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1. Introduction 

Service design is a relatively new design discipline, developed mostly over the past 20 years.  The new discipline has roots in service business development, service marketing, industrial design, graphic design, and especially in interaction design, usability design, and information design. Lately design thinking has had a great influence on service design work. 

Lahti School of Applied Sciences (LUAS) had its first EU-funded service design project in the years 2005-2007 with Estonian partner Pärnu College of the University of Tartu. The results were published in a book (servicedesign.tv).
 The printed book was mixture of articles, photos and web-based material accessible through a 2D matrix code (online mobile-web articles). One of the main results of the project was pioneering service design education. After good feedback from students, service design education is today developed even further in LUAS. 

Current ServiceD project is headed by LUAS. Estonian partner is Tallinn University, Estonian Institute for Futures Studies (ETI).  This report presents research results so far. ServiceD project tries to understand the history of service design (and design generally), its latest developments, futures possibilities and tomorrow’s needs for education as well as for the service design discipline as a whole.  Research work has been done in Finland and in Estonia. Many research findings have been and will be added to our social media platform in the form of wiki articles and blog writings in order to discuss with the design community and other professionals related to service design practices. We believe that dialogue between actors creates more intellectual atmosphere for the service design field. It might also generate new ideas and knowhow for the whole design community. Discussions certainly have value where research is concerned: we are going to present information maps about the history of service design (and design) and ultimately ask from the design community are there any developments or emerging areas of design or specific competences missing. That is how our visual map of evolution of service design expertise is finalized with support offered by professionals related to service design. 

Internationally design is turning out to be more and more cross-disciplinary and at the same time design work is increasingly complex and immaterial by nature. At its best, design has now a totally different contribution to clients than before:  

“Historically, design has been treated as a downstream step in the development process–the point where designers, who have played no earlier role in the substantive work of innovation, come along and put a beautiful wrapper around the idea. To be sure, this approach has stimulated market growth in many areas by making new products and technologies aesthetically attractive and therefore more desirable to consumers or by enhancing brand perception trough smart, evocative advertising and communication strategies. During the latter half of the twentieth century design became an increasingly valuable competitive asset in, for the consumer electronics, automotive, and consumer packaged goods industries. But in the most, it remained a late stage add-on (…) Now, however, rather than asking designers to make an already developed idea more attractive, companies are asking them to create ideas better meet consumers’ needs and desires. The former role is tactical, and results limited value creation, the latter is strategic, leads to dramatic new forms of value.”

One of our interesting interviewees points out that:
“[t]he focus of design will shift away from traditional design fields towards strategic work and management. In the future, design will surpass all boundaries or categorizations. The operational sphere of a designer will widen, but this widening will not be limited to mere designers, but to all the fields designers work in close cooperation with. An important part – and perhaps the goal – of this change is to create deep understanding and competence regarding the fields in question. In addition, a holistic viewpoint is of great importance.” [45]

We have been wondering during the research work why so few designers notice and understand the latest developments and emerging possibilities in design. Futurist Martin Raymond may have a point here: ”It’s called 80/20 principle, or the Pareto rule after the 19th-century Italian economist Vilfredo Pareto, who first noted that, no matter which country you looked at which economic model, 20 per cent of the population controlled and were responsible for generating 80 per cent of the wealth.”
 it means that 20 per cent of designers are leading and creating wealth for others. It also means that forerunners are changing the society at large. As one could imagine, top designers are the best networkers (80/20 rule). On the other hand, ”a distributive network is a network that allows ideas, innovation, change and newness to flow through it in a way that encourages creativity and promotes an atmosphere where best kind cognitive leaps can, and usually do, take place.” 
 Everybody has the possibility to be part of ideation and innovation. 

ServiceD project team aims to have holistic understanding on current societal, cultural and economical situation as well as related developments in design professions. This is a very difficult task, because there are so many different developments going on and many paths to follow. Research clearly shows enrichment of design work. It also shows how design is becoming more complex and immaterial. 

There are also threats in the air and a somehow waiting atmosphere: “The world is currently turning in survival mode. Still recovering from economic crisis, we are simultaneously preparing for climate chaos, the death of traditional advertising and media, societal breakdown, information overload, digital change and the challenges of creating in a world where 3D printers will turn everyone into designers.”
 Technological development and digitalization is changing design and effecting service design more than ever. 

In addition we can see a polarisation of opinions: some interviewees see artistic projects important for the enrichment of competences, some are accusing current design education to be too art-oriented. Another example is more complex, conceptual, and intellectual design work: some interviewees seem to reject that kind of sophisticated thinking and instead want to emphasise concrete design made by hands. 

“In the future design as a field will become increasingly diverse and fragmented. Theoretical side has been somewhat lacking, but will strengthen in the future.” [39]

Such educational arguments and counter arguments are discussed in chapter 5.2. 

Much of the work that is introduced in this report bases on research team’s 23 expert interviews that were done in Finland and 21 similar expert interviews that were done in Estonia. The deep interviews contained 25 open questions and one closed question that asked about the fields of design in which the interviewee has worked or has expertise. Then there were three interview platforms, which the interviewees were asked to fill. The platforms’ figures focused on solving out 1) design areas that were in forefront in different decades, 2) turning points in design field, and 3) origins of service design. That information was later on aggregated into four Forms that were mapping the evolution of design and service design from different angles. The Figures and Forms can be found from the appendixes.

We did not select only service design experts to be interviewed as we considered that we need to look at the domain of service design from a broader angle. Service design is intertwined and grown out of many branches of design, marketing communication, psychology, architecture, service and hospitality industry and so on, and many of these linkages can be lost without using a diversified group of interviewees. Hence, we have representatives of different fields of design that have interfaces with the history or possible future of service design. All the interviewees are well-selected experts of a particular branch of design, service design or they are generalists, and they represent all three generations (Baby Boomers, Generation X, and Generation Y) that are studied in this research. 

Alongside with generation analysis, this research has been doing Centres to peripheries analysis too. That method means the study, which differentiates the core of service design from its periphery, which refers to the branches or phenomena that have interfaces or linkages with service design, but are not inside that domain. That study has three specific aspects. The first is the centres to peripheries analysis of the concept of service design. The territory of the centres of the service design concept is defined in this first main chapter, and the peripheries/ underground/ neighbouring branches or the interlinked interfaces of service design domain are discussed in the second main chapter. The second aspect, the geographical centres and peripheries of service design is discussed in Chapter 1.5, and the third aspect, the centres and peripheries of the practice of service design is discussed in the third main chapter “Evolution of design and service design”.

Another major part of this report originates from our broad literature review, which is especially represented in the second chapter where the concepts and thematic areas related to service design are defined and discussed. Hence the literature review is used as a tool for centres to peripheries analysis in the second chapter. 

Alongside with interviews and reviews, the third source of new understanding of the change of service design has been the project’s blogs and wikis, which have generated lots of useful comments from the website’s general audience. The report ends to discussion around educational issues. Chapter 5.2 presents selected arguments and counter-arguments for needs and requirements for service design education, and Chapter 5.4 concludes our cumulated understanding of the theme into a list of educational recommendations. 

We have avoided naming the interviewees when we are presenting direct quotations from their interviews. That is why are using numbers e.g. [32] to identify the source of each quote. Quotations that run from 1 to 22 are from Estonia and quotations that run from 30 to 52 are from Finland. Alongside with the country we tell only the generation of each quoted informants as can be seen in the appendixes.

 1.1. Short history of service design: an international perspective 

Visionary Bruno Munari wrote already 1960th:  “Today it has become necessary to demolish the myth of the ‘star’ artist who only produces masterpieces for a small group of ultra-intelligent people. It must be understood that as long as art stands aside from problems of life it will only interest a very few people.” 

It seems to us that ‘star’ designer is living well in 2010th. Wow architecture gathers attention and many designers still act (and are treated) like stars. The spirit of public and media reporters is still supporting the ‘star’ image. 

It is basically true that the roots of design are in arts and crafts, but maybe it is difficult to see the relationship between arts and service design.

One of our interviewees may have provided an answer to this problem when talking about the future master education of service design:

”I’d make sure that all participants have a good enough background in both theoretical and practical aspects – lots of philosophy and arts (art productions). Arts enable designers to think about issues more widely. In the new media field everybody has to be able to code. Basic logic (a part of philosophy) should be studied and competence in research methods acquired. A scientific and systematic approach towards analyses has to exist – as does the ability to prepare for planning/design work.” [39]

The respondent has very positive remarks on art and its role in service design education. He takes both practical and theoretical aspects into consideration. 

The relationship between art and design has been somewhat complicated and there is no clear picture how the roles of art and design ultimately differ. Some are saying that if design is good enough it becomes art. One great design thinker Kenya Hara has written some very good analysis about the relationship:

Art is an expression of an individual’s will to society at large, one whose origin is very much of a personal nature. So only the artist knows the source of his own work. This loftiness is what makes art so cool. Of course, there are plenty of ways to interpret the expressions that artist give birth to. Non-artist commune with art by coming up with interesting interpretations of art, appreciating it, commenting on it, re-editing art as in an exhibition, or using art as intellectual resource (…) Design, on the other hand, is basically non self-expression. Instead, it originates in society. The essence of design lies in the process of discovering a problem shared by many people and trying to solve it. Because the root of the problem is within the society, everyone can understand the plans for solutions and processes for solving the problem, in addition to being able to see the problem from designer’s perspective. Design is appealing because the process creates inspiration that is engendered by this empathy among human beings in our common values and spirituality.”
 Hara goes even further: “Verbalizing design is another act of design.
 

How we could think of a designer as auteur when we talk about service design: “It’s always easier to evaluate a creation in terms of its relationship to its creator. So what happens to the idea of authorship when many hands are involved in bringing something to life.”
 Service design is cross-disciplinary, collaborative form of work. Service design is done many times anonymously, but sometimes there is an auteur or auteurs. 

One of the greatest missions of design educators in last decades has been to develop recognizable handwriting or style for each of their students. Own style can be a very effective strategy for success. On the other hand, clinging to one’s own style can be a very, very bad strategy. Different clients want different styles for different purposes. And talking about service design, one’s own style sounds weird all in all. 

But let’s talk about business. Service design has deep roots in service business development. That is why many interviewees remembered that there was service development already in 1970s and before. The roots of service design have a lot to do with marketing and management disciplines:

In the earliest contributions on service design (Shostack 1982; Shostack 1984), the activity of designing service was considered as part of the domain of marketing and management disciplines. Shostack (1982), for instance proposed the integrated design of material components (products) and immaterial components (services). This design process, according to Shostack, can be documented and codified using a “service blueprint” to map the sequence of events in a service and its essential functions in an objective and explicit manner.

Shostack made some very good observations about service design and she made important and influential articles very early. Other interesting service design thinker has been Bill Hollins
, who has been a forerunner in early 90s. 

IBM has been very active actor. “Service Science, Management, and Engineering (SSME) is a term introduced by IBM to describe Service Science, an interdisciplinary approach to the study, design, and implementation of services systems – complex systems in which specific arrangements of people and technologies take actions that provide value for others.”
 

Digitalization which has been considered as one of the main change factors of service design field as will be discussed later in more detail, has created new service-oriented work for many people: “A service system (or customer service system, CSS) is a configuration of technology and organizational networks designed to deliver services that satisfy the needs, wants, or aspirations of customers (…) Service system" is a term very frequently used in the service management, service operations, services marketing, service engineering, and service design literature.”

Service design is also born out of interaction design and usability design. Users’ interaction with spaces and products has interested designers for a long time: “The term interaction design was first proposed by Bill Moggridge and Bill Verplank in the late 1980s. To Verplank, it was an adaptation of the computer science term user interface design to the industrial design profession. To Moggridge, it was an improvement over soft-face, which he had coined in 1984 to refer to the application of industrial design to products containing software.”
 

We should underline that many designers have been doing service design without knowing that it is service design. For example industrial designers have been working with service development as part of product design processes. 

But service design has one ‘star’ that has been the most influential figure: Professor Birgit Mager. In 1991, Service Design was first introduced as a design discipline by Prof. Dr. Michael Erlhoff at Köln International School of Design (KISD), and Prof. Birgit Mager has played an integral role for developing the study of Service Design at KISD in later days. In 2001, live|work, the first Service Design consultancy opened for business in London. In 2004, the Service Design Network was launched by Köln International School of Design, Carnegie Mellon university, Linköpings Universitet, Politecnico di Milano, and Domus Academy in order to create an international network for Service Design academics and professionals; now the network extends to service design professionals worldwide as well as design consultancies who have started offering service design."

Birgit Mager is not only an educator; she has been working with concrete projects over the years:

Levenskracht is aware that there is not the »one« solution – the women are individuals with individual capabilities and needs. The offerings of Levenskracht take these individual needs and abilities into consideration and try to customize the offerings. There will be continuous evaluation of the success of Levenskracht in order to find out which approaches and offerings work and where improvements and innovations have to be developed. The development and the delivery of Levenskracht services is done in Co-Creation with the women – they will be part of the service delivery system. The concept of Levenskracht puts the focus on shared responsibility, where the women are not »served« by social services, but work together with them.

Service design has been greatly affected by design thinking. David Kelley and Tim Brown in design agency IDEO have been the loudest voices supporting the idea of design thinking. In d.school, Stanford University California, design thinking means a practical approach to understanding the processes (show, don’t tell) that can be linked to the development of any organisation, product, or service. In d.school, design thinking is a process rehearsed in collaboration with students and customers. At its core are doing, radical collaboration, and empathy towards the end-user – the culture of prototyping and testing have important roles, too. Students are taught to come up with ideas quickly. Sometimes they are only given a few minutes for creative concept development. 

Core of design thinking and service design is ideation and concept design. Of course ideation has been around for centuries. Maybe a bit surprisingly Father Christmas as we know him today was invented by an illustrator: The D’Arcy agency, which had already successfully applied itself to making Coca-Cola a year-round success, developed a specific winter campaign for which it planned to rely on the other character who embodied whole season – Father Christmas. It asked Haddon Sundblom, a painter and illustrator, to create a character. Sundblom already knew the brand well, and he gave Father Christmas a jovial, bon viveur image, dressing him the Coca-Cola colours of red and white. Since this was not long after stock exchange crash of 1929, the advertisements also bore glad tidings of recovery.”
 

Then there is new very promising design area related to service design, it is called information design. One great example is the London Underground Map, (1933) designed by Henry C. Beck:

The lines of diagram do not describe a three-dimensional object but, together with other lines, they aim to convey relationships and show connection in a system. The London underground map is one of the best known. It uses colour symbolically, as kind of identifying label.”
  Information design has been also developed from systemic perspective: “In the 1920s and 1939s, the Viennese Method, or Isotype, was pioneered by Otto Neurath. Isotype (International System of Typographic Pictorial Education) is a convention of signs and their use.

Service design uses information design expertise. They call results blueprints. Service design has its own language-game. Service moments, touchpoints and other new concepts are marking the new discipline. Information visualization is major part of work: 

In a complex world, clear and accessible communication, across a broad range of media, has become essential. Information design addresses this need by blending typography, illustration, communication studies, ergonomics, psychology, sociology, linguistics, computer science, and a variety of other fields to create concise and unambiguous messages. While virtually all forms of design are human-centered, information design focuses on accurate representation of specific knowledge sets and the unique needs of the end user receiving that content.”
 Famous design guru John Maeda puts it in a philosophical level: “Law 4, LEARN: Knowledge makes everything simpler.

Let us continue using philosophical perspectives: 

Ockham’s razor is a principle attributed to the fourteenth-century English logician and Franciscan friar, William of Ockham, and it forms the basis of methodological reductionism. The principle states that the elements that are not really needed should be pared back to produce something simpler and in doing so, the risk of introducing inconsistencies, ambiguities and redundancies will be reduced. Ockham’s razor is also referred to as the principle of parsimony or law of economy.

In addition, consumers are trying to simplify their decisions: 

Consumers use variety of strategies to try to simplify the decision process in low-effort situations. These include price strategies (buy the least expensive, depending on the quality required); normative strategies (go along with recommendations from friends); variety-seeking tactics (buy something different from the last time). Another simplifying strategy is habit. Customers sometimes buy product they are accustomed to buying.”
 Maybe it’s quite easy to understand the basic goals of service design: “Good service cannot be reduced to nothing more than an efficient operation: its value lies in the less tangible sense that the service is supporting you, meeting your needs, working for and on behalf of you.

The interviews, done in the framework of the ServiceD project also enable us to anticipate the short-term development paths and future competence requirements of the field. We find that interviews in our research have greatly enriched our thinking. Describing how he understands concept design, one interviewee [30] stated that the most important starting point in concept design is to contemplate and consider, in cooperation with the client, what the right questions are, i.e. is the problem the client is dealing with relevant in any way.

 [30] gave a rather clear example: As a part of the development work on a service process, client asks the design team:

“What sort of a bridge should we build across the river to reach our planned factory?” Now what is the actual problem that needs to be solved? How to cross the river? If that is the case, a tunnel would do just as well. Could the factory be built somewhere else than on the ‘other’ side of the river? What is the factory needed for? What sort of an evolution of the client’s product and service repertoire are expected – and how is the client’s expertise and competences developing? Surprisingly often the problems clients seek help with from a design agency are based on wrong questions. The core of concept design is, in fact, a search for the right questions.”

Searching for the right questions is not limited to design. Developing expertise or education in any given field sets great importance to finding the right questions. Developing expertise related to concept design equals developing ways of thinking. 

Three abilities form the key perspectives in design education and expertise development; the abilities to ask the right questions, to question existing solutions, and to manage many-sided or transdisciplinary issues comprehensively. Service design is immaterial by nature, and therefore it should revolve around enhancing, deepening, and developing thinking and ways of thought.

The latest thing is participatory design, one of the main change factors of service design, which will be discussed in more detail in fourth chapter: “Community activation and empowerment can be sparked by participatory design. An abandoned creek forms the center piece of a village’s new vision of its own future.”
 Consumers are turning out to be prosumers, and DIY movement is growing rapidly: “The growing interest in DIY is charging a virtuous circle – individuals who make things enjoy documenting their projects online, which inspires others to try making them, too.”
 Other key words are social media, geo-information based services, sustainability, adjustable and multisensory service environments, etc.  Hence, service design is changing rapidly. 

1.3. Finnish view

The Finnish definitions to the concepts and practices of design and service design, “muotoilu” and “palvelumuotoilu” respectively in Finnish, partly differ from the definitions and views of the English speaking world. The most obvious reasons to these differences can be summarized to “language barriers” as these two languages, Finnish and English, have had a different kind of evolution which means that worlds have different origins and have naturally obtained different types of new connotations, and secondly to more general differences in countries’ societal histories. However, this cultural difference between Finnish and English speaking worlds is quite small due to the fact that Finland has been more or less part of western world and a market economy after the era of Hansa trade and Feudal times. 

On the other hand, despite the fact that Finnish and Estonian languages are much more related than Finnish and English, the differences in connotations between Finnish and Estonian concepts, definitions and views may be broader. The easiest answer to this notice is the acknowledged broader difference in these two countries’ societal histories, as Estonia has been living under the Soviet regime until 1990s. Market economy principles and customer oriented service culture did not have much role in Estonian life until the country was shifted into market economy as a whole when the Soviet Union collapsed. 

Still the Finnish and English concepts have a little bit different meanings. Actually one of our interviewees put it very well by saying that,

“in fact, the English word design is more descriptive than its Finnish translation ‘muotoilu.’ Whereas the English expression refers strongly to planning and the means of creating, the Finnish term is more open for a wide range of interpretations and its usage is therefore somewhat more difficult. The connotations of the Finnish term lead to think about a chair designed by Stefan Lindfors are a vase by Alvar Aalto. Another difficult aspect in the Finnish usage of the words design and muotoilu revolves around the culture of ‘star designers’ that is supported by the contemporary design education in Finland.” [50]

This difficulty with the words both design and muotoilu in Finnish language was recognized in most interviews such as [38, 39, 46].

To go to the concept of service design in the Finnish context:
“[T]hink of a marketing slogan ‘Desirable bank service experience. Design Mr xxx.’ Sounds rather ridiculous, does it not? Objects are marketed in this fashion; consider ‘Diningroom table. Design Harri Koskinen’ or ‘Vase. Design Stefan Lindfors’ No-one seems to make fun of those. Where is the difference?” [50]

According to [50] the difference lies, of course between the tangible object and the immaterial service. Only a designed physical object is linked to a “real thing” that becomes a designer product or an objet d’art that can be held in hand and compared to another object with the same characterizations. In some connections design can be considered an adjective that refers to quality, price, or uniqueness (as opposed to bulk objects): The coffee mug you just broke was design, by the way.” The greater public rarely considers design as a verb, a process, an activity. Professionals of service design consider design most often as a verb. This leads to a situation where design does not equal a preplanned and ready service but a continuing process of keeping the customer happy throughout versatile customer touchpoints.

“… a service includes good design when end users of the service can go through the service process without discomfort or without almost noticing the service at all, or, in short, when the customer is happy. In such a case the service providers are invisible and there is no need to underline the designer of the service. In other words, celebrities and stars have no place in service design.” [50]

To go back to the definition of design in the Finnish context, interviewee [38] states that:
“… design lies in the process, not in the product. Planning analysis, scenarios, roadmapping, and strategy setting take place in the beginning of a process. Design comes after that; as the process needs to be conceptualized and finalized. Applying and selecting solutions is about design. Thus the strategic level in the beginning of a process is more about planning than design whereas the tactical and operational levels, which come after the strategy, are more about design instead of planning. However, there is both planning and design in everything, even in analysis and strategies. For instance the whole chain of command in the military is carefully planned and designed, and so is an education course. All products are planned and designed no matter what they cost or how unique they are. […] What is not design? If preparing an education course syllabus is design, teaching the course according the syllabus is not. Mapping options and scenarios, planning strategies, and final products are not design. Management of change is outside the scope of design. But management of finding solutions is in the scope of design. A good example of such design management in Finland is Jokerilinja (horizontal bus route in Helsinki). It was created in a participative design process where the customers’ problems and needs were listened to and taken into the core of the transportation design process. Such design management is in strict contradiction with the old planning oriented management.” [38]

“The core of SD is the method of mapping the needs of persons x and y, and producing services to fulfill those needs. Its distant predecessor was user centric design, which was based on the idea of creating a product first and then attempting to modify it a little for the needs of x and y. It was followed by design management and experience design, but they didn’t have any systematic methods. Finally, when SD came into use, the practices of designing services started to became much more systematic. Today SD has a systematic tool box which has replaced the use of the previous concepts and approaches.” [47]

“Difference between design and service design is in the method of observation. SD focuses on customers’ needs and attempts to design everything from that point of view. In the industrial society we had industrial design. In service society we have service design. The principles of design are always applied to manufacturing processes of one particular time. People are designing things that they are working with basing on what they are trying to accomplish.” [38] 

 “SD has obtained most of its approaches and methodologies to its tool box from

i) interaction design,

ii) services marketing,

iii) ethnography/cultural studies, and

iv) industrial design. 


Some ideas it has obtained from

v) performing arts,

vi) work site management, and

vii) pedagogy (as there are lots of learning processes linked to services).


In addition, some ideas have been brought to SD from

viii) systems design but its role has been small. There are no specific technologies in   
 
SD. Mobile services have influenced the mapping of service paths, so they have 
 
been taken into the tool box.” [47]

Service design has five key elements that separate it from other fields of design, thus making it unique. 

1. The first and most important aspect is prioritizing value generation for the customer (service provider). Service design has to find a solution that creates additional value regarding the customer’s needs and business activities. This is why service design has to understand business and to be able to assess whether a given service is functional and essential as regards the business activities of the customer. 

2. Secondly, service design means understanding the users. This means that the end-user is integrated to all parts of a designed services from start to finish. 

3. Third aspect is holistic understanding of users’ needs and the ability to resolve related problems and obstacles. All the different phases of a service or the things done in relation to the service form a comprehensive experience for the user, but traditionally all the actors taking part in the realisation of a service have not worked in close cooperation. Service design has to be able to break down existing silos without becoming yet another silo of its own. 

4. The fourth key point is the coordination of multidisciplinary aspects. This means that service design has to bring business people, experts of users’ needs, spatial designers, etc. together so that the created service and its environment(s) support both business and the users of the service. 

5. The fifth viewpoint is quick prototyping. Service design deals with immaterial issues that are ultimately born only through concrete things, and this is why quick illustration and iteration are of great importance.” [50]
Another Finnish interviewee [46] continues that, both design and service design are wrong terms when trying to sell service development schemes to decision-makers high up in the hierarchy of an organisation. Mere design is “uninteresting” in executives’ eyes. For them, the word design seems to equal impracticality. Planning seems to be a term accepted far and wide, and unlike service design, service development or service business are of interest to all executives. Everything in the world should not be attempted to be explained or solved with better service design. It is just a small branch of business planning. 

 “[Service design is] a concept that gathers together all the sub-competences, processes, and tools needed to make sure that a single service, a part of a service, or a group of services (umbrella) is able to meet the goals and tasks set out for the said service. Many explain this idea by saying it is about producing a comprehensive service experience. I view the whole thing pretty much in terms of brand management” [42] 

“service development which is participated by professionals of many different fields. First and foremost it is service modeling. In service design, the service idea/concept/process is ‘manufactured’ so that it can be visually perceived. The three most important components are service modeling (models that everyone is able to comment), service user viewpoints, and transdisciplinary professionals working on the service.” [41]

”service design is a means to make things easy for the customer. There is a difference between designing services online or in the physical world. The main idea is to make life easier”. [48]

On the other hand,

“service design is a way to see the critical points where to interact with users/customers and to create the setting to support that interaction. Once this is done and it is understood how people (could) use the planned service, it is possible to create/design the actual service. Service design revolves around understanding the service processes or the experience chain related to a service.” [44] 
”Service design creates trained and ’polished’ services – it creates a identifiable image for a service. It includes the notion that each service is a result of product development. There is not enough service design. It has become a design field that is just as important as any other.” [34] 
Yet,

”service design is an analysed and carefully thought process to design and plan things. It takes all possible aspects that belong to good design into consideration. It is not only about functional values, but aesthetic values as well. A good service always incorporates aesthetics and other values that are extremely difficult to measure and assess.” [40] 
”service design is about planning service concepts on the terms of the end-users (user-oriented viewpoints play a key role). Service design brings traditional design work and socio-cultural aspects (psychology, architecture) to close cooperation with each other.” [45]

A new angle to Finnish service design discussion is brought by an interviewee by stating that
“service design means describing the business idea of a company (or one/some of its services) by focusing on customer viewpoints. In a sense, this description of service design can be considered ‘negative’ as it suggests service design provides nothing new to the service development world that isn’t touched upon by the concept of business idea (a term that surprisingly few even try to understand) if understood in the way Richard Norman described it in the 1970s, but this description also gives credit to service design as it really incorporates a genuine attempt to look at services from the customer viewpoint to a degree that hasn’t been done consciously before. In other words, service design can easily be understood to mean just the same as ‘business idea’. Another equivalent term for ‘service design’ or ‘business idea’ would be ‘strategy’ if understood as explained by Michael Porter (1996) in his article ‘What Is Strategy’ in Harvard Business Review.” [33]

“service design is basically about using the design toolkit to work with immaterial processes. Earlier, design concentrated on physical objects. Now that the importance of services (or ideas in general) has strengthened, customer-oriented viewpoints have grown in importance for real. In dealing with situations (and related processes) where customers acquire the products and services of a company from multiple touchpoints, it is essential that the comprehensive experience is designed carefully. The key to service design lies in the focus on the framework instead of mere substance of individual service components. Service design is a means to create a unified and comprehensive picture of the operations of a whole organization.” [51]

“Service design means designing a holistic experience for the customer, and it combines multiple senses:

1. system & interaction design,

2. communication design,

3. Branding & experience planning (how the system is different from other systems).

Service design companies primarily offer education; the first task is to teach what service design really is. Secondly, the company has to create a process where the customer and the service design company can work together. Third, implementation of the co-created / modified service, create the logic and environment (the experience) behind the designed service.” [52]

[51] continues by stating that one more specific aspect in the evolution of Finnish service design is the change in technologies (such as Web 2.0). It has played a major role in the emergence of service design –new technologies are creating so many new possibilities that comprehensive understanding is needed to create new services for the new platforms.”

Some interviewees were sceptical about the validity of the whole ’service design’ concept:

”Finland is the worst example of how and where services have built themselves. Service design has always existed, but now a new name has been attached to the field. Insiders of the field have started working under the umbrella of service design.” [36] 
”It is just as difficult to define ’service design’ as it is to define ‘design.’ In developing or designing services, one viewpoint is well described by the classic example of an airline company: create a travel experience from A to Z. All touchpoints and service moments are planned. [43] 
“Service design is about creating a service, a new mode of manifestation. I took part in designing services for a law office: we actualised existing services in a new way; services were productisised.

Another aspect is that service design is a means to present things differently. This viewpoint takes service design very, very close to marketing.” [43] 
“What are the bottlenecks of sales? This is a question that service design has to find answers for. Businesses do not understand what service design is. I have always stated that service design should be treated as product development (or, rather, service development)

Note that, as such, best services are also a means of marketing.” [43] 
Then there are various interviewees who were not willing or able to define the service design or who had never heard the concept before the interview. These interviewees belong mostly to the BB generation, as can be seen.

”Meaning of service design? I don’t know.” [31] 
”I don’t know what is meant with service design.” [37] 
”I’ve been pondering on the meaning of service design. Perhaps service design revolves around thinking about the experience of customers in a given context. The key is in finding out how to make a service understandable, functional, interactive, etc. and how to turn the customer into a product (service) developer.” [35] 
”I don’t know how to define service design. Or, actually, I do not want to give a definition as my knowledge of the field is limited. However, service touchpoints are an important part of service design. The human being is in a key role. Most definitions I’ve heard lack the idea of how people are brought to the service. In this respect, there is great importance in visual communication and the whole sphere of marketing communication. Those in need of a service need to brought to the service.” [32] 
 
1.3.1. Purpose of service design and service designers

 “Even though an individual may be a magnificent and talented in furniture design or in service design, it does not mean that the same individual would be competent in any other field of design. There are numerous ways of being a good designer. Perhaps the common denominator for all design competences is the ability to reify and prototype. It is important to note that design competences do not constitute good business skills or strategic expertise.

(…)

A good designer is not necessarily good at anything else but designing. In this respect it is not too wise to give design education to everybody. Neither is it justified to state that CEOs should be designers or that designers should find their way to boardrooms. Of course it would be good that company management and the individuals responsible for the purchase of services had experience in or understanding of service design. In praxis, good designers may become business partners or become members of company boards if their personal characteristics and skills allow. Such career development is never going to be dependent on design education. Design or service design is not everything between the earth and the sky; it is not the ultimate answer to everything even though some wish to argue so. Marketing and many other fields already attempt to explain everything through and by itself. This is most likely not a path service design should aspire to take. From engineering or business management viewpoints, service design constitutes a tiny fraction of a business and companies work well even without service design.” [46].

This was also mentioned by other interviewees:
“Service design should under no circumstances become an island of its own with its own gatekeepers or a new silo that attempts to do everything. Service design should be a background philosophy for work, one that includes a toolbox that is applicable in many different cases and different problems. Service design cannot take the place of any other design field nor become a competing solution to any given problem. Service design should be a means to find out clients’ needs, to break existing silos, and to customise services in ways that suit the situation at hand. Service design should make good use of all relevant cooperative instances in service development. A service designer is not necessarily the correct person to reify and realise a new service strategy or plan for practical customer service. A whole competence field of its own is responsible for that.” [50]

“the key to service design lies in the focus on the framework instead of mere substance of individual service components. Service design is a means to create a unified and comprehensive picture of the operations of a whole organization.” [51]
Finally, interviewee [50] concludes that

“a service designer is not necessarily the right person to develop the appropriate system of compensation connected to a service concept. Again, appropriate experts already exist. In other words, service design should promote a new kind of service development in an organisation without aspiring to dominate business operations or activities. Thus, in a way it should aim to make itself useless or obsolete.“ [50]

1.4. Estonian view 

Most of Estonian interviewees noted that there aren’t any differences between English term service design and Estonian term teenusedisain (only a few marked that English term is better because Estonian one is a little bit narrower and international service design has a wider scope). However, the interviewees emphasized that service design embraces very many disciplines as design in itself is actually an interdisciplinary phenomenon. According to one interviewee [10], generally the substance of service design is presented in the synthesis where people, fine arts, technologies and finance meet, with social sciences somewhere in the background.  Service design is therefore a broad conception that can be applied in very many fields. [20]

Speaking about how the concept of service design is understood in Estonian context, one interviewee [2] defines service design as an intangible division of values between the company and the consumer, plus products and other facilities that emphasise the service.  

Another interviewee [16] continues that ideal service design is an extremely well-considered complete idea about how people can satisfy their needs. Whatever these might be. Interviewee [16] also added a short example: “If I need accommodation, I'll call a hotel. And for me, this begins from service design; how this person has been trained or how they perceive their role in me going to that hotel in the end.” 

To continue, [14] states that it’s the kind of work that involves listening and looking at things from a new perspective plus visualising. So it’s not just a lot of big words – it can be physically observed that something is different or what exactly is wanted from me, what I am supposed to do now. In a way, it’s kind of a simple thing; it doesn't have a big scientific background. However, the fact that you're able to do it assumes a pretty broad field of experience. In order to be able to provide this service in the first place. 

Still, service design term is in Estonian context quite new. And as it [17] explained, most designers still think they're creators of certain things (a picture, chair, web page); there's the question that if you don't create a certain thing, what are you actually doing?  Since you’re not directly making something, it’s very hard to explain what you're actually doing. 

Many of Estonian interviewees stressed that keywords of the service design concept  are “easy and convenient to use and functionality”. According to [5], “the main purpose is that time and comfort have become more valuable for us; it's about bringing something closer to people and making it more accessible so that they can get by with less effort. It can be anything from gathering blueberries to a mobile service – whether you’re taking the blueberries to someone’s door or delivering Skype to their homes – the technical solution for Skype had existed for a long time, this was not the invention; the invention was the way it was brought to the people and called Skype, and then it became famous. It’s just a link in approaching people as close as you can get in order to make their lives easier. /…/ The idea, like Skype, is one thing, but this service design starts from making a brand or style for it, making it sexy so that people will want to order it. It includes communication, proper formulation and service – you’re servicing your clients in a way that makes them happy to buy the service from you.” 

Another interviewee [17] continues: “I can understand how something works (this is related to the function side) and this is priority number one. For example I’m filling in the income tax return on the web page of the Tax Board – I complete all the details, I click “next” and nothing happens. And when I’m already doing it for the fourth time, I notice that somewhere below a box named "save" must be ticked. And when you tick the box, you can’t understand whether the data is saved or not. Because the tick is still there. That service is quite good already, but a few years ago using it was quite painful. This understanding is priority number one. And the second one is making things as enjoyable as possible. While the first one goes hand in hand with the function, the other side goes hand in hand with emotions or aesthetics. And the third one is that good design is always simple, it must be convenient and easy to use”. Or as [15] says, “I'm first and foremost looking at it functionally, that it's a thing that works. Let’s put it this way – good service design is something that works.” 

Interviewee [7] explains that simplicity and understandability is very important as following: “...when you’re communicating with a company, there’s a sort of unified standard. Through every aspect, a certain thing retains its meaning; you don't get confused. For example that people wouldn't be offered too much information at the same time; there are these distinct stages they go through and they're not showered with offers and such. So that they would not be driven off. If there’s too much information, it drives people away. This can actually be observed very well in the way that people use the internet. If a web site turns out to be messy and there are too many factors the person can get irritated, it’s easy for the person to leave. /.../ You close the window and that's it.” 

Important topic that came up from interviews is viewpoint of service design as design of processes. As interviewees [3] describes “... it’s designing a process, but the process is for servicing people.” On the other hand [3], service design is just one part that accompanies any kind of design. We’re actually designing processes. The goal is not to make a cool electric kettle, right? We have to observe this whole process starting from; why are we doing it in the first place? We're doing it because water needs to be boiled. We need to make the water hot. That’s where it all begins. It’s a whole long process. We could talk all evening about that, but that’s using this object in addition to manufacturing it. All of the exterior design is related to how we use it, what else we're doing at that time, what kinds of situations are linked to it. It can also be said that this is a service, this is designing a service.

Interviewee [10] stresses, that the design process is the be-all and end-all. Starting from gathering information, clarifying issues, diagnostics. So you don’t just say how things are or should be; you go to the people and make the process work better. And it’s about the understanding that making a service better needs a whole set of qualifications. The approach has to be multidisciplinary. The whole needs to be emphasised, not the details. Design as a platform, as a basis, as a sphere of leading-thinking. That’s how it goes: it’s about the development of processes where not just mere analytical but also creative and so-called non-linear thinking are attempted to be used. The understanding that things don’t go through a formula in strategic planning. 

And [8] viewpoint is that it’s about the placement of existing elements. /.../ But when you actually want to do it, you’ve basically got to sort of put everything that exists aside, then find your solution and see whether any of the existing things fit the solution or not. Because otherwise it’s just heaving junk to another corner and it may have results, it may help improve things. But it's not substantially service design, it's just moving some sort of experiences around. It doesn’t have the result you could achieve. That design part doesn’t actually fit the definition when we think about what we’re actually doing there. /.../ Let’s say that /…/ it would be ideal to do service design so that it’s possible to change everything. Or it’s possible to forget everything. 

Further relevant topic about service design definitions was discussions about service design in wider context of the developments related to the connection between services and products. Interviewee [21], says that it could be said that while not every company is a client for product design (a very small amount of companies, in fact), every company is a client of service design. Most of the Estonian interviewees are of the opinion that principles of service and product design are similar. For example interviewee [15] describes it following: The way I understand it is the same, so if design is a process for solving some issue or finding some solution, then if we take product design, it solves questions and issues related to product design, and if we take service design, then in the case of a service, this design solves issues related to that service. /.../ The system is the same process of solving issues – how to solve some issue, how to find a better solution to some kind of issue. So this is actually needed both in one’s private life as well as when making some kind of product or planning some kind of service. 

According to [8], the idea is exactly the same as it is for the design of a poster. In that sense there's no difference. Instead of the font you have service personnel and instead of the background you can have a shop or whatever. It doesn’t necessarily have to be a service as a simple sales service; it can be a wider service. So in this case the area is simply bigger, the poster is simply bigger, there are more elements. The logic that the headline must stick out, the contact data must be shown at the bottom - such rules are in effect the same. /.../ design has always been placing elements into some kind of room. It’s maybe due to the word stem, kind of simply determining a position for things. /.../. And now instead of simply moving things on paper, it’s what you’d call moving intersections for people in the environment to the right places, with the right values. This service is, in itself, the easiest service there is... There is a hole behind the cutlet factory. People come, ask and get what they want. This is a good service. People know where the hole is, they’ve already learned it from their grandmothers. Then they go to the hole and get a certain thing for a certain amount of money. However, as the services have progressed to be much harder, more difficult, the steps that the persons have to complete are so numerous that it's the goal of the designer to first “connect the dots” for the consumer in order to reach the desired result. And the other half is trying to lead that business operator to place the dots so that someone would want to come there. /…/ In that sense, service design is purely about determining, thinking it through... [8] 

Interviewee [8] also points out that the world is moving towards prosumer philosophy: before, you used to have a product, and to sell it you needed a service. But now the product itself is a part of the service. So the role of the service is the creation of the product. That is to say, the consumers who want to buy something from you create that product themselves. They tell you what you need to do and you’re just the manufacturer. You have no control over the details of the product or over who wants it and who buys it. It doesn’t matter to you how much it costs. The consumer takes care of all that, you're just the manufacturer. I think this is where it’s shifting. That’s why product design isn’t so important; this product actually creates itself. [8] Interviewee [14] continues, all sorts of systems engineering have actually shifted towards an open platform so that the users can make this experience as convenient for themselves as possible.

Interviewee [15] continues that the services and products intertwined: If we focus on architecture then architecture itself is basically a product, but the way the process works, how we sell it, it’s still a service and it depends on how well the service works; different architects try to sell their product in different ways and you get services with different values. This holds true for basically all kinds of things – depends on what’s being sold. Looking at the sale of social media, it’s like… It’s being sold, but who are you selling it to? You're perhaps selling it to the company who buys advertising. You’re kind of selling advertising, but your service is really about how you’re offering it. Of course it’s perhaps easier for people to understand that this is more like a service, for example marketing and communication and social media planning and concept design – these all are more like services. Let’s say that these things, where people… The less they have to physically touch and feel, the more they understand that it’s a service. It’s first and foremost about service design, or, good service design is about how people can consume that service. /.../ So if you have a company who want to start manufacturing lighting equipment and want to buy that lighting design from you, then you're actually selling to them... Well, your work is a service. However, the things you’re delivering to them, the drawings on the paper, the planning, and this palpable side – that’s already the product. [15]

[21] adds: ... the service itself is seen as some kind of product; how will the consumer consume it, how should it reach them, how, in terms of service development, the certain stages should be; how to take into account the needs of the person etc. In that sense it is similar to product design, yes - in product design, it’s said very clearly that there’s a product development process. But in my opinion one of the best things that this hype or movement of service design can give us is that people who currently come into contact with service design, spread all over the world, can make a note to themselves that there's a service development process just like there's a product development process. And I think it’s easier for people – people want to touch and feel – to say that the service is a product, this is the product, but it’s not physical – it’s a virtual product. And now you’ve got to develop this product and then it might hit you, “Ah, this is our product, so we have a product portfolio or a service portfolio". 

In general most of Estonian interviews stressed that understanding of consumer needs and issues are central elements of service design (as any design): ...in the case of design you’re also thinking about who you're doing it for, what's the purpose, the issue. [14] 
Interviewee [18] states that talking about this process in designing a service begins with some kind of issue or need and mapping of the needs. And then, well, it goes on with, offering possible solutions and testing them against certain criteria. So service design in a few words is about solving some kind of issue: if a need has arisen to improve some activity, we’re probably dealing with some kind of issue that people are not satisfied with; in the course of service design, the issue will be found. The issue is often located somewhere it wasn't expected to be seen at all, so this is a diagnostic activity in a way; and in the end some kind of cure is determined or a solution is elaborated about how to solve this better. This explanation doesn’t differ very much from what I’d go for if I should describe product design; in case of a service, it's simply that the issue is in a field that offers a service to people. 

In words of interviewee [17], service design is a process that deals with creating, designing and elaborating ideas from the constant experience of the end user. According to service designer [14]: “...we don’t create and optimise this process from the viewpoint of the provider but from the viewpoint of the consumer.” And continues with example: “It’s the kind of thing that is good to do from outside the company. Where you’re not the shaper, bearer of that policy. Instead, you’re giving a different picture of how they seem to others. For example, if you have a system of signs, is that system of signs comprehensible for a person who doesn’t know where the things are located? We can often see that the signs have been made in such a way that I can't get any help from them. And as these signs are placed by people who know themselves where the things are located, they don’t see this issue at all.” 

The first thing about how to start changing the processes in the company is about understanding who the consumers are and what are their needs [20]. Interviewee [17] says, that firms often set goals taking their own interests into account; these needs are completely different from the interests of the users.  /…/ it was the same case with graphic design when computers came, there was a difference – some people were able to create graphic design, others knew how to use a computer. And it can often be seen in the field of the web that these two matters have not always convened. 

Service design – this process and the solution – it’s not so much about the certain product at the end of the line, it’s about drawing out the path of the needs of the consumer/client and mapping them. It often seems that it’s for nothing, but actually all these intersections between the user of the service and the service provider are very important. It’s crucial that the system be elaborated, that the service provider and the service receiver have the chance to relate to that service as conveniently as possible. [19] Also interviewee [18] notes that talking about this process in designing a service that I have experienced, it begins with some kind of issue or need and mapping of the needs. … if a need has arisen to improve some activity, we’re probably dealing with some kind of issue that people are not satisfied with; in the course of service design, the issue will be found.

To sum up: service design is “a multi-disciplinary process”, but as service designer [8] says, the later you start dealing with service design, the higher the probability is that: a) you’ll have to revise something when you find out what your clients actually want; and b) you’re going to be nervous about the work already done. In other words, the longer things have been carried out in the same way, the harder it gets to reverse them. Our capacity as service designers to carry this out is limited; it actually needs a kind of civil war. Some kind of king has to be overthrown, and then it’s possible to do something. There is no point in wasting time and money before that. [8]

1.4.1. Purpose of service design and service designers

According to [4] service design is also much discussed because of there's a so-called bad service design - it offends the eye and the ear and you start thinking about why some things have been made the way they have and why couldn't they be better. The interviewee [21] says, that I simply can’t imagine companies where no heed is paid to service design. 

New services are often interactive because developing them is usually cheaper. But if you’re talking of a complex service, a spa is a very good example. In dining places, however, no one directly thinks about designing this service. But when you think about this process, for example I’m working at an office and eating at various places all the time, for some reason some dining places are different to others. As if they're better in terms of their service. For example, a dining place at Mustamäe next to Skype revised their service, which was very interesting. They introduced new aspects that made the service a lot more competitive right away. Choosing one’s food is carried out in a different way: you may take anything, but you may also only take potatoes, bring along your own food and then mix that food for yourself. Each item has its own price. It’s almost like a smorgasbord. And in essence you’re paying for each item separately. Then they introduced daily offers and a regular customer programme. You go there; they’ll ask for an ID-card and enter your data. Regular customers get a discount and updates on what's new every day. It’s a simple thing, but it helps a lot in terms of the service. When you get a daily offer in the morning, you’ll go there even if you figured you might eat somewhere else. [Does one need a designer to design such a service?] I think so, yes. /…/ Maybe we’re now in the same state we were in at the beginning of interactive media - a designer was "nice to have" back then, it wasn't directly a necessity. I think it’s also about the fact that you can manage without one if you're a person who has a good sense of service design. Then you don’t call yourself a designer, but you’ll go ahead and design a cool service like that. But I’m of the opinion that there are certainly things adjoining design there. I don’t know how they figured out that conception, but I'd dare to call the person who planned it a service designer. /.../ You've somehow got to communicate to people how this thing goes. I go there; I see there's a pile of food. Some kind of menu is located somewhere. You’ve got to somehow, well, tell them that over here, we do things this way. One possibility is asking service personnel, of course. But we could fantasise on, for example there's no service staff at all. /…/ I think that for such a thing, a designer is surely needed. Communication is a lot more important there. /.../ [12]

Service design is simply that kind of, how to put it, that kind of service that by itself broadens the definition of a designer by dozens or hundreds of times. So in the broad sense it certainly needs a designer. A designer in the broad sense is a person who can offer creative solutions. Creative solutions are needed. If these creative solutions are related to graphics, it’s a graphic designer; if these creative solutions are related to products (physical products), it’s a product designer and if it’s related to anything else, immaterial, you could say it’s a service designer. But you don’t have to be a person who has learned design for that, right? Yet that person should simply be a creative person. If we take some project manager in a random company, the company has decided that this is a cool thing, let’s do it. A project manager is assigned, right, so most of the work of that project manager consists of that service design – he or she is the one who will start dealing with calling meetings and observing that minutes are taken of any new ideas and brainstorming - right? Some kind of analyses, and they’re developing something that is clearly a service in that stage. [21]

1.5. Geographical centres and peripheries 

The second aspect of the centres to peripheries analysis focuses on the geographical distribution of service design functions. In other words, where are the centres and peripheries of service design in Finland and Estonia. Where the companies, associations and professionals of the domain are located?

1.5.1. Geographical centres and peripheries in Finland 

There are three professional associations in Finland, Grafia (http://www.grafia.fi/), Ornamo (http://www.ornamo.fi/) and The Finnish Association of Marketing Communication Agencies (http://www.mtl.fi/). 

Grafia is a professional organisation, which seeks to promote expertise in and understanding of graphic design, and to look after the professional, juridical and economical interests of its members. Grafia members are employed in various sectors within the field of visual communication: from graphic design to marketing communications and electronic visual information, or from illustration and layout design to teaching, research and study of the graphic design field. Grafia was founded in 1933 and it has approximately 900 members.

The Finnish Association of Designers ORNAMO was founded in 1911. It is a national central organization of designers with almost 1800 members. Ornamo aims to develop the aesthetic, ethic and functional qualities of our immediate surroundings by promoting the working possibilities of its members in the fields of interior architecture, textile, clothing and furniture design, industrial design, arts and crafts.
The Finnish Association of Marketing Communication Agencies (Markkinointiviestintätoimistojen liitto in Finnish) was established in 1942. MTL’s activities are performed in four major operative areas: 1) Influencing the Operating Environment, 2) Customer Work, 3) Competitiveness Development and 4) Membership. Its membership includes 100+ agencies, employing over 1500+ people, and representing approx 50 % of the industry volume represented, including all major traditional and other agencies.

Practically all service designers and designers belong to one of these three associations basing on their education or the branch of business where they work. All the associations’ offices are located in the capital of Helsinki. Helsinki is also the main hub of design business in Finland meaning that the biggest volume of designers are concentrated in that geographically quite small area. The situation with service design is a little bit more distributed around the country as many of the companies that are actually doing work that they call service design are located in other major cities in Finland. To give examples of the biggest companies in the field, the service design companies Palmu Inc (www.palmuinc.fi) and Pentagon design (www.pentagondesign.fi) operate in Helsinki, but two other major companies operate elsewhere. Provoke (www.provoke.fi) operates in Turku and Komiadesign (http://www.komiadesign.fi/) operates in Jyväskylä. Then there are many concept design, interior design etc. companies that have some service design services or at least one in house service designer as is the case e.g. with YATTA (www.yatta.fi) and many others. 

1.5.2. Geographical centres and peripheries in Estonia

There are two main organizations in Estonia who stand for the interests of Estonian designers: Estonian Design Centre (http://www.disainikeskus.ee/) and Estonian Association of Designers (http://www.edl.ee/). Both are actively involved in raising the society’s awareness of the efficiency of design, incl. organising seminars and workshops.

The Estonian Design Centre (EDC) is a non-profit organisation aiming to increase the application and knowledge about design in Estonia. The centre was founded by the Estonian Art Academy, Tallinn University of Technology, Estonian Association of Designers and Estonian Institute of Design as one of the results of the successful campaign Year of Design 2006/2007. The main activities of the EDC are developing design awareness, design education and utilisation of design at all levels and spheres of life.

Estonian Association of Designers (EAD) is an association connecting and representing Estonian designers, with an aim to support design in the broader sense of the concept. The organisation established in 1989 today brings together 116 experts in product, furniture, fashion, textile and graphic design, the so-called cream of Estonian creative industry. EAD focuses on improving the professional skills and vocational knowledge of designers and stands for the rights of its members. The main purpose of EAD, however, is to ensure the high quality of its members’ professional skills and compliance with the code of ethics.

Both organisations’ offices are located in the capital centre of Tallinn. Tallinn is also the main hub of design business in Estonia meaning that the biggest volume of designers and design companies are concentrated here (Eesti loomemajanduse …, 2009
) – 66% of all design companies (Loomemajandus …, 2010
). Also the firms that offering service design are located in Tallinn. The main companies in the field are Brand Manual (http://thebrandmanual.com/), Velvet (http://www.velvet.ee/) and Provoke Tallinn (http://www.provoke.ee/). 

Regarding design education, then the main public educational institutions providing design education are Estonian Academy of Arts (located in Tallinn) and Tartu Art College (located in Tartu) where various design sub-fields are taught. There are also two private universities teaching design: Mainor Business School and Eurouniversity – both located in Tallinn. In addition, design – its related fields) e.g. decoration artist (kunstiline kujundamine), assistant interior designers etc. – are taught in several vocational and professional schools which are located also in Tallinn, but also in other parts of Estonia (Kuressaare). Regarding service design education it is necessary to mention the Pärnu College, University of Tartu (located in Pärnu) where a business management programme (MBA) dedicated to services design was launched in the autumn of 2009.

Thus, majority of design and also service design related activities and education are concentrated to the capital area. At the same time, the developments related to service design education in Pärnu. Enable to assume that in the future the service design expertise may expand somewhat more widespread in Estonia.
2. Concepts and discussion of the thematic area

2.1. Service design

The discussion around service design and its definition(s) has become increasingly intense in recent years. Design professionals sometimes seem to lack theoretical education and seem to sometimes have problems understanding key concepts. On the other hand it needs to be acknowledged that the meaning of concepts depends on the context they are used in. Furthermore, the meaning of concepts changes over time. This means that purely academic terminological definitions are not good enough.

Finnish web site palvelumuotoilu.fi defines service design to equal the design of experiences that take place in time and space, and reach people through various touchpoints. This definition contains a conceptual mistake. Individuals’ experiences cannot be designed; they are always personal. We can design service processes or service environments, but not experiences or mental images. These are filtered through each individual’s personal history and world view, and they can only be affected up to a certain limit. A service can be experienced in thousands of different ways, which makes service design very challenging.

Let’s take another example; Wikipedia states that “Service Design is the activity of planning and organizing people, infrastructure, communication and material components of a service, in order to improve its quality, the interaction between service provider and customers and the customer’s experience.”
 This definition describes the nature of service design a lot better. However, it still leaves key competence areas related to service design outside the definition. 

Jenn and Ken Visocky had same kind of difficulties when they tried to define information design: “Finding a single, comprehensive definition to for the term ‘information design’ is almost impossible. It’s better to explore the discipline through the words of its most noted practitioners, review the artifacts commonly associated with visualization of data, and investigate the philosophy of a user-centered approach.”

Maybe it is more productive to find out what kind of work service designers are doing? Or what kind of procecces they are having. Service design work includes:

1. analyses related to service development,

2. foresight and strategy work related to service development ,

3. creation of new service ideas and service concepts,

4. design of service processes,

5. design of service environments,

6. guidance related to the development of service processes and environment, and

7. coaching or training related to service development (e.g. tuning, editing, or changing service attitudes).

In addition, at its best service design is done in close interaction with other development work. Service design is a part of brand management, and therefore all marketing and public relations material related to a service is done synchronously with service design processes. Designing service processes requires knowledge and competences regarding the Internet and social media. The importance of mobile communicational tools and crowdsourcing is also increasing. The biggest change, however, is the position of consumers. Prosumerism is a key viewpoint and focus is also on participatory development work that involves client organisations’ management and (key) personnel as well as service designers.

2.2. Brand and customer-driven design

In the last decades, the share of intangible assets has increased in relation to tangible capital (cash, real estate, equipment, etc.). Brands, know-how, and competence form the core of the contemporary economy of experiences and participation. We anticipate that this development continues and most probably escalates all the way to year 2015. 

At the same time, the impact of brands has spread little by little to new areas:

1. Brand as a marked name and a symbol of ownership,

2. Brand (mainly) as product’s (marked) name 

3. Brands of organizations, services, projects, countries, cities, and non-profit organizations

4. Persons as brands

5. What’s next? (Personal avatars as brands?)

Nowadays brands are a significant part of product and service development as well as a key part of organisations’ attempts for positive distinctiveness. Brands have an identity, a visual identity, and image of their own. Organisations aim to affect their image (which is difficult to manage), increase sales and effectiveness of their operations through (multi-sensory) communication and marketing. 

The best service design teams want to combine the fresh development paths of mobile technology, multi-channeling, geo-information, prosumerism, and crowdsourcing, which will be defined in next chapters. This kind of thinking involves the shift from information society to ubiquitous society where our built environment turns intelligent and mediated. This development is also related to the increasingly multisensory nature of service environments (see Ambience design, Chapter 2.7).

Table 1: Old and new economy

---------------------------------------------------------------------------------------------------------------------------------------------
OLD ECONOMY



NEW ECONOMY

Factory based




Consumer based

Capabilities-driven: rely on existing equipment 

Outsource production

Slow development to market



Fast to market

Manufacture products



Create brands

Production focused



Consumer focused

---------------------------------------------------------------------------------------------------------------------------------------------
As we can see from the example of service design, many functions and tasks in an organization could be seen under the umbrella of brand management. In some cases brand management contains (or affects) all operations in an organization.

A key part of brand building is formed by the attempts for distinctiveness, desirability, and experientiality. Just as essential is the goal to create tighter bonds with customers. This development acquires new dimensions as consumers turn into prosumers and as companies aim to engage their clients into their product and service development operations (customer-driven innovation and crowd-accelerated innovation).

Internet and social media have changed marketing and related competences. Search engine marketing is one example of this development. Social media, such as the blogosphere, Twitter, and Facebook open up whole new windows of opportunity as these platforms enable just about anybody to present their expertise and networks and gives everybody a chance to become a personal brand in their own name. Examples of this are in abundance, as numerous blog writers with something of interest to the general public on their mind have risen from obscurity to global opinion leaders.

Competence networks and expertise brands – ranging from consultants to movie script writers – are two important things underlined by research on branding. The core of expertise is always tied to individuals. This is also the case in companies; their expertise is built around capable and competent people. Right now cloud companies with geographical touch-points and expertise capital around the world are emerging. Increasingly often project teams are assembled from individuals in different geographic locations and from expertise that is most suitable for the given project.

When development paths are looked at from multiple viewpoints and drawn together, we can deduct that many ordinary individuals will become personal brands in the near future. Companies will customise and offer their products and services for these brands. There are several phases identifiable in this development:

i) Consumers are offered mass products and services that cannot be customised.

ii) More opportunities are given for the tuning of products and services in order to create a tighter client-brand relationship, with hopes of better revenue.

iii) Engaging customers to participate in the creation of their own products and services is considered useful. The role of consumers (prosumers) in the customisation of their own products and services is strengthened; crowd-accelerated and customer-driven innovation is developed.

iv) Customers themselves become brands and companies try to stay on top of their customers’ needs and wishes (services built around individuals are developed through social media platforms)

Personal branding has become more professional: “If you role model on the most successful personal brand builders, you will notice they all have one thing in common: there are a lot of stories about them. These stories are filled with symbols and rituals that these people enact to create place on people’s minds (…) rituals like these have to come from within: authenticity is crucial.”

This democratization of personal branding is not likely to slow anytime soon. In fact, more and more “regular” people are joining the content-creation party.



–Beth Snyder Bulik, Advertising Age

It seem plausible that in 2015 the term ’brand’ is used for multiple purposes. On one hand, mass marketing as well as organisation, product, or service-oriented brand management still exist. On the other hand, the ubiquitous society with smart, mediated and modifiable built environment(s), geo-information-based services, and participatory innovation activities becomes increasingly essential. Almost paradoxically, hyper-individuality increases at the same time as we see an unprecedented sense of community that is unbound by space and time limitations.

The needs and wants of various sub- and countercultures are better met by a marketing world that concentrates on the individual. The variety of styles increases also on the level of the individual because of, for example, new smart clothing technology: individuals may even have separate styles for each day of the week or the style can be changed on the fly.

How is the branding industry dealing with the new situation? “The Truth is that commercial persuasion industry, while clearly coping with change, isn’t going out of business anytime soon. It’s adapting.”

The paradigm of closed innovation says that successful innovation requires control in organizations and institutions. In the closed innovation model, organizations must generate their own ideas and then develop, build, market, distribute and support them on their own.  An alternative concept of modern innovation studies is that of open innovation. Open innovation is an innovation research paradigm that assumes that firms can and should use external ideas as well as internal ideas, and internal and external paths to market as the firms look to advance their technology. Thus, open innovation has been proposed as a new paradigm for the management of innovation. The open innovation concept is related to (1) user-driven innovation, (2) cumulative innovation, (3) know-how trading, (4) knowledge management, (5) innovation democracy, (6) mass innovation, and (7) distributed innovation.

2.3. Prosumerism and crowdsourcing

Research shows that perhaps the most essential phenomenon related to consuming and consumption is the increase in customers’ willingness to tune and customize products and services to suit their own needs. This is clearly visible, for example, in real estate development and housing.

This development is currently taking a step forward: we now discuss prosumers who take part in the production of their own services in cooperation with service providers. This theme includes the idea of customer-driven innovation where end users take part in product and service development and innovation activities.

Futurist Paul Saffo is currently talking about The Creator Economy: “Well I think there is one central issue above all others in this innovation economy, and that is what is the shape of a new emergent economy. And we've heard words like prosumer implying really that what we have is the new kind of economic participant who does not merely purchase things and consume and does not merely produce things which used to be the vision but the new economy is built around new kind of economic actor that does both at once. My preferred term is creator not creative, creatives are the leads who made things that hang on walls and we pay money for it, but the creator economy is one of which ordinary folks like us in a course of our day engaging economic acts that once consume and create.”

Timo Brown continues: “The early examples are Google, Facebook, Twitter, Wikipedia, Threadless. These all rely on their ability to generate participation and through that create individual and group value.”

The Creator Economy or prosumerism is very closely connected to phenomenon called DIY (Do It Yourself). Mark Frauenfelder, one of the most influential people inside the movement describes: 

"You know one of the things I'm interested in is makers and the effect they are having on a world. You mentioned little earlier about prosumers. I think that you see that happen more and more on innovation. The resent example I know about is with the expresso machines (…) so people who are expresso machine hackers, just individuals who buy espresso machines in last few years have been taking the machines apart (…) The espresso machine manufacturers have been around hundred years but their innovation is very slow, they are very cautious and they don't want to try anything new but these hackers are trying all shorts of things (…) and manufacturers are now incorporating these changes in to their machines (…) so this was a very consumer-driven innovation (…) Individuals out there are free to experiment and free fail, and they are doing it to themselves and companies are learning from them."

Another issue related to the same field is crowdsourcing, which is the act of outsourcing tasks, traditionally performed by an employee or contractor, to an undefined, large group of people or community (a "crowd"), through an open call.
 It also used to describe the idea that masses act as a database for information exchange and service development. The term was first coined by Jeff Howe in his Wired magazine article (2006).

We anticipate that crowd-accelerated innovations transform consuming and consumption into something new in the next few decades. 

Consumer groups can be categorised using alternative terms; the first groups to adapt new ideas are called forerunners (or trendsetters) and early adaptors (or early mainstreamers). On average these consumer groups are more common in the y and z generations born in the 80s or later than in older age cohorts. Looking from a wider perspective, this range of phenomena can be called the participatory economy.  In addition, the Makers Movement and DIY (Do-It-Yourself) culture are key parts of an economy that promotes participation (see Mark Frauenfelder’s example earlier). 

The changes in consumer culture and consumers’ increased participation in production are supported by foreseeable changes in innovation activities. Current debate includes concepts such as open, radical, social, user-oriented, and crowdsourcing-based innovation. We anticipate prosumerism to be more of a rule than an exception by the year 2015 and that both companies and their customers profit from cooperative innovation as well as shared product and service development. 

The interviewees pointed out the increasing trend of personal customization and co-design – in terms of being a developer of the service what he/she needs and also in greater involvement in design development processes:
“People are increasingly interested in ‘taking care of their own sphere of services’, and therefore different systems and ‘service products’ need to be developed (designed) to let people take care of (choose and manage) their own (and individualized) services.” [41]

“Future where C2C (consumer-to-consumer) services will become increasingly common. This means, for example, that people living in one area of a town begin to provide a service that used to be a public service or one offered by a company. The service could be based on crowdsourcing, social media, ad hoc networks built to surpass costly operators, etc.” [50] 

“Design will have an increasing role in solving societal issues. Consumers feel that they can take part in the development and planning of services offered in their home town or neighbourhood. Dell and Starbucks have promoted customer participation in the design of their products for a long time already, and other businesses are now willing to follow suit.” [50]

The changes of the consumer culture are accelerated by a shift from information society to ubiquitous society. Our built environment is becoming increasingly mediated, modifiable, and adjustable. This means that individuals are able to affect the atmosphere of the built environment (imagery, scents, soundscape, and colours) or even physical shapes (e.g. David Fisher’s dynamic architecture
). Service development and individuals’ possibilities to influence their own environment are essentially affected by new fields of expertise such as geo-information. Pervasive computing, utilisation of geo-information, crowdsourcing and increased interaction cause worries: are our societies changing into dystopias where people are constantly under the eye of the big brother and where even the most positive developments take place at the expense of privacy and personal freedom?

2.4. Slow Life

Slow life is an expression used to describe a set of values that aims to slow down the hectic rhythm of life. Slow movement is best described as the people, groups and organisations that participate in chasing that goal.

The origins of slow movement can be traced back to a protest against a McDonald’s fast food restaurant in Rome, Italy in the mid 1980s. After the protest, the Slow Food organisation was founded by Carlo Petrini in 1986.  Today the slow food organisation has over 83.000 members in 122 countries, and its main office is located in the town of Bra, near Turin, Italy. One of the main goals of the organisation is to preserve and promote local cultural traditions. A book on the subject, written by Petrini, Slow Food: The Case for Taste was published in 2003.

Other interesting publications around the themes of slow life include, for example, The Idler magazine (idler.co.uk), founded in 1993, and books by Idler’s co-founder Tom Hodgkinson; How To Be Idle and How To Be Free). These books promote idleness and leisure over the culture of excess labour and protestant work ethic.

Hodgkinson opposes rules, normal life, and the accelerating speed of society: “If you’ve ever wondered why you bother to go to work, or so much consumer culture is crap, then this book is for you (…) Filled with practical tips as well as inspiring reflections, here you can learn how to throw off the shackles of anxiety, bureaucracy, debt, governments, housework, supermarkets, waste and much else besides.”
 Tom Hodgkinson offers a manifesto of resistance to the modern world.
But perhaps the best known book about slow life is the international bestseller In Praise of Slow – How a Worldwide Movement Is Challenging the Cult of Speed by Carl Honoré (see www.carlhonore.com). The key to slow life lies in valuing time instead of counting it. At its best, the idea of slowing life down is linked to increasing wellness and finding one’s true self. Nowadays the list of fashionable slow terminology is long: slow food, slow travel, slow housing, slow art, slow sex, slow shopping, slow media, slow design…

On the other hand, some ”slow enthusiasts” seem to wish for an escape to the past from the contemporary world. Their escapism states that “everything used to be better”. Some seem to be altogether anti-technology. In addition, the slow movement has gained a following in many alternative circles (eco-ethical people, new age enthusiasts) and from many different religions.

2.4.1 Zeitgeist

It is always interesting to ponder on the reasons behind current developments. Where does the need to slow life down originate from? What are the cultural and/or societal factors that bring about such thinking and ways of operation? In other words, what is the contemporary Zeitgeist?

The need to define time, an era and its “spirit” has been a characteristic of (post)modern culture. Where contemporary diagnoses are concerned, the words of the philosopher and essayist Walter Benjamin (1892–1940) hit the mark: “Surely the time of the soothsayers, who divined what lay hidden in the lap of the future, was experienced neither as homogenous nor as empty.”

Originating in the 18th and 19th century German romanticism, the concept of Zeitgeist has been considered important and feasible in academic circles, arts, and culture journalism alike. As a generalisation, it can be stated that “the spirit of the age” has been used to attempt to define a general meaning and mentality, i.e. the key values, goals, and central themes present in a certain moment in a given culture. It should be mentioned that the term Zeitgeist has natural links not only to the theologian and poet Johann Gottfried Herder (1744–1803), but especially to the intellectual heritage of G. W. F. Hegel (1770–1831): to the interpretation of culture as a continuous dialectic (thesis, antithesis, synthesis) in the form of the “spirit” identifiable in a given age.

Where Zeitgeist is concerned, key words include speed, movement, and change. In fact, it would not be surprising if dromology (‘dromos’ is Greek for a race or race track), the science of speed formed by the Frenchman Paul Virilio, became one of the fashionable sciences of the near future.

According to critics, excel sheets have become the spiritual barometers of our technocratic and money-greedy age: everything is measured and weighed naively, short-sightedly and regardless of consequences – even though the importance of a wide panoramic view and synthesis are acknowledged.

Suffering from stress, hurry, and work exhaustion, Europeans should keep in mind that more than a hundred years ago sharp-eyed observers described the fin-de-siècle of the late 19th century as an era and a society of nerved individuals tired of a multitude of advancements and upheavals, as a feeling of the end of culture, and as an experience of a world of dying ideals. The same kind of tiresome feeling of endless change and progress is characteristic of our era, too. Maybe the slow movement and “slow philosophy” can help us understand the need and necessity of relaxation, reflection, deep thinking, and good life.

Indeed, spiritual values (retreats, meditation, yoga, new age, etc.) and a whole bunch of issues more or less linked to the idea of slow life have been on the rise in value maps – all acting as a sort of a counter balance or an opposing trend to the accelerated, cynical, superconnected contemporary culture that sometimes seems to suck the blood out of us all.

2.4.2 Slow Design

The potential of slow thinking is huge. Let’s consider, for example, the wellbeing sector from a service development viewpoint. The world is full of stressed out or burnt out individuals. Finland and Estonia both have fantastic nature, around which services on relaxation, rest and various kinds of cures could be built. Slow thinking and service design are a great match. Service design is primarily about developing service concepts and designing service processes and environments. In other words, any process or environment can be redesigned from a slow perspective and keeping sustainability in mind. Service design could be used in wider societal development projects.

Wikipedia states that “Slow Design refers to the goals and approach of the designer, rather than the object of the design. In this way a Slow Design approach can be used within any design field. The term was probably first coined by Alistair Fuad-Luke in his 2002 paper 'Slow Design' - a paradigm for living sustainably?
, in which Slow Design is seen as the next step in the development of Sustainable Design, balancing individual, socio-cultural, and environmental needs.

While Fuad-Luke focused on the design of physical products, the concept can be applied to the design of non-material things such as experiences, processes, services, and organizations. In fact, Slow Design may be seen as a path toward the dematerialization required for long-term sustainability as it takes into account the non-material nature of human well being and happiness.

Beth Meredith and Eric Storm
 summarize the concept, stating that ‘Slow Design is a democratic and holistic design approach for creating appropriately tailored solutions for the long-term well being of people and the planet. To this end, Slow Design seeks out positive synergies between the elements in a system, celebrates diversity and regionalism, and cultivates meaningful relationships that add richness to life.’”

A conference titled Designing Slow Life was organised in March 2010 in Lahti, Finland. Themes raised during the conference included the need to slow down and the value changes required to learn how to cherish basic issues of life (Carl Honoré), the difficulties of alternative ways of life as regards family and friends (John Webster), different means and possibilities of implementing slow thinking (Sirkka Heinonen), cooperation with political structures and decision-makers in order to develop slow services (Jari Kaivo-oja), sustainable perspectives and slow (Alastair Fuad-Luke), the individual nature of experiencing services (Gian Pangaro, IDEO), and service design in a wider perspective (Reima Rönnholm).  
Perhaps the most inspiring speech was given, however, by Alf Rehn. His presentation was a mix of theatre, performance, stand-up comedy, and provocative intelligence. Alf Rehn has been called the enfant terrible of organization studies for a good reason. In his speech, Rehn feared that slow thinking becomes a teddy bear that pleases all and sundry; something that is completely harmless. In reality change and its processes are always difficult and they require moving away from the comfort zone – revolutionary actions, opposition, and dissent are required.

2.5. Ubiquitous Society

The true megatrends of the last eight or ten years – ethical and ecological considerations – are visible in the external communication of political parties and business conglomerates alike. The next big megatrend in the ubiquitous society is – according to our foresight – the adaptability and adoptability of our environment and communication, both enabled through technological advancement and development. In the near future, we might even be discussing the effect (specific) brands have on the wellbeing of people. 

We are moving from an information society towards a ubiquitous society. Ubique is Latin for ’everywhere.’  The “ubiquitousness” of our near future means that information technology decreases in physical size and spreads out to all possible everyday situations. The relationship between man and machine is slowly transforming into a relationship between man and his technological environment. 

This development is substantially affected by the future of the Internet; Web 2.0 and 3.0 (Internet of Things). The Internet of Things revolves around the idea of everyday objects, such as refrigerators, being connected to the Internet. A smart refrigerator is able to make sure that it contains all the necessary groceries according to predefined parameters.

Ubiquitous refers to pervasive, embedded information technology that works 
imperceptibly. The term ‘ubiquitous computing’ was first defined in the late 1980s by Mark Weiser of the Xerox laboratory. The goal was to achieve technology with such a subtle, easy-to-use presence that it goes unnoticed. Discussions on ubiquitous society involve such concepts as “smart” spaces and materials and mediated built environments. A smart space refers to the interaction between man, computer and the built environment. “Smart” is in quotes, naturally, for we are not dealing with intelligence per se. A “smart” space is not an independent cognitive entity. ”The emerging relationship between people and pervasive computation is sometimes idealized as a ’smart space’: the seamless integration of people, computation, and physical reality.”

2.6. Mediated spaces

Mediated spaces involve such objects as walls, tables or, say, sofas turning into media. ”Mediated spaces will expand human capability by providing information management within a context associated with that space. The context will be created by recording interaction within the space and by importing information from the outside. Individuals will interact with the space explicitly in order to retrieve and analyze the information it contains, and implicitly by adding to the context through their speech and gesture. Achieving the vision of mediated spaces will require progress in both behind-the-scenes technology (how devices coordinate their activities) and at-the-interface technology (how the space presents itself to people, and how the space deals with multiperson interaction).”

What we are dealing with, thus, is human-space interaction, where the built environment opens up an entirely new horizon for personal adjustment and stylistic choices. Tiny computers pervade our existence: “A ubiquitous society is also called a "computers everywhere society" and is a society where anyone can use computers anytime, anywhere. Tiny computers would be embedded everywhere in our living space - not only in home appliances, but also in the walls and electric lights in houses, items in shops such as clothes, pill bottles, and food wrappers papers - and these computers would communicate and link with each other in order to realize a more convenient and higher quality life for us.”

Key words of the next few decades include adjustability and modifiability. People will have more opportunities to influence the atmosphere of spaces (images, videos, soundscapes, use of colours and scents, etc.) and media content. In public spaces, the modification of atmosphere could take place through mobile devices, for example through users voting for the most popular predefined atmosphere set. Modifiability and adjustability will become increasingly possible as regards physical structures as well: spaces have more uses than today if physical structures are designed movable or modifiable. Where the situation permits, modification and modifiability includes personal identity, products, services, and brands. The increase in personalisation is also promoted by geo-information: services and products offered on the basis of the location of a given individual. 

Modifiability and adjustability will be an important part of commerce that takes individual needs better into consideration as well as a major part in promotion of wellbeing at home, during travel, and at the workplace: the ubiquitous society should not mean flashing lights and increasing noise and buzz – on the contrary, the new technologies should be used to improve our health and wellbeing. 

Valoa Design Ltd. and a team led by Roope Siiroinen have done a magnificent 
job in lighting the Naistenlahti power plant in Tampere, Finland. The photographs below are taken before and after the work. However, the new design is not static – the lighting is programmed to change according to the time of day and other variables. The project won the Award of Excellence at the 25th GE Edison Awards, becoming the first Nordic work to reach this achievement. Perhaps the most stunning detail of the project is that the new lighting saves energy in comparison to the old one.
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Figure 1: Lighting of  the Naistenlahti power plant in Tampere, Finland

In addition to being a part of branding the power plant, the local electric power company and the city of Tampere, the new lighting at Naistenlahti represents a case of ambience design.  Ambience design is a great example of a new field of competence and expertise, fusion of various expertises, and genuinely transdisciplinary work. Sadly, however, educational systems, curricula, and the contents of education have not been quick enough in adapting the rapidly advancing areas of expertise that sometimes seem to have appeared from thin air. Gerald Zaltman says that “(…) we must explore many disciplines, since the most promising knowledge frontiers typically exist at the boundaries between fields rather than at the fields respective centers.”

Some educational institutions still use material from 20 or 30 years back despite the fact that pupils and students enter education from a completely different culture (new sense of community and digital environments) than their parents did, and despite the drastic changes in knowledge and expertise.

Let’s take a look at some phenomena, changes and developments effecting branding and the future of services:

1. Ubiquitous Society

–”Smart” and mediated environments

–Adjustability and personal customization

–Geo-information based services

–Much more interaction with spaces, products, services and brands

–Big brother effect

2. Virtual environments and second life

–New possibilities for branding

–New platforms for services

3. Life-logging

–Record every minute of your life

4. Print everything

–Food

–Organs

–Furniture

–etc.

5. Do it Yourself (DIY), customer-driven, crowd-accelerated

–Make Magazine

6. Artificial intelligence
 and robotics

–Robots for kids, elderly people, etc.

–Technological singularity

–Molecular nanotechnology

–etc
Songdo City.

All the listed phenomena are changing the conditions that branding and service development need to take into account. 

2.7. Concept of ambience design

Ambience design is a conceptual innovation that consists of new combinations of views and skills:

1. Ambience design represents a new kind of design culture; it could even be said that it represents a change of paradigm. Ambience design's working culture is transdisciplinary. The one major innovation of ambience design is that designers from different working areas communicate with researchers. As such, ambience design is not built on the personal touch and style of the designer, but is based on the knowledge of the effect which a multi-sensory environment/atmosphere has on people. In effect, know-how in an ambience design project is developed through interaction with professionals and researchers from various science and business branches. Then the research results are accurately documented using various types of media.

2. Ambience design develops and moves our visually emphasised design culture towards becoming a more multi-sensory design environment. It does this by using the language of shapes, sound landscapes, odour worlds, textured contact surfaces, light and colour worlds and even the world of taste (this is by no means an all-inclusive list). Ambience design also means new forms of distinguishing and recognising: fresh methods utilising our multi-sensory abilities. This involves scent signs, sound logos and designed lights and colours as symbols of organisation identity. Ambience design combines spatial design and the means of multi-sensory communication.

3. Ambience design is about atmosphere design, i.e. by affecting people through

the creation of a psychophysical entirety. In practice this means laying stress on

experiences and phenomenality.

4. Ambience design utilizes smart environments and materials. The use of these is

aimed at increasing interaction in mediated and social environments.

5. The central themes of ambience design are adjustability and adjustment. These themes are connected with the changing and transformable communicational identity of different rooms and brands. For example, rooms become more usable when individual people or groups are given a chance to adjust them according to their changing needs.

6. Ambience design utilises narration, dramaturgy and the competence of drama experts. The challenge is the changing narratives related to spaces, with dramaturgical and multi-sensory applicability, and a link to, say, GIS systems.

7. Ambience design can be connected to brand building. At its best, ambience design management will become part of the brandbmanagement process. Multi-sensory marketing, which uses things such as distinctive sounds and odours, can be employed in brand development more than ever before. The advantage of ambience design is that it connects multi-sensory interior design to multisensory marketing and communications. 

8. Ambience design is ethically and environmentally aware. All activities are guided by an ethic code. A key objective of the ambience design team is to increase the well-being of people through transdisciplinary design and research. The future of design is human-centred, ecologically aware and ethically-oriented. 

2.8. Design thinking and concept design

Concept design combines such design philosophies as design thinking and service design. The majority of design takes now place on an intellectual and spiritual level, in the immaterial world. 

Design thinking means a practical approach to understanding processes (show, don’t tell), which can be linked to the development of any organisation, product or service. In d.school, design thinking is a process rehearsed in collaboration with students and customers. At its core are doing, radical collaboration and empathy towards the end-user – the culture of prototyping and testing have important roles, too. Students are taught to come up with ideas quickly. Sometimes they are only given a few minutes for creative concept development. Immediately, some deficiencies can be seen in the d.school design thinking. 

Design thinking is internationally perhaps the most well known development path in the field of design. Something about the amount of recognition can be seen in the fact that Tim Brown wrote an article Design Thinking in the Harvard Business Tribune (2008, Vol. 86, No. 6). Brown is the CEO of perhaps the world’s best known design company IDEO. His own blog can be found at designthinking.ideo.com, and his thoughts are also presented at TED services and the really interesting IDEAS BLOG sponsored by Nokia. Brown’s book Change by Design was published in September 2009 by HarperCollins. Twitter can also be used to follow the debate through tag #CBDQ.

In the contemporary cultural situation good ideas and concepts are a hard currency. This is why services such as TED and the IDEAS project stand out from the mass of the Internet.

2.9. Foresight and futures studies

The concepts foresight and futures studies are intertwined in many ways. The guiding principle in both is that in almost all cases the future cannot be predicted, as it is not there yet. At best, alternative scenarios and some probabilities can be given to social phenomena, as they are too complex to be foreseen. Yet, future can be created with actions of today – and therefore be partly known too. And much of the future is here already in today’s values, objectives, drivers and trends, and that can be studied systematically
. Two things are especially characteristic concerns for both foresight and futures studies
:

· Concern of the longer-term futures that are usually at least 10 years away (though there are some exceptions to this in foresight, especially in its use in private business – see business intelligence). 

· Concern of the alternative futures. It is helpful to examine alternative paths of development, not just what is currently believed to be most likely or business as usual. Often futures work will construct multiple scenarios. These may be an interim step on the way to creating what may be known as positive visions, success scenarios, aspirational futures. Sometimes alternative scenarios will be a major part of the output of futures work.

On the other hand, foresight and futures studies have several things in contrast too. For example, the origins of the two are different. Whereas the roots of futures studies can be traced back to the humanistic orientation of Futurology
 (1972), the history of foresight / technocratic orientation of futures studies stems from military strategies and military technology foresight done especially in U.S. military research units and think tanks, such as RAND (Research and Development - a mutual project of U.S. Army Air Corps and Douglas Aircraft Company) in 1940s and 1950s
. Today, much of the technology foresight work, that is systematic and which involves various technology fields’ experts, is called technological assessment, but it can be called technological foresight too. Nowadays perhaps the biggest differences between these two concepts are in i) time range, as foresight pursues to longer time range (meaning at least 10 years away), and in ii) creation of alternatives, as foresight emphasizes creation of alternatives, but technological assessment favours systematic planning with e.g. roadmapping and large expert Delphi
.   

2.10. Concept of weak signal

Weak signal is an anomaly in the known transformation. It is an observation that surprises us somehow. It is something that we cannot easily link to any known trends or phenomena. Weak signal is a completely subjective construction. One issue might be a weak signal to you, but to another it is old information or nonsense. We tend to consider things that come outside our own domain of expertise quite easily as weak signals, and new things that are emerging inside our own domain we tend to ignore or just link to something already existing. There is no such thing as a contemporary real weak signal, as we are unable to identify things that can be objectively agreed as such.

There have been many attempts to create a system which separates objective weak signals from subjective intuition, but it has never really helped to identify objective weak signals due to the identified difficulties. At best the software systems have been able to produce lists of issues that some informants consider highly important change factors and some other informants pull to garbage by declaring them nonsense. 


We can say that weak signals are observations or strange ideas that someone has subjectively reasoned to have some special foresight value. It bases on subjective interpretations and tacit knowledge of something. Weak signals help us manage patterns of change. Any emerging pattern of change will certainly give out signals in many ways and usually one should not rely only on one signal in attempting to reason something. Use of pattern management and FSSF help one to assess and cluster signals and make conclusions of the emerging or changing issues
.



Weak signals should not be confused to strong signals, i.e. things that are already quite well-known, and especially not to trends which are big transformation processes that we cannot easily stop e.g. the ageing of population. Weak signals should not be confused to drivers or wild cards either. 


Weak signals exist in many layers. There are signals of something that could possibly start affecting something else which in turn could eventually have a significant effect. Such very early stage potential signals are especially subjective and theoretical constructions. It is very difficult to get any collective agreement on the possible causalities between intuitive observations and large future events. The other extreme of weak signals consists of very late tangible signals. To give an example, there is a direct observation of something which gives us a good reason to believe that there will be a direct causal effect following that observation.


2.11. Change factor, trends and drivers

Change factor is a macro-level concept, which covers all types of futures knowledge such as trends, drivers, weak signals or anomalies, emerging issues, transition period, tipping points, triggering incidents, initial conditions, chain reaction, turbulence, wild cards or wild guesses, visions, values, predictions, forecasts, beliefs, imagination, strategies, roadmaps, plans and scenarios.
 

Wild card is an invented idea of some kind of a sudden and unexpected event, which would definitely have strong impacts on large parts of a society. Wild card is a wild guess which goes beyond the current change / transition period. When a (dynamical) system is very sensitive to initial conditions, it is almost expectable that one small event, triggering or tipping points will sooner or later start a chain reaction / turbulence in the system as will be discussed in Chapter four. Wild card is a statement of such candidate triggering incidents. “Prediction” that Sarajevo assassination will occur and it will start the WWI, or the burning suicide of Tunis will occur and it will start a chain of revolutions in Arab countries, would both have been political wild cards had they been presented before the actual incidents.  


Driver or Driving force is the agent or factor, which drives a change forward. To use the concepts from fourth chapter, a driver is the attractor of a dynamical system. The two basic types of drivers in social systems are pulling and pushing drivers. A pulling driver refers to broad grass-root-level demand for something. For instance the deep public mistrust on the political systems in Arab countries is a thing that pulls change forward. A pushing driver is e.g. a political decision to put something forward. The most widely recognized example is the American space program. Its most crucial objective was set by President Kennedy: we will put a man on the moon and return him home safely within a decade. “Surely, the forces at play did not make the man on the moon a likely outcome from incrementally developing military rockets. Rather, what happened was that a powerful public figure set the goal. That automatically launches a flood of studies on the steps to reach that goal. Its planners had to go from the macro social goal to forecasts of what kinds of social systems would be implied in order to make that objective real”.

Trend is a flow of transformations that cannot be changed very easily. A current trend is a push of path-dependence from history, which we believe will continue in the future. One of the most obvious social trends in western world is the ageing of the population. Thus a trend is something that can be proven to exist basing on statistics or collective agreement.  A trend can be identified from time-series analysis or it can be said to exist by experts who are well attached to the contemporary transformation. For instance a fashion trend may be hard to identify from statistics, but it can recognised on the streets. 

There are lots of ways to analyze trends. The most well-known forms are trend impact analysis, trend-extrapolation and S-curve analysis. The trend impact analysis focuses on identifying the sub-trends that a large trend carries forward and analyses the impacts of each of these separately or combined. The trend-extrapolation bases on idea to extrapolate directly the development shown in a historical or current time-series to the future – what if this development continues to the future without any barriers? The S-curve analysis bases on the understanding of the nature of the trends and utilizing that knowledge in analyses. Trends are usually S-curves, which start with modest pace, but after a while start a rapid acceleration until the potential of the trend is consumed and it turns into slow pace or stagnation. If we are making decisions basing on trend knowledge, it is very important to know in which stage in the S-curve we are at the moment.
 

2.12. Discussion: Innovation processes and creative problem solving processes as a part of the service design activities

The role of services and their significance to economic growth and employment has been constantly increasing. Currently, services average more than 70% of GDP and employment in OECD countries. In manufacturing industries, services generate an increasing share of the revenue flows. The revenue flows from services are less sensitive to economic cycles than traditional products alone. Furthermore, the importance of knowledge-intensive service activities is steadily increasing. 

In European KIBS policy, universities play a major role, which needs more attention. Despite the growing importance of services in the economy, current innovation systems and policies have not adequately encouraged innovation in the service industries. In many European countries, the organization of public services is facing challenges and there are changes anticipated in the division of service production between public and private sector service providers. In order to improve the productivity and quality of services, there is an urgent need for systematic research and service development tools and processes in the service sector, as well as the manufacturing industries. The development of innovative service concepts and designs is a tool for strengthening the global competitiveness of service industries and improving the performance of both public and private sector organizations. Service design activities are often parts of an innovation process. Typical innovations are technical innovations, business innovations and social innovations. Social innovation is creating conditions for technical and business innovations.
 Many design innovations are social innovations, but also elements of technical and business innovations are often needed.

One key challenge of successful service design process is problem discovering. Problems are discovered in the environment of a service process. One cannot solve a problem or take advantage of an opportunity until it is known to exist. It is nearly impossible to generate alternatives there is no good reason to do so. The rational techniques for environmental analysis focus on standard control processes and environmental scanning. 

There are various ways to identify problems by comparison against other organizations and companies. Such techniques are systematic problem solving, experimentation, learning from past experience, learning from others, transferring knowledge, benchmarking, best practices and racing against phantom competitors.

Typical tools used by futurists and foresight experts are trend analyses
, scenario analyses and weak signal analyses. By these tools one can see the forest for the trees, something someone close to the situation may not be able to do. Nowadays weak signal analyses are very popular. To perform a good weak signal analysis is a challenging task to do. One must use various sources of information to find strategically important weak signals. 

It should also be noted that weak signal analyses are relevant where innovations are concerned. Weak signal analyses can help identifying so-called “black swans.” Often new innovations are highly improbable outliers of mainstream issues, thus black swans. For example, the astonishing success of Google was a black swan.

Figure 2 shows four different types of innovation. Weak signals can be associated with new and existing markets. Innovations can be incremental or radical. One important aspect of innovation related to weak signals is that, in the long run, A, B and D type innovations turn into C type innovations. When an innovation has changed into a C type innovation, it is no longer a weak signal or a sign of change but probably a trend in a market. The most powerful seeds of change are potentially located in new markets where radical innovations occur. In addition, radical innovations in existing markets can create strong seeds of change. Less powerful changes are probably created by incremental innovations in new markets.

Figure 2 carries an important message for contemporary organizations. Unless an organization ensures its new products and services fall into the far three quadrants, over time all its products and services will end up in the bottom left corner. Organizations need to analyze the weak signals of their business environment and markets in order to avoid falling into a situation where their innovation strategy fails to advance the company’s cause.

Another good way to discover new problems and challenges is to perform opportunity searches. Active opportunity searches can turn up situations and new service design applications of current knowledge of system analysis. One does not have to be limited to traditional sources. It is smart to try something new, like the manager who searches for science fiction literature to find ideas that are applicable to his high-tech business. It is wise to study current trends and anti-trends and ask what these trends and anti-trends mean to your business and organization. 
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Figure 2. Innovation categories (von Stamm 2003, 49).

Problem recognition leads always to new possibilities and new solutions. Many people recognize that a problem exists when they have failed to meet an objective or believe they may fail to meet an objective. That is why problem recognition is really an important part of innovative service design process. Typically people may recognize an opportunity when they become aware that they could exceed their objectives by choosing a certain alternative or taking advantage of a situation. 

There can be (1) a difference between a historical situation and a current situation or (2) a difference between current situation and feasible future situation. When a difference exists, a problem situation is identified. Typically there are two basic options for service design: (1) Plan to last and (2) plan to be changed later.
 These are two different philosophies of service design.

Good alternative ways to recognize problems are: 
· create an idealized situation

· make checklists

· do an inverse brainstorming

· make up parodies and limericks

· listing complaints

· responding to someone else

· role playing

· perform suggestion programs, and

· perform workouts and creativity circles.

Service professionals can be trained to use these service design toolkits and techniques. Creatively recognizing problems is important to solving problems. Good problem recognizers have better capacity to provide smart service designs and architectures than bad problem recognizers. In many R&D projects, useful skills in problem recognition processes are analytical skills, creative-problem solving skills, self-confidence, abilities to deal with ambiguity, strong interpersonal skills and the ability to be proactive in transactions.

In a changing planning and strategic environment, it is still important to ask the right questions. Three key questions are: 

(1) Who is going to be your customer?

(2) What products or services should your company offer to the chosen customer?

(3) How should you offer these products or services cost-efficiently? 

This kind of a Strategic Positioning Map “Who? - What? - How?” is a very useful tool in today’s turbulent environment. The final answers a company gives to the three questions are conditioned by what the company thinks its business is and what it is going to be.

Every organization/company makes choices with respect to these questions. The answer to the first question includes the organization’s market segmentation decision. An answer to the second question includes the integrated demand and supply-side innovation policy strategy of an organization. The last question is answered through the existing core competences and comparative advantage of the organization. 

Organizations that are able to make new innovative redefinitions to the key questions are likely to be more innovative than companies who answer these questions conventionally. Unique service and product features, distinctive capabilities and exclusive know-how are the best way to stay ahead of the market for any length of time. For many organizations the biggest difficulty is not generating ideas, but pursuing the right one at the right speed and in the right scale. Alongside human brilliance, innovation depends on combining strategic insight and foresight with inspired leadership, suitable funding, dynamic marketing, motivated and professional teams and appropriate intellectual property right protection. 
2.13. Discussion: Randomness, irrationality and fuzziness in service design

Professor Emeritus Gerald Zaltman (2003) 
  states that “The world has changed, but our methods for understanding consumers have not. We keep relying on familiar but ineffective research techniques and consequently misread consumers’ actions and thoughts (…) So why don’t we change our paradigm? Because it takes courage and patience to alter deeply entrenched existing paradigms”, and continues elsewhere that “The most troubling consequence of the existing paradigm has been the artificial disconnection of mind, body, brain, and society.” Finally, Zaltman reminds us that “Consumers do not live their lives in silo-like ways by which universities and businesses organize themselves.” He claims that the majority of customer thinking (up to even 95 %) is unconscious. Quoting brain research, he argues that the human brain understands and adopts mostly narratives. Zaltman’s notion of silos in the academia and business life has been taken seriously by (service) designers – whether or not they have ever read Zaltman’s writings.

“[B]ig businesses easily find themselves following signals from different channels separately from each other and thus create silo-like thinking even though clients only have a single customer experience. [...] Breaking down silos and convergence of design fields will play a role in the future” [50]

“Reductions in silo-like thinking in companies make the use of comprehensive customer viewpoints possible.” [46]
“Change is born out of breaking down the barriers between the different fields of design as well as between design and other fields of expertise.” [39]

Willian J. Cusick (2009) supports these views.
 He bases his claims on neuroscience: we do not make logical decisions that could be accurately anticipated.

It seems that we live in a predominantly fuzzy reality where it is difficult to give either-or answers. Fuzzy logic is a term coined by Professor Lotfi A. Zadeh who pondered on the many-sidedness and the multiple values of language(s). The subject at hand is multi-value logic as a counter balance of the black and white either-or world. According to fuzzy logic, things are not necessarily entirely true or untrue; answers are not necessarily either yes or no, but a thing and its opposite can co-exist with each other.

A closer look at fuzziness shows that our languages – and thus our reality – include many contradictions where even antonyms or opposites are true simultaneously to some degree. The more complex the observed phenomenon, the more difficult it is to make any explicit statements about it. We are growing increasingly sympathetic of politicians who are demanded for simple yes or no answers when such answers do not exist. For us, the complex and ever-changing reality predominantly reveals itself in subjective, i.e. fuzzy, terms. This is why narrations and examples are the best ways of describing changes in human communities and societies – they are suited to present ongoing changes in an understandable form. 

Therefore, even the most precise and accurate analysis of customer needs as well as any service built on these analyses and needs must be considered some sort of approximate fruits of foreseen most-likely reactions to the given service in the given context and environment. Overt approximation easily turns out to create stale and dull, uninteresting results (services of no interest to anybody), and this is a major hurdle to cross especially where services are offered on a commercial basis.

This obstacle can be tackled in many ways, no doubt, but perhaps the most self-evident solution is that of individualisation. The need for increasing individualisation as regards both products and services has been recognised by a multitude of scholars
 as well as by design professionals interviewed during this project.

“Currently we think things through more and more via the individual user/customer, not so much through target groups or the company itself. This development will become increasingly intense.” [44]

“People are increasingly interested in ‘taking care of their own sphere of services’, and therefore different systems and ‘service products’ need to be developed (designed) to let people take care of (choose and manage) their own (and individualized) services.” [41]

“Now that the importance of services (or ideas in general) has strengthened, customer-oriented viewpoints have grown in importance for real.” [51]

Fuzzy logic can also be used successfully in equipment and information technology. In general terms, fuzzy logic applied in information technology provides a chance to mimic human deduction processes, as well as to quantify and to make decisions based on imprecise information. To take this idea a step further; could fuzzy logic be applied in service design in order to automate some degree of individualisation, i.e. to create order in the chaotic environment that recognises the need for individualisation yet provides service providers only with the ability to make dull approximations?

“Digitalization and ubicomputing (ubicom) are bringing new professions to the design field by 2020. […] Augmented reality design is coming and it requires a lot of new types of thinking in design work.” [38]

But make no mistake; there is no simple path to success. Life and the world are complex up to such a degree that success requires the right circumstances and timing just as well as precise and creative steps.

“The on-going economic turmoil or crisis makes it difficult to make exact assumptions [about the future], but I expect that the current focus on the short term, i.e. on investments immediately visible on the balance sheet will gradually change to a focus that is more on the long term. [...] The change in technologies (such as Web 2.0) has played and plays a major role – new technologies are creating so many new possibilities that comprehensive understanding is needed to create new services for the new platforms.” [52]

However, it can be noted that creative concepts that connect different competences and different viewpoints increase in importance all the time.

“Systems design and concept design that incorporate many different fields become more important – in this respect service design is a very important field. [...] Concept design is more and more a key word of the future.” [41]

“It cannot hurt if concept design (principles and ways of work) were more in focus in education. The importance of conceptual work is increasing in the future.” [44]

In fact the current societal, economical and cultural situation places more and more focus on good ideas and concepts. The logic of continuous (even linear) development was the operative means of the industrial era, but it is no longer enough to survive the competition. Nowadays competition has to be beaten through innovation. Many industries now recognise that service innovation is just as important, if not altogether more important than technological innovation. 

“The biggest change is that ‘industrial design’ becomes more and more everyday (as we move from an industrial society towards a service society) – the importance of products decreases and design work concentrates more on ‘making our world better’ through concepts and services.” [41]

Is there a need for big consulting, advertising, communications, or (service) design agencies? Are customers willing to pay for the maintenance of an organization? Key competences are always possessed by individuals. Larger planning agencies might have a few overwhelmingly competent individuals with groundbreaking ideas and ability to conceptualize, but the mass of employees are always more or less copy, tailgate, or act as support staff. This sort of a development means that the personal brands of individual professionals become more and more important in the near future. No matter what kind of a project is at hand, increasingly often project teams are assembled from individuals in different geographic locations and from expertise that is the most suitable for the given project. 

“[I]nstead of paying for large organisations, clients are better off if they only pay for competent individuals. For example, the world of advertisement movies is moving towards an increasingly networked culture of operation: for projects, ONLY the best professionals – director, film editor, actors and actresses and so forth – are gathered from all around the world.” [37]

It seems that randomness is not only a prevalent situation, an environment service design (or any other field) operates in, but that all professionals should accept that some sort of randomness, irrationality and/or fuzziness form undisputable parts of all human activity, service design itself included. One interviewee underlines the importance of such approaches in design in general:
“We need more disruption, breaking of existing models of thinking and operational processes. We need some kind of a Derridian deconstruction of design; we need to smash The Vase ‘designed by Alvar Aalto’ and glue the pieces back to form something new.” [42]

Developing existing services or creating altogether new ones are to some extent acts of deconstruction and reconstruction. It is safe to say that in acquiring the holistic understanding so many call for in design education and service development, making oneself familiar with, for example, Derrida’s thinking can’t hurt. The need for holistic understanding and the necessity of storytelling skills in service design are obvious.

“Holistic approaches and the ability to see beyond one’s own field of specification are important for the future experts of service design. One thing that is of great importance is the art of storytelling. The narrative of a service cannot be designed or planned without the ability to tell a story.” [52]

“A ‘service design service’ revolves around quick understanding of a huge field of different issues. The aim is to find answer(s) to multiple problems that arise from the operational environment of the client: ‘what to do, how to do it?’ Simplification plays a major role in a successful service design process.” [44]

To summarize; randomness, irrationality and fuzziness are some reasons why service design is even more difficult than we could imagine. Let us not forget that service design can be considered an art of storytelling that ultimately deals with the feelings and experiences of service users.
“What’s needed is the ability to integrate the various elements of a service to each other [...] to streamline their usability and to advance their compatibility. Where information systems are concerned, this is a ‘common mantra’ nowadays. Service integration means taking multiple issues simultaneously into consideration. [...] In a sense, the integration of service elements is a form of art.” [33]

2.14. Discussion: Copying as a trend

You may have grown tired of reading, listening, and watching the same stories over and over again from different media. The problem with mainstream media is that stories and perspectives are packaged, imitated, replicated and recycled. There is a dire need for a diversity of substance. Tuning into international media provides an opportunity to deepen one’s knowledge base to some extent, but it is astonishing to notice how similarly packaged and portioned key news items are even on a global level. The whole media system relies and leans on the efficient recycling of news material from international news agencies. The job of local media houses is often limited to interviewing local authorities or experts on the subject at hand.

News items have shortened due to packaging (conceptualization and productisation). As a result, news has become more easily comprehensible. The downside of this development, achieved in the name of professional competence, is the lack of deep analyses. Many of us enjoy reading longer and more thorough articles and original, thought provoking pieces of writing. The same call for originality stands for all creative activities, be it arts, science or business development.

Originality is not easy to achieve. On the international level, experts continuously compete over who is to write the next best seller regarding his or her own idea, concept, method, style, or theory. The inventor of any good idea is sure to face an army of copycats.

Some consultants and researchers consider benchmarking
 a good way to learn best practices. However, those who concentrate on copying and creating replicas sooner or later find out that new advancements have taken place. In the era of financial quarters, the continuously accelerating tempo of product and service development does not allow time to be spent on copying. 

On an organizational level, the problem lies in the meager rewards for individual creativity that aims to develop something new. Many lower bosses – even some directors or executives – still consider that a good employee is one that merely follows orders. In such an environment benchmarking (read: copying) becomes a wise choice – allowing the employees to show they work with similar methods as this or that highly esteemed individual or institution.

In academic circles, the culture of copying raises its head in the endless citations of others’ work. This reflects authors’ insecurity and acts as a substitute for new ideas. The essential qualities of good academic writing often seem to be limited to following the rules of academic writing (correct use of references and citations).

The art world has a complex relationship with copying. Replicas of an idea, style, concept, or even a whole work of art can be dressed up as an interesting new interpretation or considered to pay homage to the original, highly esteemed artist. Copying from others is so common that recycling ideas is largely accepted in the spirit of pop art.

Everyone is familiar with the way the Chinese copy things. They have turned copying into a whole new form of art: Honda turns into Hongda, Rover translates as Roewe and Wall-Mart is Wumart. The general characteristics of a product are replicated, but the quality is poor. 

In Finland copying is more subtle but still surprisingly common: the Finnish cultural framework insists that the visual identities of products and services should involve the colour blue – or the green of the eco-ethical mindset. Copying is not limited to mere communications. Perhaps the saddest issue regarding copying is that once a new theme, key word, or issue reaches the ears of those who are responsible for public funding, the whole thing might have lost a good part of its topicality in the international field-specific debate.

Copying is not necessarily only a negative phenomenon. In the age of the Internet, copying also means learning and development. In recent years, one of the most heated discussions amongst Internet users has revolved around the culture of sharing, which has gained ground through open source solutions and thinking. IPR organisations and copyright holders have continued to keep noise about illegal sharing and IPR breaches. On the other hand, organisations and institutions that aim to limit intellectual property rights – such as the Pirate Party have been founded.

Duplication plays a key role in successful business logic. The key word is repetition. Methodology that is proven to work is used repeatedly. There is no need to reinvent the wheel. On the other hand, in consulting business (communication, advertisement, and design and concept design agencies) repetition can prove to be rather irritating: the same method or process is offered as a solution to each and every problem. Ever too often the concept work around an organisation’s services equals either limiting the organisation’s own competences or turning the existing competence and know-how subjects to a process description that has been polished and tweaked for far too long.

More about open source thinking; support for the idea of free products or services can be found, for example in Chris Anderson’s book Free: The Future of a Radical Price
 or his article in Wired magazine, Free! Why $0.00 is the Future of Business. Anderson, who works as the chief editor of Wired, describes the Internet-based rise of freenomics
. It is easy to comprehend that e-mails cost nothing as server space of increases, but could flying be free, too? Anderson uses the example of Ryan Air to state that flying borders on being free as well. Instead of passenger tickets, the company creates revenue through the sale of goods and services such as food and drink. As an expression, free might sound idiomatic, but in reality the only change is the logic of billing. Seemingly free services paid for by advertisers is rather well-known practice by now. However, the free nature of many services, for example Flickr (photo storage and sharing) and Spotify (music), acts as an intermediary on the way to priced premium services. Absolutely the best example is about Monty Python videos in Youtube. “Monty Python team, stunned by the extent of digital piracy of their videos, issued a very a stern announcement on YouTube: (…) We’ve launched our own Monty Python channel on YouTube. No more those crab quality videos you’ve been posting. We are giving you the real thing – high quality videos delivered straight from vault (…) and what’s even more, we’re letting you to see absolutely everything for free.”
 The result? After three months Monty Python’s DVDs climbed to No. 2 on Amazon’s Movie and TV bestseller list, with increased sales of  23,000 percent. 

Free of charge products and services, replicability and creative re-use are phenomena that clearly anticipate trends of the future. Copying is also a natural part of the DIY (Do It Yourself) culture, in which individuals create their own products instead of purchasing them from the market. 
3. Evolution of design and service design

This chapter provides an overview to the evolution of service design within the design field in Finland and in Estonia. The conclusion of the evolution in each country bases on the research team’s 23 deep interviews that were done in Finland and 21 similar interviews that were done in Estonia. Alongside with the questionnaire’s open questions that dealt more generally with the evolution of the design field, the deep interviews contained three specific figures that were used to map the interviewees’ understanding of the evolution more specifically. These figures are Figure 1: Design areas that were in forefront in different decades, Figure 2: Turning points in design field, Figure 3: Origins of service design. Basing on the interviewees’ answers to the questionnaire and on filling the three figures, our research team produced two roadmaps for each country, which are Form 1: Roadmap of evolution of design, and Form 2: Roadmap of design areas in forefront in different decades. Both the figures and the forms can be found from the appendixes.

The roadmaps divided the evolution into nine decades (prior to 1950s, 1950s, 1960s, 1970s, 1980s, 1990s, 2000s, now, +2020) to which the interviewees were asked to name the key characteristics of that particular decade. The questions contained the technologies and tools, customers, opinions leaders and gatekeepers, problems that designers needed to solve, image and role of designers in wider society, most typical professions and titles of designers, practices of planning service processes, and design areas that were in forefront in each of the eight decades. As a main conclusion, we ended up to pick three specific eras for further discussion from the interview answers and from our literature review. These eras are the one prior to 1970s (three decades), the era 1970 to 1989 (two decades), and the latest era from 1990 to present time (three decades). Of course the last decade, the so called future era +2020, emerged as an independent era from the interviewee answers, but we do not arise that era into the discussion of the evolution as it has not happened yet. The more speculative future aspects are left to the fifth chapter of this report.

3.1. Finland - prior to 1970

Basing on the Finnish experts’ answers, the whole design era prior to 1970 focused mostly on tangible items and issues. Architecture was the leading star of design prior to 1950s and it continued to be in that leading position throughout this whole era. Art of unique products and visual arts and crafts were the other leading stars of design prior to 1950. The role of designer by that time was bluntly artist. 

In 1950s the role of interior architecture, fashion design and furniture design started to rise. The scope of customers started to become wider, containing e.g. car and furniture industries. Style, aesthetics, and functionality became more important in design, and the role of designer was linked more to industrial design. 

Finally in the 1960, the interior architecture, furniture design and fashion design took their position as the leading stars of Finnish design field. The first CAD
 programs for graphical design came to the markets already in early 1960s but their role was still very small. The key opinion leaders of 1960s design were Wirkkala and Sarpaneva, and the role of designer started to be more and more an in house designer, instead of external artist. By that time the ideas of ergonomics, usability and customer experience became widely affective especially in furniture design, which may be considered as the first wave of systematic service design type of thinking in Finland.

3.2. Estonia - prior to 1970

In the 1950s design activities began to separate from engineering and adopt an independent position. This process was related to the emergence of new technologies and materials (e.g. plastics). Until the 1960s everything was drawn and painted by hand, incl. all lettering being made by using ink and gouache; some remaining sets from the pre-war Estonia were used in layout. The most significant figures have graphic arts background. One the one hand there were the leading figures, who had started in the 1930s, incl. Paul Luhthein and Günter Reindorf – both had studied abroad: in Russia, in Germany – who practiced predominantly the „Kalevipoeg”-style national ornamented design. In the 1950s Villu Toots emerged, a skilful master with the brush and the pen and well known abroad as well. Moreover, one could list Paul Reeveer and others.

The central keyword for the 1960s was the establishing of the chair of design. The founder was the interior designer Bruno Tomberg, who also became the champion of the issue of design (and is still reckoned with). 

He was greatly carrying the whole design business. Established the chair of design. Even today, whenever he says something, everybody pays attention. [19]
The development of design was also influenced and directed by new materials and technologies from industry (incl. especially plastic, which brought along many new opportunities, which previously did not exist).

It must have started in the 1950s, when the consumption boom began and new technologies and new materials emerged (e.g. plastic). And then sometime the design got started and broke away from engineering (initially probably via architecture). /.../ this great process was without analogues. [10]
In the 1960s-1970s – the primary innovator were the new technologies, which came from industry. All new materials, starting from plastic. At the time I was studying … if there was no other way there was always the plastic way. [16]
3.3. Finland - 1970–1989   

The next big era of design in Finland can be traced to the beginning of 1970s, and ending to the collapse of Soviet Union and emergence of Internet and mobile phone company Nokia by the early 1990s. Basing on the Finnish interviewees’ answers, what was characteristic for the beginning of this second era in Finland was the emergence of new materials such as plastic, and many new techniques. Especially computer aided design, in form of 2D modelling, started to become more popular among designers during 1970s.  

The customers of designers started to be big domestic companies and fashion and entertainment industries. Due to the market change, the role of a designer started to be more a stylist, rounder of edges and the one who encrusts a cake with sugar. The 1970s was also the time when design of public services, cost management, quality and style improvement, design optimization, use of test labs and media design started to gain more attention in the field. 

The 1980s was a time when 3D modelling programs for designing came to the market. It was also the time when fashion design, design management, and brand management became leading stars of the design field. One driver behind this shift was the general societal increase in prosperity of the country and customers. By that time the designers’ role started to be more and more an outsourced designer and a designer as an engineer or specialist. 

3.4. Estonia - 1970–1989

In 1970s the development of design continued to be directed by new technologies and materials from industry. But there were important changes in the development of graphic design as well: the Letraset catalogues became available, a number of new and striking fonts were made:

„There were Letraset catalogues – letters on a film and you rub them with a ballpoint and they stick on paper. A strange phenomenon in itself, but it caused a huge change in graphic design. Modern fonts, which were striking as to their design. They were often photographed. Someone obtained the film sheets and someone else photographed them and blew them up and spent half the night drawing them by hand. This imported some modern lettering culture.” [11]

Besides other developments the design sphere was strongly influenced by another important event: the Moscow Olympic Games sailing regatta in Tallinn (1980) and the designers were used for its preparations. 

The basic keyword of the 1980s’ technological change was the emergence of the computer, which not only marked a new and faster technology, but created a number of new environments, which required design and at the same time transformed and expanded implementations and meaning of design. As interviewee [16] states, in the 1980s similar to the 1960s, 1970s, better knowledge was sought from the West. But in the second half of the 1980s, the emergence of computers changed the situation very clearly and very fast. The progress of the computer was very rapid and this caused changes and brought technological innovation.

„/.../ finally the computer came. And that was another huge transformation. Before we learned to use it there was a wild period when all impossible and terrible designs were made, everything the computers allowed. Then the classical approach returned and we learned how to make rational use of the machine.” [11]

Additionally the computers brought along several technologies related to computing like CNC technology, 3D tools, laser cutting technologies. According to interviewee [3] the CNC technology emerged in the 1980s. This has exerted considerable influence on the design of forms, together with all new plastic materials. The design of form used to be quite geometrical before that. It was basically vertical-horizontal, because whole technology worked on movement in a couple of directions or rotation. By the interviewee [3] the emerging of different types of laser cutting technologies made the production of pressure cast forms much cheaper which in turn made possible to produce objects in smaller series. 

“The world became more colourful and varied. That was the end of the 1980s as the breakthrough took place in the rest of the world, in reached everywhere in the 1990s.” [3]

„The most important thing was the digital revolution in the 1980s, which spread really everywhere in the 1990s.” [10]
Key customers was the industrial sector (the large USSR plants). Like interviewee [1] mentions, quite a lot was done for the Soviet enterprises in the 1980s. 
„The some extent they favoured the production of such objects, that period includes a large amount of decent high-class design, which was comparable to the world-level top design of the era.” [9]

By the interviewee [3], the all-union leader enterprises like Norma, Salvo, Polümeer, Estoplast, had their own design bureaus and most of the graduates worked according to their speciality.
The sphere of design opinion leaders was widening: several new persons were mentioned besides Bruno Tomberg. For example as for graphic design: Villu Järmut, form design: Mati Õunapuu, Mait Summatavet.   

A number of new specialists emerged in the 1980s. Interviewee [16] names Heikki Zoova, Raimo Sau - who produced slalom boots for the whole USSR which was a global affair. By him [16] there was in graphic design in 1980s such person like Silver Vahtre, who influenced the graphic design situation by virtue of being the leading graphic design specialist in ARS – he influenced with his status. For the interviewee [11] Ruth Huimerind was famous at the end of the 1980s as the most innovative and bright. As for innovators, he describes Ando Kesküla and Andres Tolts who began to publish the magazine Kunst ja kodu. That was a highly influential magazine at that time and not just for the graphic design side: really fresh information about the outside world, modern American interior design and some product design subjects.  

“Bruno Tomberg was the best of all – a philosopher. Among other such men was Matti Õunapuu – the first one to form a design firm. He concentrated many designers around himself and it was necessary in connection with the Olympics. He has taught many people and his opinion apparently matters a lot in certain circles, since this speciality is quite specific. [5]

Väino Tamm, Vello Asi, Leila Pärtelpoeg were people with a vision. Taevo Gans, Kalev Õunapuu, Ekke Väli – actually quite a number of them. Some have died, others are still around. Juhan Eduard Illend. [9]
The main problems designers had to solve

The 1970s were still a quite complicated or even incomprehensible period from the design viewpoint as design could not perform its essential function in the Soviet system – to plan a product according to user-friendliness, economy or other parameters, i.e. to solve the design problems in the classical sense:
„This is an old anecdote, I am not sure how truthful, which Bruno Tomberg allegedly told his students in the 1970s .When they were  designing their fine telephones, which were never placed in production, since the Soviet Union only produced robust objects and military equipment. Well, what is the point of doing all that, designing these telephones, lamps, vacuum cleaners, tape recorders, which would never be produced.  Tomberg said something like, dear students, we are the ones to fill with our bodies the huge gap between the current situation and the wonderful future. The future generations could walk over us; what we are now doing would become a bridge for them. And that was what actually happened. The role of the designer in the Soviet era was somewhat incomprehensible and insignificant, its necessity was not perceived. Everything sent to the shops was bought up anyway and there was no need for any design.” [11]

Approach to design was predominantly object-centred. Emphasis was placed on the shaping of an aesthetical form, exterior design. The designers of the 1970s did not develop a complete concept, but primarily what concerned the aesthetical aspects of the form or design, yet on the other hand he had relatively great freedom in it. Since the designers, through their commissioned work were largely subordinated to the Soviet industrial enterprises, this mostly determined the essence of their work:
“At that time when I graduated, you had to do something, then you concentrated on the object, the materials, you completed it. You did not see the connections, why it was necessary to do it, how the product would move on to the consumer, what the consumer would do with it, whether it would be recycled, whether it would be ecological, etc. All these aspects were hidden at that time, they were not discussed. Would it be hazardous or not, could it pinch your fingers. That was the time of the GOST standards.” [1]
“There were no real demands in the firms they were sent these days. It was said that, well, he can design, let us give him the task, how he would solve it is his problem. It was very nice to work in that sense, you had a lot of freedom. Manual skills were really great in the training of these days. We had to do something out of nothing. This may have been the impulse which made you really work. /.../ [1]
The image/status/role of designer in wider society

The designers were allegedly representatives of an elite sphere and Estonia was the leader in design in the USSR. Interviewee [1] describes that they created individual objects, which were then displayed all over the USSR and Estonia was claimed to be the flagship of design at that time. When there were exhibitions and something had to be shown abroad in the capitalist society, it was Estonia which had to design the example. By him these days saw the emergence of an artist, who also knew something of industry and the general working of the system. Designer was not really an artist, but also not a designer in the modern sense. 
The most typical profession titles of designers

The designation „designer” was used informally. 

“There was the design artist. The word designer was avoided. But that was a purely political aspect. Because /.../ It was sometime in the mid-1980, when the title of designer was acceptable, it had a certain aura. It was vague for the ordinary people, who did not know, who the designers actually were.” [1]
3.5. Finland - 1990–2012

The third and the latest big era of design in Finland can be traced to the begin of the 1990s, when the Soviet Union collapsed and thus ended the bilateral trade between Soviet Union and Finland, and when the Internet and mobile services time began. It was a time when 2D modelling finally replaced manual technical drawing. It was also a time when the whole Finnish industry was shifted from industrial products to services, led by the rise of mobile phone company Nokia. Furthermore, what was characteristic for this era was the rise of ecological, environmental and ethical awareness that has affected business and regulations widely.   
Basing on the Finnish experts’ answers, what was characteristic for the decade of 1990s in design was the rise of brand management, usability design, interaction design, web design, multimedia design and process design. The new technologies that came to the markets by that time were CD-ROM, Internet, mobile phones and emails and simulation programs. The role of designers became more and more that of a consultant, brand expert, solution maker, web and software developer and usability enhancer. 

The 2000s has been a time of rising importance of concept design, web design, design management and multimedia design. The 3D modelling programs that came to the markets in 1980s started to replace the use of 2D programs, and the role of simulation tools became more important.  

Fast prototyping, Web 2.0/social media combined to user centric view, mobile web, and content created by end-users were tools and principles that were leading the change in designers work in 2000s.

In 2000s the role of designers was changing towards design consultant, experience management, and service design consultants, and creative personality according to some of the interviewees. The customers of designers were more and more from media, big hi-tech industrial companies, but also small and medium size companies, ICT, web, and software companies were hiring designers.

Next, interviewees pointed out the characteristics of current decade, which is named bluntly “Now” or “2012”, but which refers in principle to the whole decade from 2010 to 2020 too. For this decade the interviewees named service innovation, application design, design thinking, interaction design, social media planning and geo-information based planning as the leading stars of the design field. Steve Jobs and IDEO were named as the key opinion leaders of design, and from service design Frans Smalingnis was named as an opinion leader. 

From technological side, the interviewees were naming 3D printers, social media boom spreading ideas, service path modelling and mobile services as the current drivers. The key customers of the present time were about the same as in 2000s, but Virgin Atlantic Airways and Bank of America were added as examples of large global businesses to the customer list. 

The role of designer was said to have became more a strategist, strategic designer, creative director, and the sharp end of the company identity. Designers are working more often directly under the CEO, in service design offices, and as private consultants between client and a company.

Finally, the interviewees named their opinions of the future +2020 of design field. The future change factors of design are discussed in detail in the fifth chapter, but as a short summary, the interviewees were expecting that multisensory design, 3D design, process design, design thinking and psychology are becoming the leading stars of design field. They were expecting designers to focus more on designing better living environments, “Me -products,” entirely customized products, businesses, sustainable development and creation of ecological lifestyles, privacy & data security issues, consumer understanding (what to whom and how?), user experience knowledge gathering, analysis and novel solutions innovating, service saturation + ethics. Furthermore some of the interviewees pointed out that websites will die in ten years and get replaced with larger set of experience solutions and services, and that public sector is the next big client. A big branch of the work of service designers will be in standardisation of public services as a member of development team.

The role of service designers of +2020 will be more a part of the project (internal resource), facilitator, web designer (in operational, strategic, planning or management level), interpreter and sense-maker of users’ needs, the one who understands design possibilities. In public services the role will be a development team member, and in design in general the role of designer will be more a social problem solver, system (business) developer, individualist thinker, creative elements of communities, and lead designer and member of the board.
3.6. Estonia - 1990–2012

As for technologies the emergence of computers continued playing the central role in 1990s and the acceptance of computers took place fast. The interviewees remarked that the introduction of computers changed the visualisation aspect as a whole and also the tasks of designers; it made relations with clients easier and more straightforward. By the interviewee [17] the designer’s work has changed – one change they had compared to Finland is that Estonians adopted computers very rapidly, almost instantaneously. Including in architecture. And he believes that it has also brought along designers paying greater attention to such soft issues like the crating of the image. Previously the output consisted of the draft and the sketch. It is easier to show to the client how the object looks like which designer has drafted. This is one aspect, the other one, which also happened, is that now designer can explain things easily and quickly to the client – to create an image of an object. 

The emergence of the computer brought along the development of many new technological opportunities (3D printers, CNC technologies, rapid prototyping etc.). 
“In case of product design as well, all new technologies, fast prototyping, which has a great influence. You can print out the digital image as an object and that is hugely informative. And all these sanding and milling skills will become unnecessary.” [11]

Emerging of CAD-CAM
, CNC tools, which reached Estonia in the 1990s – related to computers, has significantly influenced the design sphere as states interviewee [19]. By her this meant that once one has done something, it could be immediately converted to production drafts – i.e. everything is compatible. 

Besides the computer another important factor emerges in the 1990s, which influences design – the internet. Internet has changed everything: 

In 1999 I encountered the internet for the first time, sending files via the internet; and the option of contacting others over the internet. What we have now is a totally new level. The internet has hugely changed communication and is still changing it. [16]
Compared with the previous decades the developments in the 2000s in technology sphere were significantly smaller – those related to the internet were of central importance. According to [12] web-based services or businesses appeared at some moment in 2000s – web-stores, E-Bay, Amazon, Google. Such web-based services, which promised some real money.  

“Then investors started to pay more attention and more money became available and new businesses. /.../ at that time we were very progressive as to our e-services. [12]

“This activity, as we started ten years ago they said – if your firm is not on the internet,, if you have no web page, you do not exist....” [18]

”Maybe the emergence of the social media ... in the 2000s has the same impact, I cannot tell.”[10]

At the same time technology – machinery in general – had become very central, which determined and influenced other developments. During the boom time there were bought too many different kind of powerful machines that one can imagine that Estonia must be probably some kind of industrial giant as states interviewee[7]. No one even mentioned about the possibilities to rent those machines due to lack of trust between the firms in Estonia.

Internet-related developments are still the keyword, but also the constant and rapid development of technology, which mostly, however, means improvement and enhancement rather than technological revolution. Kind of shift from computers into the smart-phones has occurred but the information itself remained the same. 

Some kind of shift to mobile consumption has occurred in recent years that you can be accessed via smart-phone, but otherwise – regarding information itself – no great changes. More or less the same things you can read from a book or a webpage you can also read from the mobile phone’s screen as describes interviewee [18].

“What matters today is whether there is some service you could launch on the internet and would it earn money.  There are a lot of such “seed” enterprises now, start-ups, whose whole service is based on the online medium.” [12]

On the one hand it is apparent that technology is becoming ever more specific (and also sophisticated), but on the other hand there is the trend of easier use of technologies and programs (more user-friendly). The development of computer technology increased working speed and made designers work easier which caused them become lazy. 

 “This is a different subject of how technology has influenced design in good and bad sense. It has standardised very much and in some sense increased working speed. Demand has boosted the speed and frankly speaking, designers have become lazy – this is unfair to say, judgemental, but it is inevitable, if you are in a hurry, you look for the fastest readymade solutions. This is a tendency, which has caused changes. Another definite change is that graphic design has become much easier, anyone could do it.” [6]

Key customers

The 1990s were characterised by (explosive) development of some sectors and the related increase of the number of customers and orders; it was also the time of learning and growing. Nevertheless the 1990s were a fine period especially for graphic design and a time of decline for product design. This time of optimism and learning was especially the beginning of the 1990s. 

“In the 1990s the services sphere became important, while the share of the industry fell tremendously. This was the reason why the late 1990s and the early 2000s were a great time for advertising. Everybody suddenly figured out that advertising is not just money for making a movie clip, but an investment. I make the investment and want to earn on it the double amount. Therefore the end of the Soviet period and the beginning of the new era was good time especially for graphic design – new firms were emerging all the time, wanting logos, business cards, etc.  – everything was necessary. There was a tremendous amount of work.” [16] 

 By the interviewee [6] the clients these days were so nice and patient that one could test various approaches with them. He believes that it was so because everyone was learning and no one knew how it was really done; not that they know it now, but these days there was no idea at all.

For product designers it was a really tragic period in 1990s as remembers interviewee [3]. At first there was a brief period of blind optimism, when they believed that at that moment they shall reach the skies that they shall do something magnificent. For them it was a time of learning. And then it became apparent that the only option was to produce some chair legs as subcontractors. Then came the period (until now), when the enterprises absolutely did not contribute to product development.
The circle of design customers widened in the 2000s – i.e. other sectors emerged: the role of the public sector as a client increased, the real estate sector became important as well. The respondents decided that even the importance of the industrial sector as a customer of design is increasing:

“Then the cowboy period got over and government institutions started to order from me. Their budgets increased as well and they had got the idea that they should present themselves both home and abroad.” [11]

Meanwhile the real estate sector gave a lot of work (all these presentation and sales aids, 3D specialists had a lot of work).The clients are analogous to what is happening in economy: which are the main rising sectors; the designers are always where the sectors are rising, the new sectors, where enterprises need greater effort to compete with each other, states [14]. Interviewee [12] names the state as an important client around 2000. But to continue, he states that the private sector clearly dominated as the client. Another interviewee [16] continues that this proportion [whether the client is the industrial or the services sector] tends to turn for the industry nowadays. He can increasingly notice that the form designers, who have been lucky, have made contacts and education is OK – their contacts have broadened 180 degrees. These young designers start to cooperate with firms already while at school.
Nevertheless no labour market has yet developed in Estonia in the sphere of industrial design, although some changes for the better have taken place/are occurring. The differences with the neighbouring Finland are significant. According to [17] one cannot compare Estonia and Finland. He says that there is no labour market in industrial design in Estonia.  He states that there would already be a designer in industrial enterprise in Finland and the organisation was built up around it. Designer faced some expectations and demands. On the other hand there is respect as well. 

The main problem is that they (Estonian enterprises) cannot manage design, they cannot make use of designers and cannot employ designers properly in their interests. If they have a young designer without any experience, nothing good can come out of it.” [17]
“Different types of firms do not differ very much. There are so few producers in Estonia that most firms are engaged in services.” [12]
“The heyday of the late 1980s, when every larger enterprise had its own experimental production department and the designer could realise all his fantasies and do really everything, that period is unfortunately over.” [1]

On the other hand it was noticed that the importance of the services sector is rising, although its share is still relatively marginal:

“As there is movement towards services, the orders for design for services are inevitably increasing. But since all that is so new – the deliberate designing of a service – it is quite marginal at present. But one has to start from the marginal.” [15]

Interviewee [14] says that there are larger service enterprises and there are also many start-ups – beginning firms with technological innovation or they have simply reconsidered where to sell and to whom. He states that this looking outside itself has become a general trend in the good sense. The problem may be that they have not yet understood – if one invest in it and prepare it properly, he can reach the market more quickly.

“Like – we would not burn any wood in the oven before it starts to give heat. It does not work that way. There is great interest, but the readiness for investing is lower.” [14]
“Services firms still dare not approach the designer with such orders or they do not know enough to do so and we may not be ready for it either.” [5]

Another important change pointed out was the increasing number of small enterprises among the customers:
“And it seems to me now that these small enterprises are emerging again. They make their small products and have apparently understood that they could use a bit of design.” [11]

The public sector, besides the private one, has also become an important client for designers, but primarily for graphic design. According to interviewee [7] the public sector, the state, are financially large customers. As [17] states, the public sector has been an important potential client and still is. If some publication is being prepared for print, there has always been a tender for a graphic designer. Due to crisis in economy the graphic designers began to compete for the public sector projects [18] because the private sector fell first and ran out of money. For product designers, as [17] states, vice versa main client has been and still is the private sector, he [17] has no experience with the public sector. By the interviewee [19], the public sector has never been much of a client for product designer.

Opinions also differed regarding the awareness of the clients. According to interviewee [5], one of the main problems was the lack of awareness of the client. Designers have done a lot of useless work and their effort is still not appreciated. For the interviewee it seems like creative intellectuals and creative work have no value. Interviewee [15] claims, that bad times in economy have changed the clients. They want to get more for the same effort and no one wants to pay much and all that has a considerable influence on the outcome. By the interviewee [8], there is a large gap between two different types of clients - there are some, who want the outcome and others, who have not at all considered the question – what the outcome should look like.

Key opinion leaders or „gatekeepers”

The interviewees’ responses allow making the conclusion that there were no acknowledged leaders in the 1990s. There were many actors and new ones were on the way. By the interviewee [16] there was Kalle Toompere as graphic designer and Riho Vahtra as product designer in the 1990s. Interviewee [11] collates names like Rain Pikandi, Asko Künnap and Priit Isok. [19] argues, that there was no such important leader in the 1990s because the design chair broke up at that time and it was generally the time when everybody was out for himself.

In 2000s, designers , who had proven themselves in business, emerged as opinion leaders – practicing experts like: Martin Pärn [1][5][19], Tarmo Luisk [1][5].

It is not possible to single out clear opinion leaders (and such have not yet emerged). According to [14], there are no design theoreticians in Estonia in principle, only practical designers have expressed their views; as a result singling out some leaders was in some cases embarrassing. Interviewee [17] believes that there is no such ideology in product design. [10] states that the time of great designer stars is over and innovations seem to be coming from a broader base than the gurus of the sphere: the general development of technology and management concepts in the world, sometimes visionary customers etc. I.e. they need no longer come from designers.

Opinion leaders were primarily interpreted as spokespersons of the design sphere – those, whose opinion reaches the broader public and who take care for the welfare and progress of the design sphere. Martin Pärn was mentioned the most frequently, he was also listed among the leaders of the previous decade: by the [16] Ilona Gurjanova, Mati Õunapuu as well as the Balteco guys are the people who speak out and seem to have concerns. [20] collates Summatavet, Markko Karu, Reet Aus and Keha 3 team – by the interviewee their ideas reach the broader public. For the interviewee [4] one crucially important person is the Kristjan Mändmaa, when he wrote an article to Kunst.ee some years ago about Estonian graphic design being crap, which caused everybody started to worry and work in the field. Interviewee [11] suspects, that those, who express their views must be more connected with the Academy of Arts because their have enough spare time. 

The most listed names as opinion leaders by the interviewees were Ilona Gurjanova [1][16], Martin Pärn [9][3][10][19][2][1][5], Mati Õunapuu [3][16], Tarmo Luisk [3][1][5], Markko Karu [18][20].

The unity of the designer community was pointed out among other things:

“There is no competition among the designers. Meaning that competition exists, but the relations between the designers are very good. They discuss among themselves technological skills and good solutions they have found. This aspect is increasing all the time. In 2010 I can say that I send to young designers information about all tenders I know of. The designer community is very united, benevolent and supportive. I am a member of two associations – the designers association and the designing artists association.” [16]

The main problems designers had to solve

The problems solved by designers in the 1990s largely reflected the specifics of the era: to create as Western appearance as possible.  In a broader context this meant that the designer’s role was perceived as “making things look good”. Corresponding – narrowly discipline-centred skills – were accordingly highly valued. According to interviewee [11], the designer’s role in the 1990s was to contribute to the turning of the Republic of Estonia into capitalism – to produce advertisements. Interviewee [17] believes that in the 1990s people did not even know that a designer can make technical drawings. Everybody was artist back then.

...At that time it was not said that the designer should be involved in the process and play a separate role. /.../ the designer was the one who made the logo, it was displayed in the homepage and that was all. [12]

The designer was (still) viewed as someone creating pretty and eye-catching objects. The sphere of the designer was expanded by the developments in the web world – creating web pages, portals. etc. became an important part of the designers’ work, ensuring user-friendliness, ergonomics etc. became a keyword in designer’s work:

“Ten years ago it was just like that – do something for us in the internet to give a Wow! effect, meaning that do something very pretty or eye-catching.” [18]

Interviewee [12] believes that at that time (in the 2000s) the term of interactive design reached Estonia. At that time the methods of measuring usability were employed – how the user will find somebody’s site, who he is and how he can operate there, is the general picture ergonomic.

In that respect – the central problem the designers solve in their work – the most changes have occurred compared to the previous decade(s). Unlike previously, the designers are expected to solve more complicated, many-faceted problems. The idea of design has become broader, from the customer side as well. This in turn means that broader and more varied skills are expected from a designer:

The idea of design seems to have broadened as describes interviewee [19]. Customers no longer speak about design as style, but characterize the designer as a strategic partner of business. Interviewee of course admits that there are different customers – some still do not understand it. Interviewee [1] thinks that the firms and entrepreneurs willing to use a designer really want to have a professional’s idea – the mechanism of working – what this industry is. Starting from the economic aspect, communication, representation, what the product is, how it develops etc. This is actually very important that design does not mean making an object, that it is a much broader term. 
“There have definitely been changes. Briefly this means that is they previously expected nothing from a designer but specialised contribution, they now expect a very broad perception of the world and an increasingly advisory role. I have done some projects without actually drawing a line. /.../ a good designer has also become a very good advisor.” [16]

Interviewee [11] argues that design circles believe that they are actually a sort of world-saviours. They have a combination of unique skills: knowing people, some technical education and analysing capability (realistic), plus a sense of culture; therefore they can offer in very complicated situations some interesting solutions no narrowly specialised person can dream of.

Interviewee [20] believes that nowadays it is usually necessary to be able to combine various specialities. All the textile and leather designers – they must definitely know a lot about graphic design and product development etc., otherwise they could not sell themselves as designers. Interviewee [9] do not considers design essentially a work for a single person, by him it is a complex – marketing, technology, construction etc. [10] have similar thoughts: “Highly important are first of all the command of technology and on the other hand such affairs like sensing competition and ability to cooperate with various individuals. Including engineers.” Interviewee [2] states that it is no longer about training to produce the prettiest design but about how to gather more information about the consumer, human behaviour. 

“And now there is again gradual reintegration with engineering. All that separate designing work, studio design, designer as an artist is losing significance. I can name nothing comparable to that huge process.” [10]

Interviewee [5] opines that user-centred approach has now arrived in Estonia which has been a very important change. 
“In my opinion the change which has occurred means that the students are immediately told that this is not a place teaching them to draw, but a place where they will learn to think and solve problems.” [5]

Interviewee [4] argues that modern problems are quite different from those of the past: while previously, in her opinion one could accept that design was illustrative and just decorative, then the modern flow of information is incredibly large and the designer must make it manageable for consumption so that a person could consume that information without becoming worn out and it would be pleasant and convenient. She believes that designers are making life simpler with design. Not in the sense of making people stupid but by developing people in a nice way.
”For me a designer is someone who is solving problems. And in my opinion a designer has nothing to do without problems. But I have a feeling about how the client sees the designer’s work - initially they expected some sort of very cool exterior and now the customer is more expecting functionality; Obviously it is good if the designer’s work is aesthetically enjoyable, but the main task is to solve some problem of the customer or to make his life easier. It seems the customers and the public are now more aware of that.” [18]

“There is important aspect of services design – we have different IT devices, which make it necessary to consume different services, but on the other hand we cannot sell goods endlessly like the telephones – here there would be the problem: if we want to sell new phones or shoes to the same people every day, we would have to make them very low-quality, so that they would soon break or stop working, but that would not be responsible – the world would run out of materials. Even the silicon we use in computers is not infinite. All these metals and practices are counted and it is not possible to take new products and then discard them. And this is one of the reasons, why businesses transfer to services – because is a person ... if I buy a telephone ... if I buy a voice call service, the telephone would be an inevitable device. Actually I do not need a telephone, I need to make a call. And the telephone – I have to purchase one to be able to make the call. If we now have the voice call service, and I buy only the call service, in the long run I would not actually need to buy the telephone, since it would be included in the cost of the service or the calls. And then the producer or the service provider would be interested in spending as little money and resources as possible on the side product, the telephone, which is simply needed to use the service. Now it is a separate entity, right? But then the provider would be interested in making it last longer so that it would not need to replace it. [15]”
The image/status/role of designer in wider society

The interviewees’ opinions about the designer’s image and status differed. Interviewee [16] opines that in the early 1990s designer was a dirty word – designer was someone who comes up and talks rubbish and screws everything all up. Designer was not client’s partner, but someone, who had to do what client told him to do. 
“When talking about graphic design, it was a very fancy speciality in the 1990s. It was new and fresh and very much trendy. It was fine to make advertisements and to talk about brands. [6]
“And it started to improve and was quite a respectable profession in the early 1990s. But that splitting up, of course, that knocked the bottom out of it for quite some time. Then it began to improve slowly. The position as a profession was well qualified, but the wages did not catch up. The designers were very well educated, they knew things and could do it, but they found no use. Many started to work for foreign factories.” [1]

The importance of the designer was reduced by the easy availability of computers and software, which meant that everyone could do their own design and was unwilling to order professional work from designers and pay for it: 

“This was the boom time when computers appeared and pirated Corel Draw was downloaded and then they were all logo-makers – it looked absolutely horrible, if there was a business meeting and business cards were handed out and you offered someone your services for making some improvement, the usual answer was: “No, no! I have a cousin, he has Corel Draw and he can do the logo himself.” It took some time before the firms got the idea that such design and reputation would not let them export anything.” [5]

It was also noticed that the value of the designer as a personal name declined, while the importance of the enterprise, the trade mark increased:

“Take the 1990s it was practically the time of survival, for the producers as well as the designers. The whole system fell apart, in entrepreneurship as well. /.../ The enterprise, the trade mark became more important than the one, who created it. But this change took place elsewhere in the world as well. Some trade marks as names would last, they still do, say in fashion industry, in furniture and lighting fixtures, but knowing precisely who (like in the 1970s-1980s) had designed some chair or car or other object, this is no longer that important.” [9]

No significant changes occurred in that sphere in 2000s (at least the interviewees said nothing about it).

The interviewees’ answers lead to the conclusion that compared to the previous decades their role has become more important and wider. 

The designers are allowed to be more independent and their opinions/solutions are accepted:
“And now designers are allowed to be designers, not some kind of idiots, who know nothing of life.  Today they expect the designer to be more professional – which is definitely nice.” [16]
“Maybe now the time has come, when a firm aware of its dignity will order such thing from a professional, because this is not about just adding pictures to text in a computer, it is something more.” [5]

Designers are being increasingly involved, their role as a strategic partner is on the rise. Interviewee [10] defines the role of the designer: “First, the importance of the designer-artist is declining. Secondly: twenty years ago they would not have let me as a designer to shape a firm’s strategy, but now they do. Although they do come with some tactical problems as well.”
“Not involving a designer is really unlikely today.” [12]

“In the identity context we have come really close to the client’s business. When we are speaking about design, we also speak about business strategy, we speak about the whole activity, which in the ideal case should be present in every design process. /.../” [6]

Nevertheless in many cases designers are still viewed as only the creators of pretty objects. Interviewee [20] admits that unfortunately designer as a term has not yet unequivocally reached the people. She finds that people tend to see the designer as only the creator of the visual, who only designs the end result. For her it is vice versa: design does not mean just pretty objects, it is about the design thinking: emphasising efficiency, getting rid of noise and user-friendliness – people should understand more clearly that designers are the very people, who can develop these qualities. 

“They claim today that the designer is someone, who draws the new name for your firm, makes something pretty or designs your home interior, OK? There is some general knowledge today. But exactly how and what he does, they do not know.” [17]

Yet in the broader context, including economic, the designer has no significant influence and his position in the labour market – especially that of the product designer – relatively complicated. Interviewee [9] claims that Estonian design study is art-centred, there are very few people who could understand the industry. Only perspective for product designers is to create job places for themselves.
 “And product designers are gradually finding more work, but their situation is relatively depressing. Now it seems that they would have to build their own factories in order to get work.” [11]
“Most of all it [the designer’s role in the society] has changed in time with some designers having set up their own enterprises. They have become entrepreneurs. This could be one of the most specific phenomena in the Estonian context. Some produce bathtubs, others lighting fixtures, chairs, tables, a small furniture series, textile. If there is no industry, you have to create it for yourself. This is more like a workshop industry, but what can you do. This is Estonia’s problem.” [3]

The most typical profession titles of designers

There were discussions over the name of the profession, incl. some attempt to “Estonianise” the term „designer” [apparently due to the general heightened national sentiment], various versions were advanced, but eventually the term ’designer’ remained in use. 

„Graphic design – also design artist, designer – it was in the beginning of the 1990s – that was another version, which we promoted and used in our circles, but it did not stick. At the end of the 1990s came the brave new generation, who was deeply convinced that what design artists – we are designers, we are in Europe. No need to act like the Finns do and to introduce our own terms.” [16]
“We had the first term industrial designer. When I took over the chair, we changed it into product designer. We had no industry. We could not train people for industry. We adopted the teaching principle instead that they would be capable of doing something for industry, but together with constructors, technologists. /.../ Maybe we had serious problems in the interpretation of the term designer. What does it mean? They started to translate it: kujundaja, kujustaja, all kinds of counterparts were sought for so as to interpret it.” [1]

Related to the broadening of the term design has resulted in using the title designer in a large variety of contexts. The result was confusion and the interviewees also referred to the abuse of the term designer and its devaluation:

“I have often noticed that such CV Online and CV Keskus type of websites are really misusing the professional titles. They place “designer” in a job offer and myself or any other graphic designer could response to that vacancy. Actually the small print warns that you have to know HTML, animation and all kinds of other skills. In other words the employees are misusing the term most of all. A designer does not have to be a programmer or an animator. These are all different jobs.” [4]

4. Generation analysis

The generation analysis bases on research team’s 23 deep interviews that were done in Finland and 21 similar deep interviews that were done in Estonia. The deep interviews contained 25 open questions that asked e.g. about the interviewee’s education, curricula, first job/profession in the field, past requirements to enter the first job, current requirements to enter a similar job, how the education should be changed etc.      

As the selected method for the generation analysis is deep interview, it means that the number of interviewees is only a fraction of all the design field employees of one generation. Due to that, the representation in each generation may be biased. However, all the interviewees are well-selected experts of a particular branch of design, service design or they are generalists. They are persons who represent their generation and field of expertise very well. Deep interview allows much better connection to the mindset of a generation in comparison e.g. to closed questions survey, but it requires much more work too.

The interviewees represent three generations (Baby Boomers, Generation X, and Generation Y), which are the generations that are in active working life at the moment. Generation Z (born after 1990) is not included to the study as that generation is still in basic vocational or liberal education, and Lost generation (born 1925-1945) is not studied either as that generation has almost entirely retired already.

The order of the presentation begins with comparison between Finland’s and Estonia’s Baby boomers generations, then the Generations X in both countries are discussed, and finally the Generations Y in Finland and in Estonia are presented.  

4.1. Finland - Baby boomers - born 1946–1964

The Finnish Baby boomers generation (born 1946 - 1964) has eight interviewees in this research. In Appendix IV, they are referred with the numbers between [30] and [37].

To summarize, the Finnish BB generation representatives’ curricula are fragmented. Both educational and vocational backgrounds are versatile. Often the basic education is from disciplines that are not related to design or service design at all, such as social sciences or civil engineering. In two cases the educational background was from marketing, which has a linkage. One interviewee had no formal education, and actually only two of the BB generation interviewees had formal design field education. 

What has been common to the BB generation representatives is that they have usually ended up accidently to design or service design field. They have often started as a trainee in a company which does some design work, and steadily they have been drafted to more demanding tasks. 

BB generation representatives do not usually have any international experience, and they had most often never heard the concept service design or they were not able or willing to explain it. Quite often the BB generation representatives’ expertise in the field seemed to base either on very specialized skills such as good visual skills, or good holistic skills, meaning the ability understand the whole design process. Today the BB generation representatives work most often as CEOs or in higher management. 

4.2. Estonia - Baby boomers - born 1946–1964

The Estonia Baby boomers generation conclusion bases on interviews of six design field experts who were born between 1952 and 1963. For further details see Appendix III. 

The typical and also the only option for obtaining design education for Baby boomers generation of designers was the Estonian State Institute of Arts (ERKI). The subject was designated as industrial art, which was called design by the specialists in their private communication. According to the interviewees, the quality of education was excellent. They were taught creativity, manual skills as well as sociology and philosophy. The design faculty held to the principle that the designer should be able to do everything independently. The design faculty was an important output opportunity for a number of artists as it was not restricted by state censorship. 

“The Institute of Arts design education believed in the principle that the designer must be able to do everything on his own. With his own hands, without assistants and possess the mentality of a transformer of the environment in the broadest sense (e.g. they were taught sociology and a fair share of philosophy). This could be described as the universal approach. “ [13]

“The education we received was very good. Say, ten years after graduation I was not all that optimistic. I believed that we received an education – sort of like a travelling actor – about everything, something about a lot of subjects. But nothing really in-depth. In retrospect I consider it very good. It depended on the person a lot, what he did with the education and how brave and resolute he was.“ [16]

“Our speciality was sort of progressive as no one could really relate it …; superficially serving the industry – the designers invent some machines, devices; but it we look at where design was initiated, its roots, its foundation are in modernism. It was something directly related to capitalism, a creation of capitalism so to say.“  [3]

Most of the graduates of that period became designers in reality. A peculiarity of the generation was that male graduates had to obtain an additional profession of teacher if they wanted to avoid being drafted to the army – men faced the hazard of serving in Afghanistan in the years 1979-1989.

First job

It was characteristic of the period that employment was guaranteed to all (intramural) graduates, who were assigned to posts in state-run enterprises. Extramural students were not assigned to jobs. Typically, such students were frequently already working according to their speciality. 

“I was working already when I was a student. I studied extramurally since it took a lot of time to be admitted and I worked as an arts designer at the same time and already had work and after graduation they came to me with flowers and contracts. “ [5]
Typicality of employment 

Most of the graduates of the design faculty found work as designers, but there was also migration to other specialities. The latter phenomenon was made possible by the broad nature of the education. Since specialisation at the university started only after third year, design students received instruction in a number of disciplines (incl. graphic arts, photography, product design, interior design etc.) and they were able to perform them all to some degree. Their post was often designated as artist-constructor, design artist etc., the “designer” designation was not used officially. 

“According to records I was probably listed as artist-constructor, but informally everybody called it designer. The personnel departments for some reason either could not or would not use the term yet.“  [13]

Skills/knowledge at entering the labour market at the generation’s graduation

At the time that generation graduated, it was presumed that the graduates have the skills of designing and they were given relatively free reigns for working. The training of that period placed considerable emphasis on manual skills and there were few options available at the employers – one had to do something out of virtually nothing. The designer’s province was specific – he concentrated on the object – had to complete a product. What would later happen to the product, how it would be marketed, how it suits the consumer, whether or not it is ecological, ergonomic, how it fits in the general environment etc. was not the designer’s problem – he was not expected to consider these aspects..

“There were not serious demands these days, especially to those, who were assigned somewhere. They accepted that he can design,, well, let us give him something to do, how he solves it is his problem. Manual skills were strong in the training of these days. We had to do something out of nothing. This may have been the impulse, which made us work.“  [1]
“You would no see the connections, why it is necessary to do it, how this product would reach the consumer, what the consumer would do with it, would it be recycled, is it ecological, etc. …  All these aspects were hushed up these days, they were not really mentioned. Whether it is hazardous or not, is it bad for the health or can it catch one’s fingers. At that time we had the norms: GOST.“  [1]
4.3. Finland - Generation X - born 1965–1975

The Finnish Generation X (born 1965 – 1975) contains six interviewees in this research. In Appendix IV, they are represented by the numbers between [38] and [43].

To summarize, the Finnish X generation representatives’ curricula are much more homogenous than those of the BB generation. All of the X generation representatives have at least some amount of formal design education, most have finished or almost finished their Master’s degrees in arts or design. Many have been studying several subjects that can be combined to working with diversified design projects, such as industrial design + marketing + interior architecture etc. All X generation representatives have at least been studying in tertiary level related to design and a few of them have some international experience too. 

What has been common to all X generation representatives is that they usually had some special skills or know-how of certain new technical methods, which enabled their entrance to the field.  Many work in concept design, with communication or strategic issues, and diversified projects. Quite often the X generation representatives were calling for more holistic and “systemic” understanding to the education in design field.

4.3. Estonia - Generation X - born 1965–1975

The educational background of this generation was predominantly the Estonian Academy of the Arts (former ERKI) in the 1990s. Thanks to the new economic situation emerging with the restoration of Estonia’s independence (incl. the rapid development of the advertising sphere) graduation was postponed to a later period for many. This generation also faced the opportunity of receiving education in the universities of Finland and other European countries and a number took advantage of it. A transition from the old syllabus/study system to a new one occurred in the 1990s as the previous system no longer met the modern requirements. The massive emergence of computer technology and software, which accompanied the new times, caused confusion among the students and lecturers as well as the entire teaching of design. The interviewees repeatedly mentioned that the design study lacked the basic principles of entrepreneurship. 

“The skill of thinking, analysis, sensing context: that was nearly not at all taught when I was studying graphic design. These were the miserable 1990s just as computers came up and knocked everyone out like these new technologies today (all these mobile applications and some web marketing). [11]
“When discussing what I actually studied at school, the programme was quite curios these days: basically you had to make a life-size nude woman out of clay every semester, six years running. It was like that, we studied the first three years and the prospects did not seem too enticing; the whole course planned leaving. We got a certificate for sabbatical. But then the programme was changed – sculptors were taught colour study for the first time.“ [6]
First job

This generation had their first jobs predominantly while studying – the main employers were design and advertising firms. It was typical that studying and working took place parallel. Further studies – obtaining master’s degree – were not considered much. 

Typicality of employment 

It was typical of that generation to find employment in the advertising field. Since the new economic conditions had great need for advertising industry and the related graphic design, most of the EKA students migrated towards these spheres (regardless of the speciality they had chosen). Product designers as well moved towards graphic design and interior design, since the demand for product designers was as well as non-existent. 

“It was a time when everyone got work who wanted it. The economy was booming. Advertising agencies were seeking for new workers all the time. It kept becoming worse until that crash. Salaries were becoming increasingly fantastic. Several students chose to work instead of studying.“ [11]

“It could seem from distance that everybody went to work in similar places, but if you concentrated the image was quite varied nevertheless. I started to make kitchen drawings and to design kitchens. Some went to advertising firms – which is actually anything but similar. There were some, who started offering their own design service and set up their own business. This was more or less the breakdown. There were no major differences.“ [19]
“Form designers mostly transferred to graphics or one classmate took on industrial equipment. Most of the movement was towards graphic design or interior decoration.“ [14]

“At that time I was a rather popular scheme [moving from sculpture to graphic design]. One had to earn living. 1992–1994 was not economically very lucrative. I believe that sculptors are not very active in their own (narrow) field. /.../“ [6]

Skills/knowledge at entering the labour market at the generation’s graduation

Firms expected at that time the job applicants to have primarily practical skills (computer skills) so that he could start working right away.  The skill of using computer programs was more important that having education in the field. In case of product design the designer’s role was somewhat different from that of today: the designer was still viewed as an artist, who makes the object look pretty.

“Maybe at that time it was more believed that the designer is the one who comes up and makes the object look pretty, while the technologists see, how to make the parts fit together and using as few materials as possible etc. It was not expected from a designer to offer some key solutions.“ [19]
“I graduated in 1996. Education had no say at all these days – the firms were young and manned by available people. Computer skills were important in the designer market at that time. Everything was very new and we had no established industry – the advertising industry, which emerged at that moment, was partly growing with new magazines and newspapers, which needed the design of foreign companies’ advertisements. “ [14]

4.5. Finland - Generation Y - born 1976–1989

The Finnish Generation Y contains nine interviewees in this research. In Appendix IV, they are represented by the numbers between [44] and [52].

To summarize, the Finnish Y generation expert representatives’ curricula are even more homogenous than those of the X generation. All of the Y generation representatives have significant amount of formal design education in tertiary level, most have been studying systematically either multidisciplinary subjects such as graphical design and media studies etc. or they have been studying systematically interdisciplinary studies, which often have been provided in a formal education as in IBDM programs, which will be discussed further in Chapter 5. 

The representatives of generation Y have obviously acknowledged all the way from the beginning that the competition in the field is hard and there are many well educated people competing for the same jobs, and they need to differentiate, specialize and get more holistic at the same time in order to succeed. Actually with many of this younger generation, this has meant that they have established their own (big) business in very early age, which is a significant change in comparison to the X generation and especially to BB generation. 

When the Y generation representatives are employees, their titles are quite often creative director, creative designer, web designer or service designer, and most of the representatives in this generation have international education or work experience. Many work with digital services and they have been specialized to certain programs in order to get their first job. The Y generation representatives are quite often saying that education is no longer the factor which leads to recruiting as there is so much know-how available in the labour markets. Furthermore, the digital businesses and designing service to Internet have already became an everyday business, which means that the skills that were demanded from Y generation to enter the field, will not be the skills that open the doors for Z generation. Companies are recruiting “right persons” who are really interested, have good drive and are willing to learn, and are able to bring something new to the competence of the company. [46] said he “would not recruit any more juniors.” What he is looking for is an experienced visualist, who knows the digi services very well and who has a long experience in interior design. Hence the competence needs are in change and this is a challenge to education. 

4.5. Estonia - Generation Y - born 1976–1989

The educational background of this generation of designers is more varied compared to that of the earlier ones; they have studied at various universities in Estonia or abroad. Knowledge obtained abroad is valued highly. Significant changes have occurred in design teaching in Estonia as well: several interviewees noted that emphasis in design studies has shifted to the solving of problems and viewing the system as an integrated whole.

“I can say out of my own experience that those, who have studied design in Denmark for example, are a class of their own.“ [8]
Education obtained abroad is respected by employers as well. [2]

Estonian design education has changed too, including subjects related to entrepreneurship etc.:

“I believe that the change, which has occurred means that students are told this is not a place teaching them to draw; it is a place, where they learn to think and solve problems – I think that the change is in students becoming able to think in a complex manner that they are not just making a chair, they have to do it within a system – to start from the society’s or the client’s needs or to decide that they would rather not make a chair, since the world is full of them, they would make a seat instead, or they would make a vehicle instead of a car. “ [5]
“I am really happy that the EKA master’s course had these marketing, product development and management subjects – actually that was a minute amount. But at least it was an introduction, which allows carrying on independently. I would like to have more because it interests me. Or at least more optional subjects. As for the bachelor’s course I cannot comment. There was an introduction to entrepreneurship and that was all – this aspect was really weak.“ [20]

First job

The selection of employment is significantly more varied in comparison with the earlier generations. The first job of this generation’s representative was frequently out of speciality. 

Typicality of employment 

Graduates of design specialities of that generation often work in quite various spheres, with the exception of graphic design graduates, who are predominately working according to their speciality. Representatives of the other specialities have predominantly chosen some other field to work in. The reason is largely the current economic situation, where one has to create a job in order to work according to speciality. 

“Of course it is quite typical that ... I just discussed it with my acquaintances that if many people work in their speciality, the only designers who do it are graphic designers. The others are all in some other spheres or their speciality is a kind of hobby they go in for in addition to real work. The reason: apparently people fear to take risks. And if one has been at school for a long time, he looks for experience ... the same with me, I would like to have experience before setting up my own firm. This is the reason why they do not establish their own firms. As to why they do not work according to speciality, the reason is simple – like in my case, there is no work in the speciality. I would have to provide my own job.“  [20]


Skills/knowledge at entering the labour market at the generation’s graduation

Besides specialist skills, complementary competence has become increasingly important, for example teamwork ability, independence, ability to see the bigger picture, the working of some sphere. Personality is also studied at recruitment, the ability to fit in the team. 

“The enterprise needs a ready-made specialist. Not as much the arts side, but someone, who would do right now what it takes to survive in the market. /.../ In fact, no school teaching any kind of design can provide a specialist the enterprise would need. And unfortunately enterprises either lack the desire or opportunity to invest, to provide in-house training.“ [9]

“...At present I believe that the firms or entrepreneurs, who want to use a designer, what they actually want is a professional view – the working mechanisms, what the industry is all about. Starting from the economic aspect, communication, representation, what the product is, how the product develops – that is the background they should have.“ [1]

“It is important that the core, the blank they have would be as easy as possible to readjust. The way he thinks is very important. You can often see that there is a pretty chair or table in the portfolio, but this shows that he can draw, make pictures. But what is needed is to think along ...“ [2]
“The graduate has received some base, but he is not actually ready /.../to complete some object from start to finish.“ [7]

“Usually they hire according to the portfolio, but it matter a lot, what kind of person you are.“ [4]

“But the graphic design skill seems to be generally necessary. The same goes for designer thinking – that you are capable of systematic and creative thinking. And what is a general drawback among designers and artists, but highly valued in the labour market, is being organised and accurate.“ [20]

5. Future change factors of service design

As already emphasized, (service) design is in rapid change. Its most interesting emerging phenomena, focal thematic areas, and changes in the concepts that describe its domain were defined and discussed in the first and second chapters of this report, which base mostly on broad literature review. Alongside with the diversified phenomena that were discussed in that literature review part, the Finnish and Estonian research interviews help us identify specific trends, drivers and other change factors that push or pull service design into change.

This chapter presents our understanding of the most affective six change factors, which are briefly introduced and then opened through many direct quotations from our interviews. The idea is to present the aspects that are related to each change factor from various angles in order to have good windows to the research material and the field in broad sense. 

In this section the results of Estonian and Finnish research are presented together.

5.1. Technological and societal trends and drivers

5.1.1. Globalization 

Globalization refers to the process where the whole world is becoming more and more interconnected, homogenous, and “flat” in a sense that distances and time lose their meaning. The dimensions of globalization are economy and flow of capital, technological development, travelling and logistics, value shift, global media, politics and legislation. In other words, globalization is one of the true megatrends that are constantly shaping the world. 

The interviewees referred to different aspects of globalisation. Both Finnish and Estonian interviewees indicated to the ‘relocalisation’ of design due to the movement of production; this was also interpreted as negative trend; quoting:

“Globalization is of course the biggest driving force. When manufacturing leaves a country, design follows it. This forces new models to production and planning.” [38]

“Pure industrial design turns into mass production, even the design work can be moved to areas where labour is cheaper – the basic skills needed are available all around the world.” [41]

“Then it is negative that specific design fields, say new ideas and approaches will lead to close cooperation with the producer. The producers are presently clearly moving, they already have moved, to Asia. And we are already noticing that the designers are actually moving after them. Large enterprises usually are the example and while Samsung had its design department in London and many European products naturally had all the time in London, then from America and Europe many design departments have already moved there – to production.” [21]

Increase in Asia’s influence was also highlighted:

“And maybe generally … Asia would become more important in the world and what happens to the European Union and such political aspects will certainly play a role.” [18]

On the other hand, globalisation was interpreted as new possibilities, especially in terms of increasing markets. Quoting: 

“Positive is that we shall become the part of a large, world-wide design family. Maybe in the first stage part of the European design family and the enterprises will find it increasingly easy to find a designer from Europe or from Estonia. This is positive – the market is increasing.” [21] 
”Big, international operators will have their offices also in Finland – on the other hand, there will be small, local actors as well. […] The whole design field will change, and an important issue affecting this change is the balance between globality and locality of the actor(s). […] Virtuality will be a key trend; e.g. making movies without actors. Service development is cheaper using virtualilty as long as it is possible to analyse how things (potential services) work.” [35]

“/…/ And maybe generally … like demographic changes in the global sense that Asia would become more important in the world and what happens to the European Union and such political aspects will certainly play a role.” [18]
 5.1.2. Digitalization

According to Finnish interviewee digital evolution architect Mika Ilari Koskinen, digitalization is a megatrend which is linked to everything that runs with electricity – especially it is linked to ubiquitous technology / ICT becomes involved in all physical space, web space and social media. Basically it refers to the process where everything in our environment becomes immaterial, wireless and digitalized and we get more and more sensors, surveillance technologies, more computing power and hidden intelligence in the dead material and systems that surrounds us. It also refers to the emergence of virtual or augmented reality, artificial intelligence and intelligent robotics. This all indicates to huge challenges and potential for future developments:

“Digitalization and ubicomputing (ubicom) are bringing new professions to the design field by 2020.” [38] 

“It is that information technology, digi – it will reach everywhere and objects would become ever smaller. E.g. fitting a fridge with a computer so that you could look in a shop what you have got in the fridge. /.../ Such technologies appear in all surfaces, walls, objects, more and more. [19]
The megatrend of digitalization contains many sub-trends that bring lots of impact on design and service desing in coming years. The key sub-trends of this development are discussed in the following sub-parts of this chapter.

Computer-aided design 

Computer-aided design (CAD)
 is the use of computer technology for the process of design and design-documentation. It may be used to design curves and figures in two-dimensional (2D) space; or curves, surfaces, and solids in three-dimensional (3D) objects. CAD is an important industrial art extensively used in many applications, including automotive, shipbuilding, and aerospace industries, industrial and architectural design, prosthetics, and many more. CAD is also widely used to produce computer animation for special effects in movies, advertising and technical manuals. 
The first CAD programs for graphical design came to the markets in early 1960s. 2D modelling started to become more popular during 1970s and it finally replaced manual technical drawing in 1990s. 3D modelling programs came to the markets in 1980s, and at the moment it is replacing the use of 2D programs. Simulation as the forth wave of CAD has been a design tool since early 1990s, and simulation based programs will probably replace 3D modelling in +2020 era of design.

It has been a major driving force for research in computational geometry, computer graphics (both hardware and software), and discrete differential geometry, and it will most like be a major driving force in the future as well.

Computer Aided Drafting (CADD) describes the process of drafting with a computer. CADD software, or environments, provides the user with input-tools for the purpose of streamlining design processes; drafting, documentation, and manufacturing processes. CADD output is often in the form of electronic files for print or machining operations. The development of CADD-based software is in direct correlation with the processes it seeks to economize; industry-based software (construction, manufacturing, etc.) typically uses vector-based (linear) environments whereas graphic-based software utilizes raster-based (pixelated) environments.

New and emerging digital technologies

“[N]ew technologies are creating so many new possibilities that comprehensive understanding is needed to create new services for the new platforms.” [52]

“Augmented reality design is coming and it requires a lot of new types of thinking in design work.” [38]

“People expect practical and cost-effective results from design projects. The digital world provides huge potential for developments (both as regards services and technology per se).” [52]

The interviewees spoke about different aspects in regard of digitalization. One of the key issues concern the continuing rapid development of technology. Several interviewees acknowledged the exponential development of technologies as well as the technological convergence: 

Technological convergence
“…the temporal horizon is moving ever closer to us. If you take a look at the technological development of the world, it has been, well, exponential. It is a continuously accelerating graph. And I explain it that way – it is based on the same processor, the development of the processor. Since the moment the processor was invented, the development started to accelerate exponentially [...] the predictable horizon, where you can predict the future, is coming ever nearer. If you predicted 100 years ago, what would happen in 20 or 50 years, the difference was relatively small. But now I would not predict even ten years’ developments” [3]. 

“The on-going economic turmoil or crisis makes it difficult to make exact assumptions [about the future], but I expect that the current focus on the short term, i.e. on investments immediately visible on the balance sheet will gradually change to a focus that is more on the long term. [...] ” [52]

“The most important drivers of change by 2020 [is] technological convergence.” [42].

“Computer-assisted individualization brings about huge changes to the world of design as well as to the overall marketplace. The customization of products and services blurs the division between products and services even further. Prosumerism and related viewpoints pose new kind of problems for designers as well as professional service developers.” [33]

Concerning the changes in technologies the interviewees especially highlighted the following developments: increasing interactivity, changes in mediums, increasing importance of social media, changes in marketing. Quoting:

“It will certainly become even more interactive, all these technologies which are coming. /.../ This will certainly become increasingly painless, gradual. No sudden leap. Everyone has made their own webpages or something at some level and handling all that is becoming easier all the time. Initially there were programs and everything was much more complicated. Now you can do it with a couple of clicks – while it used to take half a day. /.../” [7]

“Technology surely has a stronger impact through various service touch points and interaction channels.” [46]

“Future in design is absolutely moving towards video industry. It is generally predicted; I just visited Cannes, attended various conferences and wise men convinced me that future in design is absolutely moving towards video industry, meaning that the USA and Japan will overwhelm us with a flood where information would be relayed via moving pictures rather than readable materials. In other words they believe that future will bring a lot of video everywhere and all the time in all imaginable environments. No specific portal you would visit, instead a lot of service providers will communicate with you via videos. Instead of e-mails they send you some actor reading the text so that you would not have to read it yourself. The idea is somewhat similar to what sci-fi authors and movies have been promising – sort of holograms telling you everything.” [4]

“[T]he need for service designers might increase through technological development. In 2020s, the field has most probably moved further than mere 3d in the interaction design between the audience and the movie. Ambience design and perhaps even augmented reality might enter the film industry to moving seats, scents, and so forth. In the future we might also see augmented reality and touch-interaction as parts of moviemaking. Could the movies of the future be living projects that adapt according to the needs and wants of the audience and audience interaction? Such movie projects would be led by some sort of a service designer.” [49] 

“What I think is that may old media will persist. And a whole lot of new ones will emerge. As for service design, I believe it will undergo a total change within the next three years. The reason is quite simple. As I watch my own communication and that of my sons, it is totally different. It is very important for me, even in personal relations, that I would rather meet a person. I would rather phone them. Mails are used for more official communication. But for them Facebook etc. are more important. You can learn everything about a person there: who his friends are, to look at pictures etc. Our personality has been diluted. Yet it has not been diluted. This is a situation, where people are not leaving the society, but turn themselves off the electronic networks. You could be expelled as well, if you act weird. On-line communication reaches some level, when people will never meet in person. [...] in the modern communication, you even do not have the voice. [16]

“These vehicles for taking the service to a person, there are so many of them. /.../ Online-media, the web, /.../ TV /.../ mobile phones, /.../ smart phones /.../ New things are coming up all the time. It may be that today we are talking about service design because the vehicles to take the service to the customer are so numerous. It is quite varied. Online-media, the web, now the TV is beginning to be involved the, the mobile phones definitely. The mobiles have been around, but now they are especially forceful, the smart phones. The web use via the browser is one thing, the other is the application to download. /.../ Technology is spreading, it is already everywhere. Technology is one aspect, but another, which is also having its influence and which we maybe do not perceive that much, it is globalisation. Achieving global reach of services is actually quite easy. /.../” [12]

“Web pages die in eight years and we will see direct services marketing to people – whether they want it or not. Thus, urban planners should define the limits to direct marketing – what are the responsibilities, what can be seen, how much can be transmitted in an hour, how car drivers can be interrupted?” [38] 

“/…/ These changes indicate to new type of digital divide between different population groups. /…/ prior to 2020 we will start to get 200 advertisements of restaurants once we request information about nearby restaurants. And as people are identified from their walking style on the street, we will get plenty of direct marketing anyways. Hence, we will see “iFolio” services, which filter all spam, noise and let you to get relevant knowledge on time and walk anonymously. Rich will be able to walk freely, poor will be interfered all the time, unfortunately.” [38] 

Changes in materials 

Accompanying with technology developments several interviewees, especially Estonian respondents, indicated also to changes in materials and emergence of new materials. Quoting:

“New materials coming up. It will depend on carbon. We should get rid of that oil stuff as soon as possible. Carbon could be tied to other materials, they already had a carbon car spring at the Hanover fair in Germany. Carbon itself is terribly fragile, but they will mix it with organic textile.... I believe that this will mean in principle a huge change in product design materials. Another aspect is that these things [showing iPhone] must become flexible. I have broken some four iPhones at home, in that respect it is anything than perfect. It should not break. If it starts bending, then is the next product design ...” [6]

“New materials, new technologies: bionics, nanotechnology. They bring new dimensions and new opportunities.” [13]

“As for materials, some are definitely the type you cannot talk about very freely, since people are  very closed or limited in that regard, but I believe that a lot of the laws of physics have not yet been discovered today and the moving of physical object in general would change … I am sure that even within my lifetime production will no longer matter and we shall have sort of boxes , well not at home, but at work or in public places and if something breaks down – some physical object (if we still have them) you just push a button and take the new one out and replace it. It is not about teleportation in the sense of physical movement, but ones and zeros would move – bits and bytes.” [21]

Acceleration of design processes and rapid prototyping

The other aspect the interviewees highlighted relates to acceleration of (design) processes. “Everything is faster-faster-faster” [3], including the lifestyle itself: “/.../ the difference is that lifestyle has become more rapid, the process has accelerated. The volume of goods and products has increased, the opportunities to consume have increased, etc. This makes the creative process very fast. Without any control or testing. A large share of what is sent to market here is actually rubbish. Often people find it very difficult to find any objects fit for consumption without professional help. /.../ [9]. This influences also the expectations acquired from the designer and his know-how. We may talk about the changing production processes, especially due to the development of 3D technologies and rapid prototyping and manufacturing. Quoting: 

”A major issue is the need to intesify the design process(es). Actors who are quickest to prototype will be met with success.” [42]

“New possibilities for fast prototyping will be available in the near future. For example, 3D printing will change many things.” [50]

“The rapid development of 3D printing and all these technologies, this shows that we shall pretty soon see the disappearance of large scale, mass production. Maybe not in case of the initial product, but spare parts and all that will work the way that we shall produce them on our own. And then the know-how will be especially valuable. Then the draft solution by myself, the designer, will be moving, it will be rented. No longer the product. Obviously, today the power belongs to the producers, but it will move to the creators.” [21]

“Which way it is moving – rapid manufactory, if we talk about product design, the minimising the product implementation process. As quickly as possible – you had an idea of making a vase. You make a couple of moves and it is out of the 3D printer, two more moves and it’s already on the production line. It is another subject, when will it link up with service design in the future, but I believe that these two could merge at some moment. /.../” [6]

“The rapid development of 3D printing and all these technologies, this shows that we shall pretty soon see the disappearance of large scale, mass production. Maybe not in case of the initial product, but spare parts and all that will work the way that we shall produce them on our own. And then the know-how will be especially valuable. Then the draft solution by myself, the designer, will be moving, it will be rented. No longer the product. Obviously, today the power belongs to the producers, but it will move to the creators. And this correct in my opinion. This means that the large producers’ power will decline, which is good, this means that there will be less unwanted purchases. And the designer, the creator, will have more power.” [21]

5.1.3. Immaterialization 

Third large change factor that shapes our world, and therefore design field, is immaterialization, which refers to emergence of products, services and items that carry little or no material at all. When product is materialized it is tangible. When it is immaterial it is something intangible or artificial but still very real in some sense. In theory it is actually one side of digitalization and technological development, and it may lead to emergence of virtual or augmented reality. 

The interviewees talked about the movement from production orientation to service orientation, indicating to major changes in production, consumption and other processes. Quoting to the respondents:

“Service-based thinking; people will be less interested in equipments or channels, and more on how to get the service or knowledge they need. Everything in production is becoming more end user centered. Consumer selects services from a cloud of services. iPad is an example of forthcoming tools that are used for cloud services.” [38]

“Now that the importance of services (or ideas in general) has strengthened, customer-oriented viewpoints have grown in importance for real.” [51]

”What is for certain is that immaterial things – such as services – will be in the forefront. Immaterial things will be produced, and they will create value for people. 

It would be a great thing if we were to see a change from material-oriented to services-oriented thinking. […] I hope that quality awareness, and quality of things all in all, would increase in general. Already, people are increasingly able to appreciate quality and durability.” [43]

“The change from material to immaterial doesn’t necessarily change the everyday practices too much - creativity is a key word in both product and service design - but it does change the whole culture of operation towards a more open model of operation. The biggest change deals with the way sales function. Customer companies are not well aware of what service design is etc. So the biggest change is in sales.” [41]

“The moving of physical object in general would change … I am sure that even within my lifetime production will no longer matter and we shall have sort of boxes, well not at home, but at work or in public places and if something breaks down – some physical object (if we still have them) you just push a button and take the new one out and replace it. It is not about teleportation in the sense of physical movement, but ones and zeros would move – bits and bites.” [21]

“/.../ the development of technology especially concerns and expands the development of services.” [19]
5.1.4. Value system change 

Value system change is a megatrend, which was discussed already in Chapter 2.13. Basically it refers to slow change process from traditional values, collectivism and religion towards individualism, liberal values, experience orientation and secularism in global scale. One aspect of the value change has been the emergence of green thinking and sustainability as a value, and internationalization or globalization of values, and replacing racism and alienation with acceptance of difference. 

One of the key aspects of value system change the interviewees (especially Finnish interviewees) brought out related to the changes in user needs by indicating to the increase in “personal/individual” and “peoples’ real needs”:

“Markets and consumers’ needs will change. Challenges that are related to creating a living environment that functions better and takes sustainability and related issues into consideration are increasingly important. Sense of community and co-design are growing trends.” [50]

“One trend is a kind of a cultural saturation; people seem to have enough of certain things of our “era”, a change might be taking place sooner than we think (remember to take the cyclic nature of trends/fashion into consideration). Currently we think things through more and more via the individual user/customer, not so much through target groups or the company itself. This development will become increasingly intense.” [44]

“We need to focus more on what people really need, we need to understand needs better. […] There is an overt focus on money at the moment. Cycle times will decrease. ‘Humanity’ is on the rise. We have a dire need for more long-ranging development.” [36]

“Things should be more personal. The ‘Me’ has to make a difference, to have an impact on an individual level. Things have to be different for me, created for me alone, because ‘I’ recognize what is ‘for me.’ The importance of emotions has to be increased as regards the results of all processes; it is of paramount importance to understand the extent of emotions’ role in human decision-making and operation. Generic design might fall to the background.” [34]

“Currently we think things through more and more via the individual user/customer, not so much through target groups or the company itself. This development will become increasingly intense.” [44]

The other major issue concerned the increase in ecological or even spiritual thinking, especially highlighted by Estonian interviewees:

“/.../ the world will change through the people and the man will believe that he become more spiritual. For example, in ten years people cannot behave so ignorantly towards the environment. There will be a new relationship with nature, chemistry will be “out” etc. [13]

“There is another trend, somewhat semi-mystical, but the world is very clearly turning inward – into the individual itself. All the external, physical, is becoming less important. Much less important than today. This is already apparent. And this is, how to say it, so right and irreversible a path that this will definitely change a lot of things. And then it will all fit in place – ethics and everything. The internal world is incomparably richer than the external one. Unfortunately only few people know or believe it now.” [21]

The changes in value system presume also changes towards more individualized branding and marketing. The interviewees pointed out the following:

“Brands will reduce their direct advertisement in media and focus on the ways how they behave, and they go to social media.” [38]

“The future of marketing communication and brand management revolves around the customer experience. For example, the customer experience about a digital service is formed – in addition to products of the digital world – from service provider’s interaction with the customer and the whole environment and setting where the service is used.” [50]

5.1.5. Break of disciplinary silos

The process where the problem solving and scientific thinking moves from disciplinary silos or domains to cross-disciplinarity, where phenomena are treated as unities that cannot be fully understood by breaking them into pieces that are studies just from one angle. Instead what is needed is true co-operation between experts and traditions of various fields.  
In the current societal, economical and cultural situation, good ideas and concepts have become the most essential intangible capital. The logic of continuous development was the means of operation in the industrial era, but it is no longer enough to survive the competition. Nowadays the competition has to be beat through innovation. There is a dire need for radical and systemic innovations.
There is no simple path to success. Life and the world are complex up to such a degree that success requires the right circumstances and timing just as well as precise and creative steps. However, it can be noted that creative concepts that connect different competences and different viewpoints increase in importance all the time.

 

Interviewees pointed out the need for comprehensive and non-silo thinking from the viewpoint of design as well as from the companies’ activities and service development processes in general. 

“Breaking down silos and convergence of design fields will play a role in the future /.../.” [50] 

“Reductions in silo-like thinking in companies make the use of comprehensive customer viewpoints possible.” [46]
“Change is born out of breaking down the barriers between the different fields of design as well as between design and other fields of expertise. In the future, there is no division in service development that follows the curricular borders of academic institutions. In working life, whole processes are planned from the customer viewpoint and the created service incorporates all the needed fields of competence. The value of service design is measured by the end result, by the created service per se.” [39]

“What’s needed is the ability to integrate various elements of a service to each other, the ability to integrate information systems to each other in order to streamline their usability and to advance their compatibility. Where information systems are concerned, this is a “common mantra” nowadays. Service integration means taking multiple issues simultaneously into consideration; this means that, for example, (randomly picking up issues from the list of fields used in the interview) architectural and multisensory design viewpoints have to be taken into account at the same time. In a sense, the integration of service elements is a form of art.” [33]

“We need more disruption, breaking of existing models of thinking and operational processes. We need some kind of a Derridian deconstruction of design; we need to smash The Vase designed by Alvar Aalto and glue the pieces back to form something new.” [42]

“The operational environment of small businesses is filled with just the same sort of service development challenges as larger companies. In big firms, comprehensive thinking about services from the customer viewpoint is more easily misguided because development activities take place quite a distance away from the customers. Various branches and professionals of different fields aim to optimize their own part of the service chain – perhaps without ever even meeting clients or other employees taking part in the production of the service. In the research department of big companies, there might be someone thinking things through from a customer perspective, but this information is not usually heard well enough in business or development activities. In other words, big businesses easily find themselves following signals from different channels separately from each other and thus create silo-like thinking even though clients only have a single customer experience: if the parking places are all taken or the lavatory smells dubious, the overall experience is bad even if everything else is done according to the highest standards.” [50]

5.1.6. Prosumerism 

The trend of user involvement is taking a step forward: we now discuss prosumers who take part in the production of their own services in cooperation with service providers. This theme includes the idea of customer-driven innovation where end users take part in product and service development and innovation activities.
The interviewees pointed out the increasing trend of personal customization and co-design. This was explained in terms of being a developer of the service according to personal needs and, on the other hand, in greater involvement in design development processes:
“People are increasingly interested in “taking care of their own sphere of services”, and therefore different systems and “service products” need to be developed (designed) to let people take care of (choose and manage) their own (and individualized) services.” [41]

“Future where C2C (consumer-to-consumer) services will become increasingly common. This means, for example, that people living in one area of a town begin to provide a service that used to be a public service or one offered by a company. The service could be based on crowdsourcing, social media, ad hoc networks built to surpass costly operators, etc.” [50] 

“Design will have an increasing role in solving societal issues. Consumers feel that they can take part in the development and planning of services offered in their home town or neighbourhood. Dell and Starbucks have promoted customer participation in the design of their products for a long time already, and other businesses are now willing to follow suit.” [50]

5.2 Expectations and challenges of (service) design 

5.2.1 Changes in the field of (service) design and in competences of (service) designers

The aforementioned trends indicated to the complexity of processes, increase in ‘individual and personal’, need for ‘seeing a big picture’, etc. which all have an influence on design thinking and processes. The interviewees highlighted the following changes that are happening in the field of design. Firstly, we may talk about changing emphasis in the approach to design. Integrity, meaningfulness and purposefulness of the design (philosophy) were the keywords the interviewees highlighted:

“We are increasingly talking about design in its indirect meaning (not industrial design, which is the initial meaning)”. /.../ The more we could have people designing everyday life and environment in various spheres. /.../ [9]

“I really hope /.../ we shall release design from this cover of secrecy. Because what I feel is that the inner circle of the Estonian design is very much caught in its own traditions. /.../ We just have to let it free. The whole development depends on giving these tools to the client. And the transparency of the processes: invite them to come along, allow them to do things; later there will be orders. This is a very important key. /.../ [8]

“However, there is a change also in comparison to the designer-orientedness of traditional design companies. Services never come with the tag “Designed by this-and-this-designer”. The name of the designer(s) cannot be “sold” alongside the designed service as with products. Service design is also lacking some of the traditional problems of designers, i.e. how to manufacture, where to manufacture.” [41]

”[W]e need more systematic viewpoints to design; not only to learn how to design an object or a service, but to learn the ‘what and why’ as well. The difference between ‘good’ and ‘bad’ designers is that the good ones understand what they’re doing and why whereas the bad ones have to make do with the mere ‘how’.” [52] 

”How are we able to build service chains and usage experiences so that we manage to move people from location A to B (virtually or physically). This all needs to be storylined, processed and verified (for example; purchasing decisions are, on average, done on the third visit to an online store). In addition, this all has to be ‘sold’ to the decision-makers of the business. Huge importance should be given to return of investment.” [42]

”Companies have to find an ideology or a set of values (besides mere acquisition of profit) in order to attract customers and workforce. Designers increasingly ask questions like: ’where does my expertise lead to?’ or ’what sort of a world is created if this and this competence is used for this or that goal?’” [42]

“/.../ new approaches in design, its philosophy. The central issue will be the service design /.../. Service design allows the use of new logic in shaping the commercial services process, but also to change the systems like hospitals, homes for the elderly. But if we contribute greatly to service design, it would become an important input to money earning spheres like tourism, shipping, aviation. Product (industrial) design has now hard times in Estonia because domestic industrial production itself is weak; there is nothing to design without orders. Actually service design should not be viewed apart from product design. If industrial production, product design started to develop, the base of service design would change as well. [13]

“Is it possible to create a ’movement’ or a ’school of taught’ (think about Bauhaus, for example) around service design so that people from varying backgrounds and their different competences work towards a shared, common direction? All in all, designers need to have a goal, a meaning, a sense to why they design. Creating something new for the mere goal of acquiring wealth and money seems weird, or perhaps even sick.” [42]

“/.../ I believe that design as such will become so global that locality will become a matter of identity, to the extent of anyone wanting to retain it. But one moment, in twenty years, I believe it will become so global that it will be about solving the problem between the people, whether or not we shall survive, and I believe that there will be less production, more rational production. And all these technologies and materials, as well as computers and all that stuff; it will have a great influence on design. It sets the limits of possibility, the virtual aspect will greatly prevail. [1]

Secondly, the interviewees indicated to the changes in the importance of different subfields of design, including the increase in importance of concept, strategic and service design:

“The biggest change is that “industrial design” becomes more and more everyday (as we move from an industrial society towards a service society) – the importance of products decreases and design work concentrates more on “making our world better” through concepts and services.” [41]

“Systems design and concept design that incorporate many different fields become more important – in this respect service design is a very important field. [...] Concept design is more and more a key word of the future.” [41]

“The focus of design will shift away from traditional design fields towards strategic work and management. In the future, design will surpass all boundaries or categorizations. The operational sphere of a designer will widen, but this widening will not be limited to mere designers, but all the fields designers work in close cooperation with. An important part – and perhaps the goal – of this change is to create deep understanding and competence regarding the fields in question. In addition, a holistic viewpoint is of great importance.  […] Changes in tools: technology advances; digitality will be present everywhere. […] Third shift: understanding the world, ecological changes and other breaking points of global development(s). […] Everybody has to be ready for the changes (and to change); to ensure one’s own development.” [45]

“It cannot hurt if concept design (principles and ways of work) were more in focus in education. The importance of the conceptual work is increasing in the future.” [44]

“Crafts, art, and graphic design will still be important [in the future], but a more philosophical and comprehensive view of the world is needed for a designer to be effective and interesting. Concept design is more and more a key word of the future. Having a wider background than mere skills in crafts is essential. It is an interesting thought that designers of the future might not have an (educational) background in crafts.” [41]

“The importance of concept design where the key is not in individuals but in teams consisting of experts of various fields making different sorts of plans (designs) will increase. Today we speak of textile designers or interior designers; in the future, the focus will be on strategic planning.” [32]

“Situation sensitive design which combines psycho-physical situations to physical contexts; in five years we will speak of situations instead of mobile.” [38]

Whether the services design itself could make some cardinal changes in design sphere … at present the service design has sort of taken over the design process – the same methods graphic and product design have been using all the time. This sphere is currently just that young. But at the same time it has certainly expanded the approach to product and graphic design – greater appreciation of the immaterial part. [19]

Thirdly, the interviewees highlighted also the changing ‘object’ of (service) design: what needs designing, what fields will use design, etc.:

“Design will have an increasing role in solving societal issues. Consumers feel that they can take part in the development and planning of services offered in their home town or neighbourhood. Dell and Starbucks have promoted customer participation in the design of their products for a long time already, and other businesses are now willing to follow suit.” [50]

“In the future, service design continues to concentrate on the physical aspects, but volume is created mostly through digital channels. In other words, design of digital services will be combined with marketing. 'Web designer' will become an increasingly common occupational title for service designers, but it is worth to note that, in the future, web designers may work just as well on the operational, strategic, and/or management level or purely as planners.” [39]

“Service design will gain a bigger role in service planning and marketing due to the increased importance of customer-oriented and comprehensive understanding. Understanding the needs of customers will become particularly essential. Through this kind of understanding, some businesses (such as Dell and Starbucks) have involved their customers in their product and service development. /…/ [50]
Although some respondents also somewhat doubted the developments related to (service) design field. In relation to the changes there is an increasing need for conceptualisation of what design means; quoting: 

“/.../ it is no longer design, but process development in a modern manner. About making enterprises more compatible with the changing world. Public services as well, e.g. the Estonian Police. Do we need to design (in the term sense) the police? We already have fingernail design.” [10]

“Changes in values and value systems and the ability to measure activities more accurately and precisely in a business sense, both issues weakening the idea of design as something that’s artsy or somehow vague. Nokia used to blossom due to its expertise in technology (and engineering), but now Apple is the forerunner because of the customer experience it is able to offer. As we (and the markets) receive more means to measure the value of design, we are better able to determine the relevance of this or that potential project from business viewpoints.” [50]

“I am frankly sceptical, the designers must adjust very quickly and transform, maybe provide consultation services, if no one orders office furniture any more; another option is the author’s design – tinker on your short-run projects, attend fairs, sell them a dozen copies or so and somehow survive, but the situation is bad. And the main blame lies with our small market, because one export project, attending a fair, costs a million and the feedback is usually not immediately reflected in the bank account – it may return only after some years. We just went to a fair in Frankfurt and one of our designers received a rather nice order from an Italian firm, which wanted to order a large amount, but then it turned out that production in Estonia is too expensive and it ended with the company buying the license and producing in Italy, because that was cheaper. We do not have much hope.” [5]

Due to the changing nature of design the competences expected from designers are also altering. According to the interviewees one of the key competences that the future (service) designer needs relates to holistic thinking and widespread knowledge:
“Holistic approaches and the ability to see beyond one’s own field of specification are important for the future experts of service design. One thing that is of great importance is the art of storytelling. The narrative of a service cannot be designed or planned without the ability to tell a story.” [52]

“I think that it is very important to have a wide knowledge base (holistic understanding) and to be “the best” in one thing. […] I call this the T-model of competence. […] This will be increasingly the case in the future, no matter which subfield of design (or expertise in general) is concerned. [42]

“I argue strongly for the T-model of competence, i.e. deep specific knowledge on one thing and wider, holistic understanding that enables designers to understand the way other people think on the same issue, people who are able to understand the whole product range of the business and to draw out plans for their development.” [42]

“A ‘service design service’ revolves around quick understanding of a huge field of different issues. The aim is to find answer(s) to multiple problems that arise from the operational environment of the client: ‘what to do, how to do it?’ Simplification plays a major role in a successful service design process.” [44]

The other important aspect the interviewees highlighted is that service design needs greater ‘co-operation’ with behavioural sciences:

“Looking from a mechanical viewpoint, in order to design a better product or service, we need more information about psychology (ppl’s behaviour), we need ethnographic information, cultural knowledge etc.” [44]

“New expertise needed include sociology, psychology, economics, behavioural sciences in all (understanding the human in focus)”. [45]

The interviewees indicated also to network (society) competences:

“Things have changed – nowadays brand management and international trade (incl. networking) are increasingly important.” [41]

”Design agencies will become a ‘field’ of their own. This is also the case where advertisement films are concerned (less cost, more return). Instead of customers paying for large organizations, the ad film niche is rapidly moving towards network thinking: operators gather the best possible competence(s) from all around the world (director, film editors, etc.). This rule will stand for design and marketing in general to an increasing degree. […] This change will also take place in advertisement agencies: small and agile networks are born! The loyalty of advertisers has decreased quite drastically; advertising execs and product managers are ‘window shopping’ around agencies quite freely nowadays.” [37]

These competences refer to the change of the position of design professionals. On the one hand, this relates to the changing nature of designers’ work by indicating to the more mixed background of service designers:

“A good designer is not necessarily good at anything else but designing. In this respect it is not too wise to give design education to everybody. Neither is it justified to state that CEOs should be designers or that designers should find their way to boardrooms. Of course it would be good that company management and the individuals responsible for the purchase of services had experience in or understanding of service design. In praxis, good designers may become business partners or become members of company boards if their personal characteristics and skills allow. Such career development is never going to be dependent on design education. Design or service design is not everything between the earth and the sky; it is not the ultimate answer to everything even though some wish to argue so. Marketing and many other fields already attempt to explain everything through and by itself. This is most likely not a path service design should aspire to take. From engineering or business management viewpoints, service design constitutes a tiny fraction of a business and companies work well even without service design.” [46]

“Service designers are needed in the future to build a link between companies and their customer base, to intensify and boost operations and activities and to produce more value.” [50]

“Companies (especially larger companies) are starting to have employees who are responsible for the company’s service design – more and more companies have a lead designer or an executive designer who lays down strategic lines for all design work.” [42]

“/…/most often service design is done by development directors who ponder on the future of their company’s revenue sources, i.e. what will the company sell, how are the sold items or services produced, how they’re priced, and where the profits come from. In short, service design is done in companies of all sizes and under many occupational titles and job descriptions. However, it is not common that such work is considered to be service design, let alone be called by that name.” [50] 
 “These people [service designers] could have a background in architecture, arts, or interior design. They’d use their existing competence and concentrate on using that competence only.” [42]
“The first driver in the “birth” of service design is in the business world. Earlier we had specialists of exact fields (e.g. hardware industry vs. software industry) but nowadays these can be combined. We now need people who understand all sides of the problem instead of mere experts of specific fields.” [52]

On the other hand, it concerns the change in designers’ (societal) hierarchies – although the interviewees gave somewhat mixed responses in this regard:

“This issue can be looked at from another perspective. I wonder why some individuals find it difficult to link the word design to services and why service designers are often so low on the organizational hierarchy of larger companies. In Ancient Rome, it was the job of slaves to provide services. Product design and art was done by free men and esteemed professionals. The best designers became stars or even “brands.” Great servants remained slaves.” [47]

“Designers are not in boards of companies and that is natural. Business and strategies are not the work of designers. There are other professionals for that. The work of designers is in prototyping and making concrete examples for the needs of business development. However, the best designers may become business partners.” [46]

“The position of designers in organizational hierarchy is to some extent irrelevant. It is hardly ever the designers that come up with the project that they work with. Service designers come up with new ideas and concepts (solutions to an existing problem presented to them), but their everyday work is more concentrated on supervising the current service development (or design) projects.” [52]

“If a company is in continuous cooperation with their customers, the place of service designers is inside the company – and as high in the organizational hierarchy as possible. However, it is of great importance for companies to understand that having external viewpoints (objective thinking) is crucial for the success of the business: People inside the organization grow blind to many kinds of structures and ways of operation that could/should be modified. But basically, If a company has a brand management group/team/director, these people do exactly what service design is (even though not necessarily all too well)”. [44]

“The smaller the company, the closer to the top the service designers work. In larger businesses, service design or service development is done further away from the top.” [33]

5.2.2 Future clients of service design

The interviewees pointed out different emerging markets for service design: “Design is entering the information security field. /…/ the infrastructure planning field.” [38]. Public sector was seen the next big service design client, quoting to the interviewees:

“The public sector is the next big client of service design and it offers real possibilities for genuine and interesting service design cases, but it is extremely difficult to sell service design to public institutions. Project possibilities include, for example, ideas like optimizing purchasing processes in a way that the same concept could be used continuously when buying services for the use of the public sector. So far the public-private co-operation in service planning has been merely mutual coffee meetings.” [46] 

“Those who develop public services need to learn new ways to see the service development. Actors of public sector have too often wrong principles with service development.” [50]

“[I]n early 70s, starting a career in public service development called for many-sided multi-disciplinarity, but such expectations no longer exist as such – all the separate fields are so advanced already. In fact, specialization takes place rather early in a service development (or design) career. The field of service development in public sector is both on the demand and supply side very fragmented. There is a whole lot of different fields that try to explain a part of the service chain and processes – and, one could say that ‘service design,’ as advertised by dozens of small agencies and companies, is a yet another fragment of the whole service sector.” [33]

“[T]he client perspective has always been a part of [public] service development, but it has not been an overtly successful undertaking. Different eras and different decades have seen various catch phrases and standpoints towards the customer perspective; some have been more successful than others – but successes have been limited to very specific fields (with each viewpoint). This is due to the fact that public services depend and rely on many other factors (incl. their financing) than the service provider and the customer (consider the police, incarceration, parks, hospitals). Further, customers (who themselves are often difficult to define) have different kinds of expectations (even fears) as regards services of the public sector. Even further, the principles (e.g. legality, equality, neutrality, etc.) of public services limit the scope of individualization.” [33]

5.3. Occupational arguments and counter-arguments for SD education

In developing new curricula or education in general, there is a great number of different aspects and viewpoints that need to be taken into consideration. This short chapter deals with educational development in general and the following subchapters discuss the needs for and goals of service design education on the basis of the research interviews.

Perhaps the most important thing is to clarify the needs underlying a proposed development and its goals – these may or may not always go hand-in-hand. In fact, most ideas for educational development stem from either a recognised need or an idea of a great goal to be achieved. Whereas some needs recognised in work life may not be possible to fulfil through changes in education, some aspired goals for “new” education may have already been taken care of in existing curricula – or only slight changes would be needed to meet the new goals.

Once the needs have been recognised, the goals set, and the existing educational environment (local, regional, national, EU-level, international) is scanned for related and/or similar approaches to the given needs or goals, it is possible to assess whether the needs and goals can be made to match, i.e. whether the proposed change in education or a whole new curricula could, be realised. And this is supposed to be the easy part.

Educational pilot projects can be organised pretty much anywhere at any time, but setting up shop for specialisation courses (let alone new degree education) depends largely on the availability of students and expertise. Even though physical location does not mean as much today or tomorrow as it did for students of yesteryear (due to technological developments etc.), the brand and image of the educational institution, its geographical location, and the reputation (and expertise) of the teaching staff, among other specifications, play big roles in the potential students’ decisions. Even if everything is taken into consideration, planned well, and the potential clientele reached through means of marketing, the new educational undertaking may suffer from lack of students – at least in the short term.

Therefore, it is important to note that education cannot be planned for the short term; quick fixes to the needs of work life cannot be achieved through formal education. Any attempt at such is doomed to failure. Businesses and institutions in dire need for advanced training in specific areas for their employees find what they are looking for on the open market. Hence, life-long-learning, which combines both theoretical and practical aspects into better holistic or specialist understanding of the professional domain that meets the competence requirements of the changing labour markets is a must thing in future of design and service design education. 

The world is full of great examples where particularly intelligent and capable young adults have not found what they were looking for in the curricula of higher education institutions. As one interviewee put it:

“After graduating from high school, I could not find a university curriculum that would have concentrated on the issues of my particular interest, so I focused on my own business.” [51]

Further, some forms of education simply do not suit all the student potential. Another interviewee stated that

“I am rather anti-academic, I couldn’t spend 5 years for a diploma. I rather do courses for few months as ‘professional sparring.’ I have constantly educated myself little by little, and the relevance of these studies is, of course, significant, but I have no formal education.” [42]

With these thoughts in mind, let’s take a look at service design. It is somewhat easy to formulate a great number of questions regarding the need for and goals of service design education. Here are some questions that came up in the research interviews.

Is the goal of service design communication and education to make service design a part of the working culture of all organisations and decision-making and to incorporate it as a part of all competences acquired through education? Should we understand that service design is adequately circulated only once it has made itself obsolete? Or should service design be considered an umbrella that overshadows all marketing communication, other fields of design, planning of business operations, and service development? Should service design define the division of work between the abovementioned fields? Should service design become the ultimate solution with an advert slogan of “do not buy interior architecture, buy service design!” Or should service design form its own profession with identifiable professional boundaries and related education-based competence requirements and university degrees? Or should service design be considered an easily applicable toolbox for all service-related planning? Should competent designers be employed to design companies’ business operations, strategies and management because they are good in designing and customizing?

The following subchapters aim to shed light on some of these questions, using interviewees’ quotes as evidence. The research interviews revealed that there are somewhat contradicting ideas about the need for a service design education and a lot of variation as regards the contents of such education.

5.3.1. Theoretical vs. business oriented education
One of the themes that came up over and over again in the research interviews was that aspiring service designers must have a clear understanding of business practices. This should not necessarily be seen as a need to shift from theoretical approaches towards business practises in education, but as a move towards better understanding of the principles of doing business; something that hasn’t been in focus in design education. 

“It must be made clear for the students that service design is about business. The bottom line is the functionality of the service in the business.” [50]

“Business development experience and competences are needed in design field in the future. This refers to people who have significant experience in business.” [38]

“There was a rather anti-business atmosphere […] where I received my M.A. I think it’s a shame: business standpoints were thought of as being somewhat suspicious. If the contacts between art/design and business had been tighter, students would have a more natural relationship with the work life already during their studies.” [50]

“Actual projects with real businesses should be a part of the operational everyday of all educational institutions of design.” [44]

“Service designers have to understand – in a very concrete fashion – that his/her work has to create new revenue, clients, visibility, or cost cuts for the business or solutions for our living environment (or social problems if dealing with the public sector). The idea of creating new revenue or saving costs has to be incorporated into service design education.” [46]

Theoretical aspects and practical aspects (incl. business viewpoints) were underlined by many interviewees. Almost everyone called for a more broad-based education, some used expressions such as transdisciplinary studies or cross-discliplinary education.

”I’d make sure that all participants have a good enough background in both theoretical and practical aspects – lots of philosophy and arts (art productions). Arts enable designers to think about issues more widely. In the new media field everybody has to be able to code. Basic logic (a part of philosophy) should be studied. Competence in research methods. A scientific and systematic approach towards analyses has to exist. Ability to prepare for planning/design work.” [40]

“I know what we want to give our students. We want to give broad-based education. What is important, we have had quite a lot of feedback among entrepreneurs. /…/ The entrepreneurs say that the designers do not know techniques and technology adequately, this is one thing we should stress. Design is inevitably a symbiosis of two quite opposite ways of thinking. You need a fine technical sense. Good knowledge, but also a fine sense of composition, sense of colour and what we consider especially important: we emphasise common sense, logical thinking.” [3]

There have been efforts to bring business viewpoints to design education, for example the International Design Business Management programs which are discussed a bit more in detail in Chapter 5.3.8.

Some interviewees were of the opinion that service design should not be ‘taught’ as such, but that service design education should be limited to explaining what service design is and what sort of competences are required. Such education would be neither theoretical nor business oriented.

”Service design education should, I think, focus on basics, explaining what service design is and what are its most essential components, and to offer basic knowledge about issues related to service design.” [42]

5.3.2 Academic vs. vocational education

None of the interviewees stated that service design should be taught in basic vocational education. There were differing opinions to whether service design education should be based on theoretical considerations or more practical assignments. The need for analysis tools and benchmarking came up in many interviews.

”Overt academisation leads to a situation where all design has to be somehow argued for: there would always be a need to explain and analyse things. This is somewhat of a two-bladed sword. A well-argued plan might indeed lead to quality design – and, naturally, a good designer should be able to analyse his/her work while creating good results in practice. […]I’d make sure that all participants [of service design education] have a good enough background in both theoretical and practical aspects – lots of philosophy and arts (art productions). Arts enable designers to think about issues more widely. In the new media field everybody has to be able to code. Basic logic (a part of philosophy) should be studied. Competence in research methods. A scientific and systematic approach towards analyses has to exist. Ability to prepare for planning/design work.” [40]

“Benchmarking is a thing that wasn’t even mentioned in my own studies even though it is of paramount importance in the work life. It is not necessarily easy to teach how to learn from other people’s solutions, but it should be taken into the design curricula.” [44]

The interviewees also made notions about design education in general. Whereas some considered stricter rules to studies, others thought more about finding new ideas from other educational fields.

“Design education and curricula should be significantly stricter even though it is positive that education does not imitate working life to the fullest.” [39]

“Design education should come closer to that of behavioural sciences. Communication(s) is important as well. These are lacking from contemporary design education.” [32]

The need to develop secondary education came up in some Estonian interviews as respondents considered the student material emerging from secondary schools to be very uneven where their competences and skills are concerned.

“My experience would say that let us first look at secondary school education than university education. Experience says that if you have good secondary school background […] [you] have more quality. In the sense that you and start working with them straight away. No need for basic truths and teaching the life facts.” [8]

5.3.3. Life-long-learning vs. professional curricula

“Lifelong study is very important.” [10]

Most of the interviewees did not mention the concept of life-long-learning, although the need for constant competence development was acknowledged by all. As changes happen more rapidly and more often in work life than education, it is obvious that there is a need to learn new things throughout (work) life. Many interviewees also stated that they have continued their studies throughout their career – some more formally through various courses offered by educational institutions or employers and some informally by themselves in order to stay on top of developments in their own field of specialisation or in related fields.

Again, one thing underlined by many respondents is that students should acquire everyday skills already during formal education. 

”First and foremost, designers need work experience while receiving their education. The most important thing is to learn to think like an insider of the field (and there’s no other way than to work for real) […] I’d want education to continue throughout life! Everything is changing so rapidly that education should be a tool to update one’s own knowledge and competence!” [34]

It was also stated that there is a serious lack of personal competence development especially in the design field. Even though this was not mentioned in many interviews – partly because there was no direct question regarding such an issue – his idea was presented so convincingly that it is not too farfetched to say that life-long competence development is something that the design field is lacking. Perhaps the ‘star culture’ of product design is one reason for such a surprising phenomenon. Designs stars are often considered not only authorities in the field of their specialisation but also as individuals who master the field completely, i.e. who have no need to learn anything new. Most of the interviewees who discussed the problems related to the culture of stardom were unable to provide any solutions. Reading between the lines, it might be possible to state that the design stars do not create better objects or a better life, but the star name creates better revenue. Once better solutions start making more revenue than ‘better’ names, the star culture embedded in design will vanish. However, it must be stressed that no single interviewee provided such insight – it is merely an idea supported by many separate notions in many interviews about the design field in general.

“General knowledge about design is needed. Design education needs to go back to a more deep and thorough way of looking at design. The whole myth of the ‘great designer’ has to be gotten rid of.” [41]

”Working in the design field, it is easy to notice how rarely people read professional literature. There is a lot of talk about life-long-learning etc., but that is certainly not visible in any day-to-day activities.” [42]

5.3.4. Generalist SD curricula vs. specialized skills and SD modules

A predominant share of Estonian interviewees supported the need to include SD in design programmes. They offered various ways for doing it; central keywords were cooperation between universities and adding the SD subject to other specialities. The responses do not show a great need for a totally separate programme.

“I would not support a separate service design programme. It would be better to supplement other programmes with such ideas.“ [10]
“Forget it. This programme would be necessary to no one.” [2]
However, some Estonian interviewees did consider the possibility of a separate service design education.
 “At present one can study in Pärnu to become service design manager. It is not possible to become service designer. But should it be so ... this is a strategic choice. At the same time as economy is becoming increasingly service-centred, maybe it is necessary. And all that interaction design etc. – the Tallinn University teaches it in some manner – service  design should be taught more and better than now.” [19]
“[There] could be [a need for a separate service design programme]. Service design is clearly the least related to arts out of all design specialities. Therefore I believe that it EKA launched a service design programme it would not be what the market actually needs.  Maybe it should be some other university. Yet I cannot imagine the necessary background or supporting competence anywhere, in the Tallinn University or Tartu University or the University of Technology; which could solve the service design problem at a high level and by involving qualified specialists. Apparently here would be the place for cooperation between the universities, which could combine their specialists and form a programme. [18]
On the other hand, the Finnish interviewees were more unanimous in stating there is no need for degree education in service design.

“A generalistic degree is problematic when aiming at a career in service design. I’d rather employ a specialist of a specific field than a generalist Jack of all trades. Further, I would not be keen on hiring junior designers or industrial designers unless the designer was visually so talented that they could find their own place in any given project. Juniors cannot be taken into service design projects to learn through work because service design projects are so unique that standardization is impossible and because each service design project requires a one-of-a-kind competence combination. A possible exception to this rule would be the creation of a web page or web service, which includes some standard work procedures and that could use a certain design aspect in its realization.” [46]

“The current situation where service design is taught on top of other design fields (not as a ‘major’ in universities) is good because it is impossible to create generalists before the student material have specialist skills in some field(s).” [52]

“Service design constitutes a good general toolbox, but a poor subject for degree education …” [46]

However, all the interviewees did not consider degree education in service design impossible, but even the ones who thought a degree in SD would be possible offered alternative solutions to teaching SD.

“Service design could form a subject of its own, but it could also be incorporated to design studies as a viewpoint that is present throughout the studies in the more traditional design fields. The field requires not only individuals who have a specified design competence + service design understanding, but also service design specialists who have gained expertise in design thinking and holistic understanding about design.” [39]

5.3.5. Industrial design vs. service business planning 

The research interviews gave plenty of evidence to support the idea that service designers might not need a background in design at all.

“It is an interesting idea that designers of the future might not have an (educational) background in crafts. Having a formal design education is not the most important part of design work.” [41]

However, some interviewees were strictly of the opinion that background in traditional design fields (especially industrial design) is required in order to become a competent service designer.

“Each aspiring service designer is expected to have strong competences in both design and service business operations. Expertise in mere service business – such as experience in planning services of a hotel – is not enough for a service designer, because such a background lacks the design cornerstones that are industrial and interaction design. On the other hand, service design cannot be done without a business standpoint.” [46]

It is worth noting the obvious; none of the respondents considered a background in design as a poor starting point for a career in service design.

“The change from product-oriented companies to a more abstract orientation is taking place, but how should that be visible in education? Industrial design is still a good starting point for e.g. service designers. But we need more systematic viewpoints to design; not only to learn how to design an object or a service, but to learn the “what and why” as well.” [52]

5.3.6. Which educational fields could benefit from SD

Most of the interviewees did not specify which fields of education (or industry) would benefit from service design education most. However, some respondents considered that service design education should be given to students of many different fields.

“If service design curricula are adopted, they should be taught as extra to students/professionals of many different fields: it should not be considered an issue that could only be taught to designers. For certain, service design education should be given to engineers, lawyers, and economists who are too often stuck within the borders of own field.” [33]

“Design thinking is an important factor; what is the design process like? The strict boundaries between different ‘subjects’ causes problems. Service design curricula should be available for students from all possible (educational) backgrounds in order to ensure that the student (and teacher) base is not limited to experts of one field.” [41]

Many interviewees looked at service design education from the viewpoint of design education, but most tended to shy away from stating which design field would benefit from service design education in particular. Some believe that service design viewpoints should be incorporated to all design education

“I believe that this [Service design] should be a sort of must part of the design education; there should not be any option or opportunity to pass that by – that it would be only optional. You see, since all these affairs are related – the best example may be the way of making something more ecological or by using some services. Actually people must be competent in it.” [15]

Where design students are concerned, one respondent had a clear opinion of the matter;
“Service design education would perhaps benefit spatial designers most.” [39]

On the other hand, it was also mentioned that design viewpoints have already entered the education of many different fields.

“I think that this change is favoured very well by the way that design thinking and methods are taught at school. That means not just to designers. The technical, economics, marketing crowds study it at the university. /.../ [2] 

5.3.7. Emerging competence needs in service design

Many interviewees discussed the current competence needs, but only a few dared to touch on the subject of what exact fields are important tomorrow. However, some insights to the (near) future can be found from the interviewees’ ideas.

“New experts of the design field (and service design) are coming from all educational backgrounds in the future, not just a few like it was before, but they all go to work into the expanding creative industry (design + applied arts) and experience industry. There are six specific expertise needs of the design field in the future:

1. Business development experience and competences are needed in design field in the future. This refers to  people who have significant experience in business. 

2. Information architecture designers are highly needed too. This contains the following levels: substance level, user interface level, information security level, etc.

3. 3D (physical and spatial) designers will be increasingly needed. 

4. Abilities to influence the economy and politics. This is important as big changes in the field and in production markets are needed. 

5. Abilities to understand the change is becoming more important.

6. Abilities to establish and maintain all kinds of networkers will be vitally important in the future as well.” [38]

“Expertise needed in the future include multisensory approaches, theatre professionals, architects, visual artists, marketing communication professionals, AD/copywriters, graphic designers, sociologists, anthropologists, etc.” [35]

“The importance of conceptual work is increasing in the future – so more importance should be given to it in education as well. […] I’d say there is a need for a service design curriculum, but maybe we aren’t yet ready to determine what sort of elements such education should include.” [44]

Work life often changes quite rapidly and education seems to be rather slow to follow these changes. One such issue revolves around the themes of usability and interaction. 

“When I started my career usability, interaction (design), and the way how people experience things were not considered too much. Nowadays these are the first things that come into discussion in a design process. This is an obvious – but at the same time a radical – change both in the field as such and as regards the requirements to enter the field.” [44]

However, it is worth stating that education should not be planned basing on the short-term needs of a given field. Years of education to answer the needs of today are wasted if the needs have changed once the student material graduates. However, closer cooperation between companies and universities could ensure that the day-to-day needs of work life are reflected in education. This cooperation is mentioned by a multitude of interviewees.

“I would certainly introduce to the universities more cooperation with firms and would make it more practical. This is what I missed.” [20]

“This direction towards practice seems right. You would get an idea of what is going on in the enterprise or the role of the designer there etc.” [19]

“During my studies in Australia, I experienced a more natural way of relating to business operations; we visited local design agencies during the latter part of the studies, and the companies were genuinely interested in us and we were told what the companies’ expected from their potential recruits.” [50]

There have been considerable changes in work life that might seem obvious but are often forgotten when discussing education from the business viewpoint. The ability to work with different kinds of people and to mediate ideas between people of varying backgrounds were some ideas brought to the discussion.

“The importance of the ability to cooperate with different kinds of people becomes increasingly essential. Nowadays (and in the future) teams and people around change very quickly. Earlier this wasn’t a problem. Other important issues are the ability to present arguments and defend them, i.e. criticizing through business language and the ability to understand media, not only different channels but different substance modes as well.” [42]

“I would certainly introduce to the universities more cooperation with firms and would make it more practical. This is what I missed. Of course, this is not as simple as that. I would also change the process towards more teamwork. Not that there are lectures and seminars and you listen, but the way life works. No one will hold you a lecture at work. And you have to be capable of teamwork. There should be more common projects at schools. Maybe team spirit develops more easily in art schools than elsewhere, because we have a smaller group of people. Yet it is here too that you are doing your work and if you are concentrating, you cannot concentrate on another subject.” [20]

“The mediating capabilities side – between designers, artists and businessmen; between designers and engineers – the intermediary link. The people, who can bring the parties together and explain how these different parties think. Service designer – seeing the big picture is the most important capability. But for that one has to be competent in very varied issues. And have a very good sense of prediction.” [20]

Some respondents took a wider viewpoint towards education. After all, today’s students are not merely work force for existing businesses; they are the entrepreneurs and employers of tomorrow as well. Besides merely creating the ability to adapt to changes, education in all fields, design included, should offer at least seeds of thought if not actual skills to ‘making the world better,’ to provide the student base with such a level of understanding that enables them to change what is needed. Key words in this discussion are multidisciplinarity, transdisciplinarity and holistic understanding.

“All kind of real practice is always good. And quite frequently not in one’s own speciality, it seems to me.  Quite often designers, artists, actors and other people from the highly cultured spheres as they think tend to get locked in their own circles and forget who they are communicating with. I have benefited a lot from working as a waiter and shop assistant and all that, because then you are within the environment. Then you can understand how design works in this environment, how people react to it, how that chemistry works. Sometimes it would be very useful to turn away from your speciality and work like a potato vendor.” [4]

”Understanging of processes, the relationships between various things and the extent and occurance(s) of those interrelations. The quantity of data/knowledge created will be huge. It is of great importance to be able to recognize what’s essential and which issues create a whole.” [40]

“Service design education should produce better understanding of the need of multidisciplinary approach for the students.”  [50]

”Things are done too much for the short term. Education should take longer time cycles better into consideration. Things should be designed to last; compare old architecture such as temples to any code-based digital ‘service’ and their respective life expectancies.” [42]

The ability to see ‘the big picture’ was underlined by many respondents simultaneously with the idea that everyone should specialise in some (narrow) field. In addition, it was stressed by many that learning how to design is not as important as is to learn why things are designed.

“I tend to philosophise, but … it may sound silly, but this is the ability to think all things through. One thing is pure communication between people, between people and environment, but the most important is to realise how these processes take place. I just attended a graphic design biennial during Midsummer Day, there were 16 lectures. They said that it is not important how I do something, but how I think. And why I think that way. They no longer teach Latin at school – which means a certain deterioration of education – but what would I do with it.  But on that basis you could learn Spanish, Italian, etc. The problem is in concentrating that sharp point into becoming ever more specific... It is good in some sense ... yet the in-depth knowledge cannot come from the school, it comes later.” [16]

“A person must understand economy, technology and visual identity. And see all that as a whole.” [20]

“[There is a need for] design specialists of varied training –some for design thinking, for strategic design up to who will design the (specific text, room etc). All that knowledge would not fit within a single individual. There will be narrow specialisation – namely because technologies are becoming increasingly specific. Currently the design offices are offering a very broad package of services: from advertisements and print preparation to interior architecture – and then you find out that this is a one-man-show. It is still possible today, but this is not sustainable in the longer perspective. You have to specialise in a narrower field. On the one hand those capable of controlling and administrating the whole process and on the other hand those capable of doing a highly specific section.” [19]

“In short, the change is from teaching how to design to teaching why designing takes place in the first place. Everything that is taught has to be taught for a reason. Doing things “for fun” or “just because” is far too typical for student work in design schools today. […]. Design thinking is an important factor; what is the design process like? The strict boundaries between different “subjects” cause problems. Service design curricula should be available for students from all possible (educational) backgrounds in order to ensure that the student (and teacher) base is not limited to experts of one field.” [41]

5.3.8. IDBM programs as a foundation of SD education

A number of Finnish interviewees considered the International Design Business Management (IDBM) degree as a good starting point for a career in service design. IDBM was characterised as a degree that combines design competence, economic studies, and engineering into a well-functioning whole that produces good school projects, thinking, and competent work force. It forms a basis that could be useful when thinking about service design education.

“IBDM is a splendid idea for establishing good school projects, critical business and customer oriented thinking and co-operation between students and companies. It showcases the fact that services, even if they are public, should always be optimized as they cost money. Services must be constantly improved and only practice can approve the usability of service principles.” [50] 

“IDBM program which combines business, engineering and design/arts studies was ahead of its time.” [47]

“IDBM program is very common and highly relevant education in the field of service design.” [46]
5.4 Weak signals and emerging issues of service design

Design is a constantly changing living organism. Sensible variations and new competences can only be recognised when someone has been swimming very long time in the ocean of silent (or tacit?) knowledge. Then you may have a hunch, but you could not explain exactly what is happening. 

The reader of this report must keep in mind how fragile weak signals are: those entities may have a life or not. We don’t know exactly. In addition, the situation is changing so quickly that some of these changes/weak signals could already be trends when this list is published.

Our preliminary list of weak signals/black swans, emerging issues or trends
 of service design sector in random order: 

· Very, very artistic, creative solutions, instead of boring, and overtly business-minded services and marketing

· Surprising new combinations of knowledge, living international networks and constantly changing teams: working in-between disciplines

· Escapism (has many forms, for example slow life can be one form of escapism if you are totally against technology and development)

· Irrationality becomes a rule (we understand better that human behavior is not linear or rational: emerging brain research and neuromarketing) 

· Changing identities and adjustability is quickly gaining importance (adjustable built environments, marketing and communication)

· Ideation of new business concepts (rapid prototyping and testing) becomes the most important part of success (very few players now understand the importance of constant and rapid ideation)

· All kind of copying becomes unethical in the eyes of society (at the same time copying becomes more popular as open source thinking gains ground)

· Different kind of local services and small businesses are becoming important part of peoples life (sustainability, organic food, families growing their own food, local crafts and design, greater variation on products and services, odd combinations, etc.)

· Buying directly from producer without any brands or marketers (or marketing: you buy from people you know)

· Ultra-personalisation combined with new sense of society and societal atmosphere (social media, politics, locality, internationality, ethically oriented thinking, etc.)

· Old world kicking back (old and conservative values, True finns type-of-thinking, new need for equality, fighting against local poverty, ignorance gaining ground, etc.)

· Everyone can and must be a designer (DIY & prosumerism & new technological possibilities for making things)

· Geo-information based services, products, games and art (at the same time people against geo-information and other tools to gather information about me and you: privacy becomes primary concern) 

· Tiny technology everywhere (called everyware: we are moving towards ubiquitous society), internet of things, virtual worlds, new service robots living and working with us

· Silence, slow, holy, nature, (newly packaged religions & holy experiences and on the other hand science-led multisensory experiences)

· Persons become the most valuable brands (instead of organizational or product brands)

· Information design is going to be more and more important: if you don’t understand complex problem, ask information designer to draw a picture of it (visualization is important but you can demonstrate the problem also by acting a play written around the problem)

· Many areas of business will be reinvented totally (its increasingly difficult to maintain market position especially if you are very big and slow company)

5.5 Educational recommendations

Service design is a relatively new discipline. This opens new possibilities for education. One of the main purposes of the ServiceD project is to find out latest developments and future possibilities in order to create educational recommendations. We believe that this report contains very good ideas for further development and planning of syllabuses. 

Our list of recommendations is more a starting point for discussion and debate than a finished product. These recommendations will be further developed by publishing them in our social media (www.servicedesign.tv) and discussing them with international experts.

Educational recommendations are listed in no particular order:

1) Holistic understanding and more diverse education

Key words are transdisciplinarity and holistic understanding. World is turning out to be so complex and difficult to understand that there is an urgent need to create more holistic understanding by discussing recent developments and news. 

Transdisciplinarity means that service design education needs to be based on out-of-the-box thinking: its core is service development and design, but there is also a need for input from psychology, sociology, philosophy, cultural anthropology, communication, marketing, technology (digitalization and ubicom), etc. At its best, a diversified education means more possibilities to choose! The common mindset is that everybody should have same education, but in the future there should be more diversity and personal variation. 

One good tool for holistic understanding is information design: you can visualize complex developments, questions and tasks. Drawing maps and designing infographics helps us (students and professionals) to link all relevant aspects of a given task to one picture. 

There are also critical voices. 

“Overt academisation leads to a situation where all design has to be somehow argued for: there would always be a need to explain and analyse things. This is somewhat of a two-bladed sword. A well-argued plan might indeed lead to quality design – and, naturally, a good designer should be able to analyse his/her work while creating good results in practice. […] I’d make sure that all participants [of service design education] have a good enough background in both theoretical and practical aspects – lots of philosophy and arts (art productions)” [39].

The International Design Business Management (IDBM) program is a good example for its holistic syllabus. IDBM is characterised as a degree that combines design competence, economic studies, and engineering into a well-functioning whole that produces good school projects, thinking, and competent work force. It forms a basis that could be useful when thinking about service design education. We need to enrich the service design education even further. 

TASK 1 for syllabus: to create more diverse content and possibilities for personal variation. To design more transdisciplinary education for service designers. 
2) More theory and more practical work

How can we combine these important goals of service design education? On the one hand, we need more concrete business cases during (service) design studies, and on the other hand we clearly need more theoretical approaches. 

Design is turning out to be more immaterial in nature than ever before (concept design, design thinking, service design, etc.) so ideation and analytical thinking both have to be vital parts of service design studies. 

Designers are not very keen on reading books. But current attitudes have to change: watching design books and pictures is not good enough. Reading very different kind of books (theory, poetry, nonfiction, etc.), conceptualizing and analysing the world around us should be a part of service designer’s basic studies. We should even choose different kind of students and have new kind of tests before entering studies. Thinking, writing and speaking should be as important expertise areas than other creative areas like drawing (sketches and infographics). 

TASK 2 for syllabus: theory and practical work in good balance. More analysis, discussions and reading. An intellectual approach to service design. 

3) More business, more arts

Our research clearly shows a polarisation of opinions.  Some of our interviewees want more business-minded studies and some want to point out the importance of arts. From a historical perspective, design and art have been close relatives. Even today some big names (designers & architects) are considered to be artists: they have created their own, very recognisable styles. From service design perspective this sounds, of course, odd: service designer is not an artist. But on the other hand arts are useful to service design. Let’s take one example:

“Forum Theatre is an interactive theatre form (…) An audience is shown a short performance in which a central character (protagonist) encounters an obstacle, which s/he is unable to overcome; the subject matter will usually be something of immediate importance to the audience, often based on a shared life experience. When the play story has been performed members of the audience can get to the stage and suggest alternative options for how the protagonist could have acted. The actors explore the results of these choices with the audience creating a kind of theatrical debate, in which experiences and ideas are rehearsed and shared, generating both solidarity and a sense of empowerment.”
 

This kind of theatre expertise can easily be used as part of ideation, concept design and rapid prototyping, which are key parts of service design expertise. We can see also other areas of arts as part of service design expertise. 

 “Arts enable designers to think about issues more widely” [39].

Arts are useful to designers, indeed, but on the other hand

“It must be made clear for the students that service design is about business. The bottom line is the functionality of the service in the business.” [49]
Service design syllabus could be business-oriented and arts-oriented at the same time: enrichment of education is a central goal. 
TASK 3 for syllabus: more practical business cases, more experimental artistic projects. 

4) Digitalization, ubicom, multisensory, adjustability….

There are some important megatrends that are affecting all our lives:
“Digitalization and ubicomputing (ubicom) are bringing new professions to the design field by 2020.” [37] 

So service design syllabus must be designed with that specific development in mind. Digitalization is changing services: geo-information based services, social media as part of service concepts, adjustable and multisensory service environments, etc. The future is already here in the form of the ubiquitous society. Everything is going to be connected (everyware
), next phase of the Internet is going to be the Internet of things (your coffee machine connected to Internet), and built environments are turning “smart” & mediated. 

Latest technological developments should be taken seriously. Future-oriented syllabus planning insists that latest technological innovations and research are included in service design education. 

TASK 4 for syllabus: digitalization and ubicom should be central parts of service design education as well as adjustability and multisensory approaches. 
5) Co-design, Prosumerism & DIY

This report shows that participatory aspects of design are winning. There are numerous cases where YOU can be part of design processes. This development is supported by the DIY movement, where people want to even tune and create machines themselves. Key words are: Customer-driven innovations, crowd-accelerated innovations and crowdsourcing. Customers are becoming prosumers. 

TASK 5 for syllabus: make sure that co-design and prosumerism have central places in service design studies. 

6) Life-long learning

The most fundamental change some educated interviewees are suggesting is life-long-learning. Instead of having education once when you are young, it’s a very good idea to have curricula in different phases during one’s lifetime. The need for constant competence development was acknowledged by almost all interviewees even though there were critical notions as regards the current situation.

Life-long-learning model is especially important when the speed of change is accelerating. Some things you’ve learned four years ago might be already outdated. 

TASK 6 for syllabus: concentrate on in-service training, seminars and workshops.
Some possible subjects for syllabus:
	· Service design terminology

· Criticizing and analyzing services

· Design evolution

· Design methods

· Prosumerism, co-design & DIY

· Services management

· Designing service environments and processes

· Rapid prototyping

· Designing a blueprint

· Architecture 

· Interior architecture 

· Landscape and infrastructure design

· Crafts 

· Art(s) (unique product) 

· Performing arts/drama 

· Visual art(s) 

· Visual communication 

· Graphic design 

· Communication (PR) 

· Marketing (communication) 

· Digital communication 

· Social media planning 

· Web design 

· Multimedia design 

· 3D design

· Digital game design 

· Design thinking (design as a process)

· Process design 

· Systems design

· Information design

· Psychology

· Sociology

· Cultural Anthropology

· Ethnography
· Ethnology
· Management 

· Neuromarketing
· Literature
	· Scene design 

· Multisensory design

· Light design 

· Sound environment design

· Ambience design

· Usability design

· Concept design (and ideation) 

· Service innovation 

· Services marketing 

· Social media marketing 

· Direct marketing 

· Sales 

· Buzz marketing 

· Google marketing 

· Application design

· Fashion design 

· Textile design 

· Industrial design/ Product design  

· Furniture design 

· Interaction design 

· SSME (Service Science, Management and Engineering) 

· Geo-information based planning

· Brand management 

· Design management 

· Strategic thinking/planning 

· Futures studies
· Supply chain management

· Networking/networked (the importance of networks)

· YouTube marketing

· Arts and entertainment management

· Wellbeing management

· Sustainability management

· Engineering

· Philosophy

· Aesthetics

· Public presentations (and heading workshops)


Appendix I: Estonian interviewees

	Arvo Pärenson, 1956 male

	Hannes Seeberg, 1982 male

	Heikki Zoova, 1954 male

	Helene Vetik, 1985 female

	Ilona Gurjanova, 1958 female

	Ionel Lehari, 1968 male

	Jaakko Matsalu, 1978 male

	Janno Siimar, 1979 male

	Kalle Pabut, 1959 male

	Kristjan Jagomägi, 1970 male

	Kristjan Mändmaa, 1973 male

	Kristjan Vaga, 1979 male

	Leonardo Meigas, 1952 male

	Markko Karu, 1974 male

	Marko Ala, 1988 male

	Marko Kekišev, 1963 male

	Martin Pärn, 1971 male

	Pärtel Vurma, 1981 male

	Ruth-Helene Melioranski, 1973 female

	Stella Soomlais, 1985 female

	Ville Jehe, 1969 male


Appendix II: Finnish interviewees

Aimo Westerlund, 1946 male

Marita Sandelin, 1946 female

Harri Korhonen, 1946 male

Eero Miettinen, 1954 male

Markku Nieminen, 1956 male

Petteri Antikainen 1957 male

Markku Rönkkö, 1958 male

Esa Vesmanen, 1965 male

Arni Aromaa, 1969 male

Rasmus Vuori, 1970 male

Tero Pajunen, 1970 male

Mika Ilari Koskinen, 1970 male

Arttu Salovaara, 1971 male

Sami Makkula, 1973 male

Esa Rauhala, 1976 male

Mikko Koivisto, 1976 male

Jesper Bange, 1977 male

Teemu Suviala, 1977 male

Jonna Isotalus, 1978 female

Ville Kolehmainen, 1979 male

Reima Rönholm, 1979 male

Ding Hong, 1980 male

Teemu Arina, 1983 male

Appendix III: Descriptions of the Estonian interviewees behind the numbers 1–22

	[1] Generation BB, Estonian 

	[2] Generation Y, Estonian 

	[3] Generation BB, Estonian 

	[4] Generation Y, Estonian 

	[5] Generation BB, Estonian 

	[6] Generation X, Estonian 

	[7] Generation Y, Estonian 

	[8] Generation Y, Estonian 

	[9] Generation BB, Estonian 

	[10] Generation X, Estonian 

	[11] Generation X, Estonian 

	[12] Generation Y, Estonian 

	[13] Generation BB, Estonian 

	[14] Generation X, Estonian 

	[15] Generation Y, Estonian 

	[16] Generation BB, Estonian 

	[17] Generation X, Estonian 

	[18] Generation Y, Estonian 

	[19] Generation X, Estonian 

	[20] Generation Y, Estonian 

	[21] Generation X, Estonian 


Generations BB (Baby boomers): born 1946–1964

Generation X: born 1965–1975

Generation Y: born after 1975

Note: The order of the interviewees has been changed to avoid tracking

Appendix IV: Descriptions of the Finnish interviewees behind the numbers 30–52

[30] Generation BB, Finnish 

[31] Generation BB, Finnish 

[32] Generation BB, Finnish 

[33] Generation BB, Finnish 

[34] Generation BB, Finnish 

[35] Generation BB, Finnish 

[36] Generation BB, Finnish 

[37] Generation BB, Finnish 

[38] Generation X, Finnish 

[39] Generation X, Finnish 

[40] Generation X, Finnish 

[41] Generation X, Finnish 

[42] Generation X, Finnish 

[43] Generation X, Finnish 

[44] Generation Y, Finnish 

[45] Generation Y, Finnish 

[46] Generation Y, Finnish 

[47] Generation Y, Finnish 

[48] Generation Y, Finnish 

[49] Generation Y, Finnish 

[50] Generation Y, Finnish 

[51] Generation Y, Finnish 

[52] Generation Y, Finnish 

Generations BB (Baby boomers): born 1946–1964

Generation X: born 1965–1975

Generation Y: born after 1975

Note: The order of the interviewees has been changed to avoid tracking
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