
HAL Id: hal-04642041
https://inria.hal.science/hal-04642041v1

Submitted on 9 Jul 2024

HAL is a multi-disciplinary open access
archive for the deposit and dissemination of sci-
entific research documents, whether they are pub-
lished or not. The documents may come from
teaching and research institutions in France or
abroad, or from public or private research centers.

L’archive ouverte pluridisciplinaire HAL, est
destinée au dépôt et à la diffusion de documents
scientifiques de niveau recherche, publiés ou non,
émanant des établissements d’enseignement et de
recherche français ou étrangers, des laboratoires
publics ou privés.

Distributed under a Creative Commons Attribution 4.0 International License

Customer-Centric Service Design: Featuring Service Use
in Life Practices

Dimitri Konstantas, Garyfallos Fragidis

To cite this version:
Dimitri Konstantas, Garyfallos Fragidis. Customer-Centric Service Design: Featuring Service Use
in Life Practices. 23th Working Conference on Virtual Enterprises (PRO-VE), Sep 2022, Lisbon,
Portugal. pp.182-193, �10.1007/978-3-031-14844-6_15�. �hal-04642041�

https://inria.hal.science/hal-04642041v1
http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/
https://hal.archives-ouvertes.fr


 
 
 
This document is the original author manuscript of a paper submitted to an IFIP 
conference proceedings or other IFIP publication by Springer Nature.  As such, there 
may be some differences in the official published version of the paper.  Such 
differences, if any, are usually due to reformatting during preparation for publication or 
minor corrections made by the author(s) during final proofreading of the publication 
manuscript. 
 
 
 



Customer-Centric Service Design:                      

Featuring Service Use in Life Practices 

Garyfallos Fragidis1, Dimitri Konstantas2  
 

International Hellenic University, Faculty of Economics and Business,  
Terma Magnisias Campus, Serres, Greece 

Gary.Fragidis@ihu.gr  
 

2 University of Geneva, Faculty of Social Sciences, 
UniMail en Battelle, Geneva, Switzerland 

 Dimitri.Konstantas@unige.ch  

Abstract. Today digital technologies have become pervasive in human life and 
shape the everyday life practices of the people. The paper investigates how 
service design can be used to understand the way that people use services in 
their everyday life practices and to improve the service value for the people. 
The purpose of the paper is to advocate the development of a new, customer-
centric perspective in service design that is based on the requirements of the 

user and the use of services in the everyday life practices. The paper discusses 
the meaning of service design for the customer/ user and suggest an alternative 
approach that emphasizes on design as planning for service use and integrating 
services in the everyday practices. A holistic service architecture that connects 
service provision, delivery and use provides insights for the way that services 
are embedded in the everyday activities and the development of applications 
and tools that can support the planning of service use and the integration of 
services in the everyday life practices.  

Keywords: Service design, service architecture, service integration, customer-
centric, life practices, Society 5.0.  

1   Introduction 

The rapid evolution of digital technologies has brought drastic changes in every 

aspect of the business operations and the people’s life practices. A variety of new 

technologies, such as mobile technologies, the Internet of Things (IoT), wearables, 

artificial intelligence (AI) and machine learning, Big Data, the Cloud, automation and 

robotics, virtual and augmented reality (VR/AR), stimulate the development cutting-
edge innovations that guide the digital transformation of the economy and the society. 

The continuous progress of digital technologies is accelerating the development of a 

paradigmatic shift from a product-oriented business logic into a service-oriented 

logic, according to which service is understood as a perspective of business, rather 

than a different type of goods [1]. In parallel, the digital technologies boost the 

development and delivery of online and mobile services and foster service innovation 
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[2], especially with the development of information-intensive services and ‘smart 

services’ that are adjusted to contextual parameters [3].  

The new technologies promise the development of a smarter, service-based world 

that will provide opportunities for increased value creation for the people. For 

instance, ‘Smarter Planet’ was an initiative of IBM for the development of smarter 

systems that can achieve sustainable development and societal progress [4]. More 

recently, the Japanese government introduced ‘Society 5.0’ as an umbrella initiative 
for the development of a human-centered information society, as a ‘super-smart 

society’ that employs digital technologies for the provision of smart services, so that 

“people enjoy life to the fullest” [5]. In this realm, transformative service research has 

been introduced as a research movement that is based on the assumption that service 

systems have great impact on the way that people live their lives and the quality of 

life they enjoy and, hence, service research can be used to improve the well-being of 

individuals and the society [6]. Kristensson [7] suggests the discussion for future 

service technologies should not focus on the technologies themselves, but on the 

benefits and the value they create for the user. Likewise, Brenner et al. [8] discuss the 

importance of the concepts of ‘user, usage and utility’ in service research.  

Today digital technologies have become pervasive in human life and shape the 

everyday life practices of the people [9]. This brings major changes in the way people 
use services in their everyday life activities in order to achieve their goals and develop 

experiences and value. This paper responds to the many calls in the literature for the 

development of customer-centric approaches in service research that take into account 

the way that services are embedded and used in people’s lifeworld in order to create 

meaning and value for the people [5, 6, 8, 10, 11, 12]. Even though there is a vivid 

dialog in the service design literature about the embeddedness of services in people’s 

lifeworld, most of the current approaches emphasize on the design of the service, the 

service system or even the service ecosystem, but they do not extend sufficiently their 

scope to analyze the use of services in the people’s lifeworld.  

The paper makes several contributions to the existing service design research. 

First, it introduces a customer-centric perspective in service design that derives from 
the concept of the ‘customer logic’ [10]. Second, it discusses how services are 

embedded in the sequence of the everyday life practices and the activities of the 

people. Third, it challenges the conventional approaches of service design that aim at 

the development of new services or the improvement of existing services and suggests 

that, seeing service design from the customer’s point of view, who uses services to 

support his life practices, it takes an alternative meaning as conceiving and planning 

for service use and integrating services to support the implementation of the everyday 

life practices. Fourth, it develops a holistic service architecture that is based on the 

customer perspective on service design, that consists of three layers: the customer 

ecosystem (refers to service use), the service ecosystem (refers to service provision), 

and the technological ecosystem (refers to service delivery). The holistic approach of 
the service architecture enables relating service use with service provision in order to 

develop a complete understanding of service use and service value. The inclusion of 

the technological ecosystem serves to understand the role of the digital technologies 

in the provision and use of services. Fifth, the paper provides insights for the use of 

digital technologies for planning service use and integrating services to support the 

implementation of the everyday life practices.  
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2 Service Design and Service Value  

Service design can be broadly defined as a human-centered, creative and iterative 

approach to the creation of new services [14] and it is intertwined with the notions of 

service innovation, customer experience and value creation [15]. The early 

approaches on service design aimed at the design of new services or the configuration 

of service systems and draw attention to the design of the customer experience at the 

service encounter (e.g., the service blueprint) or at the multiple touchpoints of the 

service system (e.g., the customer journey). These approaches examined the dyadic 

relationship and interaction between the customer and the service system as it unfolds 
in the provider’s domain.  

The complexity of service systems prompted for the development of multilevel 

design approaches that integrate the analysis and design of customer experiences at 

different levels of interest. Characteristic is the Multilevel Service Design (MSD) [16] 

that consists of three hierarchical levels of service design: the service concept, the 

service system and the service encounter. Designing at the service concept level 

requires positioning the service in the customer’s ‘value constellation experience’ and 

relating it to relevant services that may precede or follow the use of the core service.  

With the increasing complexity of the service environment and the fragmented 

nature of service provision, service design evolved beyond the dyadic customer–

provider interaction to develop network approaches that examine the roles and the 
multilateral relationships of several service actors. These approaches aim at the 

description of activities and interactions of network actors and the design of services 

to support these activities. The Service Delivery Network (SDN) is a network of 

multiple service providers that are together responsible for the provision of a 

connected, overall service experience [17]. The network can be formed either by the 

provider’s initiative (e.g., an e-commerce company that cooperates with particular 

partners for payments, delivery, etc.) or by the customer (e.g., holidays that integrate 

services about accommodation, transportation, entertainment, etc.). Depending on 

who is the leading actor, the design can reflect a provider-centric or a customer-

centric posture in coordination and relationship management. Other service design 

research emphasized on the mapping of the service network with regard to the 
participating actors, their roles, services provision and use and the resulted service 

experiences [12]. Caic et al. [24] performed the mapping of the participants in service 

networks and recognized patterns with common characteristics. 

Service design research has been largely influenced by the concept of service 

value, as service design aims ultimately at the creation of value for the customer. 

Major impact has been exercised by the Service Dominant (SD) [1, 18], with service 

value being always co-created with the customer and determined phenomenologically 

by the customer when it is used (value-in-use) in the customer context (value-in-

context) [1]. The service design research that is inspired by SD logic has as common 

characteristic the use of oscillating foci in order to address the requirements of 

analysis at the micro, meso, and macro levels of the overlapping service ecosystems 

[18]. Vink et al. [19] developed Service Ecosystem Design as a theoretical approach 
to promote the ecosystemic understanding of service design. Beirao et al. [20] 

suggested an approach for the study and design of services in healthcare at micro 
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(patient), meso (healthcare provider), and macro level (national health system), 

noticing that the impact goes both upward and downward, from micro to meso and to 

macro levels, and the reverse. Likewise, Trischler and Trischler [21] suggest a multi-

level approach for public service design.  

An alternative perspective on service value is provided by the Customer Dominant 

(CD) logic [10,11] that focuses on the customer and his functions for the creation of 

value in the realm of his life practices. CD logic focuses on the customer, rather than 
on the provider, the service system or the service itself, and shifts the interest on what 

the customer is doing with services in his life practices. Service is naturally embedded 

in customer’s life practices and service value is formed in the customer’s context 

when the service is used, influenced and facilitated by the actions of other actors 

(providers, friends, etc.). In accordance with the CD logic, Becker and Jaakkola [22] 

suggested the concept of the ‘consumer journey’ as a next service design level that 

captures what customers do in their everyday lives to achieve their goals, implying a 

broader focus than that of the customer journey. Lipkin and Heinonen [23] 

investigated how the customers, as human actors, shape experiences in customer 

ecosystems as a result of using services in their own lifeworld. Bettencourt and 

Ulwick [25] recommended a method to identify what customers try to do and what is 

needed for the successful implementation of their activities. 

3 The Customer Perspective in Service Design  

This section presents a holistic approach for customer-centric service design that 
refers to the way that services are embedded in people’s lifeworld and are used in the 

everyday life practices. The approach is based on the CD logic [10,11] and introduces 

the ‘customer logic’ in service design. The customer logic refers to customer-specific 

patterns of how customers live their lives, perceive their needs, perform their 

everyday functions, choose among available offerings and experience the use of 

service. In order to understand the use and value of a service, it is necessary to 

develop a holistic understanding of the customer’s life, context, practices and 

experiences, as well as how the service supports customers’ life.  

The CD logic is based on the value conceptualization of Gronroos and Voima [13] 

that defines value creation in three spheres: a) the provider’s sphere, where the service 

producer develops and provides the service, b) the customer sphere, where the 

customer uses/ integrates services and potentially adds other self-resources and 
creates value as ‘value-in-use’, and c) the co-creation sphere, where the customer 

interacts with the provider for the co-creation of value, potentially with the 

participation of other stakeholders. Hence, the focal role goes to the customer, who 

decides for service use and creates value. The provider can support and influence 

customers’ value creation, directly and indirectly, and service design is a first order 

opportunity for this.  

Service systems are composite configuration of actors and resources that require 

different perspectives and multilevel design approaches. In this paper, we suggest a 

holistic approach that involves the perspectives of the customer and the provider in 

service design, but adopts the ‘customer logic’ and hence regards service design from 
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the customer’s point of view. People’s life evolves as a sequence of activities and 

services can be embedded in these activities to support people in the accomplishment 

of their goals. The emphasis is put on customer’s sphere of value creation, on the 

activities of the people and the way that services can be embedded in order to provide 

some benefit. The conceptualization of the customer perspective, as compared to the 

provider perspective, is depicted in figure 1.   

 

Fig. 1. The customer perspective on service and service design  

 

According to the customer perspective, the attention is on the customer activities, 

how services can be used to support the customer activities and what is the impact of 

service use on the other activities of the customer: what else can (not) the customer 

do, what other activities are (not) compatible and can (not) be used, what 

opportunities for other activities are effectuated. For example, people that commute to 

work can take a taxi or use public transport, which entails they can combine different 

sets of activities (e.g., when going by taxi they save time for some extra activities at 

home or at work, when going by public transport they can work, communicate with 
others or surf on the internet). When people telework, they do not need commuting 

services, but they employ teleworking services and consequently their ecosystem of 

everyday activities can be shaped in a completely different way (e.g., cook, clean the 

home, take care other people at home, etc.).  

The provider-centric perspective, on the contrary, lays the attention on the service 

provision, how service can be used to support a particular customer activity and what 

other services can be triggered by the particular customer activity. For example, the 

Multilevel Service Design [16], that has exercised considerable impact in the service 

design literature, requires positioning the service in the customer ‘value constellation 

experience’ and relating it to relevant services that precede or follow the use of the 

core service offering. This perspective is a step forward towards the design of services 
embedded in the customer’s lifeworld, as it places the service into the larger context 
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of the customer experience, but the scope remains restricted around the core service 

offered by the provider. It can provide several insights for service design; however, it 

is different from the customer-centric perspective proposed in this paper, which 

provides a different perspective on service and different insights for service design, as 

they are presented next.  

We know the customer participates regularly in service design projects that follow 

the conventional approaches, so what is the difference with the proposed customer-
centric perspective and what is the role of the customer in it? Service design is a 

procedure exercised by the service provider for the ‘design’ of a new service or the 

improvement of an existing one, that includes as typical phases the ideation, 

development, prototyping and launch. It is obvious hence that service design reflects 

the provider’s perspective on services and service processes. There are several design 

approaches that introduce the customer in the design process as co-designer, as 

evaluator or with other roles, but the goal of customer participation is to support the 

design process that is organized, implemented and orchestrated by the provider.  

The proposed customer-centric perspective on service design does not seek to view 

simply the same design procedures through the eyes of the customer and to introduce 

the customer’s interest and concerns – it is already done by conventional design 

methods. It requires to emphasize on the use of service, rather than the development 
of service, and reinvent the meaning of service design. When the interest is placed in 

the way services are used in the series of activities performed in the lifeworld of the 

customer, the design does not refer to actions and decisions about the features of the 

service, but to the way the customer conceives and plans the use of services in these 

activities. This conceptualization of service design is compatible with the meaning of 

the word ‘design’ (e.g., in Merriam-Webster it is defined as: “to conceive or execute a 

plan”, “to create, fashion, execute, or construct according to plan”, “to have as a 

purpose”).  

Service design from the customer-centric perspective means the customer decides 

and plans the use of services in the series of activities performed in the everyday life 

practices. In particular, as these activities are connected in a timeline, service design 
means also the customer combines and integrates services. Hence, the service design 

methods that are required to support the customer-centric perspective of service 

design should support essentially these two basic functions of the customer: planning 

for service use and integrating services. Later we discuss how digital technologies can 

support the development of service design within this perspective. 

Figure 2 presents different configurations of service provision and use with regard 

to the value creation framework of Gronroos and Voima [13]. The customer domain 

includes the series of people’s interconnected (chained) activities, the provider 

domain refers to service development and provision, and co-creation domain refers to 

the interaction and collaboration between the customer, service providers and possibly 

other stakeholders (e.g., friends, family members, community members, social media 
members, business partners and associates) for the provision and use of services. We 

distinguish the following types of service configurations: a) Customer activity that is 

not supported by any service (e.g., going to work on foot or by bicycle). b) Customer 

activity supported by service offered by the provider (e.g., going to work by taxi). c) 

Customer activity supported by service co-created by the provider and the customer in 

the provider’s context (e.g., customization of a meal to comply with particular dietary 
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requirements). d) Customer activity supported by service co-created by the customer 

and the provider in the customer’s context (e.g., navigation services adapted to the 

location and the preferred mode of transport of the customer). e) Customer activity 

supported by services offered by the provider as a package (e.g. hotel reservation that 

includes pick-up service from the airport). f) Customer activity supported by two (or 

more) separate service items provided as an add-on offer (e.g. transportation 

reservation and hotel reservation). g) Customer activity supported by two (or more) 

separate service items provided by different providers and combined together by the 

customer (e.g., separate transportation reservation and hotel reservation). h) Customer 

activity supported by service developed and offered by the provider with the support 
of a provider’s community (e.g., e-commerce services supported by a community of 

experts or past users that provide information or solutions). i) Customer activity 

supported by service developed and offered by the provider with the support of a 

customers’ community (e.g., e-commerce services supported by friends, peers and 

colleagues that provide information or solutions). j) Customer activity supported by 

service provided by customers’ community (e.g., friends, peers and colleagues that 

provide information or solutions).  

 

 

Fig. 2.  Configurations of service provision and use 

 

The horizontal axis outlines the timeline of people’s practices as a series of 

activities in a certain part of their everyday life and the way they are interconnected 

with each other, as well as the services that are used, from several service providers, 

to support the implementation of these activities. Hence, we can understand better 

what the user is doing in his life, as well as how services are embedded in these 

activities and used for the delivery of certain benefits. This analysis can reveal 
patterns in the lifeworld and the lifestyles of people and in the use of services for the 

support of their practices. Such patterns, as well as the underlying customer needs and 

preferences, can be extremely useful for the design of services (according to the 

conventional, provider-centric perspective) and the development of service models.  

The vertical axis describes a particular practice of the user and the potential use of 

service(s) for the support of this practice. Here the focus is on the dyadic relationship 

between the user and the provider that can be approached by the micro and meso level 
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design methods that are used in service research for the design of service provision 

and service experience.   

4  A Service Architecture for Customer-Centric Service Design   

In figure 3 we outline a holistic service architecture that elaborates on the concepts of 

the customer-centric service design. The architecture consists of three layers: a) the 

customer ecosystem that refers to service use, b) the service ecosystem that refers to 

service development/ provision, and c) the technological ecosystem that refers to 

service delivery. This architecture highlights the need for comprehensive approaches 

that incorporate in the same framework the research about service development/ 

provision, delivery and use in order to support the better understanding of their 
relations and interdependencies. 

 

 

Fig. 3.  A Service Architecture for Customer-Centric Service Design  

 

The customer ecosystem is based on the customer logic [10, 11] that refers to user-

specific patterns of how people live their lives, perceive their needs, perform their 

everyday functions, choose among available offerings and experience the use of 

service. Service use takes place in the customer context that refers to the values of the 

user (beliefs, attitudes, preferences), the situation of the user (needs, objectives) and 

the conditions that prevail during service use in the physical and the social 

environment of the user. The customer’s social context refers to the family members, 

friends and other acquaintances with whom the user is related and interacts, as they 

can affect the value system and take a role in the everyday life practices of the user.  
The service ecosystem is the aggregation of service systems that are available to 

provide services to the customer. The service context refers to the available services, 

the requirements and the processes for service design and development, the service/ 

business models employed, the market characteristics, the business relationships and 

collaborations with other providers, distributors and suppliers. The provider’s social 

context refers to the communities of customers, partners and associates that are 
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developed and coordinated by the provider for the support of service provision, 

selling and use.   

  The technological ecosystem refers to the digital technologies that are available 

for the delivery and use of services by the customers. We distinguish between the 

provider’s and the customer’s technological context, with the former referring to the 

technologies employed for the development and delivery of services by the provider 

and the latter to the technologies employed for the acquisition and use of services by 

the customer. The technological ecosystem includes also the capacities and the skills 

required, the supplementary resources needed and the support models employed for 

service delivery and use. 
The service architecture suggests the need for zooming in the requirements of 

service design in each particular layer, by exercising available methods and tools from 

the literature, and zooming out to see how they are relating to and affecting each 

other, in order to obtain a holistic understanding of service use in the life practices of 

the customers. The customers may adopt different use patterns according to their 

particular situations and conditions of their physical, social or technological context. 

The concurrent examination of the factors in these three layers will provide insights 

for the relationship between service use and the impact of these particular contexts. 

For instance, providers sometimes realize their services are not used as they were 

designed, but the customers invent different uses. The point here is not to alter the 

design process as flawed, but to learn from the way the users really use services in 
their life practices. This knowledge can provide insights for the development of 

alternative service configurations, technologies and service/ business models to 

support the unanticipated preferences and service use patterns.  

The inclusion of the technological layer between the customer and the service 

ecosystems supports the combined analysis of the digital and the physical aspects of 

services, takes into account the context of the user and service use patterns and 

provides insights for the development of digital and ‘smart services’ that are 

embedded successfully in the life practices of the people to improve the quality of 

life. Today there are ample opportunities for the development of such services in 

different environments, such as in ‘smart cities’, ‘smart transportation’, ‘smart 

homes’, ‘smart energy’, ‘smart/ independent living, etc. Not least to mention, it can 
provide insights for the development of cyber-physical service systems and 

augmented reality applications that can embed services on the digital or the physical 

environment of the users.  

5  Planning and Integration of Service Use 

The customer-centric perspective on service design suggests the key requirement is 

the understanding of the way customers conceive and plan the use of services in their 

everyday life practices. Hence, service design research requires the development of 

new approaches that support the planning of service use in the timeline of customer 

activities and the integration of services from different service providers. How can 
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existing and new technologies support the understanding of service use in the 

everyday life activities, the planning of service use and the integration of services?  

Service use in customer practices is difficult to be analyzed. Service design 

research employs a variety of quantitative and qualitative methods (interviews, case 

studies, ethnographic research, etc.). Even though they are difficult to be 

implemented, they are extremely useful in order to gain better understanding of the 

customer logic in service use. Digital technologies can provide additional and more 
effective methods for the identification of service use patterns at individual and 

collective level. For instance, tracking and lifelogging technologies and can capture 

user behavior in digital environments, as well as a variety of data about the user, the 

contextual parameters and the timeline of service use. Data analytics technologies 

enable the observation and measurement of human behavior, which can allow the 

analysis, modeling and experimentation with human behaviors, reveal behavioral 

patterns and support a dynamic adaptation of service provision. User profiling tools 

automatically capture the interest, contextual parameters, and past behavior of the 

user or similar users in order to personalize service experience. All these technologies 

can provide a basis for the development of tools that support the understanding of the 

way that people use services and create value in their life practices. 

The planning of service use is not supported directly by technologies and tools 
today. There are personal activity planning tools, like diaries and other particular 

applications, that focus on the scheduling and organization of the everyday tasks. In 

addition, there are some applications that can recognize certain services embedded in 

the everyday schedule of the people, such as in the case of travel services that are 

automatically included in the digital diaries of the users. All these tools need to be 

extended and modified in order to include services in a systematic way and relate 

them to the execution of practices and activities. More importantly, they need 

visualize the use of services in order to support the planning of service use and the 

review and evaluation of past service use. This information will provide rich insights 

for the role of services in the life practices of the people.  

The abundance of activities and services makes necessary the facilitation of the 
user in the integration of services. Today several digital mega-platforms, such as 

Google, Apple, Microsoft and Facebook, accommodate services from various 

providers and, more importantly, provide opportunities for single sign-on methods to 

the services offered by different providers. At the moment the support remains at the 

access of different services and the integration of these various services remains at 

minimum level. In the future, it will be required the integration of these services and 

their connection to the life practices. In addition, it will be required the development 

of federated platforms that would support the user in the use of a variety of services, 

seamlessly integrated from different providers. 

6 Conclusions  

The paper employs the ‘customer logic’ [10] to study the way that services are 

embedded and used in people’s lifeworld and introduce a customer-centric 

perspective in service design. Unlike the convectional approaches of service design 
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that aim at the development of new services or the improvement of existing services, 

the customer perspective in service design explores the meaning of service design for 

the customer, who uses services to support his life practices. Therefore, the paper 

suggests a re-conception of service design as conceiving and planning for service use 

and integrating services to support the implementation of the everyday life practices 

of the customer. The paper provides also a holistic service architecture for service 

design that enables seeing and relating service use with service provision and 

delivery.  

The paper provides several research and practical implications for service design. 

As services are embedded more and more in people’s life and affect the practices of 
the people, the scope of service analysis needs to be extended beyond the direct 

interaction between customer and provider. Service value can be affected by other 

services and contextual parameters and it may occur beyond the service interaction, so 

that it is not directly visible to the provider. In addition, users do not always 

experience service according to how it is designed by the providers. The customer-

centric perspective in service design requires not only to broaden the scope, but to 

change the lens through which we examine services, and calls for refocusing on the 

role of services in the series of activities the user performs in his life practices. This 

way we can understand better what the users are doing and what they wish to achieve, 

which can be valuable insights for the design of better services.  

Future research can address the conceptual elaboration and the further explanation 
of the customer-centric perspective and the service architecture, the application of 

these concepts in practical studies for their validation and improvement, and the 

examination of methods and tools that support the planning of service use and the 

integration of services. Some particular research questions can refer to the mapping of 

existing service methods to the service architecture, the investigation of the impact of 

collaboration and service networks on the customer-centric perspective and the 

service architecture, the inclusion of the macro level of service design, the analysis 

and design of applications for the planning of service use and the integration of 

services.  
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