved feeling. It can be argued that distance communication can 

be used to keep the business partners updated during the steps in which no direct 

communication is mapped, although this is not included in this blueprint. Moreover, the 

blueprint does not specify which methods should be used specifically at each step. This should 

be determined at the start of the process by the service provider in consultation with the 

involved business partner, because preferred methods can vary among different parties. Chosen 

methods should however stay the same over time to preserve the structure that is provided by 

the use of the blueprint. 

7. DISCUSSION 

This chapter will reflect on the findings of this thesis by answering the research question that 

was presented the introduction. The results of the cross-case analysis will be compared to 

theoretical findings from the literature to highlight similarities and differences. These will then 

be interpreted and discussed. This is followed by a discussion of both theoretical and managerial 

implications. Finally, the limitations of this study will be provided, to determine how these can 

be overcome in future studies. Additional starting points for future research will also be given, 

building on the findings of this study. 

7.1 FINDINGS 

The purpose of this master thesis was to find an answer to the main research question: 

 

‘How should customers be involved in the development of new services in a B2B environment?’ 

FIGURE 5: CONNECTION BETWEEN INVOLVEMENT METHODS 
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To answer this question, two main topics were examined; service innovation and customer 

involvement. First, the academic literature regarding these topics was studied. Then, these 

findings were tested in a service environment. Finally, these results were used to construct a 

roadmap for customer involvement using the service blueprinting technique.  

7.1.1 CUSTOMER INVOLVEMENT IN SERVICE INNOVATION 

The results of the research indicated the importance of customer involvement in service 

innovation. First of all, it was remarkable to see that all business partners indicated that their 

involvement would facilitate in the discovery of latent needs of the end customers, however they 

are currently not involved in the service innovation process. Discovery of latent needs is the aim 

of involving customers in service innovation, according to Matthing et al. (2004). According to 

the business partners, they can be involved during all stages of the new service development. 

This is in line with Alam (2002) and Alam and Perry (2002) who constructed a model that 

described customer involvement in ten different stages of the new service development process. 

The results of the cross-case analysis were compared with these models.  

 

The first interesting observation is that the respondents indicated that although they would like 

to be involved during the entire process, there are certain stages that require more attention 

than other stages. These are the first stages (idea generation and idea screening), and the last 

stages (service testing/pilot run, test marketing and commercialization). This research indicates 

an emphasis on the final stages of the NSD process, which is in contrast with the findings of Alam 

(2002) and Alam and Perry (2002). It can be concluded that when business partners are 

involved in the NSD process, the final stages of the process become essentially more important. 

This can be explained by the role of the business partners during the delivery of the services. 

They have to sell the services to their own customers. Therefore it can be important to make 

minor adjustments to the services to create a better market fit with their customers. Moreover, 

they can contribute to marketing plans because they know what their customers what to hear. 

Finally, by using the service themselves they provide better and more credible advice. The final 

stages are therefore highly important for successful service innovation. 

 

Second, this research indicates face-to-face methods as highly important when business 

partners are involved in the service innovation process. Even more, F2F should form the 

foundation of all involvement methods. This is in contrast with Alam (2002), who indicate face-

to-face meetings as a separate method which can be chosen. Moreover, with the current 

development of distance technologies one could expect an increase in the popularity of these 

methods. This research however emphasizes the importance of F2F during all contact points 

during the involvement process. This could be explained by the complexity of B2B contexts. 

Close proximity between business partner and service provider facilitates communication and 

improves commitment and trust of both sides (Morgan and Hunt, 1994). F2F can be seen as an 

essential ingredient for each involvement method. Face-to-face methods allow interpretation for 

nonverbal communication which benefit the discussion sessions (Leonard and Rayport, 1997). 

Therefore, during each important involvement moment, all parties should meet in person. 

 

Third, this research highlights the importance of organizational structure and well-organized 

communication during the involvement process. The main difficulty is selecting the appropriate 

individuals for interaction during the NSD process (Alam, 2006). This is supported by the 
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respondents, who state that is essential to involve only those business partners that are 

committed to the process and do not have a hidden agenda. It is also emphasized that a 

structured process with clear communication is crucial for the involvement process to succeed. 

This is underlined by Lundkvist and Lakhlef (2004), who state that conversation is not only the 

fostering ground for new ideas and knowledge, but is also the source of social agency. However, 

miscommunication can result in service failure and customer loss (Grönroos, 2004). When 

meetings are planned processes with predetermined objectives, it is clear what is expected of 

customers and what they can expect from service providers. Moreover, it is important to 

communicate the results to the customers in order for them to know what their added value had 

been. The most mentioned method is focus group discussions, since they allow a structured 

discussion and at the same time stimulate creativity. The results also show that intensity of 

involvement should vary during the service innovation process, and depend on the stage in 

which customers are involved. A balanced intensity of involvement results in a service that 

better fits the market needs without demanding too much of the involved parties.  

 

Fourth, this research shows that business partners are most confident in identifying gaps in the 

market. This is one of the main reasons why customers should be involved in service innovation; 

customer involvement results in more original ideas which are higher valued by users 

(Magnusson et al., 2003). Business partners have a direct interaction with their customers so 

they pick up ideas that service providers may not have noticed. Also, they can suggest directions 

for service development that are currently wanted by their customer base. By looking at market 

gaps from different angles, new possibilities for a differentiated service with unique features can 

emerge (Alam, 2006). Another popular activity indicated by the respondents was the suggestion 

of desired features. This builds on identifying the gaps and makes it more practical. The service 

design and service testing stages are also favored because the conceived service can be further 

fine-tuned and guided into the right direction, so the final service is better received by the 

customers. The popularity of the test marketing and commercialization stages can be explained 

by the fact that business partners also benefit from a service with a well-developed marketing 

strategy. Also, by adopting the service as a trial in the commercialization stage, they can better 

advice their customers about the experience.  

 

Finally, the results show a strong need for deep relationships. The respondents indicate they 

have close relationships with their own customers to be able to customize their service solutions 

to the wants and needs of a particular customer. This is supported by Ward and Dagger (2007), 

who suggest that complex services require strong knowledge of the customer, which can be 

acquired by forming deep relationships. This is also important for service providers in a B2B 

environment, because they do not only need to know what their end customers want, but also 

what their business partners need to sell their services. Moreover, deep relationships stimulate 

commitment and trust of both parties (Morgan and Hunt, 1994), which is beneficial for the 

involvement process as well as the overall business relationship. The results also indicate that 

management of the established relationships is equally important. Therefore all business 

partners agree that it is essential to have a structured customer relationship management 

strategy. It should be clear to all parties how relationships are managed (Payne and Frow, 2005). 

An interesting finding is that well-structured management of relationships together with 

involvement in new service development projects can provoke a sense of pride with the 

customer towards the service provider. This will greatly strengthen the retention probability as 

well as the likelihood that customers also acquire other services of the service provider. In case 
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of the business partners, they become more likely to promote and advocate the services of the 

service provider, because they truly believe in the potential of the service. This is a major benefit 

that so far has not been significantly underlined in the literature.  

7.1.2 INVOLVEMENT BLUEPRINT 

The service blueprinting technique has been acknowledged by scholars as a method to 

accurately map a service process from a customer point of view (Bitner et al., 2008). This helps 

service providers to see what customers experience when consuming their service so they can 

improve possible fail points and bottle necks. Customers are often involved in making the 

service blueprint. However, so far this technique has not been used to map the involvement 

process itself. The blueprint is depicted in Appendix E and discussed in chapter 6. The blueprint 

shows the important activities of business partners when they are involved in the development 

of new services. The activities in the blueprint are based on NSD stages of the model of Alam 

(2002) and adjusted according to the findings of this research.  

 

The use of a blueprint leads to a number of benefits towards the business partners as well as the 

service provider. This visual representation of the involvement process provides the business 

partners with clear insights of what is expected of them during the whole process. Moreover, 

they can immediately see what the role of the employees of the service provider will be at each 

activity. With onstage employees, business partners know what role they will have and they can 

comment on them when their actions deviate from what was agreed on beforehand. This 

improves the communication process between both parties (Lundkvist and Lakhlef 2004). An 

additional advantage is that business partners have awareness of what is done by backstage 

employees. Especially with stages where involvement is relatively low this can help them to 

understand what is done within the service provider to develop the service. This increases the 

feeling of involvement during stages with low involvement, but also provides business partners 

with insights of what happens ‘behind the scenes’ during the whole involvement process. This 

makes them more aware of what it entails for a service provider to develop a service, so 

business partners can more accurately contribute to the service development process. Overall, 

the service blueprint contributes to the formation of a structured process, which was 

emphasized by the literature as well as the results as an important factor for successful 

involvement.  

7.2 THEORETICAL IMPLICATIONS 

Because the service industry is relatively new, the academic literature about service innovation 

and customer involvement is still developing. This research contributes in a number of ways to 

the body of literature. The main implication of this research is that it proves that the service 

blueprinting technique (Bitner, 2008) can be used to map the customer involvement process in 

service innovation from a customer point of view. This is important because existent customer 

involvement models consisted of written descriptions, while this model provides a visual 

representation of the entire involvement process. This ensures well-organized structure and 

clear communication, both emphasized in the literature as important factors for successful 

service innovation. Furthermore, this research adjusts the customer involvement model of Alam 

(2002), since only specific elements of the blueprint are adapted from this model. It shows that 

involvement is useful during the entire innovation process, however the front-end and final 

stages are most important. 
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Moreover, this research studied business partners as possible parties for involvement during the 

service innovation process. In the B2B industry, companies often rely on business partners in all 

kinds of forms to reach their end customers. This has so far not been highlighted in the academic 

literature. This research points out that business partners are appropriate candidates for 

involvement in developing new services. They have specific customer knowledge and they are 

motivated to improve the service innovation process because they benefit from better services.  

Furthermore, this research highlights the connection between customer involvement, 

relationship marketing and customer relationship management in a B2B environment. The 

establishment of deep relationships results in commitment and trust (Morgan and Hunt, 1994) 

which benefits the customer involvement process. Also, it is important to manage the customer 

relationships in order to successfully involve the customer in the service innovation process 

(Buttle, 2009). Finally, this research extends the body of knowledge on customer involvement in 

service innovation in the professional service sector. It highlights face-to-face involvement as 

integrated method for customer involvement and focus groups as the most effective method that 

can be used throughout the entire innovation process. 

7.3 MANAGERIAL IMPLICATIONS 

Next to the theoretical implications, this research also provides managerial implications which 

managers of the service provider can use to implement the results of this research. 

First of all, this research showed the importance of organizational structure combined with well-

organized communication as main requirements for successful service innovation. This means 

that prior to the actual involvement of business partners, managers of the service providers 

should develop a structured and process governed by predetermined objectives. They should 

also develop a communication system in which it is clear and transparent how communication is 

managed, which divisions communicate with each other and who is responsible for the 

communication process. 

Second, this research showed that this can be realized with the service blueprinting technique. 

Managers should use this technique to map the entire involvement process from the business 

partner point of view. This helps them to get an overview of all actions of the business partner 

during the involvement process. By determining the actions at every contact point, managers 

can create organizational structure and determine how communication is organized for the 

whole process. Then, at the start at the involvement process, managers should review the 

blueprint with the involved business partners to make sure every detail of the blueprint is clear 

to all parties. The use of the service blueprinting technique to map the involvement process can 

this way greatly facilitate the collaboration between the service provider and the business 

partner.  

 

Third, this research found that the initial and final stages of the NSD process are most important 

when business partners are involved. This means that managers of service providers should 

focus most on these stages in terms of detailed organization and clear communication. In the 

first stages, managers should organize focus group sessions for brainstorming with 

predetermined objectives. In the final stages managers should present designs that are almost 

finished but still have the possibility for final adjustments. Also managers should consult 

business partners for marketing plans and help them to adopt new services as a trial. Not only is 

involvement likely to result in new services with a better market fit, but business partners will 

also gain a sense of pride when they can contribute to the characteristics of a new service. This 

will make them more eager to promote these services to their customer base. Also, this improves 
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the relationship between business partner and service provider. This research points out that 

establishing relationships as well as proper management are essential for successful customer 

involvement. Managers should therefore always be focused on forming and maintaining 

relationships with business partners. 

 

Fourth, this research points out that face-to-face methods are highly preferred during the 

involvement process in a B2B context. This means that managers should arrange face-to-face 

meetings with the appropriate individuals at every important contact point in the NSD process. 

F2F meetings give involved parties the feeling that they are actually involved and can contribute 

to new services. Therefore managers should always ensure that employees of the service 

provider show their sincere interest in the opinions of the business partners through 

conversations as well as body language. F2F meetings can this way greatly facilitate the gain of 

commitment and trust, which in turn improves the involvement process and result in better 

services.  

7.4 LIMITATIONS AND IMPLICATIONS FOR FUTRURE RESEARCH 

The findings of this research have several limitations that also imply directions for future 

research. First of all, this study presented a blueprint for the involvement process in service 

innovation; however its functionality has not been tested. However, although it has not been 

tested, this research shows that the blueprinting technique can provide a structured overview of 

the entire process. To validate the operability of the blueprint, it should be used with future 

involvement projects to test its performance.  

Second, this study is performed within Vodafone Netherlands and its associated business 

partners. This requires caution in generalizing the findings beyond the sample and 

telecommunications industry. Therefore, other scholars could perform more research regarding 

customer involvement in service innovation in a B2B environment. Moreover, scholars could 

attempt to map these involvement processes in a service blueprint in order to examine whether 

this technique is widely applicable for blueprinting the customer involvement process. 

Furthermore, this research was conducted in collaboration with business partners. These 

companies have different interests regarding involvement in the service innovation process than 

end customers. Future research should investigate if the involvement blueprint can also be used 

when end customers are involved. However, involvement of business partners is an interesting 

research area, because it is common in a B2B service environment for service providers to 

distribute their services though business partner channels. This research should therefore be 

carried out in other service sectors, such as health care or ICT.  

Also, because of the qualitative nature of this study, in-depth semi-structured interviews were 

used to collect data. Because the population was limited to business partners of Vodafone 

Netherlands with a high classification level, the sample size is quite low. Further research should 

test the findings of this study with large scale quantitative research, such as cross-sectional and 

longitudinal studies. Also, the researcher requested to interview the CEO of each business 

partner, however not all CEOs were available in the scope of this research. To test the relevance 

of this research, the involvement blueprint should be reviewed by the CEOs of all interviewed 

business partners.  
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APPENDIX A 
 

Development 

stage 
Activity performed by the service provider Activity performed by the customer 

1. Strategic 
planning 

Chart the direction; corporate objectives; mission 

of the business. Identify users for involvement to 

leverage users' expertise. 

Limited feedback on proposed plan for new service 

development. 

2. Idea 
generation 

Internal and external search for the ideas. Probe 

customers' needs, wants, and preferences and 

their choice criteria, likes, and dislikes; seek 

competitive product ratings. 

State needs, problems, and their solution; criticize 

existing service; identify gaps in the market; provide a 

wish list (service requirements); state new service 

adoption criteria. 

3. Idea 
screening 

Feasibility analysis; attribute analysis; gather 

users' problems and their solutions; elimination of 

weak concepts by analyzing how these meet users' 

needs; assess customers' purchase intent; look for 

patent legal and regulatory issues. 

Suggest rough grade to sales and market size; suggest 

desired features, benefits, and attributes; provide 

reactions to the concepts; liking, preference, and 

purchase intent of all the concepts. Help the producer 

in go/no-go decision. 

4. Business 
analysis 

Economic analysis to justify the project, that is, 

payback analysis and net present value; market 

assessment, profitability analysis; drafting of 

budget for each concept; commitment of 

resources by top management; detailed 

competitive analysis. 

Limited feedback on financial data, including 

profitability of the concepts, competitors' data. 

5. 
Formation 
of cross- 
functional 
team 

Adopt a team approach and select a team leader; 

induct users into the team; ask each team member 

to adopt a role he or she would prefer to play in 

the development process. 

Join top management in selecting team members. 

6. Service 
design and 
process/syst
em design 

Combine the service attributes identified earlier 

with their delivery process, including service 

delivery personnel; map this process jointly with 

the users; develop documentation and final 

service design blueprinting; find out service 

delivery time; install, refine, and debug the service 

delivery mechanism 

Review and jointly develop the blueprints; suggest 

improvements by identifying fail points; observe the 

service delivery trial by the firm personnel. Compare 

their wish list with the proposed blueprints of the 

service. 

7. Personnel 
training 

Train the service delivery workforce; prepare 

them for encounters; manners and attentiveness 

are the key criteria; ensure consistent service 

quality. 

Observe and participate in mock service delivery 

process; suggest improvements. 

8. Service 
testing and 
pilot run 

Test the blueprint; implement design change and 

refinements; test to prove the service under real-

life conditions; determine users' acceptance of the 

service. 

Participate in a simulated service delivery processes; 

suggest final improvements and design change. 

9. Test 
marketing 

Develop marketing plan and test with the users; 

examine the salability of the new service; examine 

the marketing mix options in different markets; 

limited rollout in the selected market. 

Comments and feedback on various aspects of the 

marketing plan; detail comments about their 

satisfaction with marketing mixes; suggest desired 

improvements. 

10. 
Commerciali
zation 

Plan promotional campaign; appoint distributors 

and brokers; roll out in the market; look for 

potholes; modify according to the market 

conditions. 

Adopt the service as a trial; feedback about overall 

performance of the service along with desired 

improvements, if any; word-of-mouth communications 

to other potential users. 

TABLE 1: VARIOUS ACTIVITIES AT THE DIFFERENT NSD STAGES (ALAM, 2002; ALAM AND PERRY, 2002) 
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APPENDIX B 

 

Level Description 

1. Passive acquisition of input 

Customers take the initiative to provide input into the development 

process. Hence, managers acquire input passively, and the intensity of 

customer involvement is considerably low. 

2. Information and feedback  

 on specific issues 

Service developers may approach customers to obtain information and 

feedback on specific issues at various stages of the development 

process. Thus, the intensity of involvement is somewhat high. 

3. Extensive consultation with  

 customers 

Service producers take the initiative and invite customer input by 

means of a planned process governed by predetermined objectives. 

Thus, the intensity of involvement is relatively high. 

4. Representation 

Customers are invited to join a new service development team, where 

they contribute to the specific stages of the development process in 

their capacity as a team member. Hence, the intensity of involvement is 

considered to be extremely high. 

TABLE 1: LEVELS OF INTENSITY REGARDING CUSTOMER INVOLVEMENT (ALAM, 2002) 

 

Method Description 

Face-to-face interviews 

In-depth interviews to gather customer input on various aspects of the 

new service to be developed; e.g. needs, wants, preferences, service 

acceptance criteria, etc. 

Customer visit and meetings 

Customers are invited to attend service development team meetings, 

where they can provide input on various aspects of the development 

process. 

Brainstorming 
These meetings are focused on the generation of creative ideas or 

customer solutions, with the support of group creativity techniques. 

Customers‘ observation and 

feedback 
Customers observe and comment on developed new service concepts. 

Distance technology 
Producers use distance technology to inform customers about specific 

issues of new service development. 

Focus group discussions 
Discussions with groups of invited customers on several issues related 

to the development process. 

TABLE 2: CUSTOMER INVOLVEMENT METHODS (ALAM, 2002; 2006; LEONARD AND RAYPORT, 1997) 
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APPENDIX C 

 

CONCEPTGESPREKSRICHTLIJN VODAFONE BUSINESS PARTNERS 

Onderwerp:  Innovatie en betrokkenheid m.b.t. Business Partners van Vodafone 

Datum:    Vanaf week 20 2013 

Interviewer:   Tim Grasmaijer 

Contactpersoon:  Stefan Dankelman 

Opzet:   7 single interviews, 45-60 minuten  

Deze gespreksrichtlijn is opgesteld voor het master thesis onderzoek van Tim Grasmaijer. Het doel van de 

interviews is om inzicht te krijgen in de ideeën van Business Partners op het gebied van innovatie en bereidheid 

tot betrokkenheid in het innovatieproces van Vodafone. De onderstaande vragen functioneren als richtlijn voor de 

interviewer; aan de hand van de antwoorden zullen nieuwe vragen worden gesteld om de gedachtegang van de 

geïnterviewde te achterhalen. 

1. INTRODUCTIE (5/10 
MIN) 

 Voorstellen Interviewer (achtergrond en rol binnen Vodafone) 

 Toelichting onderwerp van het gesprek: service (diensten) innovatie en betrokkenheid m.b.t. 

Business Partners en Vodafone 

 Geen partnertevredenheidsonderzoek 

 Uitleg opname van interview en privacy  

 Uitleg onderzoek follow up: uitkomsten onderzoek worden met u gedeeld, de uitkomsten van dit 

onderzoek zijn geen garantie voor verandering vanuit Vodafone. 

 Voorstellen Business Partner: 

ο Achtergrond bedrijf en verantwoordelijkheden  

ο DMU binnen het bedrijf betreffende strategische beslissingen 

- Wie maakt beslissingen voor de organisatie en wie is hier verder bij betrokken? 

ο Achtergrond organisatie 

- Klanten (soort en type klanten) 

- Assortiment (telecom / diensten / IT etc.) 

- Leveranciers (VF, KPN, T-Mobile etc.) 
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2. INNOVATIE (5 
MIN) 

 Wat verstaat u onder het begrip innovatie? 

ο Waarom zijn juist deze elementen belangrijk voor u? 

ο Wat verstaat u onder het innovatieproces? 

ο Kunt u voorbeelden geven hiervan? 

 [Uitleg definitie innovatie van dit onderzoek] 

ο Kunt u zich hierin vinden? 

ο Waarom wel/niet? 

3. INNOVATIE BINNEN DE BUSINESS PARTNER  (5 
MIN) 

 Welke ontwikkelingen zijn gaande binnen uw bedrijf m.b.t. innovatie? 

ο Welke ontwikkelingen hebben impact op uw bedrijf? 

ο Wat zijn de gevolgen van deze ontwikkelingen voor uw bedrijf? 

 Hoe wordt het managen van innovatie geregeld binnen uw bedrijf? 

ο Wie is/zijn er verantwoordelijk voor strategische beslissingen? 

ο Wie is/zijn er verantwoordelijk voor de uitvoering van veranderingen? 

ο Kunt u dit toelichten met voorbeelden? 

 

4. INNOVATIE BINNEN DE SECTOR (5 
MIN) 

 Welke ontwikkelingen verwacht u in de nabije toekomst die uw bedrijf zal gaan beïnvloeden? 

ο Hoe denkt u om te gaan met deze uitdagingen? 

ο Welke belangrijke veranderingen denkt u dat uw bedrijf zal moeten ondergaan? 

 Welke ontwikkelingen verwacht u die invloed zullen hebben op de gehele telecomsector? 

ο Wat denkt u dat de grootste veranderingen in de telecom sector zullen zijn in de komende 

jaren? 

 

5. INNOVATIE BINNEN VODAFONE (5 
MIN) 

 Hoe denkt u in het algemeen over Vodafone m.b.t. innovatie? 

o Wat zijn de sterke punten? 

o Wat zijn de verbeterpunten? 

 Wat vindt u van de innovatieve kracht van Vodafone ten opzichte van de concurrenten (TMO, KPN)? 

o In welke opzichten onderscheidt Vodafone zich? 

o Op welke punten kan is er ruimte voor verbetering?  

 In hoeverre sluiten de innovaties van Vodafone aan op de wensen van de markt? 
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o In welke mate is Vodafone in staat om te reageren op veranderingen? 

o Heeft u een voorbeeld? 

 

6. BETROKKENHEID BIJ INNOVATIE BINNEN VODAFONE (10 
MIN) 

 [Uitleg definitie betrokkenheid bij service innovatie] 

 Bent u tevreden met de huidige vorm van betrokkenheid m.b.t. het innovatieproces van Vodafone? 

 Zou u betrokken willen worden bij het innovatieproces van Vodafone? 

o Bij welke onderdelen (technologie, testing, proposities, marketing, etc.) van het innovatieproces 

zou u betrokken willen worden? 

o Wat zou uw inbreng kunnen zijn als u betrokken zou worden bij het innovatieproces? 

o Welke mate van commitment bent u bereid te investeren om uw betrokkenheid te realiseren? 

o Welke methoden zouden volgens u moeten worden ingezet om uw betrokkenheid te 

realiseren? 

 Welke voordelen zou uw betrokkenheid in het innovatieproces van Vodafone kunnen opleveren? 

o Wat is hierin uw toegevoegde waarde/deliverable? 

 Welke problemen zouden zich kunnen voordoen m.b.t. uw betrokkenheid bij het innovatieproces? 

o Wat zouden eventuele oplossingen kunnen zijn voor deze problemen? 

 

Dan wil ik het nu graag met u hebben over twee specifieke producten/diensten van Vodafone die recentelijk zijn 

ontwikkeld en op de markt zijn gezet. Het gaat hierbij wederom specifiek over innovatie en de innovatieve kracht 

van deze proposities. 

 

7. RED BUSINESS (5 
MIN) 

 Wat vindt u van de inhoud van de Red Business propositie? 

o In hoeverre vindt u deze dienst/product innovatief? 

o Waarom vindt u Red Business wel/niet innovatief? 

 In hoeverre sluit Red Business aan op de wensen van de markt? 

o Waarom sluit deze wel/niet aan op de markt? 

 Als u betrokken zou zijn geweest bij de ontwikkeling van Red Business, zou u dan veranderingen 

hebben aangebracht in dit product? 

o Wat zou u hebben veranderd? 

o Waarom zou u dit hebben veranderd? 

o In welke mate denkt u dat deze veranderingen impact gehad zouden hebben op de aansluiting 

met de wensen van de markt? 
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8. ONE NET ENTERPRISE (5 
MIN) 

 Wat vindt u van de inhoud van de Red Business propositie? 

o In hoeverre vindt u deze dienst/product innovatief? 

o Waarom vindt u Red Business wel/niet innovatief? 

 In hoeverre sluit Red Business aan op de wensen van de markt? 

o Waarom sluit deze wel/niet aan op de markt? 

 Als u betrokken zou zijn geweest bij de ontwikkeling van Red Business, zou u dan veranderingen 

hebben aangebracht in dit product? 

o Wat zou u hebben veranderd? 

o Waarom zou u dit hebben veranderd? 

o In welke mate denkt u dat deze veranderingen impact gehad zouden hebben op de aansluiting 

met de wensen van de markt? 

 

9. AFSLUITING 

 Bedanken voor de medewerking 

 Follow-up procedure herhalen 

 Contactgegevens achterlaten 
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APPENDIX D 

 

 

Service innovation 

Term Options Code 

1. purpose 

enhancement in experience S1EE 
combining the existing S1CE 
improvement S1IM 
creating new markets S1CM 
establish a competitive advantage S1EA 
maintain a competitive advantage S1MA 
exploiting core competences S1CC 
anticipate to changes S1AC 
  

2. type 
incremental S2IN 
radical S2RA 
  

3. dimensions 

service concept S3SC 
client interface S3CI 
service delivery system  S3SD 
technological options S3TO 
  

4. requirements 

strategic focus on NSD S4SF 
well-developed organizational structure S4OS 
predefined agreements  S4PA 
organized communication S4OC 
innovation speed S4IS 
service quality S4SQ 
  

5. outcome 

efficiency S5EF 
simplicity S5SI 
flexibility S5FL 
added value S5AV 
transparency  S5TP 
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Customer Involvement in NSD Stages 

Phase Activity Code 

1. Strategic planning Plan for NSD P1PL 

2. Idea generation 

state needs, problems P2NP 

state possible solution P2SO 

criticize existing service P2CE 

identify gaps in the market P2IG 

provide service requirements P2SR 

state new service adoption criteria P2AC 

3. Idea screening 

suggest market size P3MS 

suggest desired features P3DF 

suggest benefits P3BE 

suggest attributes P3AT 

provide reactions to the concepts P3RC 

estimate purchase intent of all the concepts P3PI 

help the producer in go/no-go decision P3GN 

4. Business analysis 
profitability of the concepts P4PC 

competitors' data P4CD 

5. Formation of cross- 
functional team 

join top management in selecting team members P5CF 

6. Service design and 
process/system 
design 

review and jointly develop the blueprints P6BP 

suggest improvements by identifying fail points P6FP 

observe the service delivery trial by the firm personnel P6SD 
compare service requirements with the proposed blueprints of the 
service 

P6CR 

7. Personnel training 
observe and participate in mock service delivery process P7OP 

suggest improvements P7SI 

8. Service testing and 
pilot run 

participate in a simulated service delivery processes P8PS 

suggest final improvements and design change P8SI 

9. Test marketing 

comments and feedback on various aspects of the marketing plan P9MP 

detail comments about their satisfaction with marketing mixes P9SM 

suggest desired improvements P9SI 

10. 
Commercialization 

adopt the service as a trial P10AT 
feedback about overall performance of the service along with 
desired improvements P10OP 

word-of-mouth communications to other potential users P10WM 
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Involvement Intensity 

Level Activity Code 

1. Passive acquisition of 
input 

customers take the initiative to provide input L1CI 

managers acquire input passively L1MP 

intensity of customer involvement is considerably low L1IL 

2. Information and 
feedback on specific issues 

service developers approach customers to obtain information L2SA 

feedback on specific issues L2FS 

intensity of involvement is somewhat high L2SH 

3. Extensive consultation 
with customers 

service producers take the initiative L3SI 

planned process governed by predetermined objectives L3PP 

intensity of involvement is relatively high L3RH 

4. Representation 

customers are invited to join a new service development team L4DT 
customers contribute to the specific stages of the development 
process L4CC 

intensity of involvement is considered to be extremely high L4EH 

 

 

 

 

 

 

Involvement Methods 

Method Activity Code 

1. Face-to-face interviews In-depth face to face interviews 
M1FF 

2. Customer visit and 
meetings 

customers are invited to attend service development team meetings 
M2CV 

3. Brainstorming generation of creative ideas M3BS 

4. Customers‘ observation 
and feedback 

customers observe and comment on developed new service 
concepts M4CO 

5. Distance technology 
producers use distance technology to inform customers about 
specific issues of new service development 

M5DT 

6. Focus group discussions 
discussions with groups of invited customers on several issues 
related to the development process 

M6FG 
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