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ABSTRACT

More and more companies are realising the need for managing customer experience in the 

services they provide. Especially in the business-to-business services, where the contracts 

are typically long-lasting and relationships dynamic, paying attention to the customer 

experience can result in positive word of mouth and improved customer loyalty, and thus 

better competitive advantage. This means developing new skills to strategically design 

for better customer experience. Rapid development in the field of Industrial Internet 

and digitalising services, is also posing challenges into the development of customer 

experience. The hypothesis in this thesis is that the experience-focused customer journey 

mapping can support industrial service development teams to study and understand the 

customer values and experiences during the whole service journey.

This thesis documents a case study of how experience-focused customer journey 

mapping can be supported in the context of industrial maintenance services. The study 

was conducted for FIMECC UXUS research program, aiming to improve competitiveness 

of Finnish Metals and Engineering industry by focusing on experiences, and a global 

industrial service provider Konecranes, striving to continuously develop the customer 

experiences in their services. The theoretical background positions this study in the 

crossing of experience design and service design, which has been limitedly explored. The 

literature review indicates that there is a lack for customer journey mapping methods 

that would help focusing on customer experience in a sufficient depth during customer 

research. 

The case study was carried out in two parts to gain understanding both of industrial 

service development and of industrial service customers and their experiences. For 

customer research, this thesis proposes and tests a method that can support experience-

focused customer journey mapping in an interview context in order to gather detailed 

data on customer actions, needs and experiences in each part of the service. Based on 

the findings of the study on industrial service development culture, it is crucial that the 

customer findings are effectively communicated, in order to be fully utilised by  various 

people in various projects.

KEY WORDS / Experience design, Customer Experience, Customer Journey 

Mapping, Service Design, Industrial Services, Business-to-Business, Design 

for Services.

To evaluate the value of experience-focused journey mapping in industrial service 

context, the visually communicated findings were evaluated in two review sessions with 

different staff members from the Konecranes service development. The initial results 

were highly positive and indicate that experience-focused customer journey mapping, 

when effectively communicated, can support industrial service development to focus on 

experiential aspects. Therefore it is suggested that similar methods can be useful also in 

other industrial service development cases, where there is a need to focus on customer 

experience.
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FOREWORD
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1.1  THE IMPORTANCE OF EXPERIENCE IN INDUSTRIAL SERVICES 

More and more companies are realising 

the need for managing the customer 

experience in the services they provide. 

Especially in the business-to-business 

services, where the contracts are typically 

long and relationships dynamic, paying 

attention to the customer experience can 

result in improved customer loyalty and 

positive word of mouth, and thus better 

competitive advantage. In order to do 

this, many companies have to clarify how 

to strategically design for the customer 

experience in their services. Rapid 

development in the field of Industrial 

Internet and digitalising services, is also 

posing challenges into the development 

of customer experience. A danger is to 

overlook the customer’s entire journey 

through the service and how the new 

touchpoints or technology based service 

interactions affect the experiences.

Customer experience is widely discussed 

across disciplines and the definitions of it 

vary a lot. This research is grounded on 

experience design, which argues strongly 

that customer experience should not 

be considered to be just about good 

satisfaction, or good or bad feelings; it 

is as complex as human experiences are 

(Kaasinen et al. 2015). Good customer 

experience in business-to-business 

context can for example be feeling of 

appreciation, proudness or trust. The 

way that kind of experiences can be 

facilitated in services requires customer 

journey mapping, understanding of the 

customer’s steps and experiences during 

the whole customer journey, instead of 

seeing the service from the company’s 

own process perspective.

However, experiences are not easy to 

capture, measure or develop, especially 

in the complex context of business-to-

business services. Neither is mapping 

the customer’s journey through these 

services. Besides customer satisfaction 

questionnaires, which may be suitable for 

keeping track of the customer satisfaction 

level and identifying problem areas, a 

more holistic and empathic approach 

is needed to truly understand customer 

experience in order to design for it. This 

thesis suggests experience-focused 

customer journey mapping as a way to 

support understanding of the customer 

experiences during various steps of the 

service.

 

1.2  RESEARCH CONTRIBUTION 

1.3 INTRODUCING PARTNERS - UXUS & KONECRANES

This thesis contributes to the research 

intersection of experience design and 

service design. There is a lack of research 

that combines both approaches, even 

though they share the same origins and 

both strongly focus on the importance 

of customer and user experience. The 

contribution of this thesis is especially 

in combining the experience design and 

service design methodology in terms of 

experience-focused customer journey 

mapping. The thesis argues that there is a 

need for more defined experience-focus in 

journey mapping practices.

Also there is a lack of research done on 

applying design methodology in industrial 

business-to-business services. The aim 

of this thesis is to contribute to the 

understanding of the potential of design 

approaches in industrial business-to-

business field, especially in the experience-

focused customer research. 

FIMECC UXUS

UXUS (User Experience and Usability in 

Complex Systems) is a research program 

by FIMECC (Finnish Metals and Engineering 

Competence Cluster), working to improve 

the competitiveness of Finnish metal and 

engineering industry, running from 2010 

to 2015. It is formed by several research 

organisations (e.g. Aalto Yliopisto & VTT) 

and company partners, including eight of 

Finland’s largest metal and engineering 

companies (e.g. Konecranes, Kone, 

Rolls-Royce & Metso Automation). In 

highly competitive business areas where 

business-to-business relationships are 

usually long, deeper understanding of the 

user and customer experience can offer 

a better competitive advantage and even 

result in better customer loyalty. (FIMECC 

UXUS, online*)

The objective of UXUS research program 

is, through research and practical case 

studies and projects, to challenge the 

current products, services and organisation 

culture by introducing user experience 

thinking and human-centeredness into 

company operations. The aim is to build 

a foundation for utilising human-centred 

design approaches in the systematic 

innovation and collaboration work in the 

companies. This also requires developing 

suitable design methods and models for 

facilitating development of customer 

experience driven solutions within these 

companies.   

*uxus.fimecc.com
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The goal of UXUS is also to contribute 

to the scientific understanding of user-

experience in the following ways:

Developing broader understanding of 

user and customer experience, as well      

as usability in complex systems.

Creating better collaboration and 

communication with users and customers 

throughout the project iteration.

Broadening the idea of design from 

product design to human-centred  

design, design thinking and personalised 

user-experience design.

My thesis is a part of one research case 

titled: Experience design for industrial 

services (Case 3.1.3). it was done for and 

in collaboration with Konecranes, one of 

the participant companies. The broad 

target of the case was to explore how 

experience-focused design approaches 

can support the development of industrial 

services in the complex systems. (FIMECC 

UXUS, online)

KONECRANES

Konecranes is a global, world-leading 

provider of industrial lifting equipment 

and maintenance services. The wide 

product offering includes overhead 

cranes, hoists, lift trucks, and nuclear 

cranes and equipment to mention a 

few, as well as components and material 

handling solutions for different industries. 

The customers are also various, including 

manufacturing and process industries, 

energy plants, shipyards, and mining, 

among others. Their services include mainly 

inspection and maintenance services, 

modernisation services and remote 

monitoring. The target of the industrial 

services is to offer a comprehensive care 

through the equipment life cycle, which 

can be several decades. (Konecranes, 

Online)

42% (2014) of Konecranes sales are 

consisted of services, and the trend is 

growing (fig. 1). Konecranes profiles itself 

as a premium product supplier and service 

provider. The key values they offer for their 

service customers are safety, productivity 

and real-time service enabled by advanced 

technology. There are five service levels 

that are targeted for different customer 

needs: CONTACT, CONDITION, CARE, 

COMMITMENT and COMPLETE. These 

levels vary from basic on-demand service, 

where maintenance is requested when 

needed without a long-term plan or 

maintenance relationship, to a complete 

maintenance and operation program. 

The services can be complemented with 

additional services aimed for improved 

safety and productivity, including remote-

monitoring technology, corrective 

maintenance, possible retrofits and 

consultation services depending on the 

customer’s needs. (Konecranes, Online)

This thesis focused on studying the 

customer journeys and experiences 

of customers of the most popular 

service program, CARE Preventive 

Maintenance. Preventive maintenance 

means performing regular inspections and 

maintaining procedures (e.g. lubrication 

and adjustments) in order to prevent any 

bigger breakdowns or operative problems 

from occurring. A CARE contract is always 

tailored to the customers according to their 

needs, equipment and application. Besides 

inspection and maintenance tasks, a CARE 

contract includes consultative services, 

such as providing information on findings, 

possible risks and recommendations 

identified during the visit. It also contains 

business-level review meetings targeted 

for continuous development of the 

contract. The new digital customer portal, 

published in the spring 2015 allows the 

customer to access easily the inspection 

and service reports as well as to create 

service requests and see personal service 

history.  (Konecranes, Online)

Fig 1. Services are an 

important and growing 

business area at 

Konecranes.

SOURCES /  uxus.fimecc.com / www. konecranes.com
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1.4 BRIEFING

The original design brief from Konecranes 

contained the following: 

What is the service journey for the 

preventive maintenance service 

customer?

How are Konecranes’ digital touch-points 

experienced by the customers?

Evaluating the Customer Interface Portal 

as a digital touch-point.

How to measure and evaluate experience 

of touchpoints?

>  Concept outcome: Service concept 

with defined experience goals.

During the first phases of the study 

it became apparent that the recently 

published digital customer portal 

was so new that I was not able to 

conduct a full study on digital customer 

experience and functionality of the 

current digital touchpoints. Also, the 

customer’s expectations for the digital 

customer interface portal had already 

been extensively studied during its early 

development. It seemed more relevant 

to understand the whole customer 

journey and identify what kind of things 

the customers value in the preventive 

maintenance service, and then see 

how the digital touchpoints fit into this 

picture. The digital touchpoints should be 

seen as supporting the customer journey, 

which is also why I directed most of the 

research resources in this study was 

directed to mapping the overall customer 

journey. This included mapping all kinds 

of interactions from the face-to-face 

technician meetings to sales meetings 

and digital level interactions during the 

preventive maintenance service. 

I wanted to make sure that I targeted my 

research so that the findings and possible 

outcomes would be most beneficial for 

Konecranes. The collected data and 

customer insights should be useful and 

they should be communicated in a suitable 

way in order to support and inspire the 

development work. Besides that, the aim 

was to explore what kind of methods and 

tools could possibly be applied to support 

experience-driven service development in 

Konecranes.

I still kept the brief relatively open in 

terms of defining the outcome, because in 

the beginning I had very little knowledge 

of the industrial service development. I 

wanted to allow room for learning about 

the context and exploration, to be better 

able to define the most suitable outcome. 

Instead of designing a new, lightly 

researched concept as a main outcome, 

I felt that the best way to pilot the 

experience design approaches in industrial 

service development was to apply them 

1.5 ThE RESEaRch ObjEcTivES

The main objective of this thesis is to 

document the explorative practical 

customer research project conducted for 

Konecranes, in which I developed and 

tested supportive methods to map and 

visually communicate the experience-

focused customer journey. The aim is also 

to discuss how useful these methods were 

in the scope of this study and based on 

the findings suggest further implications 

for the methods.

The research question for this thesis are:

1. How to support experience-focused 

customer journey mapping in industrial 

maintenance services? 

2. How to communicate the experiential 

aspects of the customer journey in the 

most effective way to support and inspire 

the service developers? 

into the customer research. Outcome in 

that sense would be to produce data that 

could inspire the developers to focus on 

experiential aspects in the development 

work. 

Based on these limitations and notions 

I adjusted the brief in collaboration with 

the Konecranes contact person, to focus 

on the following areas:

1. Gather valuable customer data that 

will support the industrial service 

development:

- Map and visualise customer journeys 

and touchpoints for different customers. 

- Evaluate experiences during the service 

journey.

- Define possible experience goals for the 

preventive maintenance service.

2. Develop methods to support mapping 

and understanding the customer 

experiences in the customer journey and 

its touchpoints. Test and evaluate them in 

this study.

3. Create a roadmap, a concept sheet 

or ideas for development based on 

the research findings with the defined 

experience goals.
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1.6 ThE STRucTuRE Of ThE ThESiS

To be able to answer the questions 

above I conducted a literature review on 

experience design and service design and 

their intersection. Chapter 2, theoretical 

background, of this thesis focuses on what 

is meant by experience focus in design 

research, as well as what is the value of 

customer journey mapping. A method 

that would focus on customer experience 

with a required accuracy was not found 

in through the literature review. As the 

objective was to support further service 

development with the experience-focused 

methods and effectively communicated 

customer data, I looked into how this is in 

done earlier research in terms of Design 

for Services.

The Chapter 3 will describe the empirical 

case study carried out as a part of this 

thesis. First, I conducted interviews 

with three selected people working in 

different areas of service management 

and service development. This was done 

to understand the current situation of 

industrial service development, to be able 

to provide as useful material as possible 

to support and inspire development 

work. Second, I developed a method for 

supporting experience-focused customer 

journey mapping in an interview situation 

and applied this method in the customer 

research. Finally, I analysed the collected 

customer data and visualised it in a way 

that would help to communicate the 

experiential aspects of customer insights 

in relation to the customer service journey.

The results of the experience-focused 

customer journey mapping and the data 

provided, was evaluated in two evaluation 

reviews with Konecranes service 

developers, they will be presented in the 

Chapter 4. Evaluation was done based on 

how useful and insightful the collected 

data was and how much potential the 

developers saw in utilising them in later 

development projects. 

The Chapter 5, conclusions, will 

summarise the key results of the case 

study conducted in this thesis and further 

discusses their potential of experience-

focused customer journey mapping 

methods to be used in other industrial 

service development cases to support 

focusing on experiential aspects.

Fig 2. The time frame 

and the structure of the 

thesis project.
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This chapter opens up the theoretical background on which this thesis is built. I will 

first open up the context of business-to-business services and role of design in it. I will 

then explain what is meant by experience, and introduce experience-driven design as a 

way to design for experience. The following part will go deeper into the service design 

methodology as a background for the practical journey mapping study done in this 

thesis. When the goal is to enable continuous service design rather than to design a 

new service, the academia speaks of design for services. I will briefly open up the key 

themes of designing for services and how the researchers discuss introducing design 

approaches into organisations. 

My objective was to apply the experience design approach into service design 

methodology in order to support mapping of the customer experiences during a complex 

service journey, in the business-to-business service context. My broad research topic 

is to study the role of experience design in the context of industrial services, which is 

why my approach is strongly influenced by the theoretical background of experience 

design. My work is still centrally set in the service design practice, which is also essentially 

experience-centred. One objective of this literature review is thus also to contribute to 

the discussion on the crossings of these two disciplines. 

This thesis studies experience-focused 

service design methods applied to use 

in the business-to-business industrial 

services. FIMECC UXUS research 

program defines business-to-business 

operations as complex systems. This for 

example refers to the complexity of the 

stakeholder and value networks, complex 

buyer and user relationships as well 

as complex R&D processes happening 

across various departments. In this thesis, 

business-to-business industrial services 

are discussed as complex services due 

to similar characteristics. What makes 

industrial services complex is that they 

happen in long time periods, between 

various stakeholders from the provider 

and customer side and include many 

kinds of interactions from sales and 

business meetings to field service and 

digital services.

There is a lack of research on service 

design in the business-to-business sector. 

2.1 DESign in ThE cOmplEx cOnTExT - buSinESS-TO-buSinESS

THEORETICAL BACKGROUND
CHAPTER 2 Kindström and Kowalkowski (2014) argue 

that business-to-business companies 

should take up a broader perspective on 

innovation beyond product-centric view, 

where innovation is seen as producing a 

new product, or a service-product. They 

note that too much emphasis is still placed 

on technology-push and development of 

new services, and the companies lack 

understanding and focus on innovation in 

other aspects of the business model, such 

as sales and delivery processes, customer 

relationships, and the wholesome value 

network. They highlight that in business-

to-business services the companies 

cannot focus on superficial services to 

create value. (Kindström & Kowalkowski 

2014).

FIMECC UXUS research program has 

during the recent years contributed to the 

research on the role of experience design 

in the industrial business-to-business 

field, mainly focusing on products and 

interaction concepts (Fimecc UXUS, 

online). Why user experience is seen 

as a valuable focus area for business-

to-business companies relates to the 

fact that business-to-business products 

or services are often used in a work 

context (Kaasinen et al 2015), where 

improving user or customer experience 

is often aiming towards increased work 

motivation, efficiency and productivity 

(Sundberg 2015). Roto et al. (2012, p. 8) 

define user experience in work context in 

the following way: “the way a person feels 

about using a product, service, or system 

in a work context, and how this shapes 

the image of oneself as a professional”. 

Sundberg (2015) points out, mostly in 

relation to product use, that the buyer 

may not often be the user and the user 

may not have a say in the purchasing 

process. This can be seen true in services 

as well. Some customers being more in 

contact with field service encounters, as 

some are in charge of the buying steps. 

When it comes to industrial services, it 

might be even more difficult to separate 

customer and user from each other and 

it is important to keep both experience 

aspects in mind. 

The main arguments for paying attention 

to customer experience are mentioned 

to be competitive advantage, improved 

customer loyalty and providing a better 

brand experience (Kaasinen et al. 2015, 

Sundberg 2015, Kujala et al. 2011, Bitner 

et al. 2007). Bitner et al. (2007) argue, 

according to research done in business-

to-business field, that meaningful 

customer experiences and creating 

emotional bonds between customers 

and suppliers are more important than 

rational factors in creating customer 

loyalty. As discussed earlier, one of the 

characteristics of business-to-business 

services is long-term contracts and long, 

dynamic relationships (Sundberg 2015). 

Kujala et al. (2011) argue that the goal of 

experience design in the industry is to 

improve customer satisfaction and loyalty 

by ease of use and pleasure provided in 

interaction of the product. Loyalty and 
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satisfaction then relate to the customer’s 

proneness to spread good word-of-mouth 

and recommend the product or service 

for someone else (Sundberg 2015, Kujala 

et al. 2011).

To summarise, experience design in 

business-to-business context has been 

studied during the last five years in FIMECC 

UXUS. However, not much attention 

has been placed on utilising experience 

design in the context of industrial service 

development. Service design has not 

been studied much in the business-to-

business services. Regardless of lack of 

studies, many researchers seem to note 

the importance of experience design 

and service design for the business-to-

business sector. This thesis is contributing 

to the knowledge of how this can be done 

and what can be the value of it.

During the past decades the role of a 

designer has changed from designing 

desired outcomes to enabling or 

supporting design in collaboration 

(Samalionis 2009, Meroni & Sangiorgi 

2011, Kimbell 2011). Wetter-Edman (2014) 

summarises the designer’s new roles as 

provocateur, capacity builder, visualiser 

of the intangible, negotiator of value and 

mediator of the stakeholders. “Instead 

of being the competence that controls 

the outcome, the designer’s role can 

be described as leading and facilitating 

activities, as well as producing material 

artifacts, and thereby establishing the 

situation where the interactions take 

place.” (Wetter-Edman 2014, p.179). I 

place my work under these roles and 

under a wider umbrella of designing for 

services, which will be further reviewed 

in the end of this literature review. In this 

study the role of a designer was to work 

as an interpreter of the existing situation 

and the customers experiences as well 

as visualiser of the intangible, in order to 

support and inspire service development 

to focus on experiential aspects. 

2.2 ROlE Of a DESignER in ThE cOmplEx cOnTExT

Roots of experience design and user 

experience can be seen in user-centred 

design, as well as in art, business, 

philosophy, social sciences, marketing and 

many other fields, and it has developed 

closely together with human-computer 

interaction and designing interactive 

products (Hassenzahl 2010, Forlizzi 2010, 

Forlizzi & Battarbee 2004). It rose when 

considering only usability did not seem 

to be enough anymore and designers 

started to discuss the importance of 

aspects such as fun and emotion in the 

interaction (Hassenzahl 2010, Forlizzi 

2010). Usability research was largely 

based on objectively measuring how the 

users use the interactive products while 

performing a task, whereas experience 

approach started to look at the lived 

experiences occurring while using the 

product (Kaye, 2007, Sundberg 2015). 

Later on, user experience design is argued 

to cover both the pragmatic, as well as 

the hedonic and emotional aspects of 

the use of a product, service or a system. 

(Hassenzahl 2003, Sundberg 2015).

The term user experience (UX) is widely 

used among academia and the practicing 

field and there is still no one definition even 

after years of discussion (Law et al. 2009, 

Roto et al 2011). Authors of UX-White Paper 

(Roto et al 2011.) attempted to clarify the 

concept of user experienced and agued 

that it is often used as a synonym for 

usability, user interface design, interaction 

design, customer experience, web design, 

or seen as a broad term to cover all 

these. In general, user experience differs 

from common-sense understanding of 

‘experience’ in a way that it focuses on 

discussing the experiences occurring 

when encountering, using or interacting 

with a system, product or service (Roto et 

al 2011). In this thesis I consider designing 

for experience as a practice that aims 

to design products, systems, services or 

parts of services while keeping in mind 

what kind of experiences the user has 

when interacting with them.

Experience cannot be designed; it can 

only be designed for (Sanders 1999, 

Kaasinen et al. 2015). Some researchers 

discuss about staging experiences (Pine 

& Gilmore 1998), facilitating experiences 

(Kaasinen et al 2015), creating the right 

circumstances for experiencing (Lu & Roto 

2014), and also reducing obstacles for 

better experience (Sundberg 2015). Most 

experience design literature discusses the 

experience mostly in relation to products, 

especially interactive products, however 

without clearly closing out services (e.g. 

Hassenzahl 2010, 2006 & 2014, Sundberg 

2015, Desmet & Hekkert 2002, Forlizzi & 

Battarbee 2004, Schifferstein & Hekkert 

2011). Some literature is more neutral, 

not separating products and services 

to different categories. For example UX 

White Paper (Roto et al. 2011) talks about 

systems when referring to products or 

2.3 ExpERiEncE DESign
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services that the user interacts with 

through an interface. I did not come across 

experience design literature focusing 

on experience design in the context of 

services, other than in interaction design 

based digital or online service design (e.g. 

Allen & Chudley 2012).

2.3.1 What is experience?

There are various attempts among user 

experience practitioners to define what 

experience is. Hassenzahl (2014) describes 

it as a complex fabric of feelings, thoughts 

and actions. Roto et al. (2011, p. 4) discuss 

experience in the following way: “the verb 

‘experiencing’ refers to an individual’s 

stream of perceptions, interpretations of 

those perceptions, and resulting emotions 

during an encounter with a system. Each 

person may experience an encounter 

with a system in a different way.” When 

talking about user experience, the focus 

is on experiences occurring when using 

or interacting with the product, service or 

system.

Experience can be seen as momentary, 

happening moment-by-moment as we are 

doing something, as well as anticipated, 

memorised and cumulating over time 

(Hassenzahl 2014, Roto et al. 2011). As one 

can think about their daily life, and about 

all the more or less significant emotions 

and experiences occurring constantly, 

one can get a sense of the complexity 

of experiences. Moment-to-moment 

experiences are not straightforward; they 

change according to mood, environment, 

context or company, and they seem to 

change with time (Hassenzahl 2014). This 

means for example that after learning to 

fully use a new device, the experience is 

different, or when getting to know the 

maintenance technician the service starts 

to feel different. It can also mean that when 

reminiscing an event of usage, memories 

shape the felt experience. 

There are several factors that affect on 

experience: the user, the context around 

the user and the properties of the 

system, product or service (Roto et al. 

2011). Experience is characterised to be 

individual and subjective, it depends on 

things like the person’s motivation, mood 

and expectations. Besides that the user is 

part of a social context and situation, for 

example in a work environment, he is also a 

part of a physical and information contexts 

with their own specific challenges (Roto 

et al. 2011, Battarbee 2003). One factor is 

of course the system, product or service 

itself and its properties. These properties 

can be designed and are thus more easily 

affected. They include designed aspects 

like functionality, aesthetics, interactive 

behaviour, or a brand image, but also 

properties that the user can alter, such 

as painting the object or changing the 

background picture on a laptop (Roto et 

al. 2011).

Especially when starting to apply 

experience approach to the business 

field, it was not relevant to only consider 

user experience, UX. Two more concepts 

appeared; customer experience, CX, and 

brand experience, BX. Brand experience 

(BX) is the feeling a person has towards 

a brand (Roto et al. 2013). The customer 

may or may not be the user of a product, 

and the focus is more on the customer’s 

experience (CX) of the brand and 

company, experience of the business 

relationship, sales and buying. Especially 

in the business-to-business environment 

with complex and varying stakeholder 

networks, all three (UX, CX and BX) become 

important. Customer experience does not 

however relate only on optimising the sales 

process but all interactions between the 

companies. An aimed experience can for 

example be trustworthiness, appreciation 

or helpfulness (Sundberg 2015). “This 

is what Customer Experience is about: 

having the best product is not enough, if 

customers do not like dealing with your 

company” (Roto et al. 2012, p. 20).

My research objective was to study 

customer experience (CX). However, in the 

context of industrial maintenance services, 

where sales encounters are a central part 

of the service journey, the border between 

customer and user of the service are 

blurry. In this thesis I speak about service 

customer and customer experience, but 

I might as well be discussing the service 

user experience. Therefore it is relevant 

to review background studies of user 

experience and customer experience in 

this literature review.

2.3.2 Taking Experience as a 
Goal

As mentioned, an experience cannot 

be designed; it can only be designed 

for. Therefore, rather than talking about 

experience design, terms like experience-

driven, experience-focused (e.g. Kaye 

2007) and experience-centred design 

(e.g. Wright & McCarthy 2010) have 

appeared. This thesis borrows mostly from 

the experience-driven design approach, in 

which the intended experience is taken as 

the goal and as the primary objective in 

the design process (Hekkert et al 2003). 

The main idea in experience-driven 

design is first to define the intended 

experience and only then to think about 

the possible design solutions that could 

awake that kind of experience (Kaasinen 

et al. 2015). Schifferstein describes 

experience-driven design: “by focusing 

on experience during the design process, 

instead of on problems or products, we 

bring design back to its essence: creating 

new, engaging, pleasant and useful 

experiences for people” (Schifferstin in 

Roto et al. 2012, p. 11). 

The key term used is user experience 

goals. Experience goals are based on 

customer or user understanding, aiming 

to keep the experience focus in the design 

process. They can work as a source of 

inspiration and are also targeted to help 

in evaluating the outcomes. (Kaasinen et 

al. 2015, Väätäjä et al. 2012). Lu and Roto 

(2014) compare the experience goal to 
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the more widely used term design driver, 

typically used in product design, and point 

out that it seems that the drivers do not 

generally include targeted experience. A 

workshop held as a part of NordiCHI 2012 

seminar focused on how to utilise user 

experience goals in design and the findings 

were documented in Väätäjä et al. (2012). 

Experience goals are mentioned to be 

defining and giving guidance, and to help 

keep the experience in mind during the 

process. They are a way to communicate 

the desired user experience to other people, 

for example various people in the design 

team or to the company stakeholders. 

They are described to be positive, help to 

frame what is important and to awake or 

inspire new innovative ideas. Also, they can 

aid in evaluating how well the developed 

concepts correspond to the set goals. 

(Kaasinen et al. 2015, Väätäjä et al. 2012, Lu 

& Roto 2014).

Sundberg (2015) and Kaasinen et al. (2015) 

point out especially the value of experience 

goals as reminders and communication 

supporters. According to Sundberg (2015), 

having specific UX goals together with 

human-centred design methods, increase 

the likelihood of meeting the user and 

customer requirements. Wetter-Edman 

(2014) argues that defining the user’s 

experience can be very valuable for the 

supplier company. “The re-materialisation 

of the existing situations was the real 

contribution. Through interpretations, 

the users’ experience was made relevant 

and actionable for the industry company” 

(Wetter-Edman 2014, p. 14).

Service design does not appear to speak 

about experience goals as such, but may 

use some other terms to articulate similar 

targets. For example Clatworthy (2012) 

discusses bridging the gap between the 

brand strategy and customer experience 

by using expressions like summarising 

a brand DNA or brand personality in 

order to define what kind of experiences 

the company wishes to provide to its 

customers that are in line with the 

brand strategy. He also argues, like the 

researchers talking about the UX goals, 

that there is a danger in that organizations 

develop experiential solutions that dilute 

the brand without a clearly articulated 

focus incorporated in the design process 

(Clatworthy 2012).

2.3.3 Where do the goals come 
from?

When knowing what experience to design 

for, user experience (UX) goals are used 

to concretise the intended experience 

(Kaasinen et al. 2015, Lu & Roto 2014). 

Simply by designing for ‘good’ experience 

does not offer much inspiration or 

guidance for the design, thus more 

specific goals are needed (Kaasinen et al. 

2015). Kaasinen et al. (2015, p. 2) address 

that UX goals may especially be useful 

in experience-driven design projects 

in an industrial context, where various 

stakeholder groups need to agree on what 

to design: “UX goals can help to keep 

UX in focus through the multidisciplinary 

product development and marketing 

process”. It is argued that UX goal setting 

should integrate the views and values of 

the user, as well as the perspectives of the 

designer and the company. The point of 

view of the designers is to think what kinds 

of experiences can be facilitated and the 

perspective of the company in what kinds 

of experiences the company wants to 

provide. Also defining of the goals should 

not be done by designers but should be 

an organisation wide strategic activity. 

(Kaasinen et al. 2015).

Kaasinen et al. (2015) propose five 

approaches for UX goal setting studied 

in the industrial business-to-business 

context: brand, theory, empathic, 

technology and vision. Each approach 

looks at the experience from different 

perspectives and the authors recommend 

using as many of these approaches as 

possible when looking for experience 

goals. Brand approach aims to make sure 

that the intended experience is in line with 

the brand promise and company image. 

Theory approach looks at experiences 

based on scientific research on human 

psychology and behaviour, such as 

Sheldon’s list of needs (Sheldon et al. 

2001). In the empathy approach emphasis 

is on gaining understanding, knowledge 

and empathy towards the actual users 

through user studies. Technology approach 

focuses on what kind of experiences new 

technologies can bring, but also to ease or 

tackle the negative effects such as loosing 

of human contact. Vision approach is 

more radical and innovation oriented, 

envisioning new desirable possibilities for 

products and experiences. (Kaasinen et al. 

2015)

Especially when working in the business 

environment, focus on brand experience 

(BX) is important in order to strengthen 

the brand and to fulfil the user and the 

customer’s expectations. Roto et al. (2015) 

argue that from the company perspective, 

brand experience should play a role when 

defining the experience goal for design. 

Roto et al (2015) propose defining company 

wide experience goals that are in line with 

the brand, and then later on deriving more 

specific experience goals for development 

projects. The company wide goals should 

be on abstract enough level to rather offer 

inspiration and direction for more specific 

goals in different touchpoints than limit 

the possibilities.

Whether Company wide or project specific, 

the experience goals can be broad in the 

beginning and be specified as the design 

process proceeds. Also they can be used 

to readjust the brief as well as to help to 

evaluate the relevancy of the concepts or 

outcomes. (Kaasinen et al. 2015, Roto et 

al. 2014).

2.3.4 How experiences are 
evaluated?

Companies, as well as the academia, are 

interested in evaluating user experience 
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and are constantly developing methods 

for it (Vermeeren et al. 2010). However, 

experience is a complex part of human 

nature, and it is not easy to measure. Thus 

one should be careful when trying to do 

so, or it is possible to end up measuring 

irrelevant or even wrong aspects 

(Sundberg 2015). There is no one accepted 

way to measure UX, but it can be made 

possible to evaluate in different ways (Roto 

et al. 2011). The evaluation methods aim at 

evaluating the user experience of existing 

or at least prototyped product, systems 

or concepts (Vermeeren et al. 2010). 

Vermeeren et al. (2010) presents findings 

of nearly 100 evaluation methods, which 

include for example interview, observation 

and questionnaire based methods.

There are a few basic characteristics 

that describe UX evaluation methods in 

Vermeeren et al. (2010). The method may 

have either pre-defined metrics on which 

the experiences or emotions are evaluated 

or it uses open measuring, where the user 

describes the experience freely in his or 

her own words. Vermeeren et al. (2010, p. 

528) note that: “many UX researchers are 

passionate about having open, qualitative 

evaluation methods, as predefined metrics 

may reveal just small parts of the whole 

UX”. The research may be done in so-

called laboratory environment or as a field-

study in the real user environment. Field 

studies are considered to offer a better 

and perhaps more realistic view on the 

experience and context, but they are often 

seen as obtrusive and time consuming. 

Therefore the authors suggest further 

development to be made on methods to 

understand the user’s daily life. They also 

point out a need to provide data on which 

methods work well together and what 

kind of UX data is successful. (Vermeeren 

et al. 2010).

Evaluation of experiences can focus on 

how a person experiences the encounter 

with a product or service from moment to 

moment such as by measuring occurring 

emotions in different touchpoints. (Roto 

et al. 2011). Many researchers argue that 

it is more relevant to measure the long-

term user experience than experience 

in different moments (Hassenzahl 2014, 

Kujala et al 2011). This is because it is 

seen that the positive long-term user 

experience is the reason to continue usage 

as well as to recommend to others (Kujala 

et al 2011). Kujala et al. (2011) refer to earlier 

studies and point out that retrospective 

evaluations predict human behaviour 

more accurately than daily ratings do (Fig 

3.) Time tends to even out the individual 

momentary bad experience and reveal the 

overall experience (Hassenzahl 2014, Kujala 

et al 2011). Sundberg (2015, p. 135) argues 

that “the accumulated UX and CX also 

affect the next investment decision when 

the customer is looking for an update or 

replacing old products. Suppliers should 

bare this in mind when identifying and 

handling all customer touch points in order 

to create superior CX”.

2.3.5  Experience in Business

The design field is not the only one 

discussing the importance of customer 

experience. Business and marketing 

literature also addresses customer 

experience, but from a slightly different 

perspective. Based on the literature, 

especially since Pine and Gilmore’s 

“Welcome to the Experience economy” 

(1998) more and more companies 

have started to focus on improving 

their “customer centrism”, emphasised 

customer relationship and seen customer 

experience management important 

(Schmitt 2003, Meyer & Schwager 

2007, Rawson et al. 2013, Bitner e. al. 

2012). According to Bitner et al. (2012, 

p. 2 ): “along with the awakening to the 

domination of services in the World’s 

economies, there is a growing emphasis in 

business practice on creating meaningful, 

memorable customer experiences”. Meyer 

& Schwager (2007) however argue that 

different companies have very different 

attitudes and practices concerning 

improvement of customer experience, 

some not understanding the value of it, 

some collecting data but failing to get it 

into use.

Widely discussed still today, Bain & 

Company’s study from 2005 (Allen et 

al. 2005) portrayed the current problem: 

customers and the companies have 

a different idea of what is a ‘superior’ 

experience. According to Allen et al. 

(2005) companies tend to focus more 

on collecting all kinds of customer data, 

mostly related to patterns of purchase and 

use, and other transactions and factor it in 

a way that turns customers into numbers 

and segments, instead of individuals. Allen 

et al. also point out the lack of including 

customers into customer research in a 

qualitative manner, through focus groups 

and interviews, to truly uncover “what is 

it that our customers really want”. Also 

Rawson et al. (2013 p. 6) suggest that 

to identify customer experiences the 

companies should combine the different 

data that they collect: marketing data, 

operative data as well as competitive and 

customer research. In this way they could 

“clearly see the customer’s experience of 

various journeys and decide which ones 

to prioritize.”

Schmitt calls customer experience 

management “a revolutionary approach to 

connecting with your customers” (2003). 

He discusses the difference between 

Fig 3 UX over time. Adapted from 

Roto et al. 2012 
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customer satisfaction and customer 

experience saying that understanding 

customer experience provides more 

guidance on how to add value to the 

customer because it identifies what is it that 

results in satisfaction. “Providing powerful 

and compelling customer experience will 

set you apart from your competitors in a 

way that focusing on simple satisfaction 

never will” (Schmitt 2003, p. 15). Also 

Meyer & Schwager (2007) argue for 

focusing on customer experience, and 

mention that companies keep track of 

customer’s buying habits, incomes and 

basic characteristics to segment them, 

but they lack understanding on emotions 

and thoughts that customers have when 

interacting with the company in various 

touchpoints. 

The way most companies appear to 

be approaching customer experience 

is through Customer Experience 

Management (CEM) which is a process to 

strategically manage customer experience 

(Scmitt 2003). How CEM is applied seems 

to vary between the companies, but 

appears to mainly include traditional ways 

to understand the customer; surveys, 

observational studies, and so-called 

“voice of customer” research (Meyer & 

Schwager (2007). Data is then analysed 

and utilised in the company’s processes in 

various ways. It appears that CEM is used 

more for keeping track of the positive and 

negative experiences, and then different 

departments apply other methods and 

means to answer to the problem areas and 

improve the experience. (Scmitt 2003, 

Meyer & Schwager 2007). According to 

the study conducted about how Finnish 

companies are planning to improve their 

customer’s experience, it is suggested 

that more qualitative research is needed 

beyond traditional customer satisfaction 

questionnaires (Etnoteam 2012). What 

can be concluded from this is that when 

applying for design research methods in 

the business companies, it is relevant to 

look at and understand the possibilities 

and shortcomings of the existing 

research methods and data gathering 

systems. Especially in terms of doing user 

research to support service design and 

development, more empathic methods 

to understand the user’s or customer’s 

experience should be considered.

I conducted this brief literature review on 

business literature of customer experience, 

but due to my lack of expertise on the 

used vocabulary and tradition on business 

literature, I am not able to fully discuss the 

differences of viewpoints on experience. 

I must however acknowledge that there 

is a considerable amount of discussion 

on customer experience in business and 

marketing and as design approaches are 

applied the practitioners should strive to 

understand the language, similarities and 

differences in these perspectives (Bailey 

2012). UXUS programme is set to this 

meeting point of different perspectives, 

focusing on user and customer experience 

in business-to-business context, in metals 

and engineering industry. The programme 

is contributing both to why considering 

user experience, customer experience and 

brand experience are important and also 

how they can be designed for. (Roto et 

al. 2012 & 2013). However, unlike customer 

experience, user experience does not 

seem as well acknowledged in business-

to-business field (Roto et al. 2012). 

The concept of service design was 

introduced around the beginning of 

1990’s (Mager 2009) and in practice 

the design briefs began to change from 

products and interaction to systems 

and services in the turn of the century 

(Mattelmäki et al. 2014). Services have 

of course been developed regardless of 

that, but what service design brought 

to the picture was focus on true human-

centric understanding of the service 

user’s needs, dreams and experiences. 

By one definition, service design utilises 

human-centred and participatory design 

methodology to involve users into the 

service development, in order to improve 

existing or innovate and design new 

services (Miettinen 2011). 

Services can be seen as processes that 

happen over a period of time, consisting 

of sequences of operations and events 

targeted to provide a solution to the 

customer’s needs (Vargo & Lusch 2004). 

For example, related to the topic of this 

thesis, a preventive maintenance service 

consists of several sequential operations, 

including technician arriving to the 

customer’s site, inspecting the equipment, 

performing maintenance, informing the 

customer about the state of the equipment 

and leaving the site. Besides just fulfilling 

the fundamental needs and keeping the 

equipment running smoothly, with a 

core service, service providers may offer 

supplementary services in order to create 

added value for the customer and thus 

create competitive advantage (Koivisto 

2011). The concept of value creation 

in services is one of the key concepts 

discussed also in other service sciences, 

in services marketing and management 

(Vargo & Lusch 2004). The approach in 

value creation is slightly different from 

creation or awakening of experiences in 

services in orders to create value to the 

customer, but it can be argued that some 

same essential qualities apply. Holmlid 

and Evenson (2008) discuss design 

in contrast to service management by 

arguing that service design does not start 

by first defining the strategy but with 

immersive and exploratory research that 

can lead to innovation in the strategy. 

The core of this is again the customer 

understanding and digging deeper than 

2.4 SERvicE DESign
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the traditional methods to be able to take 

human experiences, needs and behaviours 

as inspiration and strategy. 

Holmlid and Evenson (2008) propose that 

the main characteristics of service design 

are taking the customer as the starting 

point and a lens when developing a service, 

working by using innovative, human-

centred and participatory methods, 

and modelling how the service can be 

performed. Clatworthy (2013) concludes 

similar aspects but ads that service design 

is a highly visual practice. Even if the lens is 

on the user or the customer, service design 

does consider the economic and strategic 

goals for the service. This requires the 

ability to collaborate with other company 

stakeholders and the skills to articulate 

user perspective in the collaborative team 

(Segelström 2013). Mager (2009) argues 

that the value of service design is in making 

sure that the service interfaces are useful, 

usable and desirable from the customer or 

user’s point of view and effective, efficient 

and distinctive from the provider’s point 

of view. Often the outcome of the service 

design case is a service concept that can 

be visualised in journeys or blueprints, 

prototyped or taken all the way to the 

functioning service. (Holmlid & Evenson 

2008, Miettinen 2009, Koivisto 2009, 

Kronqvist 2014).

The value of service design is argued 

to relate to creation of competitive 

advantage in terms of providing superior 

experiences and value for the user or 

customer, beyond the same technological 

or operational aspects of the competitors 

(Miettinen 2011). It is also discussed as a 

tool to enable innovation in services and it 

can affect positively on how the customers 

experience the brand (Clatworthy 2013).  

Holmlid and Evenson (2008, p. 341) argue 

that: “just as Industrial Management and 

Engineering depends on Industrial Design, 

the service industry needs to develop, 

integrate and appropriate design as a 

central competence”. Service design can 

contribute to service development in user-

orientation, contextual understanding, and 

design as a strategic instrument (Holmlid 

& Evenson 2008). Obviously it is linked to 

improved customer or user experience and 

satisfaction, as the services are essentially 

built iteratively based on customer insights 

and feedback or even collaboratively with 

them (Miettinen 2011). 

Some of the key concepts of service design 

are customer or service journey, service 

moments and touchpoints (Koivisto 

2009) aiming to make intangibility and 

abstractness of services into a more 

manageable form. The following sections 

discuss these concepts in more detail.

2.4.1 The Customer Journey 
Map 

The customer journey map is a widely used 

tool in service design practice (Segelström 

2013). As services are consisting of several 

service moments, together the moments 

form a concept called the customer 

journey. Service moments however may 

contain many service touchpoints, through 

which the service and the company 

brand are experienced (Segelström 2013, 

Clatworthy 2013). The touchpoints can be 

viewed from different points of view but 

the typical division is viewing touchpoints 

as channels, objects, processes and people 

(Koivisto 2009). The term mapping and 

map appears to be used in various ways, 

as a verb meaning figuring out the steps of 

the journey, as a verb describing visualising 

the journey and as a noun when talking 

about the visualized customer journey.

A customer journey can often mistakenly 

be used as a synonym for the marketing 

term service chain. The two may look 

at the same thing, but from different 

perspectives. The service chain describes 

the service from the organisation 

perspective, seeing customers as a flock 

of people who follow the intended service 

as it is offered. Customer journey on the 

other hand firstly takes into account the 

customer’s steps, which may vary a lot 

among different customers. The customers 

may not be following the service as the 

provider offers it or the provider might 

often offer alternative ways to complete 

the same service, for example making 

a service request by phone or by online 

portal. (Koivisto 2009). 

A customer journey method is used in 

service design precisely from the point 

of view of understanding the reasons, 

personal changing needs and behavioural 

models that affect on how the different 

customers use the service. This kind of 

information is valuable when designing 

for better experiences. Diana, Pacenti 

and Tassi (2009), as well as Segerström 

(2011) discuss how designers often have 

to balance between communicating the 

information in a simplified and abstract 

way but still maintaining realism and 

empathy. This is especially important when 

visualising experiences. The researchers 

argue that techniques such as narratives, 

storyboards and personas are strong in 

maintaining the realistic aspects as well as 

communicating experiences and empathy 

(Diana, Pacenti & Tassi 2009, Segelström 

2011). “Storyboards –designed with 

the appropriate visual language- could 

explain pieces of complex processes in 

a quick and effective way, facilitating the 

relation between operators and users and 

so the comprehension and interaction 

with the service itself” (Diana, Pacenti & 

Tassi 2009, p. 72). Customer journeys can 

vary from one to the other, combining 

aspects from these different visualisation 

forms. Description of experience in the 

maps depends a lot on how the designer 

chooses to visualise it, using more or less 

emotional triggers. 
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Fig 4 & 5. There are countless of different types of customer journey maps, more or less 

focusing on the customer experience. These images present two types of experience-focused 

journey maps, one a more traditional and one more advanced. Experience-focused journey 

maps are often also refered as Experience Maps (e.g. Adaptive Path 2013) 

2.4.1 Mapping the Customer 
Journey 

The goal of the customer journey 

mapping is to map out the customer’s 

journey throughout the service, 

identifying the main actions, encounters 

and physical evidences (Meroni and 

Sangiorgi 2011). Besides this, the designer 

should focus on understanding the 

reasons, personal needs and behavioural 

patterns that affect on how the different 

customers use the service. The journey 

map is mentioned to also typically 

include a mapping of touchpoints and 

how they affect on the interaction and 

service experience as a whole. (Meroni & 

Sangiorgi 2011, Clatworthy 2013). 

Customer journey mapping is in many 

descriptions described to focus on 

experiential aspects of the customer 

(Meroni & Sangiorgi 2011, Hämäläinen 

& Lammi 2009). This has however not 

opened up in more detail in the literature. 

What is meant by the experience? How 

is it captured and how is it further used? 

Some mentions concerning waiting 

times, frustration points or happiness 

are mentioned, but no more specific 

emotions or experiences seem to be 

recorded. From experience design point 

of view, experience is not just good, 

bad or just fine; it is something more, 

such as appreciation, trust or feeling 

of proudness (Kaasinen et al. 2015). 

What is really meant by experience in 

a customer journey mapping practice 

is lacking from the research literature. 

Experience seems to be treated more 

as an abstract term than description of 

human experience. Some online sources 

portray ‘experience maps’ and customer 

journey maps with identified experience, 

such as ‘parking confusion’ and ‘sense of 

welcome’, which do point towards more 

experience-focused customer journey 

mapping. These maps (fig 5) appear 

to be constructed with a team of staff 

members based on customer data, not 

with actual customers.

I assume there are interesting journey 

mapping methods developed and used 

in the practicing field, but service design 

literature lacks examples of methods 

used for journey mapping. The academia 

discusses a few techniques including 

process mapping, shadowing, observing 

and ethnography, as well as different 

templates to be filled in individually or 

in workshops with or without customers 

(Holmlid & Evenson 2008, Clatworthy 

2013, Hämäläinen & Lammi, Sanders 

1999). Holmlid & Evenson (2008) 

highlight the importance of “walking 

in the customer’s shoes” to be able to 

understand the customer’s experience. 

There is especially little research done 

on mapping the customer journeys in 

complex services, such as in industrial 

services, where it is more difficult for 

the researcher to step into the user’s 

shoes for reasons such as year-long 

service time spans, limited possibilities 

for observation and complex network of 

stakeholders. I did not come across with 

a method targeted to support journey 

mapping during an interview with the 

customer, other than mapping the steps 

together on a blank template. 

One way for mapping appears to be 

collecting the customer data first 

through focus groups, interviews or 

other means. The customer journey 

is then mapped based on that data 

together with different stakeholders, 

with or without customers (Gibbons 

2014, Design Council Online). In some 

cases customer journey mapping is 

done by first defining the personas and 

then, based on available data, mapping 

the journey on a paper, large board or 

on a template (online sources 1-6). Some 

templates found in online search include 

special ‘box’ for experience evaluation, 

typically with scaling or a smiley icon. 

In this project I developed a card-based 

tool to support journey mapping in an 

interview situation. They resemble to 

some extent the AT-ONE Touchpoint –

cards, developed by Simon Clatworthy 

and Ingvild Støvring (Clatworthy 2013) at 

Oslo School of Architecture and Design, 

in a way they are to be used in service 

development, but the goal is different. 

Instead of merely touchpoints, they 

focus on mapping the service moments 

of a whole customer journey. The card-

method developed in this project could 

however be complimented with ATONE 

Touchpoint –cards. Some other examples 

of template and card combinations can 

be found online (fig. 6 & 7) but none of 

them seem to be designed to be used 

in an interview situation. The canvas and 

template types seem more common 

(Fig. 8 & 9).
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Fig 6 Journey Mapping Game by Paul 
Kahn & Christophe Tallec. Also utilising 
cards as touchpoints or actions. 

Fig 9 Journey Mapping Template 
for research by Design Thinkers 
academy. One find many 
adaptaions from similar templates 
online with more or less details.

Fig 7 Prototype journey map to be 
used in workshops. Folded cards offer 
writing space to describe the touchpoint, 
durations of it and the feelings of the user 
in the steps. Tool by Tereza Procházková.

CUSTOMER JOURNEY MAPPING - RESEARCH PHASE

+

Explain Emotions

HIRING & 
ONBOARDING 
PROCESS STAGES

WHAT IS THE PERSONA 
TRYING TO DO?

EMOTIONAL STATUS OF

PAIN POINTS
Which obstacles does the persona 

encounter?

MOMENTS OF TRUTH
When does the persona shape or 
change an impression about the brand?

TOUCHPOINTS
What is the interface of the service with
the persona?

CUSTOMER INSIGHTS

IDEAS & OPPORTUNITIES

JOURNEY STAGES

WHICH DEPARTMENTS
ARE ACTIVE?

RELEVANT REGIONAL
INFORMATION

Hardware / ICT / Access

Explicit Information

People / Community / Social

Process related ideas

Touchpoints

-

myKO / Internal Collaboration

designthinkersacademy

Fig 8 Customer Journey Canvas by Stickdorn and  Schneider, 2011, aims to 
map all kinds of aspects of the cutsomer journey from before, during and after 
the use. It also has symbols and writing space for experiences.

2.4.3 Personas Supporting the 
Customer Journey

Customer journeys are often made from 

a point of view of a persona, which are 

archetypes or idealised persons based 

on customer or user segments. Personas 

should always be constructed based on a 

larger pool of real data on the customers 

gathered in customer research. A few 

interviews are not enough to form an 

archetype customer. The personas are 

then used in the design process as sort of 

reminders of the target user or customer. 

They are not to replace the real user 

or user testing but to help to consider 

developed service or product from the 

customer point of view while designing. 

(Segelström 2013).

Segelström (2011, p. 172) discusses the 

difference between personas and so-called 

service profiles: “recently, it has become 

common to use the communicative 

benefits of personas without having 

done the rigorous work which go into 

a persona. These representations are 

usually not distinguishable from personas 

in any other way than by their name, as 

they are often called something other 

than persona like user profile”. He later 

argues in his dissertation that one reason 

for renaming similar type of tools relate 

to shaming designers for not using tools 

properly and suggests that designers 

should rather talk about different possible 

uses of the same tool if the desired 

outcomes are essentially the same. In this 

study the customer profiles were created 

to support the viewer to understand who 

is walking the steps of each customer 

journey.

2.4.4 Value of customer journey 
mapping

The central benefit of the customer 

journey map is to be able to look at the 

whole service instead of just separate 

details. Hämäläinen and Lammi (2009, p. 

189) argue: “Modelling an existing service 

path, even without new ideas helps the 

company understand the service from the 

customer’s perspective and gain a clearer 

and more concrete sense of the encounter”. 

Agreeing with Hämäläinen and Lammi 

(2009), seeing the service mapped out 

from a customer perspective can offer 

a new kind of view for the developers 

and allow them to comprehend how the 

customer sees the service moments and 

touchpoints and what kind of experience 

the customer appreciates. Companies 

can benefit from customer journeys and 

other related presentations in many ways, 

for example they can support discussions 

between designers and other company 

representatives, or even with the 

customers, business partners or investors 

(Hämäläinen & Lammi 2009).  

A customer journey can help to set 

targets for future development and to 

understand which things to focus on. 

“Without a visual model, the companies 

tend to pay attention to entities that are 

too large or too abstract, or to details 
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that are too small in terms of service 

development” (Hämäläinen & Lammi 

2009, p. 189). SmartCities Guide to 

Customer Journey Mapping (Cruickshank 

2011) proposes three possible ways how 

customer journey maps can support 

the service development: as a part of a 

redesign process to perfect the existing 

journey, as a training or insight material 

to help the different customer-facing 

teams to empathise with the customer, 

and to identify areas where savings can 

be made and where it is crucial to invest 

into improving customer experience. Still, 

these literature examples do not give 

more information on how this experience 

is identified, understood and then 

designed for. 

2.4.5 Touchpoints and Service 
Touchpoints

Touchpoints can be understood in 

two ways, from a brand or marketing 

perspective and from a service perspective 

(Clatworthy 2103). Brand touchpoints can 

be seen as all touchpoints supporting the 

brand or brand experience (Fig. 10). Roto 

et al. (2015) argues that it is important to 

apply an experience approach to cover all 

the touchpoints between the company 

and the customer in order to provide 

a holistic experience. This is especially 

relevant from the brand perspective: 

“various aspects influence this feeling, 

so all touchpoints between a company 

and the customer should strengthen 

the intended brand image” (Roto et al. 

2012, p. 6). They point out that generally 

companies tend to focus mainly on two 

customer touchpoints, the products and 

the website. Other main touchpoints 

in business-to-business industry 

include for example advertisements, 

brochures, face-to-face meetings and 

personal communication, packages and 

maintenance and repair services, and 

they should all, besides representing the 

intended brand experience, be designed 

from the user or customer perspective. 

(Roto et al. 2015). 

When it comes to service design, the 

discussion on touchpoints is slightly 

different and touchpoints are seen as 

parts of a service journey (fig. 11). Services 

journey consists of several service 

moments, but each service moment 

may contain many service touchpoints, 

through which the service and the 

company brand are experienced (Koivisto 

2009, Segelström 2010). Clatworthy 

(2013) discusses touchpoints from the 

point of view of the service personality 

and has studied their role in supporting 

service innovation processes.  He argues 

that when touch-points are linked to a 

customer journey they can offer a totally 

different understanding of the customer 

experience than through a point of sale 

approach.

Touchpoints in services can be divided in 

four groups; channels, objects, processes 

and people (Koivisto 2009). Channels 

refer to physical environments, spaces, 

online or phone channels services, and 

relevant touchpoints related to them (e.g. 

lighting, interior elements or waiting times).  

Objects can be objects that the customer 

uses himself or the service provider uses, 

but are visible to the customer. For example 

special tools developed to make service 

technicians work faster and more efficient. 

Processes mean ways that the services are 

produced that affect on the experience, 

relating for example to how the customer 

interface in the online service flows. 

Processes also include smaller details, 

called service gestures that can greatly add 

value and create a good experience for the 

customer. As an example of this Koivisto 

(2009) uses a folded end of the toilet paper 

in a nice hotel. The fourth group, people, 

is often a very important touchpoint in 

services delivery (Koivisto 2009). This can 

relate to attitude of the service personnel, 

friendliness of the technician, level or 

practical skills or perhaps even a nice smile.

Fig. 10 Company touchpoints. 

Adapted from Roto et al. 2013. 

Fig. 11 Service touchpoints.
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2.4.7 Touchpoints or the Whole 
Journey?

Several researchers argue that it is more 

useful to manage the wholesome customer 

journey than the individual touchpoints 

with the service provider in terms of 

improving the customer experience 

(Bitner et al. 2007, Rawson et al. 2013, 

Holmlid & Evenson 2008). Rawson et al. 

(2013) argue that there is a danger in the 

narrow focus on maximising satisfaction 

in certain touchpoints to forget to look at 

how they are part of the customer’s end-

to-end journey. They further argue that in 

many cases companies get great scores 

when measuring customer satisfaction in 

individual touchpoints, but deeper studies 

show that customers are unhappy with 

the overall interaction. It is argued that 

customers often do not care about one 

phone call or failed visit, but what reduced 

satisfaction was “cumulative experiences 

across multiple touchpoints and in multiple 

channels over time.” (Rawson et al. 2013, 

Roto et al. 2011). 

Rawson et al. (2013) presents positive 

findings indicating that good performance 

on customer journeys can better 

predict business outcomes than good 

performance of touchpoints. They report 

that in various industries performance 

on customer journeys is 30-40% 

more strongly correlated with better 

customer satisfaction than performance 

on touchpoints is. They argue that 

this is directly related to the fact that 

successfully managing a customer journey 

requires focus on understanding the 

root causes behind bad experiences and 

dissatisfaction. (Rawson et al. 2013)

Bitner et al. (2007) discuss the importance 

of holistically managing and designing all 

parts of the service journey to produce 

integrated and memorable customer 

experiences. This means that the whole 

organisation and all parts creating the 

service should work for the same common 

goal. “Companies that approach customer 

experience management with a clear vision 

of the design and development process are 

more likely to achieve improved customer 

and organisational outcomes” (Bitner et al 

2007, p. 4). Hämäläinen and Lammi (2009) 

argue that customer journey mapping 

can be a very eye-opening and valuable 

process for the companies in terms of 

customer understanding and even as a 

basis of making strategical decisions. 

Segelström (2013) also discusses the 

value of visualisation techniques in helping 

people with other backgrounds, such 

as service management or marketing, 

to understand how design can help in 

improving services. He argues that: “Few 

organisations have such a holistic image 

of how their service functions from the 

customers’ perspective as portrayed in 

service design visualisations. The outcomes 

of stakeholder research, especially in the 

form of visualisations, provides genuine 

value for client organisations and could 

thus be promoted much more aggressively 

In contrast to service design, the 

approach to design for services does 

not necessarily aim for producing a 

new service concept. The focus is on 

enabling the design of better services by 

introducing more human-centeredness 

into the development culture (Meroni & 

Sangiorgi 2011). The core in designing for 

services is acknowledging that services do 

not just happen, they are evolutional, and 

they are often developed and produced by 

various stakeholders who have different 

competences. When design is done for 

services, the aim is to understand those 

competences, awaken them and to build 

on them. It may be done for example by 

providing tools or methods, data or new 

service ideas. (Meroni & Sangiorgi 2011, 

Kimbell 2011, Mattelmäki et al. 2011). This 

thesis falls into the category of designing 

for services, as the goal was to collect and 

visually communicate valuable, supportive 

and inspiring customer experience data, 

and introduce possible working methods 

that could be applied for continuous 

development.

Design for services can be done in various 

ways and the role of a designer varies as 

well. According to Meroni and Sangiorgi 

(2011) one way to design for services can 

be imagining future directions for service 

systems. Design for services can be done 

in a more operational level, focusing on 

improving existing services or parts of the 

services, or in a strategic level targeting 

more wide transformation in the ways the 

services are developed (Meroni & Sangiorgi 

2011, Kimbell 2011). In this thesis, the aim 

was to introduce experience thinking as a 

way to design for better services. “Service 

interactions are interpreted in a wide way, 

including user–staff interactions, staff–

service system interactions and service 

systems interactions. The designers’ intent 

here is to improve the service by suggesting 

new or improved interaction modes based 

on a more human-centred service culture” 

Meroni and Sangiorgi (2011, p. 206) argue.

One area of designing for services 

emphasises the transformational aspect 

either in the organisational or societal 

level, introducing new working models 

or even targeting behavioural change. 

In an organisational context this mainly 

means introducing human-centred service 

culture and introducing ways to bring 

user or customer needs and experiences 

into the centre of the service provision 

(Meroni & Sangiorgi 2011). When aiming 

for transformation or organisational 

change in terms of service development 

the researchers emphasise the importance 

to facilitate strategic conversations 

between different stakeholders. Often this 

2.5 DESIGN FOR SERVICES

when a project is pitched to potential 

clients.” (Segelström 2013, p. 136).
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is supported with diverse visual tools to 

enable discussions around the topic from 

different perspectives. (Meroni & Sangiorgi 

2011, Wetter-Edman 2014, Segelström 

2013).

Organisations that produce services always 

already have establish practices and ways 

to design and develop services (Junginger 

2014). Therefore attention has to be paid 

on understanding the culture and existing 

design ‘legacies’, which shape the current 

development processes (Junginger et al. 

2014). Junginger (2014, p. 165) argues: 

“instead of coming in to the organisation to 

right the wrong, design connects to what 

is already happening in the organisation 

and merely offers a way to inquire into how 

its current design practices, products and 

services aid the organisation in achieving 

its purpose or vision and how this might 

be improved on”. Junginger further argues 

that instead of imposing the new design 

practices, understanding the culture 

and engaging the stakeholders into 

redesigning their own existing practices 

is more fruitful. Bailey (2012) also reminds 

us to respect the current language used 

in the organisation when introducing 

design vocabulary, and tailoring it to the 

organisation. Fulton Suri (2008) argues 

that utilising design research as a base for 

decision making demands a higher level of 

commitment and engagement at all levels 

of an organisation, than basing them purely 

on objective data and hard facts. Therefore 

introducing design research often means 

changing the ways of working. (Fulton 

Suri 2008).

These special organisational needs lead 

to the fact that in the design for service 

process, the outcomes are various and 

depend on the case. The key value is to 

provide material that will support design 

for services whether it is data on user values 

and needs, tools or methods to support 

collaboration or platforms enabling new 

services (Meroni & Sangiorgi 2011, Wetter-

Edman 2014). Just to give an example, 

this can be design games, various applied 

human-centred design tools, booklets, 

posters as well as workshops, prototypes 

or service blueprints (Wetter-Edman 2014, 

Segelström 2013, Mattelmäki et al. 2014). 

Wetter-Edman (2014) discusses designers’ 

contribution as interpreters of users’ 

experience in her doctoral thesis and argues 

that re-materialising the existing situation 

and interpreting the users’ experiences 

can be the most valuable contribution 

for industry companies, as they make 

the abstract issues more relevant and 

actionable for the company. Mattelmäki et 

al. (2011) discuss the value of open-ended 

interpretations that allow people to build 

on, empathise and interpret the materials 

based on their own background, instead 

of getting the answers or concepts as 

finalised. 

2.5.1 Communicating the field 
data in an open-ended manner

The data gathered in the user studies 

can be used to provide understanding, 

to inspire innovation and to help to 

empathise with the users or customers 

(Hekkert et al. 2003, Kaasinen et al. 

2015). To succeed in this requires not 

only well-gathered data but also good 

communication of it. “Successfully 

communicated user information provides 

empathy for users and inspiration for 

product ideas” (Kaasinen et al. 2015, p. 

11). Sundberg (2015) discusses this in the 

following: “a detailed and rich description 

of the users’ experiences is needed in 

order to understand and appreciate the 

complexity of the lived experience.” Also 

Wetter-Edman supports this statement 

from a service design perspective by 

stating that making users’ experiences 

apparent for the company can help them 

to understand the factors affecting the 

experience and start acting towards 

making them better. 

Researchers have recently discussed 

the value in how designers articulate 

and visualise the research insights 

and thus aid communication among 

various stakeholders (Wetter-Edman 

2014, Segelström 2013, Mattelmäki 

2011). Mattelmäki et al. (2011) present an 

idea of open-ended interpretations for 

collaborative design exploration. Open-

endedness in the context of presenting 

research findings means that they allow 

individual interpretations and aim to 

rather inspire than to tell what should 

be done. The key assumption is that the 

data will be valuable for different people 

in a different way depending on their 

background, interests or own work field. 

“In the open-ended interpretation context 

this means acknowledging the variety of 

interpretations, and at best benefiting 

from them” (Mattelmäki 2011, p. 80). In this 

thesis the emphasis was as much on the 

customer research as on communicating 

the data in a way that would be open-

ended, and support discussion rather than 

to tell what to do. 

Segelström (2013) notes that visualisations 

are the most common way for designers 

to communicate insights and he also 

argues that depending on the audience, 

the refinement level of the visualisations 

can have an effect. Designing materials 

for open-ended interpretations places 

challenges on the designer to make 

decisions between what is meaningful, 

what is inspiring and how the materials 

support the intentions. Mattelmäki et al 

(2011) discusses the balance between 

informational meaning and offering 

“emotional resonance” to trigger empathy 

and inspiration towards the user or the 

customer’s life. This kind of work may 

require besides more traditional design 

skills in visualisations, more research 

skills and skills in sense-making of data. 

(Mattelmäki 2011, Wetter-Edman 2014). 

Samalionis (2009, p. 130) supports these 

arguments with the following comment: 

“The role of a designer is to translate 

the diverse languages of the siloed 

departments into the common language 

of the customer and tell the customer’s 

story in a way that will inspire and trigger 

their imagination.”
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There can be various formats for open-

ended research outcomes. The central 

reason for communicating human-centred 

design research is to maintain the empathy 

toward the user as well as provide future 

oriented data that can help the service to 

be developed in a more desirable direction. 

The communicated findings should inspire 

and engage the stakeholders and trigger 

thoughts from each own perspective. The 

aim is to awake both collaborative insights 

as well as individual interpretations. This 

seems especially important in complex 

service stakeholder networks, where it is 

important to find a common understanding 

of all sides of the service. As services are 

complex and composed by a network of 

stakeholders, going through the findings 

with different employees together can 

be the key to see how forming a holistic 

understanding of the role of the different 

departments in providing good customer 

experiences. (Segelström 2013)

Mattelmäki et al. (2011) suggest some 

formats that can support open-endedness 

in field data communication. Instead of 

showing final results, different roadmaps 

for development directions or maps 

presenting risk areas and opportunities 

can support design team to realise how 

to start moving forward on fixing those 

in a most effective way. Posters at the 

workplace visualising the work life of the 

customers can remind the developers 

for whom and for what kind of tasks and 

environments they are designing.  

Experience design has not been discussed 

much in the context of service design in 

academic literature, but it is sometimes 

noted that the fields could have aspects 

to contribute to one another (Samalionis 

2009). To conclude some central findings 

of this literature review, I want to discuss 

how experience design can contribute to 

already experience-centred service design 

practice. Service design and experience 

design both aim to understand and 

design for user or customer experience. 

They utilise essentially many of the 

same human-centred design methods to 

research the customer’s context, needs 

and experiences. Service design practice 

has heavily focused on getting a deeper 

connection to the world and life of the 

users and customers. It has adapted and 

further developed a variation of human-

centred design tools and methods that 

enable this, e.g. co-design techniques, 

probing, self-documenting and service 

prototyping (Mattelmäki 2006). Many 

service visualisations have originally been 

adapted form the services marketing or 

management field, e.g service blueprint and 

service journey, and developed them more 

towards portraying the actual steps, and 

experiences, of the customer (Segelström 

2013). Service design discipline appears 

to have developed wider methodology 

based on customer understanding in the 

service context and on how to design 

services, than described in experience 

design literature. In contrast, experience 

design appears to have a wider toolkit 

to understand and evaluate experiences 

awoken in the actual interaction. This can 

be beneficial for many service design 

projects. (Vermeeren et al. 2010).  

What appears to be lacking from general 

service discussions is concretising what 

the user experience really means and 

making it a strategic goal in the service 

development. How experience-driven 

design can contribute to service design 

practice is precisely highlighting the 

experience-focus and taking it to a more 

strategical level. Experience-driven design 

practice discusses experience goals as a 

way to vocalise and make experiences more 

concrete targets of the design process. If 

experiences are used as inspiration, but 

experience targets are not defined, there 

is a chance that the outcomes do not 

match the intentions (Lu & Roto 2014). 

An example goal presented in Kaasinen et 

al. (2015) is ‘feels like magic’, in reference 

to a new remote operating service, offers 

guidance and inspiration for the designers 

in a way that ‘good experience’ cannot. 

In that sense, one aspect that experience 

design has to contribute in the already 

experience-centric service design practice 

is the definition of experiences goals. 

2.6 cOncluDing nOTES - in ThE cROSSROaD Of ThE DiSciplinES
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When designing for services, it is 

important to understand the ways and 

cultures and capacities of the people in 

charge of developing the services. To 

get an idea of what kind of data would 

be useful and how the staff would utilise 

the outcomes, I conducted three in-depth 

semi-structured interviews (Boyce & Neale 

2006) with people from different positions 

working in the service management and 

service development at Konecranes. 

The interviews lasted from 1-1.5 hours 

and they were recorded and transcribed 

afterwards. The interviewees were by title: 

Director of Service Product Management 

and the Head of Customer Experience, 

from the development organisation and 

User-experience Designer, from research 

and innovation department. 

The detailed interview questions will 

be included in the appendix, but here I 

describe the general flow of the interviews. 

In the beginning of each interview, I 

asked the interviewees to describe their 

own work and what is motivating and 

challenging in it. I then asked them to 

discuss how customer experience is 

seen and to tell real example stories of 

good and bad customer experiences. The 

end part was different in each interview 

according to the position of the person. 

I had three objectives for the interviews; 

to understand the development culture, 

the role of customer understanding in 

the service development, and what the 

visions for the future are. The findings are 

presented under these main topics in the 

following sections.

This chapter gives an overview of the empirical case study conducted in this thesis. 

The first part explains the background research of the current situation of service 

development culture at Konecranes in order to understand how this study can best 

contribute to it. The second part describes the method of experience-focused journey 

mapping and how it was developed in this study. The third will illustrate how the 

method was used in the customer research and present a brief description of the 

customer findings. The last part highlights the importance of communicating the 

research findings in an effective way for the different stakeholders, giving an example 

of how it was done in this study.

CASE KONECRANES
CHAPTER 3

3.1 bacKgROunD RESEaRch

The analysis was done using applied affinity 

diagramming (Harboe & Huang 2015) in 

constructing the big picture of the service 

development at Konecranes. I treated 

customer experience as a strategical goal 

and mapped the current ways, strengths 

and problematic areas under it (fig. 11). 

I also extracted the statements where, 

based on a guess or a fact, the interviewee 

had stated what the customer values 

in the services, and compared these 

statements later on to the actual quotes 

from the customers. The statements were 

for example safety, professionalism and 

quick problem solving.

3.1.1 Development culture at 
Konecranes 

The development process of industrial 

services in Konecranes, being a large 

global company, is fairly long. It varies of 

course but the timespan is typically not 

less than a year. The services are managed 

and developed by different departments, 

mainly service product management, 

development organisation and depending 

on the cases, also research and innovation 

department or other departments. The 

needs for improvement are voiced by the 

operative field, service management or 

other departments. They are formed into 

development projects in the development 

organisation and depending on the case, 

the development is done by different 

project teams. Konecranes appears to be 

actively improving practices, for example 

in ways to involve customers more in the 

early stages of the service development 

process. Sometimes the projects 

handle smaller parts of the service and 

sometimes very large global service 

renewals. Service implementation in the 

context of global industrial services can 

also vary a lot and be a complex process 

to handle, possibly including staff training, 

technological system development and 

regulation issues. What can be concluded 

from these findings is that there are a lot 

of different stakeholders involved in the 

Fig. 11 Analysing the data with affinity mapping.
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researching, developing and implementing 

services. Holistically managing customer 

experience can be challenging in this kind 

of environment.

Service design approaches have not yet 

been systemically applied in maintenance 

service development, even though the 

designers in the research and innovation 

department have worked in service 

projects such as in developing a digital 

customer portal utilising service design. It 

was pointed out that industrial services are 

perhaps still seen more from the operative 

perspective, as ‘maintenance’ or ‘repair’ 

rather than as a service that has a user and 

is developed from the user point of view. 

However the vision is to start developing 

the services more systematically from the 

customer experience perspective. This 

project is contributing to the on-going 

work of holistically defining the service 

process, including viewpoints from the 

customer and Konecranes side.

Each interview also focused on what 

things are the best or most motivating 

and which things are challenging in the 

interviewee’s work. Answers described 

on things like: ”always when you get to 

develop something new, it is fun” or “it 

has been interesting to visit the field 

and really take the solutions there to be 

implemented.” Some challenging factors 

related to change resistance of people or 

systems, or people having too optimistic 

views on the scale and broadness of service 

development. What I can conclude from 

the brief research is that the developers 

are motivated and proud of the work 

they do, and they, like most developers or 

designers, are restricted by things like time 

and other resources, structures of a big 

organisation and stiffness of technological 

systems, to mention a few. 

3.1.2 Customer understanding

One of the core questions in the internal 

research was to figure out how customer-

centric the development work is and how 

the staff understands the customer, to 

be able to pin point how more human-

centred design methods could help to 

focus on experiential aspects in the service 

development. The notions here are based 

on the three in-depth interviews and 

discussions with eight people in separate 

workshops and reviews events. It would 

have been interesting to observe what 

kind of materials: tools, methods or reports 

are used to gain and distribute collected 

customer data in the development work, 

but it was not possible in the scope of this 

study. It might have given insights on what 

kind of tools would compliment the exiting 

working practices and better estimate 

how the methods could be applied in the 

future.

Konecranes has several ways to segment 

the customers, which is also due to the 

fact that the stakeholder networks are 

complex in business-to-business sector. 

This project focused only on external 

customers, meaning customers who 

buy and use the maintenance services. 

A customer can be seen as a company, 

but also as different persons working in 

that company and for the sake of clarity 

I will in this thesis use the terms customer 

companies and customer persons. There 

are different levels of customer persons in 

terms of interactions. In a smaller company 

the customer person can be a crane 

operator, foreman or a CEO. In a bigger 

company the CEO might be more distant, 

but instead there is a crane responsible or 

someone else in charge of the purchasing 

and negotiating the contract. In bigger 

companies there might be even more 

people involved who’s experience should 

also be considered. 

The interviews contained questions of 

ways to segment the customers and if 

any kind of personas or profiles were used 

in the development. It was argued that 

the development is still more directed to 

provide good services for all the customers, 

without using clear personas or customer 

segments in the development work. The 

services are in the end more or less tailored 

for each customer in the service delivering 

phase. The service development teams 

do not currently use any personas or 

persona based customer segmentations 

in the development work. The Head of 

Customer Experience described customer 

experience in the following way, which 

I found very inspiring considering this 

study: “I would see it as adding to our 

understanding on what the customers 

need and how do they experience us, so 

that we could as seamlessly as possible 

support and service them during the 

whole life cycle.”

Considering the collection of customer 

data, Konecranes has invested in renewing 

the customer satisfaction and feedback 

channel, Voice of Customer, to be able to 

collect customer feedback more holistically. 

This along with improving customer 

relationship management systems seems 

to be increasing across the industry (CXPA 

Finland & Shirute 2015, online). Even though 

this appears to be a good development for 

following a large mass of customers and 

their satisfaction by operative and more 

general questionnaires, it may not offer 

the most suitable data source to design for 

customer experience. I would argue that 

on top of basic customer facts, it would 

be valuable in terms of development work 

to collect more qualitative understanding 

of the customer values if the goal is to 

design for better customer experiences. 

This appears to be done more and more 

in user studies in separate development 

projects in various ways. 

Konecranes has recently introduced new 

ways to involve customers more in the 

early stages of the service development to 

be able to better uncover their needs and 

expectations. This is done by interviewing, 

site visits, observations or for example by 

establishing pilot test groups for digital 

services. The developers also collect data 

from the technicians or other internal 

staff as well as use their own experiences 

and intuition when developing for the 
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customers. It was however argued that 

when data is based on intuition and not 

documented facts, it is difficult to be sure 

if something important is being left out 

of consideration. This might be true in 

most organisations, and especially when 

working with the complex service and 

stakeholder network of industrial services. 

Also, the way that the findings are 

communicated to the whole development 

team is important. There is a risk that 

the empathy and experiences are only 

remaining with the people who actually 

did the research and to get it out, it needs 

to be communicated effectively. 

”It is been there intuitively always, when 

you think about it. In a way by using 

common sense. Of course we develop 

for the customers, but maybe it is not 

systematic.”

  – Head of Customer Experience

“The good thing about customer research 

is that segmenting does not exclude that 

we know the customers on practical level. 

When we develop something, we know 

that okay, he is that kind of person and he 

appreciates these kinds of things.”

   – User Experience Designer

3.1.3 Future Visions for Service 
Development

Customer experience is a hot topic at 

Konecranes at the moment and it is 

recognised as a strategic level goal in the 

company. However at the moment it is 

mostly related to the Industrial Internet 

and new technological developments. 

This is important as technological 

advancements are offering totally new 

service possibilities and the digitalisation 

of existing services is greatly changing the 

customer relationship. A lot is being done 

at Konecranes at the moment towards 

better customer experience including a 

new customer portal, a better customer 

feedback channel and new innovative 

ways to involve customers more into the 

service development. 

“Digitalisation is an interesting phase here. 

This entire Industrial Internet, which is the 

umbrella to this all, it changes things quite 

a lot, maybe not the profound factors but 

it changes the customer relationship.”  

– Director, Service Product Management

However, there is more work to be done. 

The Head of Customer Experience and 

a User Experience Designer are both 

working in different ways with executing 

the customer experience vision in 

Konecranes. They acknowledged that the 

talk about customer experience mainly 

started around the digital customer portal 

when thinking of how to offer a holistic 

service without having to log in to many 

different platforms and communicating 

through many different medias. Since then 

there has also been discussions about 

customer experience in the field level face-

to-face encounters. Customer experience 

is a complex issue and the interviewees 

discussed the challenges in the following 

way:

”Customer experience is a very big thing 

here, but it has not been systematically 

defined. And everyone sees it in a bit 

different way. That would be the next big 

exercise to do here, have a workshop with 

different departments to define together a 

shared definition for it.” 

– Head of Customer Experience

“The need for customer experience is 

recognised, on the top as a strategic 

mission. The challenge now is how to make 

it happen it in the middle management 

and executing level.”  

– User Experience Designer

Other visions touch upon the brand 

promise: how the customer is approached 

and how the company wants to appear 

for the customer. The interviews brought 

up a notion of OneKonecranes, also 

listed as the company strategy. One 

interviewee described this as a goal to 

appear as one, systematic unit so that all 

communication and touchpoints would 

be harmonised and work in a systemic 

way. Still the interviewees raised the point 

that OneKonecranes might still need to 

appear differently for different customers 

depending on their needs. This meant that 

segmenting or personalising the offering 

more along the different customer needs 

is also important. 

In every interview I asked to hear some 

true stories of what the customers value 

in maintenance services in forms of good 

and bad customer experiences. Along 

with that I asked what kind of experience 

Konecranes wants to offer to its customers. 

It was interesting later on to compare these 

findings to the good and bad experiences 

mentioned by the customers. 

3.1.4
Starting point for the Method 
Development

To be able to complement the service 

process point of view with real customer 

stories, my approach for the customer 

journey and experience mapping was 

to research them from the customer 

perspective through participatory 

research methods and interviews. In my 

initial customer research plan I requested 

to interview 4-7 customers, and at least 

a couple of people in charge of different 

things in the company. I requested to 

interview service technicians working 

on site about how they see what the 

customers value and what creates positive 

experiences, and if possible go along and 

observe a service visit, to get a deeper 

view on what is actually happening 

during different service interactions as 

opposed to just discussing it in retrospect 

in an interview. This would have been 

optimal, but had to be heavily simplified 

due to limited time frame, challenges in 

scheduling interviews and challenges for 

the interviewees to allocate their time for 
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this study. 

Business-to-business environment places 

considerable challenges and restrictions 

on the customer research, especially for 

a short study conducted by an outside 

member. A business-to-business company 

has to be very careful balancing between 

including customers and collecting 

feedback to be customer-centred and 

not to bother its customers or burden 

them with frequent research visits, not to 

mention non-disclosure agreements and 

safety issues, as well as different company 

policies towards documenting in their 

facilities. These restrictions forced me to 

readjust the research plan. I had to make 

sure I would get deep enough data on 

customer experiences and the journey just 

by interviewing. These challenges lead me 

to develop a card-based method to support 

customer journey mapping in an interview 

situation.

The background study indicated that the 

methods and data produced in this study 

should be useful for many people working 

in various projects. The development 

processes can be long, very variant and 

include several stakeholders from different 

backgrounds. In that sense, the way the 

findings are communicated should allow 

different people to interpret them from 

their viewpoint. The communicated data 

should support and inspire discussion 

among various stakeholders. The findings 

also suggest that there is room in 

exploring how introducing more human-

centred tools, such as customer personas 

or customer journeys, could support 

customer-focused communication in the 

service development work.

The most important thing to note is that the 

service developers working in Konecranes 

are experts and they already have a 

strong knowledge of what is going on in 

the services and among the customers. It 

appears that many of them have a history 

in working closely with the customer 

as a service technician, so they have a 

very personal view on the customers. I 

as an external researcher should, rather 

than proposing new ready concepts or 

informing about what should be done, offer 

insights and data that will engage, inspire 

and build on the capacities and knowledge 

of these professionals. I concluded that 

the data I produce and visualise, and the 

ideas or roadmaps I present in this study, 

should more tickle thoughts and previous 

experiences more than inform, and inspire 

rather than propose. Building on already 

existing knowledge is essential in this kind 

of complex service development.

The main objectives for the customer 

research were to understand the 

customer’s experiences, motivating and 

challenging factors in their own work 

related to maintenance services, as well 

as to map out the customer journey in 

detail. To accomplish this, I was able to 

get altogether three 1.5-2 hour customer 

interviews. This meant that I had to 

carefully plan the interview structure 

to ensure the time was used efficiently 

and get all data that I needed. Neither 

observing nor probing was possible in 

the timescale and scope of this project. 

3.2.1 Uncovering experiences in 
an interview

It was essential to try to consider what 

kind of methods would best suit the 

interview situation with an industrial 

company maintenance manager at his 

office. A person’s workplace places some 

challenges on how crazy you can go with 

the methods as the work environment 

might create certain types of behavioural 

models. The method had to feel somewhat 

natural, as some people might be hesitant 

to draw or to visually express their 

thoughts. However it was necessary, 

and inevitable, that the interviews were 

conducted in the environment or close to 

where the service moments take place. 

One aspect to consider was also the 

atmosphere of the interview to make it 

comfortable for the customer to share his 

concerns, complaints and memories. 

The in-depth interviewing method (Boyce 

& Neale 2006) was chosen due to a small 

interview sample and a need to collect 

qualitative experience-focused data on 

a set topic. I constructed the interview 

questions with the help of Marja Liinasuo, 

a psychologist and researcher at VTT, 

also participating in FIMECC UXUS. She 

was taking part in some of the interviews 

and workshop events from the point 

of view of her own current research in 

industrial services. The interview questions 

were generally the same for all three 

interviewees, but additional questions 

varied depending on the appearance of 

interesting facts or viewpoints during the 

interview. The interviews were recorded 

and transcribed for later analysis.

To be able to evaluate the customer 

experiences in the different parts of the 

service, I chose to utilise an application of 

the semi-structured experience interview 

method (e.g. Mason 2002, All About 

UX Online) where experiences towards 

an existing product or system can be 

assessed and evaluated retrospectively in 

an interview session. The basic structure 

of the interview is to ask people what they 

think, feel and experience while using the 

product or system. The interview is often 

supported with an artefact, template, 

product or a mock-up that is used to 

3.2 mEThOD DEvElOpmEnT
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help the interviewee to reflect their 

experiences and thoughts. However, to 

my knowledge the method has not been 

used for evaluating experience in services. 

To do this, I had to develop a tool to help 

the customer reflect on intangible service 

moments.

As the goal at the same time was to 

map out what happens on each step of 

the service in as much detail as possible 

and how the customers experience the 

different parts of the service, it was natural 

to develop a customer journey mapping 

tool that would also support evaluating the 

customer experience. Still, considering the 

work environment, any drawing methods 

felt inconvenient. The problem with just 

writing the steps down on a blank paper 

is that some steps might be forgotten and 

they are very inflexible in terms of altering 

the journey afterwards. For these reasons, 

and due to limited time available for 

mapping during the interview, I designed 

a card-based tool with pre-defined steps. 

To be able to define the steps I had to take 

a look into the current service process of 

preventive maintenance service.

3.2.2 Defining the Service Step-
cards

To gain the big picture understanding of 

these preventive maintenance service 

steps, I arranged, with a significant help 

from my Konecranes contact person, a 

small workshop with the Konecranes staff, 

including people from sales management 

and service development. The goal was 

to gather a broad understanding of the 

service process and the service journey of 

the Konecranes preventive maintenance 

service. Another target for the workshop 

was to get an idea of how the customer is 

discussed and understood in Konecranes. 

The workshop consisted of three tasks: 

customer profile, service blueprint and 

mapping of touchpoints. First I explained 

my research topic and experience design 

approach briefly and the work started 

by imagining who the customer is. I had 

prepared a set of picture cards and paper 

sheets asking a few detailed questions 

about the customer. The participants 

had to pick a picture that in their point 

of view would describe the customer and 

then answer a couple of questions, e.g. 

“what is important for the customer in 

his work?” The second task aimed to map 

out the general service steps and it was 

supported with a simplified template of 

a service blueprint (fig. 13). On the third 

tasks the participants were asked to look 

at each service step and tell what kind of 

touchpoints appear in each. This task was 

supported with AT-ONCE Touchpoint-

cards developed by Simon Clatworthy and 

Ingvild Støvring (Clatworthy 2013).

Despite the fact that the workshop was 

smaller than I had expected, with four 

participants, it provided me with a sufficient 

amount of data to continue with my 

research. I gained the basic understanding 

of who a customer is and how much 

the size or the branch of the customer 

affects on the process of the service. The 

main findings also included how the staff 

understood the customer in the context 

of a service process. When doing the 

customer exercise the participants clearly 

had some familiar customer persons in 

mind and they were warmly discussing 

what kind of ‘good guys’ they are. However, 

when moving onto mapping the customer 

journey, it was clearly more natural for the 

participants to describe the journey from 

the Konecranes point of view. Therefore, 

the goal of the customer research was to 

mirror this service process description to 

what is actually happening in each step in 

the customer side. 

Most of all, the workshop gave me 

knowledge to define the general service 

steps and touchpoints as they appear in 

the Konecranes’ own process description. 

Based on this knowledge I prepared a set 

of cards containing the general service 

steps identified in the previous workshop. 

The cards contained a title or description 

of the service moment, and a simple but 

realistic illustration giving an idea of what 

was happening on each service moment, 

e.g. a technician greeting the customer, the 

customer calling the technician. The aim of 

the illustration was to trigger thoughts on 

what is actually happening instead of just 

discussing about a ‘term’ or a ‘title’ for a 

service moment (fig. 14). I kept the visual 

style simple aiming for a more sketch-

Fig. 13 Mapping the Konecranes service process and touhcpoints in the workshop.



62 63

style. The intention was not to make the 

customer feel that “these are the set 

steps, choose from these”, but that these 

are unfinished in a way. Also, it is always 

a problem when designing workshop or 

other collaborative material, that too fancy 

graphics and too nice a paper can make 

the person not wanting to draw or write on 

the materials. The cards were designed to 

feel easily approachable, even if it meant 

keeping them unfinished –looking. 

Fig. 14 A sample of the Service-step cards developed and used 
for experience-focused customer journey mapping.

3.2.3. The Method for 
Experience-focused Customer 
Journey Mapping

Before demonstrating the method 

in practice, this section will give a 

summarised overview of the method 

developed to support experience-

focused customer journey mapping. 

The method can be seen to consist of 

three stages: understanding the context, 

mapping the customer journey and 

evaluating the experiences. As described 

earlier, it is mixing traditional interview 

and journey mapping techniques with 

an even stronger focus on experience. 

The experience focus is supported by the 

Semi-Structured Experience Interview 

method, traditionally used for evaluating a 

person’s experiences when interacting with 

a product or a prototype in an interview 

situation. No previous records of it being 

used for evaluating experience related to 

services were found in the literature review. 

The following remarks will explain the core 

structure of the method in more detail:

1. Understanding the Context:

The core of the first stage is to understand 

the context and special requirements of 

the Customer Company as well as the 

motivating and challenging factors of 

the Customer Person. In this study this 

was done utilising an In-depth interview 

method with pre-defined questions about 

the person’s work. It may also be relevant 

to ask the customer to share his feelings 

towards the service you are studying, for 

example by asking about good and bad 

previous experiences with the service. The 

aim of this is to offer an overview of what 

the customer values in the service.

2. Mapping the Customer Journey:

The aim is to allow the customer to share 

his view on how the service happens and 

not to give a ready solution. The aim of 

the pre-defined service step cards is to 

support journey mapping in the relatively 

short time available during the interview 

situation and minimise the risk of forgetting 

or leaving out some less noticeable steps. 

The mapping is done together with the 

customer by arranging the cards in the 

correct order from the customer’s point of 

view. New cards are created if something 

appears to be missing. Constructing a visual 

and tangible representation of the journey 

together with the customer, supports a 

shared understanding of the steps. Writing 

notes on the cards is also aimed to help the 

interviewee and the interviewer to get an 

idea of what is happening in each step. 

3. Evaluating the experiences:

After all the relevant steps are defined 

into a customer journey, it is important 

to go through the journey from the 

experience perspective. Again the visual 

representation of the journey aims to 

support reflection on different parts of the 

intangible service. Some experiences might 

already be mentioned while constructing 

the journey map. These can be very subtle, 

so pay attention. Or they can be very strong 

and emotional. One way is to go through 

every single step and ask about how the 

customer feels, what he values or what he 

likes in each of them. However this can be 

very time consuming. It is also possible to 

ask on a more general level; which of the 

steps work well, which of them do not 

work and which of them are particularly 

nice. Everything should be written down or 

marked on the cards.

Documenting:

The method produces a large amount of 

qualitative data and it is recommended to 

document the data well for later analysis. In 

this study the interviews were documented 

by recording the sound, taking pictures 

of the finished journey maps and making 

notes on the cards. 
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This section will give an overview of the 

customer research done in this study 

and includes a testing of the card-based 

method to support experience-focused 

customer journey mapping in practice. In 

this project, I was able to get access to 

interview three customers, one person 

per each company, and was allowed 

to send a questionnaire to nearly 60 

Finnish customers to collect supportive 

data on some of the topics discussed in 

the interviews. I was also given earlier 

research material; text and videos, of site 

visit observation as background material 

for this study. The interview sample being 

only a few customers, the main value was 

on qualitative, not quantifiable data and 

a lot of care went into analysing the data. 

3.3.1 Conducting the 
Experience-focused 
customer journey mapping

All of the three interviewed customer 

companies were CARE -level preventive 

maintenance customers. They were 

selected to represent different sizes and 

different business areas. Also, the people 

I interviewed in the companies worked 

in different positions, and thus offered 

a different point of view on the work 

inside the companies. The first part of 

the interviews were carried out using the 

in-depth interview method, discussing 

the interviewee’s own work, motivations 

and challenges as well as previous good 

and bad experiences of the maintenance 

services. This was done to gain 

understanding of what they have to deal 

with on a daily basis, and to be better grasp 

why some things are more or less valuable 

for the customer in maintenance services. 

The second part focused on experience-

focused customer journey mapping and 

in the last part, the focus was on how the 

customers felt about the digital customer 

portal and digitalisation of services. 

The developed journey-mapping cards 

were used during the interviews as a 

support, making sure that all the service 

steps are covered. First I would ask the 

interviewee to explain how the service 

happens from their point of view. When the 

interviewee was telling and I wrote down 

the steps on a blank paper. This method 

gave me 7-12 service steps. After that I took 

out the cards and picked out the ones that 

the interviewee had mentioned, and added 

new ones if something was missing. After 

that we started to go through the service 

in more detail, adding in more steps or 

changing the order, if something seemed 

wrong (fig. 15-17). Depending how keen the 

interviewee was on defining the journey, 

he would himself or I or my interview 

partner would organise and reorganise the 

cards. As the interviewee was explaining 

what happens, my interviewee partner or 

me would make clarifying notes the cards. 

3.3. cuSTOmER RESEaRch

Fig. 15, 16 & 17  The interview assistant writes notes on cards as the interviewee is talking. The 

Service-step cards created in this study were used in the customer interviews to support mapping 

of the service journey to gain a more thorough understanding of how the service happens for 

each customer and how the steps and touchpoints are related to the customer’s own events. The 

cards also supported the discussion of the customers’ experience in each step.

15

16 17



66 67

Besides the operative side of the journey 

mapping it was equally important to find 

out how the customers experience the 

whole journey and its separate steps. 

This was done by asking: “how do you 

feel about this service” or in more detail: 

“which steps of the service work extremely 

well (or bad) and offer a good (or bad) 

experience of dealing with Konecranes?” It 

is also crucial to ask “why” to dig deeper 

and figure out why some things feel good 

or bad. This offers the researchers more 

assessable information. Also “how would 

you improve it” can offer good insights 

on what would create a better experience. 

The experience related notes were also 

written on the cards (fig. 16).

As a part of the customer journey mapping, 

it did not make sense to ask how one single 

touchpoint, like the invoice, is experienced, 

but let the customer tell the story of the 

one maintenance visit or the whole year of 

managing maintenance in their company, 

and identify high and low-points from 

that. That offered more information on 

what was expected on certain touchpoints 

at that part of the service and revealed the 

underlying needs. This is related to the 

argument that experience is not an easy 

thing to measure or map out. It is not about 

good or bad, it is about values, things that 

make the customer happy, motivated, 

inspired or appreciated (Kaasinen et al. 

2015). 

3.3.2 Questionnaire 
– collecting supportive data

As the interview sample was quite small 

in this study, some additional data was 

collected with a questionnaire. I planned 

the questionnaire already very early on 

in the project and targeted it to gain 

supportive data on how the customer’s 

experience interaction with Konecranes. 

Sending the questionnaire was however 

also delayed until the end of May. It was sent 

to around 60 of Konecranes’ maintenance 

customers operating in Finland and I 

received seven replies. Even though the 

amount of answers is limited, I was able to 

use the data to support defining possible 

experience goals for maintenance service. 

The questionnaire contained questions 

of what is most important or motivating 

in the customer’s work, what would make 

the maintenance more fluent and what 

is their view on digitalisation in services. 

If the customer had used the new digital 

customer portal, the questionnaire had a 

follow up question asking improvement 

areas on that. Originally I also wanted to 

make the customers describe how the 

communication currently works with 

Konecranes to be able to better pinpoint 

development needs, but I noticed later 

on that I should have stayed with letting 

the customers choose which things they 

value in maintenance services. This kind of 

scaling was based on the Attrakdiff method 

developed by Hassenzahl, Burmester and 

Koller (2003). 

Mostly due to getting questionnaire 

replies so late on in the project, I was 

not able to fully analyse and utilise the 

results. I analysed the answers simply 

by highlighting and dividing the value 

statements (e.g. where the customer 

mentioned an issue that created a good 

or a bad experience) into groups. Most of 

the value statements were similar to those 

discovered in the customer interviews and 

as planned I used the questionnaire data in 

the visualisations to support the interview 

data. 

3.3.3 Analysis

Analysing the experience focused interview 

data is not simple. As described in the 

chapter 2, in the experience-driven design 

approach, the key concept is to define 

experience goals that work as design 

drivers and goals in the design process. 

I wanted to propose possible experience 

goals to highlight the difference between 

merely good customer satisfaction and 

customer experience. There are different 

approaches to define experience goals. 

They can be identified through empathic 

understanding of the customer’s experiences 

as well as from the point of view of what 

kind of experience the brand wants to 

provide. Goals can also be identified 

based on recognised theories of human 

behaviour, such as need for appreciation 

or self-actualisation (Sheldon 2001). Other 

means include deriving goals from future 

visions or from answering to possible 

negative effects of technology (Kaasinen 

et al. 2015). In this study I derived possible 

experience goals using empathy and the 

human theory approach as well as the 

brand approach.

Evaluating and analysing experiences is 

often not straightforward (Vermeeren et al. 

2010). In this study I did not have a ready 

set of parameters for evaluating certain 

experiences (e.g. positive-negative, 

interested-indifferent) but  instead I applied 

a more qualitative approach for gathering 

experience and value related statements. I 

extracted all the value statements, meaning 

all the quotes describing what was valuable 

for the customers in the service or what 

created some kind of experience (fig. 18-

20). These quotes contained things like: 

“They come here with a little meeting, are 

polite and chat with me. The younger the 

guy, the more polite! It really warms my 

heart” or “Professionalism does not mean 

just but also knowing our environment 

skills and people.” These kind of statements 

Fig. 18 Analysis of the value statements. 
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were stripped down to the meaning 

behind trying to form a more clearly 

communicated goals for what creates 

value or a good experience, in this case: 

“personal relationship.” 

3.3.4 Findings

As mentioned, I interviewed three 

customers in three selected customer 

companies. In the following text the 

customer will be discussed from two 

perspectives, as a customer company 

with specific size or business area related 

needs and as a customer person with 

individual motivators and challenges in 

their work. The detailed findings concerning 

the customer touchpoints and customer 

experiences were identified and reported 

to Konecranes to support their service 

development work. In the frame of this 

thesis I will discuss here the general findings 

in terms of what kind of data experience-

focused customer journey mapping can 

offer. The interviewed customers were:

Customer Company 1 – Small repair shop

Customer Company 2 – Medium size paper 

and pulp factory

Customer Company 3  - Large power plant 

Customer Person 1 - Repair shop foreman

Customer Person 2 – Maintenance Manager

Customer Person 3 – Crane Responsible

 

What makes assessing the customer 

experience and customer journey difficult 

in the complex business-to-business 

networks is that some customer persons, 

even if being a part of the same service 

journey, might be involved only once a year, 

whereas some customer persons might be 

in touch with the service provider on daily 

basis. Also, customer interactions happen 

in different locations, in the hall or in the 

office, by the gate or up in the crane. I 

was fortunate to interview three customer 

persons in slightly different positions. 

Customer Person 1 was a Foreman of a 

relatively small repair shop and he worked 

mostly close with the field technicians, 

which showed from how extremely happy 

he was with the service he was getting. 

Customer Person 2 was a Maintenance 

Manager in a medium size paper factory and 

his tasks were to arrange the whole crane 

maintenance in the factory. He was involved 

both in the field service interactions as well 

as in business meetings. Customer Person 

3 worked in a large power plant as a Crane 

Responsible and he was not in such a close 

contact with the field technicians but took 

part in most of the business and service 

reviews.

Because the positions of the three 

interviewed customer persons were so 

different they all discussed the service from 

slightly different points of view. A customer 

journey was quite different for each of the 

customers. Interestingly, the experiences or 

values mentioned were very similar for the 

most part, and variations occurred only on 

specific issues. All of the customers only 

recorded positive or extremely positive 

experiences towards the field service. 

The technicians were seen as ‘good 

guys’, friendly, familiar and professional. 

Most improvement areas were identified 

elsewhere than in the actual operative 

maintenance service. Besides field 

interactions, the preventive maintenance 

service consists of several service 

interactions and touchpoints, including 

sales and contract improvement meetings, 

business review meetings, reports and 

invoices as well as digital touchpoints. 

What is also notable considering defining 

experience goals is that the customers do 

not see Konecranes as one. The technician 

is different from Konecranes as a company 

and the customers expect different things 

in terms of getting a good experience. For 

example the service technician is expected 

to be a ‘good guy’, friendly and familiar, 

whereas the company is expected to feel 

like a partner as well as to appreciate 

the customer. I mapped the value 

statements or experience goals on a wall 

in clusters depending on which of them 

were concerning the service on the field 

level (customer-technician interaction), 

business and sales level (manager-

manager interaction) or regarding the 

online communication (customer portal). 

This mapping gave valuable information 

since customers seemed at some points 

to clearly value different things towards 

different kind of service interactions.

Fig. 19 & 20  Analysing experience-focused data is challenging. In this study I extracted the value 

statements from the interview data and clustered emerging patterns.  
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Industrial service development includes 

various stakeholders and the customer 

research data has to be distributed 

from a few people conducting the 

research to much larger teams. Instead 

of excel-sheets and reports, designers 

tend to use other types of techniques 

and methods to communicate the 

collected data and the insights from 

the customer research, often including 

visualisations. Human experiences 

are not easy to communicate and it 

requires empathy to truly understand 

someone else’s experience. That places 

challenges on communication, but when 

done effectively, it can really inspire 

and engage the viewers. The following 

sections introduce the visualisation 

methods used in this project. 

3.4.1 Customer Profiles

The goal was to visualise the findings 

in a way that would enhance empathy 

towards the customers. Customer 

profiles were designed to support the 

journey maps, and to help the viewer to 

understand who is ‘walking’ the service 

steps. During the workshop and interviews 

with the Konecranes staff I tried to find 

out how the service developers see the 

customer. Are customers all the same? 

Are they segmented into big or small, are 

they threated differently based on their 

branch or their special needs. Are the 

customers seen as people, tech-savvy 

people, chatty social people or people 

who have great challenges in their own 

work? These things are valuable when 

designing for experiences. It turned out 

that different departments have several 

ways to segment the customers, but the 

development department is not using any 

systematic ways to segment the customer, 

at least nothing more specific than talking 

about a big or a small customer. 

In my work I wanted to highlight that the 

customer should be understood as the 

company with different challenges and 

as a person, with factors that motivate, 

challenge or interest him or her. I wanted 

test out a way to portray the research 

findings to the service developers in a way 

that would maintain the empathic view 

on the real people and places. I designed 

a visualisation, where each customer 

is presented from both the company 

perspective and customer person 

perspective with a realistic illustration and 

brief introduction. 

I drew two illustrations of each customer, 

one from the environment of the customer 

company (e.g. a factory hall) and one from 

the customer person’s office containing 

the customer person. The illustrations 

were drawn combining photo images as a 

background, but they are not pictures of the 

real customers. The illustrations are colour-

coded to match the customer journeys 

3.4 cOmmunicaTing ThE finDingS and to indicate which customer journey 

belongs to which customer (fig. 21). The 

profiles are titled with the business area of 

the customer company and marked with 

S, M and L to communicate their size. The 

company profiles are complimented with 

a short descriptions of the environment 

and a list of main requirements for the 

maintenance from the company point of 

view. The customer person profiles contain 

mildly altered quotes from the interviews 

describing the work duties of the person 

as well as his priorities for maintenance 

(fig. 22-25). I also included each customer 

person’s answer to the question “how do 

you feel about digitalisation of services” 

as it is currently a big topic in Konecranes 

service development. 

Fig. 21 The Customer Profiles. Illustration and introduction text of a customer 

company and customer person 
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Fig. 22-23 The Customer Profiles. Illustration and introduction text of a customer company and 

customer person. 

Fig. 24-25 The Customer Profiles. Seeing the person in his working environment can help 

to trigger thoughts on what kind of things he finds valuable, motivating or challenging in a 

maintenance service.
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3.4.2 Customer Journeys

In the customer research state, it became 

evident that the service journey is slightly 

different for different customers. I also 

wanted to highlight these differences 

in my visualisations (Fig. 26). The 

customer journey does not usually 

include the information of the provider 

company operations, as for example a 

service blueprint does. In this project 

I developed customer journeys for the 

service developers who might be from 

different backgrounds, and who are 

more or less familiar with designerly 

methods. Therefore I also chose to include 

a parallel comparison of what happens 

on Konecranes’ side during each service 

moment in the visualisation. Segelström 

(2013) points out three characteristics 

that are common for many service 

journeys: time-aspect, interactions and 

emotional triggers. I emphasised the 

focus on emotional triggers to enhance 

empathy towards the customers. This was 

done with illustrated images and personal 

quotes from the interviews.

The perspective in this customer research 

was the customer’s experience. I mapped 

out the actions, touchpoints and events, 

but the focus was always on how do 

the customers feel, what challenges or 

motivates them and what they value in 

different service moments. As the customer 

journeys served as a way to communicate 

the collected data, I also wanted them 

to tell the stories from an empathic 

and experience point of view. I chose to 

include a simple but realistic illustrations 

that trigger the viewer to think of what 

is actually happening in each service 

moment (Fig. 27). For example, is the 

customer sitting by himself in the office,or 

is he chatting with the technician? I also 

included direct or mildly altered quotes 

from the customer interviews to make the 

actual customers voice heard. This was 

done to enhance the empathy towards the 

customer, which is necessary when trying 

to understand their experiences. The same 

illustrations were also used in the Service-

step cards.

I designed the journeys to be used as 

background material, when starting a 

new project or when improving existing 

service areas. They should be used as a 

reminder to look at the service as a whole 

even when focusing on designing certain 

touchpoints or specific moments. The goal 

of the customer journey is to help to think 

about how changing certain interactions 

in one service moment or touchpoint 

might affect on the other moments along 

the journey. 

REpaiR 
ShOp

pulp & 
papER

pOWER 
planT

Fig. 26 The Customer Journey Maps for the different customer companies.

Fig. 27 Close-up on the customer journey map. Two service moments during 

a preventive maintenance service journey.

Interview Quote

Illustration of what 
happens

Description of 
customer actions

Title

Process 
description

Touchpoints
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3.4.3 The Experience Curve 

In my brief I was asked to study how the 

customers experience the touchpoints. I 

extended this to how customers experience 

the service moments, as this offered more 

information on why a customer expects 

something of certain touchpoints linked to 

that event. For example, the customer is 

happy with the report because it can be 

easily found from the portal archive for the 

factory’s audits. In that sense, it seemed 

more relevant to discuss the touchpoint 

in the context of service moments and 

service journey and especially in the 

context of the customer’s own needs. 

As an inspiration, I loosely applied a 

method developed by Kujala et al. (2011) 

called the UX Curve. The idea of the 

original method is that the participant 

draws one or more curves on a provided 

timeline, with a positive-negative axis, 

to describe how the experience of the 

product usage has evolved over time. 

Besides the overall experiences, Kujala 

et al. (2011) also asked the participants 

to draw a couple of more lines with a 

more specific questions, for example the 

experience of aesthetic qualities over 

time. After drawing, the participants were 

asked to describe the experiences related 

to high and low points of the curve. The 

UX Curve is not an exact representation of 

the user’s experiences but an approximate 

representation of meaningful events, in a 

good or a bad sense. In this study I did 

the drawing myself afterwards based on 

how the interviewees had described their 

feelings and experiences during the service 

steps. The same sort of method as used in 

this study appears to be used by design 

practitioners and is called experience 

mapping (e.g. Adaptive Path 2013). 

In the Experience Curve -visualisation I 

used only included one axis with a grading  

from ‘excellent’ to ‘good’ and ‘not working’ 

(fig. 28). Specific positive and negative 

experiences are only brought up in the high 

and low points of the curves with a quote. 

This was reasonable as the visualisation 

was an early example showing an overview 

of the research done on the customer’s 

experience. Now the intention was to 

emphasise that not all low points can be 

answered with the same experience goal 

in mind. If the research was to continue, 

now that we have gathered a basic 

understanding on customer steps and 

possible experience goals in this study, we 

would be able to map out ‘connections’ 

considering different aspects, as is also 

done in the Kujala et al. (2011) study on the 

UX Curve. The service could be evaluated 

from the point of view of defined 

experience targets, such as ‘partner’ or 

‘trust’. It could also be made from a brand 

experience point of view.

REPORT INVOICE

Flexibility towards di�erent 
documenting needs.

Personal relationship with the 
maintenance technician.

It is excellent that we can now 
find all the reports and 

documents in the same place  
in the customer portal when 
needed for our own audits.

The gap from maintenance 
visit to receiving a report 
coult work better.

We would need to have the report 
attached to the invoice. Now we 
have to do it manually here. Our 

own systems require that.

OPENING DISCUSSION

They come here with a little meeting, 
are polite and chat with me. The 
younger guy, the more polite! It 
warms my heart.

Things are done as they’ve always been 
done. Skillfully and properly. But you can 
tell it’s an old company with traditions, 
maybe a bit sti� sometimes.

The guys come here and 
it’s been brilliant!

Fig. 28  The Experience 

Curve illustrating the 

customer experience during 

the service. High and low 

points are explained with a 

direct, translated customer 

quote.
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3.4.4 Experience Goals 

One of the key concepts of experience-

driven design is the definition of 

experience goals. As discussed earlier in 

the chapter 2, they are meant to serve as 

drivers in the design process and to guide 

the development not only towards better 

but also towards the set experience goal. 

As my research sample was limited, I was 

not able to get enough data to be able to 

define primary experience goals for what 

preventive maintenance services should 

be developed towards. I wanted, however, 

in my work to highlight the power of 

experience goals instead of merely aiming 

for good satisfaction. I created all together 

three visualisations presenting where the 

goals come from and how they appear in 

relation to the service journey.

Fig. 30 Looking for Experience Goals. This visualisation presents how many times a certain value 

or experiential aspect was mentioned in the customer research. Darker grey tiles illustrate the 

interview data, and the lighter ones the experiences identified form the questionnaire answers.

Fig. 29 Looking for Experience Goals. 

Comparing positive experiences mentioned 

by the customers to the ones described by 

Konecranes staff.

Fig. 32 Levels of Interaction. This visualisation suggests which kind of experiences are valued 

by the customer in relation to different interactions. The customers expect different things from 

the business meetings than from the meeting with the familiar technician. Portal interaction is 

altering some parts of the journey, but should still feel as a personal communication channel to the 

company contact persons.

Fig. 31 Experience focused journey. In this visualisation the low points of the experience-curve are 

answered with positive experience goals. The aim of the image is not to offer answers what to do, 

but to trigger the viewer to start thinking about how this goal can be achieved. A digital service 

developer may look at the ‘flexilible’ goal from a completely different perspective than a process 

developer. 
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RESULTS
CHAPTER 4
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The objective of this study was to explore 

what kind of methods would support focus 

on experiential aspects in the industrial 

service development. In the study I 

applied and developed service design and 

experience design methods both in the 

customer research phase and in the data 

visualisation and communication phase. 

These methods include: Service-step 

cards as a method for journey mapping, 

Experience-goal definition to know which 

experiences to design for, and customer 

profiles and journeys as visualisation 

methods to provide a visual representation 

on abstract customer experiences.

The practical objective of the study was to 

provide rich and useful data on the current 

customer journey and its touchpoints and 

to evaluate how they are experienced by 

the customers. This was supported by 

identifying possible experience goals as 

a way to make experiences less abstract 

and demonstrate how they can be utilised 

to support service ideation. Goal was 

to aid thinking about services in a more 

experience-orientated way, beyond seeing 

experience just as good or bad. Some 

concept ideas were presented guided 

by the experience goals, however they 

mostly served the purpose of providing 

inspiration and triggering thoughts for 

further development, than to give exact 

directions.

The collected data had to be communicated 

effectively making it useful and inspiring 

for many different stakeholders, in order to 

serve as a supportive material in different 

projects. The data visualisations were 

designed to be engaging, spark empathy 

towards the customer and to offer a new 

perspective on customer understanding. 

Since the data was to be used by various 

people with different background and 

knowledge base, I designed them in a way 

that would allow the viewers to discuss and 

reflect on their own previous experiences 

The aim of this chapter is to evaluate the results of the case study and thus provide 

understanding on what can be the value for doing experience-focused customer 

journey mapping. The results presented describe how useful, insightful and inspiring 

the visualised customer journey findings were for the service developers. The later 

part of the chapter will evaluate the usefulness of the method developed during the 

case study and discuss development and further application possibilities. In the end 

a short summary of the results will be given.

RESULTS
CHAPTER 4

4.1 ObjEcTivES

and knowledge on the materials. 

Another motive was to promote 

experience-driven design thinking and 

service design approaches in the industrial 

service development context. This project 

aimed to demonstrate what kind of data 

can be gathered using  experience-focused 

customer journey mapping. In this sense it 

was also important to pay attention to the 

visual qualities of the data. From my point 

of view this meant putting effort on 

emphasising the human and experience 

perspective and developing a fluent visual 

language, also somewhat tied to 

Konecranes’ own visual style.

In the end of the project I arranged two two-

hour review sessions with altogether seven 

participants (fig. 33). In the review sessions 

I presented the visualised customer data 

and all the materials documented in the 

previous chapter (3). The main goal was 

to introduce the findings to the developers 

as well as to hear their opinions on how 

this kind of data and way of working could 

support further service development and 

their own work at Konecranes. It was 

also a chance to get direct feedback on 

Fig. 33 The outcomes of the study were reviwed in two review sessions with the Konecranes service 

developers. The visually communicated data was presented as posters and the review sessions 

included hearing about the findings as well as evaluating their usefulness for further development. 

4.2 REviEWing ThE viSualiSED finDingS
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how the data visualisations and research 

methods could be improved to best suit 

the company’s needs. After the review 

sessions I also requested written feedback 

from all the review participants. Based on 

the feedback, I was able to evaluate how 

the data could offer new perspectives on 

customer understanding, how inspiring it 

was and how understandable the provided 

materials were. Some improvement areas 

were also identified.

4.2.1 New perspectives

The data was seen as a good starting point 

in the large process of touchpoint mapping 

and defining the customer experience. The 

three selected customers were argued to 

represent the Finnish customer base very 

well. The participants argued that they 

these types of customers, small, medium 

and large, appear in all the countries and 

share most of the same characteristics. 

“We can take a lot away from this as 

a company. Just using it for the small, 

medium and large customer. It shows 

their priorities and they are not so much 

different. Their priorities don’t change.”

Customer journey maps including the 

customer touchpoints were seen valuable. 

Journey mapping had not been done in 

this way before in Konecranes. The data 

gave the participants new insights on 

how the customer journey corresponds to 

Konecranes’ own service process. Some 

of them already requested the journey 

maps to be able to look at them in more 

detail in relation to their own work. Even 

though Konecranes is already customer 

oriented, the participants argued that a 

more holistic focus on the customer’s own 

processes is necessary. It was discussed 

that the development department would 

want to use this kind of journey maps on 

the side of their own detailed process 

descriptions. 

The participants argued that the customer 

profiles communicated the customer 

company’s and customer person’s needs 

very well and empathically. They were 

seen as a good way to bring up the stories 

behind; “This is a way to familiarise us 

with the customer, it brings a touch of the 

person in. You can see this guy’s working 

environment. We start to see what he 

has to worry about.” It was discussed 

that these types of visualisations could 

help with distributing the data from 

customer interviews and help to share a 

better understanding on the customer’s 

experiences. 

Presenting the experience as high and low 

points with explanations, was regarded 

as a good method to aid discussion 

and see the improvement areas. “The 

data visualisation tools are fantastic at 

showing clear high and low points in our 

customer touch points. The visualised 

experience map really allows us to see 

these. The ability to overlay each individual 

customers journey together on one chart 

and see how the customer experience 

differs or remains the same regardless of 

the business size is very interesting.” Also 

it was stated that: “as a process owner, I 

would like that in the future we would 

have a graphic way to monitor processes 

of each customer.” It was argued that the 

same kind of visualisation could be used 

for visualising the customer satisfaction 

data gathered on online questionnaires.

4.2.2 Triggering interpretations

“It really informs my knowledge” and 

“this rings a lot of bells” described the 

participants. Many of the improvement 

areas identified in this study were already 

known and the developers had heard 

them before either through customer 

feedback, their own experiences or earlier 

development projects. This was positive 

news in a sense that the data was credible 

and it can be concluded that these types of 

research methods can help to holistically 

map customer experiences.  

A few new improvement needs were also 

presented, which sparked some discussion. 

However, what raised concern was that 

the same improvement opportunities have 

been known for a while and they still tend 

to appear. In this sense it can be concluded 

that communicating these problem issues 

more holistically, as in this manner, and 

approaching them systematically from the 

customer experience point of view can be 

useful. 

The personal quotes from the interviews 

seemed to work very well in the presentation 

where problem and opportunity areas 

were shown, especially together with the 

vividly illustrated customer profiles and 

journeys. One participant described: “from 

I’m seeing, I can now see a customer in 

my head for each one of these businesses 

talking and he talking to you. -- I can literally 

hear the fellas and the conversations with 

my customers over the years ringing in my 

ears right now. Just looking at it. Honestly 

it is a very good representation.” 

4.2.3 Things to improve

Some flaws or room for improvement 

were mentioned to make the visualisations 

more understandable. They were seen as 

communicating the insights well, but due 

to complexity of the subject and extensive 

amount of information, getting into them 

takes a while. I agree with this concern and 

think that more time should have been 

used for editing the data on the materials 

to make them more understandable and 

fluent to read. In the review sessions the 

data was presented as posters, which 

worked well as I was there to explain them, 

but they may not work as well standing 

alone. I provided reading instructions and 

explanations to go with each poster, but 

they have not been tested yet. 

It was unfortunately not possible, in 

the scope of this study, to research 

what the current data documentation 

and communication methods in the 

development organisation are. Therefore, 

full visualisation templates were not 

provided. Effective communication of the 

data may require some new capacities 
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and resources, which is why applying 

them into the future projects is not 

that straightforward. The visualisation 

methods used in this study can however 

serve as an example of what kind of 

communication materials can be useful 

for supporting shared understanding of 

customer experience and help focusing on 

experiential aspects of the service journey.

The results of the experience-focused 

customer journey mapping conducted 

in this study were successful in terms of 

gathering useful and inspiring data for the 

service development. This suggests that 

the card-based method has potential in 

supporting experience-focused customer 

journey mapping in industrial maintenance 

services. My observations indicate that 

they are especially useful when mapping 

out complex service journeys, that the 

researcher cannot fully comprehend by 

other means, such as trying to walk the 

path or even observe events that happen 

more or less within a year period.  

As mentioned, the method consisted of 

three parts, understanding the context, 

mapping the customer journey and 

evaluating the experiences. The first part 

was done through in-depth interviewing, 

which appeared to be a very beneficial 

way to get a relatively deep look into 

the customer person’s personal and 

professional motivators, challenges and 

opinions of maintenance services. The 

second and third parts were assisted with 

the Service-step card tool. The aim of the 

cards was to offer a visual and tangible 

artefact to aid discussion and reflection 

on service events and experiences. Based 

on my observations and experience the 

cards really helped with creating a shared 

understanding of how the service happens 

and provided a platform to discuss and 

evaluate the customer’s feelings and 

experiences. 

The way that the card-method was 

constructed in this study was beneficial 

for the outcome. Studying and defining 

the service steps beforehand with the 

Konecranes staff helped to get a brief idea 

of the processes behind and of meaning of 

every step. In this way it was easier for me 

to pose questions in the mapping situation 

as I was already familiar on some aspects 

but unfamiliar with the customer’s own 

actions. Also it allowed me to get a view 

on the language used in the organisation. 

Based on these findings it can be argued 

that if applied in future studies, attention 

4.3 REviEWing ThE mEThOD

should be paid on how the cards are 

defined. It is suggested to do this together 

with the various stakeholders. 

The cards in were useful in all the interviews, 

but there was differences in how interested 

the customer person was in taking part in 

the journey mapping. The unfinished-looks 

seemed to work as planned and it seemed 

easy for the customers to ask to add 

some missing steps. One of the customers 

was very keen on getting every detail 

right whereas one of them talked more 

about the big picture and was not very 

interested in the cards. In this case the 

cards supported more my understanding 

than his memory. One possible concern 

is that the customer person’s activeness 

might affect on the accuracy of the results 

and there is a danger that something will 

be left out. This requires more effort from 

the interviewer to make sure less and more 

relevant steps are covered. 

Based on the findings of the business-

to-business customer research, the main 

benefit of the card-based method is that it is 

able to support customer journey mapping 

in an interview situation in a time-efficient 

way. If customer journey mapping is done 

in a staff workshop merely based on earlier 

collected customer data, some aspects 

are sure to be lacking and a lot is perhaps 

based on interpreting and assuming. When 

mapping is done with the customer, based 

on his stories and perspective, the results 

are more accurate and more experience-

focused. Compared to workshop-based 

journey mapping or observing, journey 

mapping done in an interview can be seen 

as a relatively inexpensive and unobtrusive 

way to include the customers. Card-

based method appears to work well as 

stand-alone, but if possible, it could be 

complimented with site observations and 

other human-centred research methods 

to cover all aspects of interaction in 

service. This however depends much on 

the research case and what kind of data 

is needed.

4.3.1. Future use and 
development possibilities

All this suggests that the Sevice-

step cards show great potential as 

a supportive research method in 

experience-focused customer journey 

mapping in industrial maintenance 

service development. However there is a 

lot of room and interesting possibilities 

for further development. As Segelström 

(2013) discusses, when educating or 

instructing people about how to use a 

method, one should rather communicate 

the core benefits and usages of the tool 

than provide exact instructions on how 

to use the method. The method user 

should rather understand why to use a 

method than to know precisely how to 

use the method. In order to do that one 

should understand the circumstances in 

which the method has been developed 

(Segelström 2013, Lee 2012). Thus, if 

the method is applied in other research 

projects, the user of it should foremost 
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consider the specific requirements of the 

context and then see how this method 

would work in it (Lee 2013). That said, 

instead of giving instructions of the 

use, I would rather describe the core 

characteristics of the card-based method 

for experience-focused journey mapping. 

These are describes in the following. First, 

besides journey mapping, the researcher 

should also focus on understanding 

the customer’s context, motivations 

and challenges. Second, pre-define the 

service steps and write, draw or somehow 

visualise them as cut-out cards. Third, use 

the cards in a meeting with the customer 

as a way to create a visual, tangible 

platform for discussion and reflection on 

the customer journey, in order to support 

the formation of a shared understanding 

of the events and experiences occurring 

during the service.

When it comes to reproducing the cards, 

I wish to emphasise that the there is no 

need to follow the visual outlook of the 

card method. Based on my observations 

a visual, emotional trigger, such as an 

illustration, can be beneficial, but this 

is not proven. I intentionally designed 

the visual looks to be fairly simple; black 

and white with a line drawing to make 

them feel more ‘sketchy’ than a defined 

set of steps. However if these were to 

be used by a company representative, 

the cards could be more polished. It is 

still suggested to find ways to maintain 

the sketch-like, open-ended feeling even 

when communicating a more professional 

look. The cards could also be developed 

to better support experience evaluation in 

a visual way, perhaps including a grading 

system or triggering iconography, if the 

researcher has a specific parameters on 

which experiences to evaluate. As such, 

asking with a smiley or grading if a service 

step is good or bad does not communicate 

much, if the experiential needs behind 

are not figured out. One identified and 

suggested further development direction 

could be studying how the cards could 

support mapping  of all the touchpoints 

related to a specific service moment 

more efficiently. As such the focus is 

mainly on the service moments, not on 

separate brand, communication or human 

touchpoints.

Some development opportunities include:

Testing ways to add elements that support 

evaluating the experiential factors, more 

than verbal conversation. This however 

requires enough understanding of  what 

kind of scale is appropriate in the situation. 

Developing cards to focus more on 

touchpoints under each service moment. 

Now in the current design, the cards did 

not support touchpoint mapping.

When it comes to utilising this newly 

collected data, a few possibilities were 

mentioned. As such they can be used as 

a supportive materials in varying on-going 

projects. The developers may use the 

data and identified goals to spark ideas 

and some materials, such as profiles and 

journey maps can be brought in use to 

reflect on other data on on-going projects. 

It was noted in the written feedback: “the 

way that the customer experience was 

presented in this case was really clear 

and showed clearly defined peaks and 

low points to show us where we are really 

performing well and not so well from the 

customer’s point of view. This information 

is definitely something that I can use when 

discussing customer expectations during 

my trainings.”

However, it was argued that: “what is 

the most valuable thing for us in this 

project, is how this can take on.” This 

study was a small-scale pilot project and 

even though the data collected does offer 

some valuable and credible insights about 

customer touchpoints and customer 

experience, further studies would be 

needed to serve as a base for full-scale 

service development. A possible next step 

could be to conduct a similar study globally 

using the similar methods. That could help 

in seeing the big picture and differences 

and similarities between regions and 

customer companies depending on size 

or business area. I would argue that this 

kind of customer experience research can 

provide material for defining a company 

wide experience goals (Roto et al. 2015) 

for the maintenance services. The defined 

experience goals would provide a more 

strategic approach and guidance in 

improving customer experience. 

Promising results in this study suggest 

that the same methods and ways of 

working can be useful in the further 

customer experience research. However, 

the tools and methods were developed 

in hands-on manner and have not been 

iteratively developed. Challenges of 

every method relate to how they could 

are taken into use as a daily practice. 

The participants were most interested in 

using the customer journeys as well as 

the experience maps in their own work, 

though many were intrigued by all of 

them. There was also interest towards the 

cards-based journey-mapping method to 

be used in interviews in other projects. 

One future application for the visualisation 

methods may be how they can influence 

how data is communicated and distributed 

in future projects. Customer profiles may 

influence how interview data is visualised 

in the future and the experience-

mapping method can also influence how 

questionnaire based customer satisfaction 

data could be visualised.

The natural next steps after a service 

research study as the one within this thesis, 

4.4 fuTuRE implicaTiOnS Of ThE STuDY
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All in all, the data and the way it was 

presented was considered very successful. 

The interview sample was small, but it 

was seen to represent well the customer 

base in Finland and perhaps even globally. 

The project was very much following the 

current change in the company, in terms of 

mapping customer touchpoints and better 

defining how customer experience can be 

holistically improved. It was considered 

as a good starting point for modelling 

the big picture. The materials were well 

prepared and clearly targeted for the 

audience. The language and terminology 

used corresponded for the most part to 

Konecranes language and how they talk 

about the services, which was also my 

goal. The participants argued that the 

materials were excellent in bringing in the 

human point of view. 

The participants saw great potential in this 

type of research and visualisation methods 

in the context of complex industrial 

services. The next steps could be to co-

creatively study how the methods and the 

way of working could be implemented into 

the daily practices of service development. 

The positive results of this case study may 

help with communicating the value of the 

experience-focused working methods.

The positive results also indicate that 

conducting a similar type of customer 

research in a larger scale could be a way 

to be able to confirm and deepen the 

findings. This could help to gain a better 

sense of how different the customer 

journeys are for different customers in 

different markets. This could also support 

the defining of customer experience goals 

for the preventive maintenance services, to 

guide the service development in a more 

strategical way towards superior customer 

experiences.

4.5 SummaRY

would be further development and perhaps 

deeper, possibly co-creative, studies of 

the working culture of the company and 

how the methods could be applied into 

the daily practices. When introducing 

new methods the time and resources, 

including knowledge levels, are critical. 

Demonstrating the successful findings of 

this study could help to communicate the 

value of this type of experience-focused 

approach for different stakeholders in 

the company. In the scope of this thesis, 

the work done was presented only for a 

limited number of people. It is suggested 

that awareness of this work and its results 

and strengths should be spread inside the 

organisation.

Fig. 34 & 35 Review session. What are the benefits of experience-focused 

customer journey mapping?
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CONCLUSIONS
CHAPTER 5
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This thesis describes a case study 

conducted for an industrial business-

to-business company. The objective 

of the case study was to map the 

customer journey and touchpoints of the 

preventive maintenance customer, and to 

evaluate the customer experience in the 

different parts of the service. As services 

are digitalising, the goal of the study 

was also to understand how the digital 

touchpoints are intertwining with the 

overall experience during the customer 

journey. 

First, the service process and the 

touchpoints were mapped from 

Konecranes point of view to understand 

internal actions, then from the perspective 

of the customer in in-depth interviews. The 

interviews were supported with a card-

based method for experience-focused 

customer journey mapping developed 

in this study to better understand 

experience in complex customer journeys. 

The outcomes of the study provided 

Konecranes with visualised, experience-

focused customer data to support and 

inspire the service development and 

discovered improvement opportunity 

areas with possible experience goals. 

Based on the literature review and 

notions made in this study, traditionally 

experience is seen mainly as good or 

bad. Experience design aims to define 

experience in a less abstract way giving 

it an exact description and a goal, such 

as appreciation or proudness. the target 

is not just eliminating bad experiences, 

but to systematically design for desired 

positive experiences. Identifying 

experiences in this level can help to make 

ideating for them more actionable in the 

development process.  Especially in the 

complex services, having an experience-

focus can help with navigating the 

complexity and better grasping the 

intended goal. 

The objectives of the theoretical thesis 

were to discuss how experience-focused 

customer journey mapping can be 

This chapter concludes the previous chapters. A brief summary of the case study 

and the results are presented, and the preset research questions are answered. The 

latter part of the chapter will discuss the possibilities of applying the method in other 

research cases in industrial service development. Finally limitations and the scope of 

possible future work are listed.

CONCLUSIONS
CHAPTER 5

5.1 cOncluSiOnS

supported in industrial maintenance 

services and what kind of factors are 

essential in order to communicate the 

field data in an effective way to support 

and inspire further service development. 

These will be discussed in the following 

paragraphs.

1. How to support experience-

focused customer journey mapping 

in industrial maintenance services? 

Industrial service development often deals 

with complex stakeholder networks and 

long processes that can be difficult to 

study by traditional human-centred means, 

such as observing or shadowing. Also the 

access to the customer’s facilities may be 

limited for various reasons, and research 

may need to use interviews as the main 

data source for customer journey mapping. 

Journey mapping is generally considered 

to map the customer’s experience during 

the service, however the experience tends 

to stay on a more or less abstract level. 

From an experience design viewpoint, 

focusing on experience should go beyond 

avoiding ‘frustration points’ or creating a 

‘smooth path’.  

This thesis proposes a card-based method 

for experience-focused customer journey 

mapping, to be used in an interview 

situation. It has been tested and proven 

successful in an industrial maintenance 

service context within study. It can support 

the journey mapping in two ways. First by 

making sure that all service moments and 

touchpoints will be covered during the 

interview, and second, by providing a visual 

aid to discuss actions and experiences 

related to each step and the whole 

journey. Thus the cards help to create 

a shared understanding of the service 

journey between the interviewer and the 

interviewee. As the cards are movable, the 

journey is in a way incomplete and open 

for alteration, allowing a feeling that the 

customer can point out missing steps or 

even ideate new ones. This may lead to 

identifying gaps and improvement areas 

in a way that a static template might not.

After the journey is mapped, as well a 

perhaps during it, the cards serve a basis 

to ask about the customer’s feelings and 

experiences in each step or to inquire via 

more general questions on which steps of 

the service leave a good experience and 

how. Another suggestion on ways to ask 

about experiences is through asking ‘what 

kind of things do you value in this part of the 

service’ in case the interviewee does not 

respond well on questions about ‘feelings’. 

The experiential aspect is emphasised in 

the cards with a small illustration of the 

event or action included in the cards. That 

aim was to think about the step more than 

as just a word or a term. Based on the use 

cases, I think this work well, but I cannot 

draw full a conclusion on how big the role 

of the illustration was in this. 
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2. How to communicate the experiential 

aspects of the customer journey in 

the most effective way to support 

and inspire the service developers? 

This study demonstrates that having 

experience-focused data visualised in a 

holistic, well-communicated way can trigger 

previous memories and aid discussion 

around the topic. If experiential aspects 

are not systematically made assessable 

or visualised in an understandable way 

for all stakeholders, there is a danger that 

they are left out or distorted due to other 

pressing issues. It can be argued that visual 

materials of customer experiences can 

help the industrial service development to 

keep focus on the experiential aspects.

What ought to be considered when 

communicating the field data effectively is 

to understand the viewers and build on their 

competences and previous knowledge. 

The way the data is communicated 

should rather inspire and trigger personal 

thoughts and views than strictly inform. 

The language should correspond to the 

language used in the company, and new 

terms should be added with care and a 

good explanation. Besides verbal language, 

the visual language should feel like their 

own and not coming from an outsider. The 

data should be communicated to be used 

by various stakeholders and to engage 

them in reflection and conversations. This 

can also be done better with an engaging 

visual outlook. 

One essential aspect when communicating 

experiential aspects is to awaken empathy 

in the viewer. Experiences cannot be fully 

understood without empathy towards the 

experiencer. This can be done for example 

in a form of customer quotes or realistic 

visual illustrations to tickle imagination. 

In this study the customer journeys were 

supported with customer profiles, a 

method derived from persona description, 

to help the viewer to understand who is 

walking the service steps. The empathy 

was also emphasized with realistic 

illustrations of the events of the service 

and direct translated quotes from the 

customer interviews.

The positive results of this study suggest 

that experience-focused customer 

journey mapping can provide useful 

and inspiring data to support service 

development of industrial maintenance 

services. It is therefore argued that similar 

methods can be useful for other industrial 

service studies where there is a need to 

focus on customer experience in more 

detail than in traditional in traditional 

customer journey mapping. 

The study was conducted in industrial 

context but the methods of working 

could be useful in other service research 

areas as well, especially when mapping 

the customer journey is challenging with 

traditional means.

Due to time constraints and the nature of 

this study, the research results are limited. 

The research was done focusing on only 

one company and one service case and the 

results should not be generalised without 

further studies. The developed methods 

for research and data communication 

show potential, but should always be 

tested and adjusted to fit for the purposes 

of different research cases. In this research 

the methods have been developed hands-

on during the research itself and have not 

been tested again in other studies. The 

methods have been analysed, tweaked and 

evaluated during and after the research 

but not observed and researched by an 

objective party.

The experience-focused data and 

working methods for the client company, 

are currently being presented to different 

members of the service development 

organisation, and it cannot yet be fully 

analysed how this type of data and 

visualisation methods really support 

the development process. The service 

development work may take from months 

to years, and complete analysis of the 

effectiveness of experience-focused 

customer journey mapping cannot be 

carried out before that. The evaluation at 

this stage only focused on how inspiring, 

useful and interesting the service 

development staff found the presented 

approaches and findings, and how they 

see them being applied in the future.

There are interesting possibilities in 

further development of the research and 

visualisation methods in terms of better 

mapping the experiential aspects of the 

service. 

5.2 DiScuSSiOn

5.3 limiTaTiOnS & fuTuRE WORK
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I am very grateful to have gotten a chance 

to work on this case as my master’s thesis. 

The complexity of it was challenging 

and really pushed my skills as a designer 

beyond anything I have done before. I was 

able to utilise a wide palette of methods 

learned during six years of studies, as well 

as to question them and applying them in 

a new way. 

In the beginning I had next to no knowledge 

on industrial maintenance services and a 

quite shallow knowledge on the business-

to-business field. It was very challenging 

to plan a project in a way that would allow 

certain flexibility to adjust the target as 

learning went on. The learning curve was 

steep, and I feel I had to sometimes take 

steps in the process as if partly blind. It is 

easy to say afterwards, what I should have 

asked, how I should have approached 

this. But all have to be understood as 

learning process. The timescale of this 

project in contrast to a wide brief was 

quite challenging to manage, especially, 

since a great part of the data depended on 

unpredictable interview schedules. In the 

end the customer interviews were delayed 

nearly two months, which inevitably 

affected on the outcomes of the project. 

Now reflecting on the project, there are 

a few notions I want to make considering 

a project like this. First, it is essential to 

ask a lot of questions, even stupid ones. 

When working with people with different 

backgrounds and diverse professional 

languages, you have to make sure that 

you are all talking about the same things 

and you cannot know for sure unless 

you ask. There might be some similar-

sounding words in ‘different languages’. 

Second, when presenting the findings for 

groups of people, careful preparation is 

essential. In this project, I am extremely 

satisfied with preparing the visuals to help 

communicating the data, but my verbal 

presentation skill would have required 

better preparation. I trust that that is a skill 

that can be acquired with more practice. 

Besides the problematics with time 

management, I am proud of the work I did 

during this project. I feel I carried out the 

research successfully and I am very satisfied 

with the outcome of the project. I feel 

that the outcome can truly communicate 

the potential of more experience-

focused approaches to industrial service 

development. I am excited about the 

potentials of the Service-Step –journey 

mapping tool and eager to test how it can 

be used in different projects.

5.4 REflEcTiOn
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CUSTOMER INTERVIEW / QUESTIONS

Konecranes, Service Experience -haastattelu/ 

ASIAKAS / Työnjohto tai operoija

JOHDANTO / Tutkijoiden esittäytyminen, hankkeen esittely, lupa haastattelun 

tallentamiseen, luottamuksellisuus

HAASTATELTAVAN TAUSTA

1. Nimi ja titteli

2. Mitä tehtäviä työsi sisältää? Mikä on työsi perustehtävä (ydintehtävä)?

3. Lyhyt työhistoria

4. Mikä on työssäsi haasteellista?

5. Mikä on työssäsi motivoivaa?

6. Minkälainen on hyvä ________ (titteli)

7. Mikä on kriittistä, jotta voit tehdä oman työsi?

PALVELUKOKEMUS  

Yleisen tason kysymykset

8. Tiedätkö mitä Konecranesin palveluja yrityksenne käyttää?

9. Käytättekö myös muiden yritysten huoltopalveluja?

10. Millä sanoilla kuvailisit Konecranesin huoltopalvelua?

11. Mitä arvostat huoltopalvelussa?

12. Milloin viimeksi Konecranesin palvelusta jäi erityisen hyvä tunne/kokemus/ 

 fiilis? (kerro miksi valitsit juuri tämän esimerkin) 

13. Kuvaile jotain käytännön esimerkkiä huoltotilanteesta, josta sinulle jäi huono  

 fiilis/joka ei toiminut hyvin. (kerro miksi valitsit juuri tämän esimerkin)

14. Kenelle kerrot jos palvelu oli todella hyvä tai huono? (organisaation sisällä,  

 Konecranesilla, ulkopuolisille?)

PALVELUPOLKU & TOUCHPOINTIT

15. Kerro miten huoltoprosessi etenee? (haasttelija merkitsee paperille. Sitten 

 otetaan kortit esiin ja järjestetään yhdessä polku kokonaisuudessaan)

16. Missä tilanteissa olet itse mukana? Miten se sujuu sinun osaltasi?

17. Keitä on mukana kussakin tilanteessa?

18. Mitä muuta materiaalia käytetään kussakin huollon vaiheessa (kohtaamisten  

 lisäksi)? (Materiaali voi olla digitaalinen/ei-digitaalinen; viesti, puhelu tai 

 väline  joka tukee kommunikointia Konecranesin kanssa, esim. huoltoraportti  

 tai yhdessä katsottu valokuva nosturin köyden kunnosta) (käydään lävitse  

 kohta kohdalta)

 

19. Käytättekö/Miten käytätte Konecranesin asiakasportaalia (YourKonecranes)?  

 (Miksi ei?)

  a. Miten käytät portaalia kussakin palvelun vaiheessa?

  b. Minkälaisena koet portaalin (yleensä)? Mikä on kokemus portaalista  

  kussakin palvelun vaiheessa?

  c. Miten parantaisit asiakasportaalia?

  d. Käytätkö TruConnectia? Miten?

20. Mitä tietoa tarvitset huollon eri vaiheissa? Mitä puuttuu?

21. Minkälainen kokemus palvelusta on jäänyt eri vaiheissa / Mitä / Millaisia asioita  

 arvostat palvelussa sekä eri palvelun vaiheissa? 

22. Mikä on kohtaamistilanne Konecranesin kanssa, jota olisi     

 tärkeintä kehittää? Miksi?

23. Mikä palvelun tilanne tai kohtaaminen on sellainen, joka luo erityisen hyvän  

 (palvelu)kokemuksen / fiiliksen?

24. Mikä on kriittinen tekijä, joka vaikuttaa erityisen voimakkaasti siihen että   

palvelusta jää hyvä fiilis/palvelusta jäävään kokemukseen?

YHTEENVETO

25. Miten parantaisit Konecranesin tarjoamaa huoltoa/ palvelukokemusta?

26. Mitkä ovat Konecranesin erityiset vahvuudet (kokemukseen liittyen)?



108 109

INTERNAL INTERVIEW / QUESTIONS

Konecranes, Service Experience -haastattelu/ 

SISÄINEN / Palveluiden Kehitys

HAASTATELTAVAN TAUSTA

1. Nimi ja titteli

2. Nykyinen vastuualue ja toimenkuva 

3. Mikä on työsi perustehtävä (ydintehtävä)?

4. Mikä on työssäsi haasteellista

5. Mikä on työssäsi motivoivaa? Mikä työssäsi on parasta?

6. Minkälainen on hyvä ________ (titteli)

PALVELUKOKEMUS  

Yleisen tason kysymykset (SAMA KAIKILLE)

7. Millaisen kokemuksen yrityksenne haluaa tarjota asiakkaillenne? (onko  

  erityispiirteitä, mitä) Millaisen asiakaskokemuksen asiakas tyypillisesti saa? 

8. Mitä asiakas arvostaa Konecranesissa & huoltopalvelussa? Mistä tiedätte että  

 nämä ovat asiakkaitten toiveita?

9. Osaatko kertoa jonkin käytännön esimerkin tilanteesta, jolloin asiakas on   

kokenut palvelun erityisen hyvänä? (kerro miksi valitsit juuri tämän esimerkin;   

onko esimerkki kuviteltu vai todellinen)

10. Millainen on huono asiakaskokemus?

11. Kuvaile jotain käytännön esimerkkiä huoltotilanteesta, josta jäi sinulle tai   

asiakkaalle huono ’fiilis’/joka ei toiminut hyvin. Miksi valitsit juuri tämän    

esimerkin. (onko esimerkki kuviteltu vai todellinen)

VAIHTUVA OSUUS 

Erityisiä kysymyksiä henkilön omaan työnkuvaan & osaamisalueisiin liittyen.

Aiheet: Asiakastieto, Huoltoteknikkojen koulutus, Digitaaliset palvelut, Palveluiden 

kehitys organisaatiossa.

ASIAKASTIETO & KEHITYS

15. Minkälaisia tavoitteita teillä on palvelujen kehittämisessä (esimerkiksi   

 asiakasportaaliin liittyen?)

16. Millä tavoin kerätään asiakastietoa? (talon sisältä ja ulkopuolelta) Miten se  

 tieto tulee teille?

17. Miten asiakas suhtautuu tietojen keräämiseen? Miten paljon asiakkaat avaavat  

 toimintaansa teille?

18. Miten asiakastietoa hyödynnetään palvelukokemuksen kehittämisessä? (miten  

 asiakas(tieto) on mukana kun kehitetään?) Kehitetäänkö yhdessä?

19. Mitä/millaista asiakastietoa teiltä puuttuu?

20. Onko asiakkaat luokiteltu jollakin tavoin, miten? (esim. Segmentoitu, millainen  

 yritys tarvitsee mitäkin?) Hyödynnetäänkö suunnittelussa?

YHTEENVETO

30. Mitä keskeisiä kehitystarpeita näette asiakaskokemuksessa?

31. Mitkä ovat erityiset vahvuutenne asiakaskokemukseen liittyen?
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