Y—EXATYL 2V DRE
"Ry NEYRADSEXBBITH—EADEH DA,
®a mET

HERIPBKE AVE1— AT URBH KBRS ML 7L F—EREHE
BREHEKE Waseda-EDGE FkEaIETHY A > 7O S LY EIYXRIARXT—)L

ITeERLIcEReELOEICmIFcT—oay 7 $E2[E

HCian

(B FE]
FERIEAFAFFRBEBEIZMRR VAT LAREERELRERET. FRAY KERERE
XA RBLE Y AT ARZRETRAREE T, 2MiEL, BEAP 1 - E— - TLAKARH
Atte BHREMOMFTHR(Y 7 N VI 7R A7V MEMSEMHE. RADHEE, /\—Y
FILY AT LR, AR, U —EXHR)ICHESE, 2005FEH1 5 —EXY A TV X
KDILE LT Z1T o fco 2010F D SMIZITBUE AR A IREMEE T S EMTARREEE >
& —DREEFEREY — EARFMEMAE 7O Z L (SSFIRE) 7 T d—, 20135F48 & b BfF
HRZF #i&E, 2015F 9 B L DR, EMEHRZFHEZMAR (EVRXRIARXTI—)L) « FRK
HREICEWT IEEEHEL. EREEKY WASEDA-EDGEZ/OV ZAICEWT REKAIET
1 182, HSSE(Human Side of Service Engineering) Board member,  —E X Z I8,
W - 1/ R—2 3 VZLEELQEZ3HT,

(EFI7 %]
R&DV R I AV b, EifRE, Y —EXTFH1Y Y—EXAHYAI VR



Iy  U—ERXATHAVDEE

1. TRENDS: WEHFRBETRET WS &
2. PERSPECTIVES: —EXR=E &IT

3. QUESTIONS & & ANDE LY

TRENDS: WX R MRIETEEZ TL)
5C¢&



YRR O > S )L DAL

+ McKinsey & Company H'
LUNAR (design firm)% E Y

BITOTH1 >

- Capital One#h® adaptive
path(design firm)% E X



T —EXFEER & DOfEHLE!

Service-Dominant Logic by Vargo & Lusch

Goods-dominant (G-D) logic Service-dominant (S-D) logic
BEFROMEERETOEREXIET SR

fAAEED (BR. H—EX) HENDLDIEHE. AFIILEETHY—E
A DATL)

EEIXEESND fli{EFHICRIEND

I L-ERELTOE R BODRE. RVNT—VIZEITEEER

BERITHR BERIEEGER

BESES Fn NRZEERELE-LTOE

Ref: Vargo, Stephen L. and Robert F. Lusch, "From good to service(s): Divergences and convergences of logics”, Industrial Marketing Management,
2008.
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- 1st phase: Humanize the technology
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- Service design aims to ensure service interfaces are
useful, usable, and desirable from the client’s point of
view and efficient and distinctive from the supplier’s point
of view.” Birgit Mager

-+ “Service design is focused on bringing service strategy
and innovative service ideas to life by aligning various
internal and external stakeholders around the creation of
holistic service experiences for customers, clients,
employees, business partners, and/or citizens.” Center
for Services Leadership, Arizona State University
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HB—EXTFTHY1 >  5IRE by service design thinking
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AALTO University
six schools married since 2010

- Service Factory (Business)
- Design Factory (Engineering)

Royal College of Art

* Industrial Design , Innovation RCA

- Service Design (Design 70%, Business
20%, S&T 10%)

- Start from Design London (2005)
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Loughborough
University

- Service Design and Management (London

Industrial Design

2015 Fall start)

Laurea University of
Applied Sciences

MBA Service Innovation and

D

esign
Design thinking

- Service logic based strategic

management

- New service development and

innovative business models

- Deep customer insights
- Service design process and

methods

+ Future thinking and foresight

methodologies

+ Thesis
- Elective (business and leadership

competences, advances
competences in service innovation
and design, operational skills)
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Life / Work

- Service Design Consulting Firm (2008-)
- Consulting globally, Thailand Railway,
Finland Lift

R & DEEN N DIRR

ref:The Customer-activated Enterprise fEIZ{IED &, IBM Institute for Business Value
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MAHLBERRETYA VTS

ref. The Customer-activated Enterprise {E & fifED A, IBM Institute for Business Value

HARDED #BHDEFLE

ref:Z7 O—/N)LREE X ¥ 7'¢ — Japan Report, IBM Institute for Business Value

21

22



PERSPECTIVES: H—EARE &
IT

NEORETROEBEBRRERER?




ANEDOREETHROEZRREKEL?

17>y EBUYR HIMFEEEEZ (TRILF—EBNE. £E1b. EEIREN. BRI 25
ref: TheSecondMachineAge, Brynjolfsson, E., & McAfee, A.
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Cray-2 1985 ,
iPad2 2011

ASCII Red 1996-2000 55M$, 150mm PS3 2005 5008
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DARPA Grand Challenge 150 -1 JL(#I240km)#E A ETT
2010 e BMAET —ME - &

2005 5e7E | 6 A 5 4 90
2004 11.78km 4.9%
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InnoCentive

Amazon. JEARFGEEEEITMEY —EX TAmazon L
VT T R (2014/2/20)
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ref: IRIREREE, WHERIEAZPAF, £EM LR, 1997.
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GE Aviation
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Ref: Discussion with Lasse Mitronen, AALTO University and Yuriko Sawatani, Tokyo University of Technology



QUESTIONS: b—E X FHA1 Y
DIRHEITH?

A four-‘dimensional model of service innovation
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N—T T4V & o ]
BE-BE go_vame|  wmwn | oo | BEROATY
H—E 20D Jx—RX — v ILEEED
) (Dimension 1) . . y
LS (Dimension 2) LS00
BRATRY
ATz
(Dimension 4

HY—ER - FU
INY— - IRT A
(Dimension 3)
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Ref: Pim Den Hertog, “Knowledge-intensive business services as co-production of innovation”, Internatioggl
Journal of Innovation Management, Vol 4, No. 4, Dec 2000, pp491-528
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Service Management SLAs: Forrester Consulting Surve!
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Ref: Normann, Richard., Service Management, Wiley, 2000. B DF#[E : BBEH B OMEFIMTZ 32 B (Richard Normann)
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