DESIGN OF SERVICES IN SERVITIZED FIRMS: GAMIFICATION AS AN
ADEQUATE TOOL

Abstract

Purpose - The aim of this paper is to propose a model of analysis that justifies gamification as
an adequate tool to improve the design of services through the Human Centered Design
methodology.

Design/ methodology/ approach —The present work is a conceptual contribution. Based on the
information provided by the academic literature on the design of services, Human Centered
Design and gamification, the suitability of the proposed model is justified to help the servitized
companies to improve the design of their services.

Findings - There is a gap in the academic literature about how a servitized company develops
its service design process; Customers demand experiences through services; Involving
customers in the co-creation of value and co-design of services can guide servitized companies
to achieve success with servitization; Gamification is an effective tool as a relational marketing
strategy.

Research limitations/Implications - The review of the literature carried out in this paper provides
a solid theoretical basis for future researchers in the area of servitization, service design and
relational marketing. However, given the conceptual nature of the research, it is necessary to
validate empirically the proposed model.

Practical implications - The proposed model can be useful as a reference for manufacturing
companies to guide their servitization process. Our study extends the debate on how to integrate
the design of services by presenting a model of development based on gamification.

Originality/value - Having knowledge of the customer is essential throughout the service design
process and gamification can be achieved as a Human Centered Desing technique.
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Introduction

The arrival of the so-called "Industry 4.0" has revolutionized the business world. This fourth
industrial revolution, driven by the introduction of digital technology in industry, brings changes
such as the specialization of the value chain, connectivity between different actors, as well as
new ways of competing to attend increasingly demanding customers (Marcos and Martin, 2016).

Customers no longer demand products otherwise experiences through the service offered (del
Val, 2016). In the words of Stefan Olander, digital director of Nike: " In the past, the product was
the end point of the customer experience. Now it is the starting point " (Poornikoo, 2014;
Ramaswamy, 2008). This leads to think that the development of services has positioned itself as
the starting point and final point in the achievement of a competitive advantage.

Additionally, to make a correct development of services, it is important to bear in mind that the
consideration of value has also changed. It has gone from added value to the co-creation of value,
from production units to interactive processes that are mutually satisfying and from individual
actors to systems of value creation (Sangiorgi et al., 2012).

During the last decade, there have been numerous studies that have shown the importance of
the development of services in industrial companies to maintain competitiveness. This process of
incorporating services is called servitization, which has as a consequence a change in the
business model of the companies by offering a combination of product-service, which provides



different levels of servitization (Baines and Lightfoot, 2014). For this reason, research on what
types of services companies must offer to generate new business opportunities (Spring and
Araujo, 2009), how to integrate them into the company's offer (Neely, 2009) or how to innovate
and design has become particularly relevant the offer of services to be successful (Gebauer and
Friedli, 2005).

The work developed by Diaz-Garrido et al. (2018) studies the evolution of the main research
trends in the field of servitization and recognizes the importance of incorporating the perspective
of customers. The servitization focuses on the development of integrated solutions of products-
services that offer a greater value for the customer and in the co-creation process of the services
in which a learning takes place between the service provider and the customer's experience
(Anderson and Narus, 1995; Parasuraman, Zeithaml and Berry, 1988).

It is known that in recent decades, the topic servitization has aroused great interest in the
academic community as a result of the positioning that has acquired the service as an essential
part in the process of creating value and achieving competitive advantages by manufacturing
companies (Lightfoot, Baines and Smart, 2013).

The servitization strategy is considered a continuum that goes from the production of goods to
the production of services, resulting in an evolution in which companies offer the most appropriate
combination of products and services (Oliva and Kallenberg, 2003, Mathieu, 2001a, 2001b). The
incorporation of services in the manufacturing processes responds to a change in strategy
(Davies, Brady and Hobday 2007; Galbraith, 2002) and must imply a change in the conception of
the behavior of managers to facilitate the competitiveness of companies (Vandermerwe and
Rada, 1988; Gebauer and Friedly, 2005). In this stage, the topic begins to deepen in those
aspects that allow the domain of the services in the strategic orientation of the industrial
companies.

From the perspective of marketing, there are works that analyze the incorporation of services
from the point of view of the customer, focusing on the perception and creation of value on the
quality of service (Anderson and Narus, 1995; Parasuraman, Zeithaml and Berry, 1988). They
analyze the satisfaction and loyalty of the customer in services (Levitt, 1960, Vargo and Lusch,
2004) or the importance of after-sales service in industrial companies (Cohen, Agrawal and
Agrawal, 2006). However, the academic literature on servitization lacks studies on how servitized
companies develop their design of service, this being the central part of their success or failure
of the servitization process.

Therefore, it is considered necessary to open a new line of research, to guide the servitized
companies on how to carry out the design process of their services and what could be the
appropriate tools to improve it.

Previous research has addressed the introduction of services as a complement to product design,
a fact that has caused a lack of interest in the role played by the customers in its development
(Kumar and Kumar, 2004). This product-based approach does not recognize the potential that
customers have during the design process. In this sense, from the point of view of service design,
it is a question of responding to the need for companies to broaden their repertoire to address the
challenges that organizations face today (Stacey, Griffin and Shaw, 2000)

The design of services allows to offer frameworks and practical tools to guide the manufacturing
companies in the servitization (Iriarte et al., 2016), therefore, it is necessary to create models so
that the design of services is adopted by the manufacturing sector (Bhamra, Moultrie and
Thurston, 2014). Although there are works that recognize the Human Centered Design (HCD) as
a collaborative methodology for designing services within an industrial environment, when
considering its use and requirements of the customers (Fraga-Lamas et al., 2018), there is
insufficient research considered the most effective methods or techniques in the process of
interaction with the customer in the development of services.

In this sense, it is intended that, connecting HCD with service design, customers enter to be part
of the value creation process through their opinions and generation of ideas (Ramaswamy, 2008)
and it is the responsibility of the company generate an adequate environment to promote the



user's voluntary participation (Kumar and Pansari 2015; Venkatesan 2017) and involve them in
the co-creation of value of his goods and services.

The use of external gamification techniques, aimed at involving customers by improving the
relationships between them and the company (Werbach and Hunter, 2012), can be an effective
tool for designers. Correctly implemented, it can generate that discussion environment,
commitment and motivation through which customers can participate and influence the design
process. The aim is to create co-creation platforms for experiences that allow servitized
companies to guide the design of their products.

The union of the HCD to the design principles of Industry 4.0 suggests alternatives for the design
of services that requires production and operations systems to provide a real connectivity of the
products to the customers (Fraga-Lamas et al., 2018).

The main issue that has caused the object of study of this work is the following: How can a
servitized company improve the design of its services? It is intended to seek an answer to this
question through the inclusion of the customer perspective in the design process under the HCD
methodology and with the practical application of gamification tools.

The present work aims to contribute to the academic literature with a conceptual work of deductive
reasoning (Maclnnis, 2011), which justifies the adequacy of the use of gamification tools to
improve the design of services through the incorporation of the customers in the design process.

Therefore, in the first place, a review of the literature is carried out regarding the relationship that
exists between the design of services and the HCD methodology. Secondly, it highlights the
potential of gamification to obtain real-time information from customers and, therefore, include the
perspective of the customer in the service design process. Finally, it is proposed a model of
analysis that justifies, through propositions, the adequacy of the use of gamification techniques
to improve the design of services under the HCD methodology.

Relationship between Design of Services in Servitized Companies and Human Centered
Design

The services incorporation at industrial companies requires the adaptation of the service type to
the business context that the company can create value (Tukker, 2004). Gebauer and Friedly
(2005) reflect the need to carry out a change in customer orientation so that the servitization
process is successful, so that the participation of the customer is crucial to achieve the expected
benefits of servitization (Ruiz- Alba et al., 2016).

The servitization steps towards solutions, firms change the opportunities for value creation,
moving their position in the value network and need to use and develop resources and capabilities
in a different way (Vandermerwe and Rada, 1988). These changes go beyond a extension of the
service offering (Brax, 2005), and can be interpreted as a shift from a product-dominant logic to
a service-dominant logic (Vargo and Lusch, 2004, 2008; Windahl and Lakemond, 2010).

Service design has become an emerging discipline, a challenge for servitized companies (Baines
et al., 2009), where the service dominant logic emphasizes the role of the customer as the central
axis of value creation (Lusch and Vargo, 2006 ) and where the provided service by the
manufacturing companies responds to the specific needs of the customers, so that the value
created for the customer increases and therefore becomes a source of competitive advantage
(Oliva and Kallenberg, 2003; Vargo and Lusch, 2004).

Companies in the transition of products to services must develop and acquire the necessary tools
and techniques to enable them to design services. The tools and techniques used for product
design are significantly different from the design of services in terms of complexity and intangibility
of them (Slack, 2005). To this end, the support of design professionals to direct these strategic
changes favor the use of service-oriented practices and maintain the commitment to the transition
to servitization (Calabretta et al., 2016).



Some incipient experiments in the manufacturing sector (Bhamra et al., 2014; Iriarte et al., 2014;
Sangiorgi et al., 2012; Thurston and Cawood, 2011) suggest the design of services as a
methodology capable of offering frameworks and practical tools to guide the manufacturing
companies in servitization.

The study by Iriarte et al. (2015) indicate how 67% of the large companies in the industrial area
of this group offer services associated with the product. Most of these services (78%) are
intermediate-services associated with installation, maintenance and product support, although
some companies are already starting to offer advanced services in engineering, design and
development of applications and solutions. However, it is indicative that only a minority of
companies (20%) admit having a structured method for the development of new services.

The design of services is an essential phase in the development of services since it allows to
specify the structure and concept of the service (Goldstein et al., 2002; Yu and Sangiorgi, 2014).
However, to develop the design of services it is essential to understand the needs of customers.
As it is established by Von Hippel (2007: 28): "70% to 80% of new product development that fails
does so not for lack of advanced technology but because of a failure to understand users’ needs”.

Holmlid (2009) shows that the design of services is a human-centered approach that integrates
the possibilities and means to create services with their respective qualities, taking into account
the economic and strategic aspects of the organization. It involves solving problems through a
service response, which unlocks and magnifies new forms of customer-oriented value
(Prendeville and Bocken, 2016) and allows for a more customer-oriented business approach,
recognizing and communicating value to customers. Customers allow greater market
segmentation and offer a systematic approach to in-service innovation (Sangiorgi et al., 2012).

According to Calabreta et al. (2016) the use of HCD methods, allows us to better understand the
needs of customers and develop offers that meet their needs. Including the customer in the design
process, assumes that the company acquires a greater understanding of the market and favors
the design of adequate services.

In short, the design of services is understood as a customer-centered approach, in which the
interactive and relational nature of the quality of the service stands out (Pacenti, 1998). The ability
for understand the experiences of customers and the contexts of provision and use of services is
at the center of the contributions of service innovation service designers (Meroni and Sangiorgi,
2016). Hence the importance that designers have the ability to identify where the value is actually
co-created.

From this perspective, service design can be defined as an iterative process centered on the
human being (Giacomin 2014) in which the customers is involved in the design process (Abras
et al., 2004). This leads us to consider the design of services under the Human Centered Design
methodology.

Cérdoba, Arteaga and Bonilla (2015) in their conceptual review of the HCD, propose two
approaches in their treatment: 1) as a process of problem solving and 2) as collaborative
innovation management. In the first approach, HCD is treated as a process that favors creative
decision making and obtains solutions focused on cognitive strategies (Cross, 2010; Rowe,
1987). In the second, he tries to develop skills in the way of thinking about design through the use
of ethnographic techniques and creative work methods (Hillen, 2014; Kelley and VanPatter,
2005), so that it prioritizes the needs and values of the people involved (Vechakul et al., 2015).

The approach as collaborative innovation management incorporates the HCD as a work
philosophy. Therefore, in this work we consider that the HCD represents a methodology that uses
tools of collaborative innovation for the development of services from the perspective of design
focused on people (Cordoba, Arteaga and Bonilla, 2015). It highlights here the perspective of the
customers should be at the starting point in the design of services (Berdugo, Oviedo and
Pefiabaena, 2014).

It is necessary to apply techniques to empathize with the users of the service and capture their
needs quickly and reliably (Iriarte, et al., 2016). Some of these tools used are adaptations of user



research tools and ethnography, which tries to capture the user's experience (Yu and Sangiorgi,
2014), such as joint design workshops, in-depth interviews, storyboard, customer journey, tests
of users and trials are some of the most common techniques (Hannington, 2003; Steen et al.,
2007; Yu and Sangiorgi, 2014). However, some authors question the practical application of HCD
methods justifying that it suffers from a formal technological means to understand the needs of
customers (Van Pelt and Hey, 2011).

On the contrary, the defenders of its application recognize that the HCD provides a framework to
move quickly towards the action where there is an iterative and non-linear process, while
maintaining the perspective of the whole, achieving the necessary flexibility that the context of
each project requires (Vechakul, et al., 2015; Yu and Sangiorgi, 2014).

In view of the above, the present work, under the consideration that the design of services is
recognized as an activity intrinsically linked to human needs and concerns (Hanington, 2003),
proposes as a HCD technique the so-called gamification, understood from a perspective of
relational marketing where, correctly implemented, it offers the ideal scenario to understand the
needs of customers.

It involves applying a technique that allows communicating, interacting, empathizing and
stimulating the people involved to obtain an understanding of their needs, desires and
experiences (Giacomin, 2014).

Gamification

The development of gamification techniques emerges as a marketing method oriented primarily
at a professional level to improve economic results. However, the efficiency that has been shown
in the business exercise (Zichermann and Cunningham, 2011), has led to its expansion to other
disciplines of study such as education (Caponetto, Earp and Ott, 2014; Christy and Fox, 2014;
Dominguez et al., 2013; Filsecker and Hickey, 2014), health (Cafazzo et al., 2012; Stinson et al.,
2013), service marketing (Blohm and Leimeister, 2013; Hamid and Kuppusamy, 2017; Huotari
and Hamari, 2012; Huotari and Hamari, 2017); engagement to the customer (Harwood and Garry,
2015; Leclercq, Hammedi, and Poncin, 2018;) and more recently in servitization processes (Shi
et al., 2013; Petridis et al., 2014; Shi et al., 2017) among others.

Thus, the most recognized definitions in the literature are those established by Deterding ef al.
(2011: 10) who, from a gaming industry perspective, state that "is the use of game design
elements in non-game contexts". In the same line, Petkov et al. (2011) point out that mobile
applications are persuasive technological tools that aim to influence the behavior of users through
the design of game elements and Werbach and Hunter (2012: 26) as "use of game elements and
game-design techniques in non-game contexts ".

However, given the object of study of this work, it is considered that the most appropriate definition
is that provided by Huotari and Hamari (2012: 19) who understand that it is: “a process of
enhancing a service with affordances for gameful experiences in order to support user’s overall
value creation”.

Based on this idea, this paper has considered gamification as the use of games in non-ludic
environments, in order to achieve a previously defined goal. It has been demonstrated that
gamified experiences persuade customers, generate better attitudes and favor greater change
behavior (Bitther and Shipper, 2014) which allows us to use game mechanics to empathize with
our custumers, design and develop personalized services (Shi et al., 2017)

These authors define gamification from a service marketing perspective, arguing that since the
contribution of Vargo and Lusch (2008) on the service dominant logic, the service approach could
replace the traditional marketing theory where the creation of value was contemplated exclusively
through the production process (Huotari and Hamari, 2012).

The maintenance of sustainable and mutually satisfactory relationships justify the importance of
relationship marketing, which highlights the need to incorporate a long-term marketing vision that
truly takes into account the needs of the customer and that values the establishment of stable



relationships in the markets (L6pez, 2009). To achieve this goal, it is necessary that there be a
collaborative exchange between the company and the customer, which requires information,
social interaction and mutual commitments that gamification can provide (Ruiz-Alba et al., 2019).

Although gamification is not exempt from criticism, the academic literature recognizes its ability
to involve users and solve problems (Petridis et al., 2014; Zichermann and Cunningham, 2011);
align the interests of individuals with the objectives of the organization through motivation,
competition, incentives and commitment (Deterding, 2012; Petridis et al., 2014); promote the
commitment of the main stakeholders to modify behavior, develop skills and promote innovation
(Gartner, 2014) and encourage the co-creation of value through the participation of the customer
in the design of new services (Gebauer, Bravo-Sanchez and Fleisch, 2007; Gémez and de
Pablos, 2013, Huotari and Hamari, 2012).

Gamification has demonstrated its potential along the value chain (Blohm and Leimeister, 2013),
allowing to establish a closer relationship between product and service (Gémez and de Pablos,
2013).

A clear example is found in the case of Nike with the Nike + initiative, a gamified application
resulting from the union between Nike and Apple, aimed at a segment of customers who love
running, allowing users to obtain information on which routes are the most popular. , what is the
best way to train to avoid injuries, what distances do they travel and what is their progress, among
others. In this way, on the part of the brokers, they have a virtual space where they can interact
with the products and the website, sharing experiences, results and receiving feedback. On the
part of the company, the information provided by the users allows to know firsthand their personal
concerns, feelings, experiences and needs (Ramaswamy, 2008)

Thanks to the use of gamification techniques through mobile applications, it has managed to
understand the needs, learn from its customers and realize that the market for sneakers had
changed towards the creation of value through experiences. Nike has taken advantage of the
opportunity offered by this new technological environment to create an emerging value creation
strategy, promoting the participation of its customers in internet platforms through which it
establishes a relationship with its customers as never before (Ramaswamy, 2008).

Now, to be successful with a gamified system, it is necessary to be clear about what is to be
achieved and for this, it is essential to determine the type of gamification that must be
implemented. Werbanch and Hunter (2012) recognize three types of gamification: internal, to
improve internal relationships within the company; external, to improve relations with customers;
of behavior: aimed at changing the behavior of the user. The latter has been the one that has had
the greatest recognition in the academic literature, however, in this work external gamification is
taken into consideration, where the focus is on the customer's perspective.

Based on the above, gamification can become an effective strategy to incentivize the servitization
process in which industrial companies are immersed through the incorporation of the perspective
of the customers in the process of designing services. The application of game elements in non-
play context (Werbach and Hunter, 2012) offers potential opportunities for the successful adoption
of servitization strategies through the education and training of managers specializing in
servitization, giving them the means to visualize the impact on their business (Shi et al., 2013).

Analysis Model

Considering the object of study, the proposed model justifies how the application of gamification
techniques could improve the service design processes in industrial companies.

Taking into account that the key to success in the design of services lies in understanding the
needs of the user, gamification, properly implemented, provides a unique environment to obtain
real-time information from users through their behavior, needs and future trends.

This work is based on the consideration that the success in the design of services is in including
the perspective of the customers in the design process. This can guarantee success in the
development of the service and therefore in the servitization process.



For this reason, the study by Steen, Kuijit-Evers and Klok (2007), which analyzes how the HCD
methods used in the design process will be determined by the knowledge required of the customer
and by the user and the importance of the current or future context. The authors consider that the
methods have a dynamic movement that allows the cooperation between designers and users to
acquire knowledge, articulate problems, incorporate ideas and develop solutions jointly according
to who possesses the knowledge. In such a way that, depending on who possesses that
knowledge, the method to be applied will be one or the other.

Although this work consider appropriate to take as a reference the HCD methods proposed by
these authors, as well as the importance of the context in which the design process is located,
the model presented (see Figure 1) shows that gamification allows knowledge to be obtained of
users at any time of the process, not being necessary for the designer to move towards the
customer or viceversa at any time.

In this model, therefore, part of the consideration that the knowledge of the customer is essential
throughout the service design process.

With regard to the context, we refer to the current context when the design process focuses on
the current situation or a present problem and the future context when the design process focuses
on a future situation or on the identification of an opportunity. In this way, Participatory Design
and Ethnographic Fieldwork methods is considered appropriate when dealing with the current
context, Co-designing and Empathic Design when it comes to the search for opportunities, while
Contextual Design and Lead User Approach draw on the current context for facilitate future
development.

In short, the proposal of this work is to consider that the proper design of services requires close
cooperation between the designer and the customer throughout the design process, gamification
being an appropriate tool to achieve this purpose by providing a means of obtaining rapid
information, reliable and effective.

[Insert Figure 1]

“Participatory Design” tries to include customers in the design, evaluation and implementation
process, so that the customers are considered an expert. In participatory design the customers
are involved in the development of the products, in essence they are co-designers (Steen, Kuijit-
Evers and Klok, 2007).

Taking the example of Nike + as a reference, the website offers diverse visualizations about user
performance, ability to challenge others and a forum to discuss and share ideas (Saponas et al.,
2006).

Nike + provides a participation platform that invites you to connect to a vast community of brokers
(Ramaswamy and Gouillart 2010a), which allows Nike to involve customers in the design process.

The “Ethnographic Approach” tries to study the customs, traditions and values of a community
(San Vicente, 2010) focusing on the social, cultural, functional and cognitive aspects of people as
individuals (Steen et al., 2007). The immediate objective of an ethnographic study is to capture
an aspect or specific area of the group studied (San Vicente, 2010).

These methods are used in the analysis stages (Hartson and Pyla, 2012) or inspiration (Brown,
2008) of the HCD, in which user participation tries to understand the specific context of use of the
service at the present time.

Centering the design on the customers involves involving them from the beginning in the process,
that is, putting Participatory Design into practice. At the same time, knowing how they are, what



they need, what they use the site for, how they react to the design or how their use experience
will facilitate the Ethnographic Approach.

The servitization entails the need to know how the company must sell and deliver their products
as a combination of product-service, and even software or solutions. For this, the ability of a
company to collect, analyze and exploit data on processes, technology related to the service and
usability of the product, provides the opportunity to develop new product-service combinations
with which to obtain competitive advantages or improve the efficiency (Huikkola and Kohtamaki,
2017).

Design of services is thus an ethnographic research process (Suri and Howard, 2006) that allows
to develop the service through intuition and observation of the behavior of those involved in the
design process.

The traditional way of developing these methods is through interviews and observation, however,
the use of gamification techniques allows the designer to obtain information on the profile of users,
lifestyles, customs, traditions and values at the same moment in time that the user decides to
participate in the use of gamification.

Following the example of Nike, and at the time when the user decides to create a Nike + account,
Nike collects useful information from their customers, in terms of gender, height, weight or
preferences on training. This allows Nike to adjust its offer to specific customer profiles (Brunello,
2014). Additionally, Nike has real-time information on the behavior of its customers through an
online community.

Therefore, the use of gamification will facilitate the identification of multiple subjective visions and
collaboration between customers and designers (Suri and Howard, 2006) with which to design
services jointly. In addition, it has a demonstrable potential to reach a global community of
volunteers willing to contribute their time to solving problems (Petridis et al., 2014) and to
innovation always with the clear objective of improving the user experience. The more we know
the audience, the more adapted the design will be and the more satisfactory the customer's
experience (Hassan, Martin and Lazza, 2004)

Therefore, it is proposed:

P1: Gamification is an effective tool to encourage participatory design and guide ethnographic
work towards an improvement in the design of services simultaneously in the current context.

As a technique the “Lead User Approach”, is to identify who is the user that sets a trend in the
market by being a pioneer in detecting needs that will be experienced by other users in the future.
They are able to identify possible solutions to the deficiencies of current services (Steen et al.,
2007).

The Nike + app allows runners to visually map each race while tracking pace, distance, time and
calories burned by motivating runners with instant feedback from celebrities such as Lance
Armstrong during and after each race (Mercken, 2017)

“Context Design” is a method that helps designers get to know the natural context in which
customers move in order to better understand their needs (Steen et al., 2007). It is about
improving the future design with the current knowledge of the user.

The knowledge obtained with these methods leads us to relate it to the phase of ideation or design
of the HCD process, focused on the ability of designers to create concepts or identify new
proposals or opportunities in the development of services.

As well-gamified platform allows detecting who is the main customers, and it can even be the
company itself that involves industry leaders to guide the behavior of other users. Nike has been
able to create the ideal context to help designers understand the needs of their customers in real
time.



Gamification offers situations that suppose challenges and constant personal improvement,
situations of competitiveness or the existence of incentives (Gonzalez and Blanco, 2008,
Werbach and Hunter, 2008) that support obtaining current information that in the design process
can be used to the development of new services or improvements to those already existing in the
future context. In addition, gamification facilitates the development of virtual communities where
you can closely monitor the behavior of users.

Thanks to the gamification, the organization obtains information in real time of the needs,
pleasures and preferences of the users, which allows the organization to orient the design of its
services to the demands of the market.

Thus, it is proposed:

P2: Gamification is an effective tool to detect market trends and better understand the needs of
users at the present time to improve the design of services in a future context

“Co-designing” is a method that actively incorporates the customer into the design process (Troye
and Supphellen, 2012). In this way, customers become coders and active and creative
participants and the designer goes from interpreting the information for the design process to
being a facilitator that encourages creativity (Niemela et al., 2014), its contribution on the HCD
process to achieve feasible the service opportunities that appear. In this method, the customer
and the designer work together in order to obtain knowledge about the future context that allows
creating a new product or service.

Thanks to technology, the design approach is undergoing a massive change becoming a daily
activity where participants invent their own rules. However, to encourage participation in the
practice of design, organizations must understand that the perspective of customers is an
essential part of that change (Lee, 2008). In this way, involving customers in design has become
an essential part of design research (Berdugo et al., 2014).

In accordance with Vargo and Luch (2016) in FP6, it is important to take into account the
distinction between co-creation of value and co-design. The co-creation of value is not optional,
it is characterized by specialization and interdependence and hence the value is always co-
created. The co-design, on the other hand, is optional, recognizes the active participation of the
customer in the design and is related to the value proposal.

Although, in the academic literature the use of these terms is recognized in an indistinct manner,
it is worth mentioning that the present work focuses on the co-design approach.

In this sense, Nike + facilitates the user experience and tries to make the customers part of the
design process by motivating them with their achievements and participation in an online
community (Poornikoo, 2014).

Nike is a perfect example of a company that turns its marketing focus into a service offering. Nike
went from selling running shoes to co-designing a running experience (Brunelo, 2014).

Customers not only buy Nike +, but the support service for the execution. Nike + allows users to
achieve their objectives by offering them a gamified service that motivates them to participate
more in routine exercises. The idea of co-design embedded in the device is one of the
fundamental premises for the transition to the dominant logic of the service. Once again, the
gamified platform has facilitated the participation of customers in the co-design process
(Poornikoo, 2014)

The “Empathic Design” tries to know the experiences of the customers and empathize emotionally
with them. Its usefulness lies in the ability that designers give to identify needs or desires that the
customer does not recognize or never mentions because they consider that they can not be
covered. The experience of the designers is an important side in the application of this method
since, it is the researchers who try to experience something that allows them to find inspiration
and creativity to develop products or services in the future (Steen et al., 2007).



The emerging logic of "service dominant logic" challenges buyers' vision as passive customers
and includes buyers in the process of propuesta de valor by stating that the customer is always a
co-creator of value (Vargo and Lusch 2004, 2008). It has been demonstrated that Nike's gamified
application allows customers to be an active part of the value proposition.

In view of the above, gamification is recognized as an adequate tool to encourage the co-creation
of value through the participation of the customer in the design of new services (Gebauer, Bravo-
Sanchez and Fleisch, 2008; Gémez and de Pablos, 2014; Huotari and Hamari, 2012), involve
users and involve them in design through motivation and commitment (Deterding, 2012;
Zicherman and Cunningham, 2011) and offer a context of emotion that facilitates interaction
between customers and organization (Yang, Asaad and Dwivedi, 2017).

In short, based on the information obtained by customers, the organization has the possibility to
strongly empathize with them and involve them in the design of services to such an extent that
they are recognized as co-designers of the service.

In this way, it is established:

P3: Gamification is an effective tool to empathize with customers through knowledge of their
experiences and encourage the co-design in a future context.

Conclusions

This work relates the gamification with the methods used in the service design process through
the HCD methodology, so that it can respond to the challenges that organizations face today.

The design process is one of the most relevant aspects of the success of servitization if the
participation of the customer

is sought. Design is recognized as an activity intrinsically linked to human needs and concerns
(Hanington, 2003) and therefore the HCD methodology is suitable for the study of service design
in industrial companies.

With the HCD methodology experts, designers or researchers cooperate with customers to
incorporate ideas, have knowledge of the customers in the innovation process and thus articulate
problems and develop solutions together (Steen, Aarts and Broekman, 2012). In this process, the
information provided by the use of gamification will facilitate the joint development of the process
and it will improve the usability of the product, achieving that the offer of the company can
differentiate itself (Huikkola, and Kohtamaki, 2017)

The review of the literature carried out in this work leads us to establish that there is a gap in the
academic literature on how a servitized company develops its service design process, being this
the most important part to guarantee success with servitization.

The provision of services requires principles, organizational structures and novel processes for
the manufacturer of goods, where the business model goes from being a model of transactions
to a model based on relationships. (Oliva and Kallenberg, 2003). This highlights the importance
of relationship with the customers in the new business models. Uniting gamification and HCD
through technology deepens the relationship between the company and the customer, in the
process of designing the service and therefore in the servitization process.

The idea is for designers and researchers to cooperate in the design process with customers to
contribute their ideas and knowledge and develop solutions / innovations together (Steen et al.,
2012).

Service design can be understood as a new discipline centered on people, fostering strong
connections to improve the functioning of an entire system and optimize value for all those
interested. However, the suitability of existing service design tools remains unclear (Sangiorgi
and Junginger, 2015). Therefore, it is considered that gamification is an effective tool as a
relational marketing strategy and adequate to improve the service design process.



Gamification, correctly implemented, allows achieving a change in user behavior aimed at
increasing their level of motivation, involvement, autonomy and commitment (Searbon and Fels,
2015), provoking an adequate context for the exchange of information that facilitates the use of
new methods of application in the HCD.

Thanks to Industry 4.0, customers do not demand products, but experiences through services,
therefore, involving customers in the co-creation of value and co-design of services can guide the
companies servitized to achieve success with servitization.

In this way, the main contributions of this paper are the following:

1. This work broadens the knowledge of servitization since it considers the design phase of the
service in the servitization process. The gamification through the technology allows to obtain
valuable information that favors the design of services adapted to the needs of the customers.

2. For industrial companies, it justifies the viability of gamification in the different phases of the
service design process, since it is a tool with which customers share information about the use of
the product and the needs of customers. From this perspective, the process of design through
gamification will facilitate the identification of different services depending on the stage of
transition in which the company is located.

3. Deepen the consideration of the HCD methodology from the perspective of collaborative
innovation management.

4. The debate on the importance of service design in servitized companies is expanded,
motivating researchers to continue with this line of research, seeking the involvement of the
customer through gamification. In this way, the process of transforming the product into the
service adapted to the needs and usability of the product-service can be deepened.

This work is not without limitations. Although the theoretical framework presented in this paper
provides a solid theoretical basis for future researchers in the area of servitization, service design
and relational marketing, it is necessary to delve into the variables that can empirically reflect the
proposed proposals.

The design of services allows to offer frameworks and practical tools to guide the manufacturing
companies in the servitization (Iriarte et al., 2016), therefore, in future research, it would be
interesting to study what elements of gamification can contribute to the improvement of the design
of services in manufacturing industrial contexts, as well as, analyzing the impact of gamification
under the HCD methodology in companies operating in B2B environment.
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Figure 1: Human centered design and gamification
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