
 

 

 

 

 

 

 

 

Fostering value co-creation in service systems: Designing a new 
platform for technical magazines 

 

Vera Lúcia Marafona Fortunato 

 

Master Thesis 

Supervisor at FEUP: Prof. Jorge Teixeira 

Supervisor at Grupo Almedina: Dr. Rita Pinto 

 

 

 

 

 

 

 

 

2016-07-01 

 

 



Fostering value co-creation in service systems: Designing a new platform for technical magazines 

ii 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

To all who always supported me. 



Fostering value co-creation in service systems: Designing a new platform for technical magazines 

iii 

Abstract 

Focusing on the edition of juridical magazines, this work encompasses the design of a new 

service that fosters value co-creation within a magazine service system. This project covers the 

methods for service design that is able to give a methodologic approach able to support the 

creation of a new service. 

The literature reviewed revealed that on service design the focus is on creating value for the 

client. During the development of the work we adapted the methodology associated to create 

value to the supplier (magazine coordinator) since he his fundamental to the development of 

the service and the delivery to the final client.  

To do so, and applying Grounded Theory, we did a set of interviews to understand the processes 

and the needs of the magazine coordinators. With the results obtained and organized in 

categories, we designed the new serviceResorting to the Multilevel Service Design method, we 

started by the construction of the value constellation. Some of the tools used had to be adapted 

to the needs of the design of this service, such as the SSA and the SSN. To design the service 

encounter we used SEB model to demonstrate how the actors will interact with the proposed 

service, and created prototypes of how the system should look like. 

This work results on the design of a service with two perspectives – one that supports the 

interaction with the magazine coordinators, and other that allows the purchase of the magazine. 

With this we focused our approach not only on the final customers that buy the magazine, but 

also on the suppliers of contents of those magazines, thus towards a more holistic perspective 

of customer experience.  
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1 Introduction 

The services sector has grown to lead the economic activity in most advanced industrial 

economies (Chesbrough & Spohrer, 2006). From the following figure (see figure 1) it is 

possible to understand how important the service sector is, since the service value-added GDP 

represents more than 75% in Portugal in 2014, and more than 70% in the world in 2013. 

With service design we can create bring service ideas that are useful and desirable to the 

customer, meet customer expectations and promote satisfaction (Patrício & Fisk, 2013). 

Constructing a service involves other players besides the traditional ones – customers and 

sellers. Constructing value is a complex process that should also be co-created with the several 

actors involved in the service (Ostrom, Parasuraman, Bowen, Patrício, & Voss, 2015). 

Most of the literature focus on the creation of value for the final client but they do not study the 

perspective of the creation of value to the suppliers. The research presented intends to show 

how we can apply value-creation and service design methods to a broader set of actors.  

1.1 Problem Description 

This research took place at Grupo Almedina, an editorial group present in the book retail sector. 

Celebrating 60th anniversary, Almedina aims to follow leading companies and transform their 

offering from books to solutions and services for juridical professionals. To adapt to this new 

and technological reality, Almedina needs to acquire new competences to face the challenges 

presented.  

In other technical areas the demand for online magazines has grown exponentially via 

subscription model, as well as a pay per article model. Since Almedina is the Portuguese market 

leader in juridical technical magazines, the desirable next step is to create a new service that 

can add value to the company and follow these new trends. 

The research project another different goal to achieve - provide the scientific coordinator 

(person responsible for the creation of the magazine) an easy service through a platform to 

gather and assemble the different articles received from the magazine’s coordinators and 

Figure 1: Service value-added (The World Bank, 2015) 
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authors. This service also has to easily assemble the magazine, and allow the final customer to 

subscribe the entire magazine, the full catalogue, or buy a single article.  

There are two main challenges addressed by this research. The first one is the design of a new 

service that will embrace all the production and sales of the juridical magazines. There are two 

key actors with very different roles – magazine’s coordinators and final customers – that have 

very different needs. Creating a service that can adapt to both these actors is one of challenges 

proposed by Almedina. 

The second main challenge focus on the publishing process and narrowing to the pagination 

process, this research main goal is to apply Service Design methods to the construction of value 

to the suppliers and apply it to the design of a technology-enabled service that satisfies the needs 

and creates better procedures. The topics addressed in the literature review give emphasis to the 

customer experience and do not address the creation of value to the suppliers. Addressing this 

problem, and involving more actors, we intend to co-create value between both stakeholders, 

through the service system.  

1.2 Study and Project Development at Company Grupo Almedina 

Grupo Almedina is the most important scientific bookshop in Portugal, leading in the area of 

Law publications. This bookshop was founded in 1955 near University of Coimbra, by Joaquim 

Machado, a man who realized that there was a need of academic manuals. The first store was, 

and still is, located in Coimbra near the arch that gave this bookstore his name – Arco de 

Almedina. 

The good location near Coimbra University led Joaquim Machado to realize the potential of 

entering the editorial market in academic manuals, more specifically in the law area. One of the 

most famous products sold at Almedina was the Sebenta do Professor – Teachers Notebook – 

a book with notes and explanations of laws. Today Almedina does not only publish in the law 

area, but also in other areas of the human knowledge, especially to academic purposes. 

The publication of Código Cívil in 1966 and the acquisition of a depository in Lisbon were the 

main factor that contributed to the expansion of the bookshop. Nowadays Grupo Almedina is 

present in four countries – Portugal, Brazil, Angola and Mozambique – all of them integrate 

CPLC (Community of Portuguese Language Countries) and, in Portugal, is represented by ten 

physical stores near the universities in Braga, Porto, Coimbra and Lisbon, and a webstore 

www.almedina.net/. 

With the arrival of FNAC in the 90’s and the technological revolution, the industry suffered a 

huge change and Almedina had to adapt to this new reality. To do so the Group separated the 

publishing from the retail, creating Edições Almedina (for the publishing brands) and Joaquim 

Machado (for the bookstores).  

Almedina’s Universe is composed by ten brands, which follow the same goals as the group. 

The companies are Almedina, Livraria Almedina, Almedina Mais, Almedina Brasil, 

Congressos Almedina, Almedina Camões, Edições 70, Actual Editora, BD Jur and Minotauro. 

Nowadays Grupo Almedina, with more than 60 years of history, wants to keep up with the 

transformations occurring in this industry where the focus is not only on the books, but also on 

the services and solutions offered to the clients. 

http://www.almedina.net/
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1.3 Report outline 

The research focus, the revision of literature and a first exploratory study gave the insights to 

build an outline for the development of the project (see figure 2). Resorting to the service design 

stages (Patrício & Fisk, 2013), were we started by: Inspiration (1) -  understanding all the 

participants involved in this project with the conduction of interviews; Ideation (2) - creation 

of the service value constellation experience and the service experience, making use of the 

CVC, the SSA and the SSN; Reflection (3) - the design of the service encounter experience, 

through the design of SEB. Stages 3 and 4 incorporate the MDS method. 

 

Figure 2: Report Outline 

The document encompasses the following sections:  

1. Introduction – defines the research project focus, contextualizes Grupo Almedina, and 

introduces the research problem; 

2. Literature Review – Presents the relevant theories for the development of this project; 

3. Problem Characterization – Explains the research problems  

4. Methodology – Discusses the relevant methodology applied in this project; 

5. Results – applies a set of methods to present the service design process; 

6. Conclusion and Future Research – Presents the main conclusions of the work developed and 

a proposition of future research. 

Research focus
Literature 

review
Inspiration Ideation Reflection
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2 Literature Review 

2.1 Understanding value creation 

When the service is considered good it means that it brings value to all the actors involved in 

it. The perception of value is created by the customer, however it’s influenced by the different 

inputs of the different players (Ostrom et al., 2015).  

There are several factor that contribute to the perception of value, such as the relationship with 

the customer, how each role is defined, and how the technology is planned. This lead to a 

“…substantial complexity involving integration of roles and resources” (Ostrom et al., 2015). 

The companies have systems that allow the integration of the different resources, however they 

must be able to adapt to the changes (Vargo, Maglio, & Archpru, 2008). 

Value creation is a complex process that should be co-created with the several actors involved 

in the service, this means that there is a “need to integrate employee, technology, and customer 

roles but also from the significant coordination effort necessitated by the nature of the co-

creation context, which is increasingly characterized by multi-actors, networks, and/or settings, 

with extensive collaboration among the various parties” (Ostrom et al., 2015). Front-stage 

employees are essential to help create value and they need to be able to deliver service 

information that will distinguish the company from the competitors. Backstage employees are 

also essential to increase the value of the service and, to do so, they “…need to acquire new 

competences that combine data analytics and IS knowledge with customer- and service-

orientation skills” (Ostrom et al., 2015). 

2.1.1 Service-dominant Logic 

According to Service Dominant Logic (SDL), there is a traditional view, a goods-dominant 

logic that states as a priority the product offered, and does not include the perspective of the 

consumer, seeing him as the target (Vargo & Lusch, 2004). The only transactions that occur 

between company and client are mainly commercial, where the goal is to sell a good/service. 

While a goods-dominant perspective sees value as delivered to the customer, a service-

dominant logic considers that the value is co-created with the consumer, since the company 

only provides a value proposition, the knowledge of the clients must be considered an important 

resource. With this knowledge and appropriated skills the company is able to better their value 

proposition, enhancing customer satisfaction and allowing the co-creation of the service. As 

such, service-dominant logic (SDL) is a view that contradicts the understanding that products 

are the main resource that a company has to offer to their clients. As Vargo and Lusch state 

SDL “…perceives operant resources as primary, because they are the producers of effects 

(Vargo & Lusch, 2004).  

Part of the SDL view states that “Cultivate relationships that involve the customers in 

developing customized, competitively compelling value propositions to meet specific needs” 

(Vargo & Lusch, 2004), this reinforces the idea that customers must not be seen as a revenue 

stream, but also as central resources and active members of the company. 

To achieve a service-dominant logic there must be a culture of constant learning to guarantee 

that the focus is on the relationship established with the customer. The roles of producers and 
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consumers must not be separated, thus both members may benefit from this integration (Vargo 

et al., 2008).  This allows the construction of an offer that is co-produced, interactive, integrated 

and customized (Vargo & Lusch, 2004). 

As the literature reveals: “The crux of the contrast between service-dominant and goods 

dominant logic lies in the basis of exchange. S-D logic focuses on the action of operant 

resources (those that act upon other resources), such as knowledge and skills, whereas G-D 

logic focuses on the exchange of operand resources (those that an act or operation is performed 

on, such as goods)” (Vargo et al., 2008). 

The integration of products and services provided to the customer adds value to the offer and 

allows the company to maintain and increase the level of competitiveness in the market. 

As such, companies are realizing that a product-led strategy may not be the most sustainable, 

and are trying to shift to a service-led perspective to add value to the solutions offered. To do 

so the companies need adapt to this new reality and apply new technologies that will help them 

achieve their goal (Ostrom et al., 2015).  

2.1.2 Customer experience 

As said before, the creation of a new service cannot be thought per se, it should include the 

different participants to ensure that the customer gets the best experience. To the development 

of this work, customer experience is the response that customers have when in direct or indirect 

contact with the company (Meyer & Schwager, 2007). 

Although some challenges are presented when a company focus is on the customer experience, 

because it “…encompasses every aspect of a company’s offering—the quality of customer care, 

of course, but also advertising, packaging, product and service features, ease of use, and 

reliability” (Meyer & Schwager, 2007), this is a challenge that they should embrace. 

To provide a better customer experience the company must understand how the customer moves 

across each touchpoint with the company by collecting of information near all the interactions. 

This process may lead to the creation of customer’s desired experiences (Teixeira et al., 2012). 

To guarantee and enhance competitive advantage an organization cannot attend to the different 

activities as separate parts of the business (Teixeira, 2010), they must see them as whole 

creating a sustainable and transversal vision to create the best customer experience. 

The project developed encompasses the creation of value through the creation of new services. 

Despite the holistic understanding of customer experience and the calls to involve all actors in 

the value co-creation process, the literature reviewed focus mostly on the final customer 

revealing a gap on the understanding how the customer experience can be enhanced by the 

integration of resources from suppliers. 

2.2 Service Operations 

Since we are dealing with value co-creation with different stakeholders, with an emphasis with 

suppliers, it is relevant to review the service operations perspective. Operations are concerned 

with the transformation of inputs to outputs and their quality (REF). As Kumar e Suresh (2009) 

that operations encompass “…the mission it serves for the organisation, technology it employs 
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and the human and managerial processes it involves”. Operations are especially relevant for 

services since, in services the output is intangible, the quality is more likely to vary, and the 

customers are usually involved in the process (Kumar & Suresh, 2009). 

Service operations covers the planning of the production taking into account the characteristics 

of the service. The main objective of service operations is to plan the resources to create 

customer satisfaction (Kumar & Suresh, 2009). This area is characterized by internal measures 

(Bolton & Drew, 1994), and is also responsible to manage the technology that makes the service 

delivery/support possible (UCISA, n.d.). Johnston (1999) states that service operations are all 

around us and exemplifies saying that they “…relate to the problems of scheduling hospital 

beds, the layout of a multiplex cinema or the quality of a retail encounter”. 

Once again the focus is on creating value to the client, although in service operations we see a 

different perspective where the value is created internally, through the pacification of the 

processes involved in the delivery of the service. This gives more emphasis to what happens in 

the backstage. In this work, we bring this backstage to the frontstage and address suppliers as 

customers, thus bringing a complementary approach to service operations. 

2.3 Service Design 

Before start explaining what service is design is important to briefly clarify the term service if 

we want to better understand the implications of it. The best words to describe a service is by 

his characteristics - intangibility, heterogeneity, inseparability (Parasuraman, Zeithaml, & 

Berry, 1985), and perishability (Fisk, Brown, & Bitner, 1993).Through this features we can 

distinguish what is a product from what is a service. A client that acquires a service is not able 

to hold it in his hands – “if you drop it on your foot it won’t hurt you” – which makes the 

delivery process extremely important for customer satisfaction. “…services are activities or 

events that form a process to achieve a particular result” (Evenson, 2005). Nowadays a service 

is more than a process, it involves not only the process, technology and people, but also physical 

evidence (REF).  

The concept of service has evolved and a recent definition states that service is “…the 

application of competences (knowledge and skills) by one entity for the benefit of another” 

(Vargo et al., 2008). 

Constructing a service involves other players besides the traditional ones – customers and 

sellers. The constellations that arise from these relations are often empowered by “…networked 

infrastructures, such as interlinked information systems (IS), enabling new ways of 

collaborating, at times even with direct competitors” (Ostrom et al., 2015).  

Services must be seen as part of the environment and networks of the company to create new 

and more adapted offers to the clients. 

The goal of service design is to help create/modify a service to meet customer expectations and 

guarantee satisfaction. It is also a mode to “…bring innovative service ideas to life. It ensures 

that service interfaces are useful, usable and desirable to the customer, and effective, efficient 

and distinctive to the service provider” (Patrício & Fisk, 2013). This is an interdisciplinary field 

that joins several areas such as operations management, service engineering, service marketing, 

and interaction design (Patrício & Fisk, 2013). All this areas will help service designers to better 

understand how they should develop the value offer, the backstage and the interaction with the 
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users. This is a human-centred process that needs multidisciplinary teams to be correctly 

accomplished. “By being human-centred, service design enhances the lives of people and helps 

organizations better connect with their existing networks of stakeholders, while discovering 

new opportunities to co-create value” (Patrício & Fisk, 2013). 

There are four stages to create a new service design (Patrício & Fisk, 2013): 

1. Inspiration –  Brown defines the inspiration stage as “…the circumstances (be they a problem, 

an opportunity, or both) that motivate the search for solutions (Brown, 2008). It is the phase 

where the researcher understands the context, needs and behaviour of the stakeholders (Patrício 

& Fisk, 2013); 

2. Ideation – Explores new service concepts and allows the exploration of many possible 

solutions before implementation takes place. Stakeholders should be involved in the process to 

enrich the perspectives and points of view (Ostrom et al., 2015). Ideation stage is, in fact, 

focussed on the belief of "making a huge improvement of the customer experience does not 

necessarily include a big investment. Very often it rather takes a bit creativity to make a 

difference. Service design is all about cresting a Space to come up with such new ideas” 

(Patrício & Fisk, 2013); 

3. Reflection – At this phase the goal is to explore all the solutions before the implementation 

resorting to modelling tools. This is the stage where researchers create prototypes and test (with 

stakeholders) the new service in an iterative process. It can help “…visualize and communicate 

their ideas and efficiently explore a diverse set of possible design solutions (Patrício & Fisk, 

2013) 

4. Implementation – planned implementation of the new service and revision/correction if 

necessary. This leads to the development of a direction to enter the market (Brown, 2008) 

involving “…planning, implementing and reviewing the changes necessary to operationalize 

the new service concept and offer it to customers” (Patrício & Fisk, 2013). 

It is common to loop back between stages (Brown, 2008) although that does not mean that we 

are not progressing through the service design. It is important to assure the involvement of the 

client and stakeholders as an essential part of the service development. 

In service design the users (customers and stakeholders) should be involved in all the process 

of creating a new service. The can help to identify the requirements (needs that need to be 

supressed), and in more advanced stages giving feedback. There are several methods that help 

to understand customers and stakeholders needs. These methods are essential to the service 

design because they allow us to understand not only what they know they need, but also what 

they don’t know yet (Patrício & Fisk, 2013). 

There are some methods, tools and techniques that can help us in service design, some of them 

are interviews, surveys, focus groups, observation and user testing. Applied ethnography, 

Participatory design. These methods can be used in different stages of the development of the 

service and complement themselves so it is important to use several in different stages of the 

service design development, instead of only one, to assure maximum knowledge about the 

needs we are trying to supress (Patrício & Fisk, 2013). 
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2.3.1 Multilevel Service Design 

Multilevel service design (MSD) is a method that allows the design of the service offering to 

be done through the different levels of the customer experience. It studies the customer 

experience by providing interrelated models that link the processes of understand the customer 

experiences with the designing of service offering. It can be extended at many service contexts. 

MSD fulfils this gap by offering a development of service in several stages and gives the 

possibility of exploring new ideas and possible solutions. MSD is done by “…studying the 

customer experience and creating a set of interrelated models that bridge understanding the 

customer experience and designing the service offering” (Patrício et al., 2011).  The process of 

creating a service with MDS is composed by three hierarchical levels: Value Constellation 

experience, Service Experience and Service encounter experience. These system is completely 

relate with Designing Service Offering in the three stages, respectively: Customer value 

constellation, Service System Architecture and Navigation and Service Experience Blueprint 

(Patrício et al., 2011). 

In the Methodology section the different levels of MSD are referred in more detail. 

Understanding service design is fundamental for the development of this project since it gives 

us a theoretical explanation of how the service should be constructed. It is important to involve 

the constellations of players that compose the service being created and, the MSD is a method 

that allows the understanding of the customer experience and the design of the service offer. 

Although these theories are not focused on the design of the service for the supplier, it seemed 

important to understand the customer perspective to help understand the experience and design 

the service for the suppliers. 
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3 Problem Characterization 

After reading the literature presented it is possible to conclude that important streams of 

research on value co-creation, Service-Dominant Logic and customer experience emphasize the 

importance of including all actors in the value co-creation process. Still, current service and 

value creation are focused on the final client. What the literature reviewed in this study does 

not give much emphasis is that fostering ways to co-create value with suppliers is also 

fundamental if the company wants to deliver the best value proposition to the client. As such, 

the focus is not only on the creation of value to the suppliers, but also in how to develop a 

service that can maintain/attract these important pieces of the company. In markets where the 

competition is fierce, the companies that have the best suppliers are more likely to deliver a 

better value proposition to the clients. In the particular case of Almedina the development of a 

service focused on their suppliers may broad the offer and, consequently, attract new customers. 

To better understand the environment of Almedina we developed a Porter’s 5 Forces analysis. 

This tool represents a very useful way to understand the strength of Almedina’s competitive 

positioning and determine the fundamental attractiveness of a market or a market sector in the 

long term (FME, 2013). 

With the Porter’s 5 forces analysis concluded (see figure 3), it is possible to define that the 

determinants of suppliers power is high since Almedina depends on the prices of the print shops 

to calculate the retail price – If the suppliers decide to raise the price Almedina is forced to do 

the same and that may not please the final clients and the magazine’s coordinators. 

Although the customer has no costs in switching suppliers, the determinants of buyers power 

are very favourable to Almedina, since this is one of the best reputed editor in juridical area and 

there are not many competitors. 

Figure 3: Porter's 5 Forces 
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The rivalry among existent firms is also considered low because this is a very traditional sector 

- the companies can expect to edit certain magazines and the clients are expecting Almedina to 

edit them. To contribute to the weakness of this force, nowadays there are fewer companies 

working in the editorial area, especially with focus on juridical work. 

To edit a scientific literature it is necessary to have resources that can be very expensive. This 

combined with the copyright laws makes the thread of new substitutes low. 

Finally, the threat of new entrances is considered low since the costs of entering this market are 

very high and many companies are not in the position to make huge investments due to the 

economic conjuncture. Another factor that influences this threat is the decreasing interest in 

books. When, in the old days, the public liked to construct their personal library with the several 

issues of the magazines, currently the public does not have that interest and prefers to consult 

the works available to several people (ex. In a lawyer’s society). 

With this analysis is possible to conclude that Almedina has a very strong position in the 

juridical editorial market. The threads almost all the factors analysed above have low impact 

on the organization, especially due to the reputation that is associated to the name Almedina. 

It’s safe to determine that the positioning of Almedina in this market is very strong. 

After understanding the competitive positioning of Almedina it is important to define the 

internal and external factors that characterize Grupo Almedina, which will help in the 

identification of the most relevant characteristics later in the development of the project. 

Figure 4: Almedina's SWOT analysis 
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The SWOT analysis performed (see figure 4) is based on the annual report of APEL (Soares, 

Beja, Santos, & Santos, 2014).  Looking at figure 3 it is possible to conclude that Almedina has 

to improve its online presence, since it is one of the most important channels of communication 

with the final clients. It can also be a good opportunity to attract clients that prefer the e-book 

format, improving the usability of the on-line store.  

There is also no doubt that Almedina is a well-established brand, representing quality and 

accuracy to the customer. This factors align with the 60 years of experience makes Almedina 

the best editor in the Law area. 

Another interesting point present in the SWOT analysis is the print-on-demand trend, which is 

present in two factors - opportunities and threats. The name of the phenomena is self-

explanatory and can influence the sales of printed magazines. However, and with costs in 

printing small runs decresing, this trend can be used to benefit publishing companies, by 

allowing the customer to choose the articles they want and print everything in a book or 

separately and adapting the service provided to his needs.  

One more thing that can threat the publishing sector is the self-publishing movement, where the 

author takes the responsibility of the company and publishes his own work. This can generate 

less revenues since the author controls the entire process. 

With the completion of Porter’s five forces (see figure 3) and SWOT analysis (see figure 4) it 

is possible to conclude that Almedina has a very strong position in the market, although there 

is a need to improve the services provided through the internet. The project being developed 

answers some of the characteristics identified in the SWOT analysis, since this project intends 

to develop a service focused on the juridical magazines, contradicting the weakness of having 

an unorganized and outdated online presence.   
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4 Methodology 

In this section we present the methodology followed in the development of this project. First 

we start by explaining what is qualitative research, the method used to analyse and collect data 

- Grounded theory - and, finally the method used to design the service – Multilevel Service 

Design. 

4.1 Qualitative research 

There are two types of data collection – quantitative and qualitative research. Quantitative 

research provides data in form of numbers, and qualitative research provides data in form of 

words (Teixeira, 2010). Since a qualitative approach “…provides an open-ended, in-depth 

exploration of an aspect of life about which the interviewee has substantial experience, often 

combined with considerable insight” (Charmaz, 2006) this was the one thought to be more 

suited to achieve the goals established. 

Qualitative research is characterized by flexibility, since it allows the involvement of the 

researchers and permits him to “submerge” in the context of the interviewee, assuming a more 

active role than in quantitative research. Therefore, researchers are able to explore interesting 

data that emerges while the investigation process occurs, since, during this process, new and 

relevant leads may arise and may be important to discuss with other interviewees. To do so, the 

researcher is “…required to be creative, trust and insightful, and  also flexible” (Teixeira, 2010). 

As Marshall refers “qualitative studies aim to provide illumination and understanding of 

complex psychosocial issues and are most useful for answering humanistic 'why?' and 'how?' 

questions” (Marshall, 1996). 

In every type of study the researcher has to define a sample since it is almost impossible to 

study all the population. The only way to obtain good results is to find a sample that can be 

generalized to the population. Many times a random sample may not be the best option since it 

“…is not the most effective way of developing an understanding of complex issues relating to 

human behaviour” (Marshall, 1996).  

In qualitative research the samples tend to be small allowing the researcher to select people 

with characteristics that can be generalized to the whole population (Marshall, 1996). By doing 

so, the researcher knows that the data collected will be able to represent the population studied. 

To do a qualitative collection of data there are several methods that can be applied. According 

to Myers and Newman (2006) there are three types of interview – structured; unstructured or 

semi-structured; and group interview. 

The first one (structured interview) is a completely scripted interview prepared previously 

where the researcher only follows the script. In the unstructured or semi-structured interview 

the researcher has prepared previously some questions to guide him through the interview 

although this is not as strict as in the structured interview. The researcher will feel the need to 

improvise during the course of the interview. The final one (group interview) consists in the 

researcher interviewing several people at the same time. Tins type of interview can be structured 

or unstructured (Myers & Newman, 2006). 

The researcher may encounter some problems when interviewing, such as the lack of trust, 

ambiguity, lack of motivation, and pressure. These are some of the problems that the researcher 
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must be prepared to overcome. If the researcher is conscious of these weaknesses, he might be 

able to take full advantage of this powerful tool and collect data that will make his work richer 

(Myers & Newman, 2006). 

Due to the exploratory context of this study the qualitative approach is the more appropriate to 

gather data from the actors involved.  

4.1.1 Grounded Theory 

To contest the stream that argues that qualitative research lack method, Glaser and Strauss 

proposed a method of comparative analysis – grounded theory - (Teixeira, 2010).  

Grounded theory allows the researcher to construct a theory that is “grounded” on the analysis 

of the data collected. The flexibility of grounded theory allows the researcher to follow new 

leads as they emerge, gathering more useful information. 

According to Corbin and Strauss the data can be collected from several sources. It may 

“…involve interviews and observations as well as such other sources as government 

documents, video tapes, newspapers, letters, and books-anything that may shed light on 

questions under study” (Corbin & Strauss, 1990). In a Grounded Theory project, data collection 

and analysis is an interrelated process, meaning that reflection is present in every stage of the 

process, which may imply a late discovery and the need of getting back to the field (Charmaz, 

2006). 

Regarding data collection, it is fundamental to understand the process/phenomenon, so the 

participant is required do most of the talking and be encouraged to do so. For this to happen the 

interviewer has to remain objective and avoid comment the participant’s response, eluding 

answers that may not be completely true. The way that the questions are constructed can 

influence the quality of the data collected, therefore it’s essential that the participant feel at ease 

and the environment is free of judgments. Comments to the answer received can be done to 

give positive feedback to the participant, to do so the researcher should show interest and will 

to learn more. It can also help to clarify some concepts and express the answer (Charmaz, 2006). 

The Grounded Theory shows us that intensive interviewing is a flexible tool that allows the 

collection of richer information since, as said before, it allows the researcher to change the 

course of the interview whenever he feels the need to do so. The researcher must be aware that 

what happens in each interview may vary according to the profile of the participant, as well as 

the answers may be different. 

In grounded theory the interviews may be different from others since the interviewer can 

explore the relevant topics that emerge during the interview, allowing him to gather more 

important data to the study. The interview guide is an essential tool to make sure everything 

runs smoothly, allowing the researcher to be more concern with the answers. 

After the execution of the interviews comes the first step into analysing the data collected 

through coding – “… the process of defining what the data are about” (Charmaz, 2006). The 

process of coding concerns the elaboration of categories that summarize each piece of data. It 

transforms the statements collected in information that can be interpreted. The codes created 

will be a reflection of the way the investigator selects the data collected and should condense 

each piece of data. As Charmaz (2006) states, “codes emerge as you scrutinize your data and 
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define meanings within it. Through this active coding, you interact with your data again and 

again and ask many different questions of them. As a result, coding may take you into 

unforeseen areas and new research questions”. 

The process of coding in grounded theory consists of two phases: the first – initial coding – that 

involves the coding of each word, line, or segment; the second – focused coding – involves the 

selection of the most significant or frequent codes, synthesize and incorporate them. 

At the first stage of coding it’s important to never go too far from the data. It’s not advisable to 

use pre-existing categories since it may take some of the significance of the data. Instead it’s 

better to try and code with words that reproduce actions. As Charmaz states “This method of 

coding curbs our tendencies to make conceptual leaps and to adopt extant theories before we 

have done the necessary analytic work” (Charmaz, 2006). 

There are several methods to do coding that Charmaz refers in Constructing Grounded Theory 

related to the initial condign, such as: word-by-word coding; line-by-line coding; coding 

incident to incident. To the development of this project the interviews will be coded through 

focused Coding. This consists on the synthetization of the segments of data collected and 

requires large portion of decision-making to select which ones of the initial codes are more 

appropriate to the research. As Charmaz states, “Focused coding means using the most 

significant and/or frequent earlier codes to sift through large amounts of data” (Charmaz, 2006). 

If you reframe participants' statements to fit a language of intention, you are forcing the data 

into preconceived categories-yours, not theirs. Nerveless, it is also important to compare the 

data collected in different interviews to fortify the results obtained.  

As Charmaz states (2006), “Coding is part work but it is also part play. We play with the ideas 

we gain from the data. We become involved with our data and learn from them. Coding gives 

us a focused way of viewing data”. 

4.1.2 Multilevel service design 

As mentioned previously multilevel service design is a method used to design services, which 

incorporates the customer experience and provides the possibility of exploring new ideas and 

possible solutions. To do so, it’s necessary to analyse the customer experience in different 

levels. Qualitative methods are the ones that will give the service designer a more detailed 

comprehension of the different levels that compose the customer experience. The techniques 

needed to fulfil the goal can be observation, focus groups, interviews and questionnaires. This 

“…enables mapping the overall customer activity, service activities, and service tasks, which 

are related to the different levels of the customer experience” (Patrício et al., 2011) 

As said before, there are three hierarchical levels that constitute the MDS - Value Constellation 

experience; Service Experience; Service encounter experience – and they are combined with 

the three stages of Designing Service Offering, correspondingly -  Customer value 

constellation; Service System Architecture and Navigation; Service Experience Blueprint 

(Patrício et al., 2011). 

The first thing to do is design the Service Concept that defines value proposition in the broader 

context of the value network. This is supported by the Customer Value Constellation (CVC) 

and can be used to explore innovative service concepts. The CVC model is a mapping tool that 
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helps to build and visualize the network of actors and their relationships that jointly create a 

value added offering (Normann & Ramírez, 1998). This phase brings a “big picture” of the core 

and supplementary services, but it also can include benefits provided internally by the company 

or other benefits that are offered by partnerships or by other members of the Value 

Constellation. The output of CVC is reflection of how the company will be positioned (Patrício 

et al., 2011). The CVC can be used to portray the service concept as-is, but also “…to explore 

new possible service concepts that involve repositioning the organization’s offering and/or a 

reconfiguration of the value constellation” (Patrício & Fisk, 2013). 

In the second stage of this process (service experience) the service designer defines value 

proposition in the broader context of the value network by focusing on the firm’s value 

proposition. To do so, he designs the service system through the Service System Architecture 

(SSA) and Service System Navigation (SSN) model. Tools like the SSA and the SSN are 

orientated to system mapping. They are describe visually the service technical organization, 

identifying the different actors and systems involved, their mutual links and the flow of action 

process through the system (Patrício & Fisk, 2013). Taking into account what was defined in 

the CVC, this model organises the different encounters that form the customer journey: 

customers, employees, technologies, processes and tangible evidences. They are organized by 

activities (columns) and by the actors/ technologies (lines).  

The SSA defines the structure of the service system, providing a view of the interfaces offering 

and support processes across the different tasks of the service experience. It involves service 

tasks and actors – service system architecture. As Patrício and Fisk (2013) state “with this 

matrix view of the SSA, the design team can map different customer journeys, which form the 

service system navigation (SSN), and can then analyse their implications in terms of backstage 

processes and technologies”. 

The SSN maps the alternative paths (possible customer journeys across the different 

touchpoints or service encounters) forming the service experience, enabling better identification 

and design of service interface – service system navigation. With them, designers have the 

conditions to explore how to promote the customer loyalty or promote differentiation in order 

to create value for the customers (Patrício et al., 2011) 

Finally, after the conclusion of the SSA and SSN, the service designer enters the phase of 

Design the Service Encounter through the Service Experience Blueprint (SEB). The service 

SEB diagram is used to design each service encounter - the moments of direct interaction 

between the customer and the company, that may take place in multiple interfaces, such as the 

Internet or a physical store (Patrício & Fisk, 2013).  It allows the integration of the different 

interfaces that compose the service and demonstrates how they relate with each other (Patrício, 

Fisk, & Falcão e Cunha, 2008). SEB may also be used to explore other alternatives that may 

enhance the service encounter experience (Patrício et al., 2011). It is  a very versatile and 

flexible tool with the customer in the centre and gives a “…foundation for innovation, service 

improvement, and experience design (Bitner, Ostrom, & Morgan, 2007). 

The SEB diagram is a tool that allows the systematization of processes and the “…for better 

management of the trade-offs between efficiency and personalization and supports a better 

definition of the channel mix to enhance the overall customer experience” (Patrício et al., 2008). 
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The blueprint diagram is based on a graphical element that displays the process functions above 

and below the line of visibility – “…it separates the visible component of the technology-

enabled system (interactive system) from the invisible component of the system (the back end)” 

(Patrício et al., 2008).  This is where all the touchpoints and the back-stage processes are 

documented and aligned to the user experience, mapping the actions of the different participants 

in the service encounter in frontstage as well as backstage, turning possible to identify failure 

points and discover areas for innovation as well (Patrício & Fisk, 2013). There is also a line of 

interaction present in SEB diagram. It divides the actions of each actor from the service process, 

facilitating the design of activities that front-stage and back-stage perform (Patrício et al., 2008). 

The SEB cannot be viewed as a way to standardize the design process, though it allows “…a 

better design of the multi-interface mix with a specialization for each channel in the service 

activities, by which it creates more value for both customers and the firm: Technology 

specializes in what it does best; people specialize in what they do best (Patrício et al., 2008). 

The output of these diagram is a detailed view that allows the designers to build the concrete 

service interface taking into concern the multi-interface perspective done earlier.  

4.2 Data collection and analysis 

After the analysis of the literature it was possible to conclude that, to the development of this 

project, the best way of doing data collection was through a qualitative research approach, 

mainly because it’s flexible and supports the rich exploration of customer experience.  

At the beginning of this project, three unstructured interviews were made to Almedina’s staff. 

The goal was to understand the publication process of a magazine and to collect inputs for the 

project. The first one was with the IT department, to understand what kind of technology they 

have, the second was with the Legal Editorial Department to understand what is the process of 

approval of a magazine and, finally, a third one with the Department of Planning and Production 

to understand how a magazine is constructed. This last one, besides being an unstructured 

interview, it was also a group interview with all the workers from the department. Finally, it 

was possible to do participant observation of the pager work. 

The magazine’s holders – or coordinators – are also very important stakeholders in this project. 

Although they are considered as clients, their role is very different from the final clients and, 

for this reason, a different set of interviews was prepared. 

From the ten journal published by Almedina it was possible to interview six coordinators. The 

sample of this study is very homogeneous and, for this reason, there was no need to specify 

further characteristics. These interviews enabled us to understand what is the current process of 

submitting a journal, allowing the development of a service that can create competitive 

advantage to Almedina. The interviews were audio recorded, and an informed consent was 

given to the participants (see appendix A) with the interview guide (see appendix B). 

As referred previously the interviews were recorded to facilitate the data analysis. The duration 

of interviews varied between 12,08 to 29,41 minutes with an average time of 17,50 minutes. It 

was not possible to do an intermediary analysis, since the number of interviews to the 

magazine’s coordinators was 6 and the interviews were all done in a short amount of time 

between the 10th and the 13th of May. The data was coded and categorized in excel. 
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5 Results 

In this section we start by presenting the information collected during the interviews to 

Almedina’s staff to give an overall idea of the process for the creation of a magazine. The 

interviews to the magazine coordinators were coded and organize in categories based on the 

grounded theory. 

Finally, and based on the MSD model, we present the value constellation through a CVC model. 

Next, and due to the adaptability that MSD allows (Patrício et al., 2011), we present the service 

concept, service system and service encounter, resourcing to the construction of two SSA and 

two SSN to represent service encounters. The last part encompasses the design of the service 

encounters, and presents the SEB diagrams to design the interaction between the different actors 

with the system. 

5.1 Understanding the process of Almedina 

Before starting the development of the service system it is important to understand who are the 

stakeholders involved with this service. The information necessary to the construction of this 

model was collected during the three unstructured interviews performed with Almedina staff.  

Figure 5: Almedina's Stakeholders Map 
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The Stakeholders map presented above (see figure 5) represents the stakeholders that compose 

the universe of Almedina. They are organized according to their relevance in the project being 

developed.  

The closest ones are those who will interact directly with this new service and will benefit the 

most. The understanding of this individuals will be fundamental to create a service that can be 

adapted to their needs. To achieve that level of insight, we performed interviews to gather the 

richest information. 

Although Almedina considers the final clients, the wholesalers, the coordinators and the authors 

as their clients, they are represented separately because each one of them has a different role. 

To the development of this study they will be considered as suppliers.  

The development of this project is aligned with the goals of the organization, which intends to 

continue improving by modernizing the interactions through the development of a new platform 

for technical magazines.  

This project will allow Almedina to follow the digital trend by allowing the clients to purchase, 

in a digital format, the individual magazines, the subscriptions, and the individual articles. 

5.1.1 Publishing process 

To understand what are the processes involved in publishing technical magazinesthree 

interviews were made, all of them with an exploratory character. The first one was made with 

Cecília Santos from the Juridical Editorial Department, the second one with Pedro Arinto from 

Information Systems Department, and the last one with Paula Valente, João Pedro and Cláudia 

Moura from Planning and Production Department. All of this interviews were held in person 

and recorded. 

From these meetings it is possible to conclude that, when there is a magazine to publish, 

Almedina’s currently works like this: 

This process starts with the reception of the documents that are going to compose the magazine. 

The documents are send via e-mail and each article must be sent in separate documents in word 

format.  

After the reception of the documents they are assigned to one pager. Almedina only employs 

one pager, but works with several as freelancers. The pagination process is different for each 

pager, since they are nor restricted to use one specific program or method. At Almedina they 

Figure 6: Almedina's Editorial Process 
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use the program InDesign from Adobe to do all the pagination of the magazine. They also do 

the covers of the magazines, including the ones that are paged outside Almedina. 

After the pagination is completed, Almedina sends a trial in pdf format to the coordinator so he 

can check if everything is ok. If the coordinator gives the ok, the document is sent to the print 

shop, if he thinks somethings must be changed he adds some comments in the pdf and sends it 

to Almedina. The document goes through pagination and after the changes are done another 

trial is sent to the coordinator. Several iterations can occur and the document is only printed 

with the acceptance of the coordinator. 

Not all the magazines are available in e-book format but, the ones that are need to be coded into 

that format. This is done internally by one pager specialized in e-books.  

If the magazine is new at Almedina, there is an extra step that need to be fulfilled and will 

decide if that magazine will be edited or not – the feasibility assessment (see figure 7). 

At this stage Almedina studies the viability of this new magazine, doing market research and 

content analysis. To approve the editing of the magazine a document of evaluation must be 

filled and the final decision takes place in a board meeting.  

If the magazine is approved, the process follows the same procedures explained above but, if 

the magazine is not approved, the coordinator is contacted to be informed of the decision. 

5.2 Understanding the magazine coordinators needs 

In this section we travel through the data obtained by the semi-structured interviews conducted 

with the magazine coordinators. The purpose is to gather as much information as possible about 

the needs of this important stakeholder to design a service capable of creating value for them 

and the final client. The use of a qualitative approach can give a detailed exploration “…of an 

aspect of life about which the interviewee has substantial experience, often combined with 

considerable insight” (Charmaz, 2006). 

To analyse the data collected we used the grounded theory method that states that all the codes 

that emerge must be grounded on data (Charmaz, 2006). This is a process that allows us to 

submerge in the data collected and find useful connections that will be shaped into categories. 

When magazine coordinators were asked to explain the process of creating the magazine the 

answers were very similar. All of them seemed very comfortable explaining the steps and one 

Figure 7: Almedina's New Magazine Editorial Process 
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of them even told the history of his magazine. At one of the magazines studied the commission 

selects a theme and invites authors to write about that. 

“We do not accept submitted texts. The commission defines a theme for each magazine (…) 

and invites authors to contribute. The texts are complemented with juridical texts.” 

Female, interview 5. 

The following coding tree represents the selection of texts category and the codes (see table 1). 

Table 1: Coding for selection of texts 

Selection of texts Sources 

Commission 2 

Submitted texts 5 

Requested texts 4 

Total 11 

The revision of texts is made is very homogeneous, with almost all of the participants stating 

that the submitted texts are the ones that go through a revision process. One of the participants 

states that: 

“The revision of content is done to the texts that are submitted to the magazine, the texts that 

come from elements of the commission are not subjected to that process.” 

Female, interview 3. 

It is important also to underline that some of the magazines try to implement a more scientific 

process of review. 

“The revision of texts is based on peer-review although the anonymity is not completely 

achieved.” 

Female, interview 4. 

At the table presented bellow we can find the codes for the category texts review (see table 2). 

Table 2: Coding for texts review 

Texts review Sources 

Submitted texts 5 

Non strict per-review 2 

Total 7 

When the participants were inquired about the delivery of the magazine it was unanimous the 

channel used (e-mail), and the format of the files (word). Nevertheless, it was interesting to 

state that one of the magazines is not delivered to Almedina, instead is delivered directly to the 

print shop. 

“We have a trusting relationship Almedina, allowing us to deliver the texts directly to the 

print shop and they are the ones that do the pagination.” 
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Male, interview 1. 

By looking at table 3 we can observe the codes for the category delivery of magazine. 

Table 3: Coding of delivery of magazine 

Delivery of magazine Sources 

E-mail 6 

Word document 6 

Directly to the graphic 1 

Setting deadlines 2 

Total 15 

Some of the magazine coordinators also feel the need of setting deadlines although both stated 

that this deadlines are merely indicative, to avoid exaggerated delays. 

When questioned about their experiences with other publishers and compare it to the experience 

with Almedina most of them felt uncomfortable and a slight reluctant to answer the question. 

To try to ease the concerns they had we felt the need to explain the context of this project and 

that the interviews were anonymous.  

The following category (Almedina SW) is divided in two subcategories (strengths and 

weaknesses) and it shows what the magazine holders consider as assets and as (see table 4). 

“The quality of the final product is very good.” 

Female, interview 4. 

“Sometimes the waiting time is too long.” 

Male, interview 3. 

Table 4: Coding for Almedina SW 

Almedina SW Sources 

Strengths  

Market penetration 3 

Quality 2 

Prestige 2 

Quickness 1 

Weaknesses  

Quality 1 

Quickness 1 

Payment 1 

Lack of reviser 2 
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Total 13 

It was also in our interest to find how the participants felt about the contact with Almedina and 

the responses were very positive. 

“Very good, without complains.” 

Female, interview 3. 

“Mainly by e-mail, but sometimes by telephone.” 

Male, interview 6. 

The following table illustrates the category communication (see table 5). 

Table 5: Coding for Contact 

Contact Sources 

E-mail 6 

Telephone 1 

Fast response 2 

Really good 3 

Total 12 

When asked about what should be improved, the magazine coordinators had very different 

answers, with some saying that there is nothing to be improved. 

“I do not think that there is something that Almedina should improve.” 

Male, interview 2. 

It was interesting to state that some of the magazine coordinators did not mention what they 

have indicated as weaknesses in a previous question, as you can observe in table 6, and one of 

them that consider the idea of this project could be a good improvement. 

“The project is a good idea, it can reduce the communication time.” 

Male, interview 6. 

Table 6: Coding for improve 

Improve Sources 

Editorial work 2 

Waiting time 1 

Payment 1 

Implementation of the project 1 

Total 5 

One of the objectives of this project is to allow articles to be sold separately and all the 

participants agreed with that idea, although one of them mentioned that: 
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“(…) it may be hard to quote, since the e-books do not have the same pagination of the 

magazine.” 

Female, interview 4. 

The magazine coordinators were also inquired about the idea of selling printed articles 

separately and the responses were very positive. 

“It would be very interesting, nevertheless it should maintain the same graphic quality of the 

magazine.” 

Male, interview 6. 

The table presented bellow represents the category sell articles and the codes associated (see 

table 7). 

Table 7: Coding for sell articles 

Sell articles Source 

Agree 6 

Hard to quote from e-book 1 

Printed articles 6 

Total 13 

After explaining the project with more detail, the participants were asked to comment and give 

their opinion. The response was very positive (see table 8), contradicting the negativity that 

was expected. 

“I think that this system is better than the current one.” 

Male, interview 6. 

Table 8: Coding for project 

Project Source 

Beneficial 5 

Lower circulation of documents 3 

Better than actual  1 

Less work 1 

Total 10 

 

Finally the magazine coordinators gave some suggestions at in was clear that they intend to 

project the magazines internationally (see figure 9). 

“This can be a commercial opportunity for Almedina to enter international markets, 

especially for Portuguese-speaking countries.” 

Male, interview 1. 
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Table 9: Coding for suggestions 

Suggestions Source 

International projection 3 

Keep the paper edition 1 

Total 4 

 

5.3 Designing the service 

Using the MDS model from Patrício et al. (2011) as base to the development of this project. 

After the analysis of the data collected it seemed appropriate to use this model since it is 

characterised by flexibility. In this section we start to present the Customer Value Constellation 

and, after we move to the construction of the service concept where we present two SSA – one 

for the magazine coordinators and other for the final clients. Finally, at the end of this section, 

we present the design of the service encounter, through the development of Service Experience 

Blueprints, and prototypes related to the different actions in the service. 

5.3.1 Constructing the Customer Value Constellation (CVC) 

The following CVC model was constructed based on the data collected previously and emerged 

from the categories. This model helps map and visualize the links that exist between actors and 

actions assisting the creation of a value added offering. 

Figure 8: Customer Value Constellation for Magazine's Service 
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As shown in figure 8 the CVC encompasses three different levels of relations. The first one 

reveals the two facets of this project – creation of magazine, and acquire magazine. This level 

shows what actions belong to each facet: creation of magazine relates to the actions deliver 

originals, approval, associate author, review, apply changes and pagination; Acquire magazine 

relates to the actions subscribe, edit data, buy articles, delivery, follow and purchase. With this 

division, we can clearly understand the two sheds of the service. 

At the second level we can find the relations between the actions described. The way they relate 

to each other will define how the service will be constructed. 

Finally, the third one represents the relation between actors and the different activities they will 

be able to execute. It is very important to outline these relations for the reason that the roles of 

these actors are very different from each other and may never cross. For example, a client must 

be restricted from performing the actions of the coordinators, as well as the authors must not 

upload files. All the actors are related to the action support and search since they are care actions 

that will help the navigation throughout the service provided.  

Since a fundamental part of this project is to create value to the client, this CVC also includes 

actions related to this actors. These actions were not validated with the clients, although one of 

them – buy articles – was discussed and well-accepted in the magazine’s coordinators 

interviews. Although other activities like subscribe, purchase, edit data, and delivery, are 

already part of the service offer of Almedina, they will have a different configuration in the 

service proposed, and these differences will be explained later in the development of the project. 

With this phase of the development of the service we start creating a vision of how it will act 

and interact with the different actors. Now we have a more refined vision of how Almedina will 

be positioned and what is the value proposition to the each intervener. 

5.3.2 Constructing the Service Concept 

After starting to form a vision of how the service will be constructed it is time to start developing 

the system and, to do so, we will be using two tools that are orientated to system mapping – 

SSA and SSN.  

These tools define in a very intuitive way the service technical organization. They identify the 

different actors, interfaces and systems involved, how they relate, and the flow of action process 

through the system. They are organized by activities (columns) and by the actors/ technologies 

(lines) (Patrício et al., 2011). 

5.3.2.1 Service System Architecture (SSA) 

The construction of a SSA is the first step towards the design of the service concept. It defines 

the structure of the service system by providing a view of the interfaces offering and support 

processes across the different tasks of the service experience. 

Although it is advisable to construct only one SSA to represent the architecture of this service, 

there was a need to represent it in two separate SSA, since it would lose many detail that would 

be important to development of this project. This is one of the advantages of MSD, since it is 

characterised by its flexibility, allowing us to adapt to the needs that emerge during the 

development of this project. 
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The SSA’s presented below represent the two different perspectives of this service, also referred 

previously in the CVC (see figure 8) – the coordinator/author perspective (creation of 

magazine), and the clients perspective (acquire magazine). 

To follow the process of producing a magazine we start by presenting the coordinator/author 

perspective. In here (see figure 9) we can observe that we have several actors that relate with 

the service in very different ways.  

There are ten actions in this SSA – Create account; Authentication; Deliver originals; Associate 

author, Pagination; Review; Apply changes; Approval; Search; and Support – and not all of 

them require the participation of the actor above the line of interaction (magazine’s coordinator 

and author).  

Above the line of interaction we have two actors that are external to the company – these are 

the main actor of this SSA. Above the line of visibility we can find three actors – website, 

paginator, and customer support – and the paginator can be from Almedina or a freelancer. The 

print shop and the platform coordinator are above the line of internal interaction and this 

separates them from the backend system.  

The pagination action is one of the most important in this project and is automatic, where only 

the backend system and the interface relate. The apply changes action is also one of the actions 

that does not have a relation with an actor above the line of interaction, it needs the intervention 

of the paginator (below the line of interaction) to be completed. With an automated pagination 

the waiting time is considerably shorter, leading to a faster process of creating a magazine. 

The interviews with Almedina’s staff show that it is not possible to give free admission to this 

service as that would imply that anyone could have access to the documents and delete, 

comment and/or copy them. To solve that problem and actor, below the line of visibility, was 

Figure 9: Service System Architecture for Creation of Magazine 
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insert and he will intervene in the create account action. We also learned that the magazine’s 

coordinator is the only one that approve the pagination and, doing so, the magazine goes to the 

print shop to be produced. With these restrictions in place, the magazine coordinator can trust 

that the service will be able to maintain the same level of confidentiality as before.  

If we analyse the SSA relative to the final clients (see figure 10) we have a better understanding 

of why there was a need to separate them. There would be too many actors and actions, with 

very different functions in the same matrix. 

In the SSA relative to the final clients – Acquire magazine – we can also find ten actions (create 

login, authentication, search, buy articles, purchase, subscribe, follow delivery, edit data, and 

support). Four of these actions are similar to the ones presented in the SSA for creation of 

magazine, although one of them is different. Since the final client does not have the same 

constrains of privacy, the create an account action does not need the intervention of the 

magazine’s coordinator.  

Above the line of interaction we only find one actor – the final client – and he participates in 

every activity. Below this line we find the website, the customer support, and the store. This 

last one only relates with the action delivery since the website already allows the customer to 

see where the book is available and reserve it in store. 

With the completion of the SWOT analysis (see figure 4), the print-on-demand trend emerged 

as a treat, but also as an opportunity. This combined with the knowledge acquired (during the 

interviews at Almedina staff) that when the company started selling in the e-book format, the 

clients called complaining that they could not print, made emerge a possible need of the final 

clients. The magazine coordinators were also inquired about the idea presented above, and the 

reactions were very positive, with all of them agreeing that it could be a good improvement. 

This need is represented in the buy articles action. This action represents the selling of articles 

separately, in paper and/or e-book, and to do so, it is necessary to involve the print shop. The 

Figure 10: Service System Architecture of Acquire Magazine 
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option of selling articles separately is one of the objectives of this project and, when the 

magazine’s coordinators where asked if they would accept it all said yes.  

It is also important to refer that the subscribe action is too one of the ways that the clients can 

purchase the juridical magazines. Nowadays the subscription of a magazine is only possible 

when all volumes of a magazines of a determined year were edited. This new action allows the 

customer to subscribe a magazine when the first number of the year comes out and receives the 

others when they are edited. By doing so, Almedina is able to have a better vision of the number 

of copies they need to produce, and guarantees that those magazines are sold.  

Finally, bellow the line of internal interaction we can find the backend system, which is related 

to every action in the acquire magazine SSA. 

With both SSA’s designed it is possible to start constructing the customer journey through the 

service (Patrício et al., 2011). 

5.3.2.2 Service System Navigation (SSN) 

After the construction of the SSA it is time define the customer journey throughout the different 

service encounters. The SSN enables a better identification and design of the service interface 

(Patrício et al., 2011). 

Continuing the reasoning explained above, we are going to present two SSN, first is the creation 

of magazine SSN, and second is the acquire magazine SSN. By continuing presenting two SSN 

we maintain the development of the service simpler and easier to understand. 

Through observing figure 11 we can see the customer journey emerge and the roles of each 

actor being defined. This SSN maintains the same structure as the correspondent SSA (see 

figure 9) with equal lines, action, actors and their interactions. 

In the first action (create an account) we see that the actors’ magazine’s coordinator and 

paginator need to request a login to the platform coordinator, since these two have restrictions 

to what they can access in the platform. The paginator can be outsourced and, for security 

reasons, it is important to restrict his functions in the platform to the magazines he is associated. 

The author does not request a login directly to the platform coordinator, it is the magazine’s 

coordinator that does that for him since he is the one that knows which author should be 

associated to each article. As said before, it is fundamental that the magazine’s coordinators 

and authors do not have access to other works in the system, so it is important to maintain a 

restricted access to the service system.  

The second action presented in the SSA is authentication, and without performing it, the users 

cannot do the different actions presented after. It is fundamental that the login is validated by 

the backend system automatically throughout each action carried by the actors, otherwise 

anyone could access them. 

It is with the authentication validated that the magazine’s coordinator starts the process of 

editing the magazine. The first action he has to perform is deliver originals and it is here that 

he will upload the files (one document in word format for each article), the images (if there are 

any), and after he has the option of performing the activity associate author. This last action 

drifts from the interviews with Almedina’s staff and the magazine’s coordinators since some of 

them give the texts to the authors to be reviewed (while others review the entire magazine). 
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As referred before, the pagination action is done automatically by the backend system and the 

website should show the articles assembled as they would appear in the magazine. After this 

action the magazine’s coordinators and the authors can review the work done and add comments 

to latter the paginator apply the changes. The action apply changes is not automated because, 

first Almedina does not allow the magazine’s coordinators and the authors to make chages in 

the document paginated, and second because if we add the paginator in this stage we can 

guarantee more quality and avoid errors in the pagination that may occur due to this being done 

by the backend system. 

After the review action is done, the paginator will upload the cover of the magazine to the 

system since this one has to be done in Adobe InDesign, and the magazine’s coordinator gives 

the final ok. After, the backend system will send a notification to the print shop with the 

magazine assembled to star printing. 

The final two actions (search and support) are present in both SSN’s of the service since they 

were created to help the actors move throughout the service system provided. The paginator 

can also interact with this two actions, mainly because Almedina works with several freelancers 

paginators. 

If we step into the SSN relative to the final client (see image 12) we can also observe that the 

structure is the same as the correspondent SSA (see image 10) with equal lines, actors and 

interactions. 

The first two actions (create account and authentication) are fundamental to perform any other 

action related to purchase (buy articles, purchase, subscribe, follow, and delivery). With a login 

the final client has a more comfortable experience throughout the service system. By accessing 

the system with the authentication action done, he can have access to his personal page, follow 

authors, magazines and institutions (in action follow), save his purchase data (address, name 

and payment), and edit this data. 

At the action buy articles the final client chooses which ones he wants to acquire by consulting 

the index of the magazine provided by the backend system. We can also find the print shop as 

an actor and his interaction with this actions occurs when the final client buys the articles in 

paper format. The backend system sends a notification in order to inform the print shop what 

is/are the article(s) that need to be printed. 

After the final client purchases a magazine in any of the formats provided in the system, we 

will be able to do the action delivery, where he defines how he wants to receive the 

magazine/article. The customer will have the possibility of receiving at home (or other address 

that he defines) or in the store he selects. He will also have the possibility to choose between 

(CTT, CTT express, chronopost) – these options are already available for the client. In all 

purchasing options the actor platform coordinator will do an internal approval of the action 

performed by the final client to guarantee the quality of the service provided. 

One of the great difference between the SSN of creation of magazine (figure 11) and the one 

currently being analysed is that there are two actions that do not require authentication (search 

and support).  In a client’s perspective it does not make sense to impose login validation because 

these are support activities that can be extremely useful to a potential client. The interviews 

with Almedina’s staff revealed the necessity of implementing constrains, so it is important that 

the actors only have access to the service system with the login validated. 
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Figure 11: Service System Navigation of Creation of Magazine 
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Figure 12: Service System Navigation of Acquire Magazine 
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With both SSN’s constructed we now have a more dynamic view of the service system, with 

the customer journey identified and the relation with the backstage processes and technologies 

(Patrício et al., 2011). 

5.3.3 Design the Service Encounter 

At the phase of design the service encounter through the Service Experience Blueprint (SEB) 

the service designer uses, as a starting point, the SSA and SSN models constructed previously. 

The service experience blueprint gives more emphasis on the customer journey. This tool 

sketches the actors that participate in the service encounters (frontstage and backstage) and it 

embodies the lines of interaction, lines of visibility, fail points, waiting points and service 

interface links (Patrício et al., 2011). Figure 13 represents the symbols used in the construction 

of the blueprints. 

Considering the scenario presented in figure (SSN) 11 we present the circumstances of the main 

actions (deliver originals, associate author, review, and approval) performed by the actors 

magazine’s coordinators and authors. The SEB correspondent to the action support can be 

consulted at appendix C. 

Figura 13: Symbology of SEB 

Figure 14: SEB of Deliver Originals 
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 The first SEB (see figure 14) represents the actions deliver originals, associate authors and 

pagination. This is a process where only the magazine’s coordinator can participate.  

As we can see the process starts with the magazine coordinator accessing the platform and 

inserting the login data. The backend system can fail to validate the data due to system 

inefficacy or by inserting the wrong data. After the login is validated the website will display 

the personal page of the user and he will select the magazine he intends to deliver. The 

magazine’s coordinator is obliged to select the magazine because some of them work with 

several magazines. After that, he will be able to see the magazine page, and here can occur a 

waiting point due to the amount of information that may need to be uploaded. After selecting 

the option to create a new edition he will be able to upload the files and, if necessary, arrange 

the files in the order that should appear in the magazine, associate an author to each text. The 

backend system may be unable to validate the files, especially if they are not in the correct 

format (word document). When all the changes are saved, the backend system alters them 

automatically and the interface displays the document paginated. If the magazine’s coordinator 

associated an author, he will receive a notification informing that the article is ready to be 

reviewed. The prototypes of the coordinators personal page, upload magazine, and associate 

authors are present in appendix D, appendix F, and appendix G, correspondingly.   

 

Figure 15: SEB of Magazine's Coordinators Review 
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The second SEB created displays the magazine’s coordinators journey through the review 

action. Observing figure 15 we can understand that the coordinator needs to have the login 

validated, although he does not need to perform the action authentication if he was previously 

in the system. After the website displays the personal page and the magazine’s coordinator 

selects that magazine he wants to review, he selects the article he wants to see.  There he has 

the option of inserting comments to improve the pagination done automatically and, the 

backend system will generate an automatic notification to the paginator that will apply the 

changes in the document. When the actor believes that the all the error are identified, or 

considers that the documents do not need revision, the backend system will send a notification 

to the platform coordinator.  At this stage, the backend system does not send a notification to 

the paginator because he may be external to Almedina, and the next action involves the upload 

of the cover, which is always done by Almedina’s paginator.  

As mentioned before the action of review can be performed by two actors (magazine’s 

coordinators and authors). The SEB present in figure 16 represents the process of text review 

by an author and, as we can see it is very similar to the one presented before (see figure 15), 

although there are some differences. First, the author does not select the magazine before 

selecting the article he wants to review. This happens because the author cannot have access to 

the magazine’s page, where all the articles are and, to simplify, the author has access to a list 

of articles he can review. Finally, and because the author cannot give the final okay to the 

magazine, when he considers that the pagination is correct the backend system sends an 

automatic notification to the magazine’s coordinator informing that the text is ready. The 

prototype in figure 17 represents the review page of the texts, and it has the same functionalities 

to both actors. This page guarantees that the reviser has access to the same tools he would have 

before the implementation of the service, and avoids the constant upload and download of the 

Figure 16: SEB of Authors Review 



Fostering value co-creation in service systems: Designing a new platform for technical magazines 

44 

documents. The prototype of the authors personal page (see appendix H) can be consulted in 

the section Appendix. 

 The two blueprints (see figure 15 and figure 16) have the same objective and, although they 

are very similar, they contain differences in the actors’ journey that define the permissions of 

each one in the service system. Since none of the magazine coordinators referred that they had 

a limit number of revisions, this process may occur several times until the magazine 

coordinator/author consider that the text is correctly paginated by the paginator.  

After the coordinator accepts the pagination of the magazine he steps into the action Approval, 

represented in the blueprint above (see figure 18). By looking at the SEB of approval we 

immediately realise that the process begins below the line of interaction with the paginator 

uploading the cover of the magazine. In here, only the magazine coordinator can perform 

activities since he is the only one who can approve the magazine. After the magazine 

coordinator access the system and does the login he, again, needs to select the magazine he 

wants to work with. A new option will appear – cover – and he needs to select it to be able to 

visualize and add notes, if necessary. When the magazine coordinator considers magazine’s 

cover ready, the backend system sends a notification to the print shop. Again, with the tools 

provided in the service system, the magazine coordinator is able to review the cover without 

the need of download and upload the file, reducing the duplication of documents. With the 

notification the print shop is able to prepare the production and print an exemplar for trial. The 

prototype of the cover page can be consulted at appendix I. 

Figure 17: SEB of Approval 
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 Stepping into the scenario presented in the SSN of acquire magazine (see figure 12), we present 

the blueprints of the main actions (buy articles, purchase, subscribe, follow, and delivery) 

performed by the actor final client. The SEB correspondent to the action support can be 

consulted at appendix C. 

Looking at figure 19 concerning the purchase action we can see that final client needs to be 

validated in the system. To purchase, he necessities to access the magazine page he intends to 

acquire and select the edition. The magazine can be acquired in two ways – subscription and 

individual numbers. As previously explained, in the subscription option the client currently can 

buy the different volumes by year (or packs of years). The idea with the subscription proposed 

here is to also allow the client to subscribe the magazine of a determined year without all the 

volumes being released. The individual numbers have two format options – paper and e-book 

– and the client can purchase any of these by going through the same process. 

After selecting the format he desires, the final client choses the delivery method. In here the 

final client can receive it though post office (normal or express), by chronopost, and deliver in 

store (with no costs associated). The next and final step to this actor is to select the payment 

methods. After the backend system validates the payment the website will show the order 

confirmation and the backend system will send a notification to the final client confirming his 

purchase, and another to the platform coordinator. 

Figure 18: SEB of Purchase 
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The following prototypes of the homepage (see appendix J), personal page (see appendix K), 

purchase page (see appendix L) and payment page (see appendix M) can be found in the section 

Appendix.  

The SEB of buy articles (see figure 20) is very similar with the one presented before (see figure 

19). This SEB begins to differentiate from the last one when the website displays the magazine 

page (see figure 21). After this, the final client needs to select the option buy clients and the 

website will recover the index with the different formats (paper or e-book) that the article is 

available. After he selects the format, the process of choosing the delivery and payment method 

is identical as the one presented in the previous SEB. The main difference stands at the end of 

the blueprint, and it occurs after the website displays the confirmation of the order. Because in 

the action buy articles the client has the option of acquiring the article in paper, the backend 

system acts in two different ways – if the client buys an article in paper the backend system 

send a notification to the print shop to start printing and the platform coordinator confirms the 

order; if the final client buys an article in e-book the backend system sends a notification to the 

Figura 19: SEB of Buy Articles 
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platform coordinator to confirm the order. The index page prototype can be found in appendix 

N. 

The final SEB represented encompasses the activity follow, also performed by the actor final 

client (see figure 22). To follow a magazine/institution/author, the actor needs to have a valid 

login so that the backend system can associate his choices to his account. To choose, the final 

Figure 21: SEB of Follow 

Figure 20: Prototype of Magazine Page 
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client has to select a magazine and, if he wants to follow the magazine or institution he just 

needs to select the option follow. If the final client wants to follow an author he has to access 

the magazine page and select buy articles, in there the final client will find a list of the articles 

with the name of the author and the option to follow. After the final client selects follow, the 

backend system will save the changes and will generate alerts every time a new magazine is 

launched with one of the client’s follow options. 
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6 Conclusion and future research 

We started this research aiming to develop a new service for Grupo Almedina, which should 

integrate the creation and sale of a magazine. This required the understanding of the process 

from both Almedina and the magazine coordinators to design the interactions between actors 

and the service and how they would affect the experience. The analysis collected from 

interviews to the magazine coordinators lead to the emergence of codes that were organized in 

categories. From this data we were able to shape the service to adjust to the coordinators needs. 

Throughout the development of this work there was a constant need to adapt the methods 

chosen to the new challenges that emerged. The main challenge was to design a service with 

two and very different main objectives – edition of the magazines and the sale of magazines. 

By creating two man categories in the CVC and dividing the service (SSA and SSN) concept 

in these two challenges we were able to give more detail and create a more complete service. 

After the conclusion of the literature review, there was also the need to explore a literature gap, 

since both value-creation and service design are more attentive to the final client. Though in 

the service operations they encompass a view of the suppliers, this is more related to a 

perspective of design of process to the company. In the creation of value to the clients the focus 

is more on the understanding of their needs and motivations. To also create value for the 

suppliers we encompassed the understanding of their procedures and processes of how the 

product/service is created. 

The methods applied to the development of the service seem appropriated to adapt to a supplier 

perspective, although the service concept proposed still lacks the implementation and the final 

validation of the actors involved. However, through the information collected during the 

interviews, we can see that the magazine coordinators think that this service might bring some 

benefits. 

In future research is important to answer a few questions, such as: How can a company develop 

a value-creating service to the suppliers? Who should be involved in the development of a 

service for the suppliers? Can this be applied every type of companies and suppliers?  How 

important is to a company to develop a specific service to the suppliers? How can this new 

service create value to the clients? 

It was not possible to perform interviews to the magazine’s final clients but it is fundamental 

to do if Almedina goes through with this project. By doing so they can discover what are the 

current problems that the clients encounter when purchasing a journal, what they think can be 

improved, and suggest some new features that can improve customer experience. This also 

allows a better understanding of what are the customer needs and motivations, contributing to 

a wider understanding of the magazine’s final client. As future research it is advisable to use a 

quantitative approach to validate the concepts described in this study. 

Besides the limitations encountered during the development of the study, we were able to apply 

the methodology studied to the development of a service focused on the suppliers. With this we 

intend to create value for the suppliers and enhance the customers’ satisfaction, developing a 

relation of value co-creation. 



Fostering value co-creation in service systems: Designing a new platform for technical magazines 

50 

References 

Bitner, M. J., Ostrom, A. L., & Morgan, F. N. (2007). Service Blueprinting : A Practical 
Technique for Service Innovation. California Management Review, 50(3), 66–94. 
http://doi.org/10.2307/41166446 

Bolton, R. N., & Drew, J. H. (1994). Linking Customer Satisfaction To Service Operations and 
Outcomes. Service Quality: New Directions in Theory and Practice, 173–200. 

Brown, T. (2008). Design Thinking. Harvard Business Review, 1–10. 

Charmaz, K. (2006). Constructing Grounded Theory : A Practical Guide through Qualitative 
Analysis. (S. Publications, Ed.). London. 

Chesbrough, H., & Spohrer, J. (2006). A Research Manifesto fot Services Science. 
Communications of the ACM, 49(7), 35–40. 

Corbin, J., & Strauss, A. (1990). Grounded Theory Research : Procedures , Canons , and 
Evaluative Criteria. Qualitative Sociology, 13(1), 3–22. 

Evenson, S. (2005). Designing for Service, 1–12. 

Fisk, R. P., Brown, S. W., & Bitner, M. J. (1993). Tracking the Evolution of the Services 
Marketing Literature. Journal of Retailing, 69(1), 61–103. http://doi.org/10.1016/S0022-
4359(05)80004-1 

FME. (2013). Porter ’ s Five Forces: Strategy Skills. 

Kumar, S. A., & Suresh, N. (2009). Operations Management. (N. A. I. (P) L. Publishers, Ed.) 
(1st ed.). New Age Internationa (P) Ltd., Publishers. 

Marshall, M. N. (1996). Sampling for qualitative research. Family Practice, 13(6), 522–525. 

Meyer, C., & Schwager, A. (2007). Understanding Customer Experience. Harvard Business 
Review, (1-13). 

Myers, M. D., & Newman, M. (2006). The qualitative interview in IS research: Examining the 
craft. Elsevier, 17, 2–26. http://doi.org/10.1016/j.infoandorg.2006.11.001 

Normann, R., & Ramírez, R. (1998). Designing interactive strategy: From Value Chain to 
Value Constellation. John Wiley & Sons. 

Ostrom, A. L., Parasuraman, A., Bowen, D. E., Patrício, L., & Voss, C. A. (2015). Service 
Research Priorities in a Rapidly Changing Context. Journal of Service Research, 1–31. 
http://doi.org/10.1177/1094670515576315 

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1985). A Conceptual Model of Service 
Quality and its Implications for Future Research. The Journal of Marketing, 49(4), 41–50. 

Patrício, L., & Fisk, R. P. (2013). Serving Customers: Global Services Marketing Perspectives, 
185–207. 

Patrício, L., Fisk, R. P., & Falcão e Cunha, J. (2008). Designing Multi-Interface Service: The 
Service Experience Blueprint. Service Research, 10(4), 318–334. 
http://doi.org/10.1177/1094670508314264 

Patrício, L., Fisk, R. P., Falcão, J., Constantine, L., Fisk, R. P., Patrı, L., & Constantine, L. 
(2011). Multilevel Service Design: From Customer Value Constellation to Service 
Experience Blueprinting. SAGE, 14(2), 180–200. 
http://doi.org/10.1177/1094670511401901 

Soares, J., Beja, R., Santos, J. A., & Santos, J. A. (2014). Comércio livreiro em Portugal Estado 
da arte na segunda década do século XXI. Lisboa. 

Teixeira, J. (2010). Understanding the Customer Experience for Service Design. Faculdade de 
Engenharia da Universidade do Porto. 

Teixeira, J., Patrício, L., Nunes, N. J., Nóbrega, L., Fisk, R. P., & Constantine, L. (2012). 



Fostering value co-creation in service systems: Designing a new platform for technical magazines 

51 

Customer experience modeling: from customer experience to service design. Journal of 
Service Management, 23(3), 362–376. 

UCISA. (n.d.). ITIL – Introducing service operation. 

Vargo, S. L., & Lusch, R. F. (2004). Evolving to a New Dominant Logic for Marketing. Journal 
of Marketing, 68(January), 1–17. 

Vargo, S. L., Maglio, P. P., & Archpru, M. (2008). On value and value co-creation : A service 
systems and service logic perspective. Elsevier, 26, 145–152. 
http://doi.org/10.1016/j.emj.2008.04.003 

  



Fostering value co-creation in service systems: Designing a new platform for technical magazines 

52 

APPENDIX A: Informed Consent - Coordinators  
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APPENDIX B: Interview Guide - Coordinators 
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APPENDIX C: SEB of Send Message 
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APPENDIX D: Prototype of Magazine Coordinators Personal Page 
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APPENDIX E: Prototype of Coordinators Magazine Page  
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APPENDIX F: Prototype of Upload Files Page 
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APPENDIX G: Prototype of Associate Author Page 
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APPENDIX H: Prototype of Authors Personal Page 

 

  



Fostering value co-creation in service systems: Designing a new platform for technical magazines 

60 

APPENDIX I: Prototype of Review Cover 
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APPENDIX J: Prototype of Homepage 
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APPENDIX K: Prototype of Clients Personal Page 
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APPENDIX L: Prototype of Purchase Page 
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APPENDIX M: Prototype of Payment Page 
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APPENDIX N: Prototype of Index Page  


