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CHAPTER 2 STATE-OF-THE-ART SYSTEMATIC SERVICE 

INNOVATION 

With the increasing investigations of service science management and engineering (SSME), 

the requirements of service innovation for service industry are more and more critical. 

While ICT advances increasingly, the systematic service innovation that can reinforces 

service productivity and satisfaction increasingly determines competitiveness in the service 

economy. Furthermore, the new trends of state-of-the art systematic service innovation can 

fascinate the innovative applications development for related service research and practical 

benefits of the service industry.  

 This chapter involves the three subsections: first, research background (the experience 

economy and SSME); second, the service system engineering (service systems, and 

collaborative service systems); third, service system management (service classification, 

service quality management, experience quality assessment). 

2.1 Research Background  

As this study is to conduct systematic service innovation, the research background relates to 

the trends of the experience economy (Pine and Gilmore, 1998; Carbone, 2007), and the 

emerging research in service science, management, and engineering (SSME). 

2.1.1 Towards The Experience Economy 

Services has been transformed the traditional service to experience economy. Pine and 

Gilmore (1998) argued that the two dimension of experience in an experience economy are 

(1) customer participation, and (2) connection or environmental relationships that unite 

customers with an event or performance. Shmitt (1999) suggested that customers typically 

have key roles in creating a performance or event that yields an experience. Connection can 

be viewed as an environmental relationship that unites customers with an event or 
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performance. Pine (1998) also argued that the service provision which can sort experiences 

into four broad categories, such as entertainment, education, aesthetic, and escapist 

according to customers fall along the spectra of the two dimensions. Prahalad and 

Ramaswamy (2004) argued that the roles of the company and the consumer converge 

toward a unique co-creation experience. Service innovation has been recognized as a key to 

economic growth in the service or experience economy. However, they argued that the 

traditional system of company centered value creation needs to be re-examined. For better 

satisfying the needs of consumers, providers now attempt to add or create value through 

services (Heskett, 1986).  

Schultz (1996) argued that the need for integrated marketing and communications and 

speed with which the integration must occur. Integrated marketing involves customer 

benefit, cost to customer, convenient, and communication, by which is meant the 

integration of production, operations, marketing, distribution, finance, communication, and 

other forms of business activity, is also inevitable. Bitner and Brown (2006) indicated that 

companies have increasingly developed collaborative relationships with other organizations 

to induce new thinking, creativity, and service innovation. Communication of integrated 

marketing is helpful to perform service, enabling the development of relationships with 

customers.  

For the experience economy, the service participants experience the value 

co-production at the different ways of service exchange. In order to fulfill the goal of the 

experience economy, we have implemented the experience methods and concepts into the 

three collaborative service systems as the examples described in Chapter 4 and 5 (i.e., 

transactional marketplace service systems, collaborative alignment service systems, and 

collaborative personalization service systems).  

2.1.2 The Emerging Service Science, Management and Engineering (SSME) 

Service science aims to understand, catalog the service systems and to apply that 

understanding to advancing our ability to design, improve, and scale service systems for 

practical business and societal purposes (Spohrer et al.,2007). The objective of service 
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science includes such issues as management of service innovation and restructuring of 

organizations (IBM, 2005). A significant attention has been drawn to a new research area of 

services science that applies insights from scientific, management, and engineering (SSME) 

perspectives to analyze how to align people and technology effectively to generate value for 

both services providers and clients (Steven  Paul, 2006). Other important aspects of service 

science include the co-creation and sharing of value through the collaboration of firms and 

suppliers, research into the capacity of business and government to create improved value, 

evaluation of the information technology and tools, and investigation of enterprise culture for 

the encouragement and convergence of employees as well as the totality of services 

effectiveness. Chesbrough and Spohrer (2006) identify several elements of a foundation for 

this research area: (1) close interactions of suppliers and customers, (2) nature of knowledge 

created and exchanged, (3) simultaneity of production and consumption, (4) combination of 

knowledge transform into useful systems, (5) exchange as processes and experience points, 

as well as (6) exploitation of ICT and transparency. In the other words, such study regards as 

how service scientists approach the problem of creating service innovations and improving 

the service system (Magilo et. al.  2006). A number of research centers conduct SSME for 

service innovation in the world and their state-of-the-art service technologies, strategies, and 

managements Table 2.1 .
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Table 2.1 State-of-the-art service innovation research 

Related works of service innovation Research centers 

Document Engineering Center for Document Engineering  

(UC Berkeley)  

Technological innovation Center for Innovation Management Studies 

(North Carolina State University) 

Self-Service technologies Center for Services Leadership  

(Arizona State University) 

The Matrices of Quality Center for Service Research and Education 

(Rensselaer Polytechnic Institute) 

Engineering systems of technology, policy, 

and industrial development and 

transportation and logistic 

Engineering Systems Division 

(Massachusetts Institute of Technology) 

Enterprise transformation Fraunhofer Institute 

(Georgia Institute of Technology) 

Intelligent of technology to business and 

societal needs 

Masters in Information Systems  

(Carnegie Mellon University) 

Knowledge Sharing of Collaborative 

Technologies and  organizational 

effectiveness 

School of Information Sciences and 

Technology (Penn State University) 

 Service Science, Management, and Engineering (SSME) is a new multi-disciplinary 

research (that integrates aspects of established fields such as computer science, engineering, 

management sciences, business strategy, social and cognitive sciences, etc.) for the goal of 

making productivity, quality, sustainability and innovation more predictable across the 

service sector (Maglio et al., 2006). A need exists for application of robust research 

findings related to service excellence, service quality, customer satisfaction and loyalty, and 

service delivery and design (Bitner & Brown, 2006).  

.Consequently, a cross-disciplinary study (biological symbiosis and interdependence 

relationship) is presented in this thesis, which addresses the research question of service 

innovation using both social science (service management and system engineering) and 
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natural science (ecological symbiosis). It can be said that iDesign is also in line with the 

objective of SSME accordingly.  

2.2 Service System Engineering 

The service system engineering is focused on how to develop the new e-service 

applications (Boyer, et. al. 2002) by means of systematic collaborative service systems 

(CSS) in which are semi-automated value co-production relationship between the service 

providers and the customers. 

2.2.1 Towards Collaborative Service Systems 

Aiming for the development of collaborative service systems, the nature of services and 

service systems need to be considered and understood. These characteristics would 

influence the ways of unfolding systematic CSS toward service innovation.    

The Nature of Services and Service Systems 

Service is a change in the condition of a person, or a good belonging to some economic 

entity, brought about as the result of the activity of some other economic entity, with the 

approval of the first person or economic entity. Services can be found that emphasize an 

exchange between two or more parties and transformation received by a customer (Riddle, 

1987; Metcalfe, 2001). Moreover, service can be defined as the application of competences 

for the benefit of another (Lusch & Vargo, 2006). Gronrros proposed that the two most 

important service attributes were intangibility and interaction with clients. Intangibility and 

interactivity are elements common to countless service products. Vargo and Lush (2004) 

argued that to unravel the changing worldview of marketing, a new dominant logic is 

service-centered model of exchange (i.e., intangibles, competences, dynamics, exchange 

processes and relationships, as well as operate resources) in twenty-first century. A number 

of features common to many services are as follows: (1) differentiating between service 



18

products, service processes, and service consumption is often difficult; (2) storing and 

transporting services are often difficult; and, (3) service production is often 

information-intensive (Coombs & Miles, 2000). Services, which are not normally engaged 

during the production of tangible products, cover a huge range of diverse activities 

associated with various transformation types (Coombs & Miles, 2000). Service encounters 

encompass diverse technologies and shared information, circumstances, and activities in the 

service process. With the properties of services sector, they are different from the 

goods-producing sector, and the service activities can be replicated or scaled by customized 

service transactions. Furthermore, a service requires building and maintaining relationships, 

understanding the interface between people, business strategy, business processes, and 

technology (Steven & Paul 2006). 

 Unified Services Theory (UST) provides the foundational core is “with service process, 

the customer provides significant inputs into the production process. Individual customers’ 

only participation is to select and consume the output. All managerial themes unique to 

services are founded in this distinction.” The characteristics of services involve intangibility, 

heterogeneity, simultaneity, perishability, and customer participation. Each of these five 

characteristics is either completely explainable by the presence of customer inputs or is 

refutable as being characteristic only of service process (Lovelock 1992). The unified 

services theory also aids our understanding of the relevance of supply chain concepts to 

service business, an important contribution. The theory indicates that service supply chain 

have an expanded role for customers, namely as suppliers of inputs to service provider 

processes (Figure 2-1) (Sampson & Froehle, 2006).  

Figure 2-1 Bidirectional service supply chain 

Tien and Berg (2003) argued that service systems comprise service providers and 

clients working together to co-produce value in complex value chains or networks. Service 
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systems are complex adaptive systems comprising people who are complex and adaptive 

(Spohrer, et. al., 2007). Service systems integrate people, technology, and information 

resources in different proportions: (1) People as service stakeholders are involved in service 

activities within a service encounter. (2) Technological resources are material supplies. (3) 

Informational resources enjoy an incredible efficiency scale because of the small 

incremental cost in duplicating these resources (Spohrer et. al., 2007). A general theory of 

service must elucidate the characteristics of service systems and service competencies that 

determine the value of different knowledge types judged by diverse stakeholders for diverse 

contexts (Spohrer et al., 2007). In service systems, the knowledge workers depend on their 

knowledge, tools, and social-organizational networks to solve problems, be productive, and 

continually develop, generate and capture value (e.g., IT outsourcing, call centers, patents, 

and educational service systems) (Magilio, et.al., 2006).  

Innovative Service Systems 

Drucker (1985) argued that so-called innovation is the value and contentment that 

customers experience through changing resources. Service innovation arises from exploring 

information available from other activities and then enables sustainable growth for the 

service sector (Tidd & Frank, 2003). Knowledge-intensive service industries support 

manufacturing and innovation (Spohrer & Chesbrough, 2006). Service systems attempt to 

improve productivity, quality, compliance, and innovation (Spohrer, et. al., 2007). One 

challenge to service innovation for developed nations is how companies develop 

collaborative relationships with other organizations to stimulate new thinking, creativity, 

and service innovation (Bitner & Brown, 2006). Bikson (1996) presented a process-centric 

view of (collaboration) technology transition as a series of decisions and actions through 

which collaborative technology is incorporated into an organization.  

Collaborative with value co-production is composed of people, technology, other 

internal and external service systems, and shared information (Spohrer et al., 2007). Service 

system characteristics, such as language, laws, measures, and other shared information 

types, evolve over time as service systems attempt to improve productivity, quality, 
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compliance, and innovation (Spohrer et al., 2007). E-services encompass the negotiated 

exchange between providers and customers for providing intangible assets (Chesbrough & 

Spohrer, 2006).  

An interaction-based service system encompasses service providers and consumers 

working together to co-produce value in value chains, networks or databases (Tien Berg

2003). As a result of interaction-based collaborative relative to value co-production, the 

study is focused on such collaborative system that introduces the interactions into the 

service exchange process. Collaborative systems that generate good customer experience 

quality at all times is worthy of further investigation. Delivery innovations are an important 

type of service innovation because they affect the core of service provision: the 

customer-supplier-interface. Automation of service as a typical delivery innovation can 

generate a new service, for instance, it can be a collaborative information system (Metcalfe 

Miles  2000). 

2.2.2 Collaborative Service Exchange with Value Co-Production 

Service systems are complex adaptive systems with participatory customers. A collaborative 

service system is composed of people, technology, internal and external service systems, and 

shared information.  Service system characteristics, such as language, laws, measures, and 

other shared information types, evolve over time as service systems attempt to improve 

productivity, quality, compliance, and innovation (Spohrer et al., 2007).  E-services 

encompass the negotiated exchange between providers and customers for the acquisition of 

intangible assets (Chesbrough  Spohrer, 2006).  A service system encompasses service 

providers and consumers working together to co-produce value in supply chains, networks or 

databases (Tien  Berg, 2003). According to Magilio et al., (2006) knowledge workers 

typically utilize their knowledge, tools and social-organizational networks to resolve 

problems, be productive, and continually generate and capture value (e.g., IT outsourcing, 

call centers, patents, and educational service systems).   
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 Value co-production between clients and providers is considered a beneficial exchange 

by eliminating redundant transaction costs and improving coordination.  The quality of a 

collaborative service experience must account for the service competencies of the 

participants and the value contribution of different knowledge sources judged by diverse 

stakeholders (Spohrer et al., 2007).  Assessing collaborative service performance is based 

on user experience quality, the value of the service encounter, and perception of the 

interactive fitness among service participants. Notably, service participants interacting 

within a service delivery processes produce measurable subjective responses.  

 The service exchange would be appropriately engaged in service process between the 

service provider and the service receiver. Services are co-produced by the service providers 

and the receivers, sharing the responsibility for co-production of value within the 

boundaries of the relationship. When a service receiver pays a provider to perform a task or 

provide a capability, the service is co-produced by the service receiver and the service 

provider. However, a service is an activity or series of activities of more or less intangible 

nature that normally take place in interactions between customer and service provider 

(Christian, 1990). The interaction is not only the focal point of services, but also the 

essence of customer involvement (Matthing at.al., 2006). Additionally, services have a 

number of unique characteristics that tangible products often lack. They are intangible, 

co-produced between the service providers and receivers, perishable, experienced, and 

heterogeneous (Vermeulen et al., 2001). Edvardsson (2005) argued that a service is used as 

a perspective, for instance, there are two approaches within service research: service as a 

category of market offerings and service as a perspective on value creation. However, the 

service process or service delivery is affected by the way of service exchange for value 

co-creation.  

 Normann and Ramirez (1993, 1994) indicated that services to cover all activities in 

which obtaining actual utility value requires customer value creation. With the difference in 

service production process, co-production of receivers was accommodated in production 

process, production setting, and production employees besides co-producers. The emphasis 

on co-production of value creation invites new types of research emanating from the service 

economy. With an alternative to the views on value inherited from the industrial era, value 



22

co-production’ has some perspectives including (1) value creation is synchronic and 

interactive, (2) some managed values cannot be measured, (3) values are co-invented, 

combined and reconciled, (4) exchange itself is the source of utility and rarity, (5) values 

are contingent and actual, (6) customers (co-)create value, (7) value is co-produced, with 

the customer, over time (relationship), (8) three-sector models are no longer pertinent, (9) 

service is a framework for all activities considered as co-produced, (10) consumers are 

managed as factors of production (assets), (11) economic actors are analyzed as holding 

several different roles and (12) interactions (offerings) are units of analysis (Ramirez, 

1999).

 A service system composed of subsystems/components and service innovation is to 

co-create the service productivity and satisfaction. Thus, facilitating the development of 

collaborative systems with value co-production is crucial to the fulfillment of service 

innovation. Zeithaml and Bitner (1996) argued that services are deeds, process, and 

performances. In this study, collaborative systems for transformative processes are further 

examined, in the light of the fact that service innovation can be driven by information 

technology, or artificial intelligent. .The service providers and the receivers may establish 

different kinds of relationships each other so as to engender their characteristics of 

continuous co-production. This flexible relationship can be driven by the different forms of 

mutual adaptation associated with the service exchange and interaction. Accordingly, this 

study aims at systematic service innovation by automating service exchange with value 

co-production.

2.3 Service System Management  

This section states that the related works of service system managements: (1) the service 

classification, (2) service quality management, and (3) experience quality evaluation as 

follows. 

2.3.1 Service Classification 
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Schmenner (1986) argued that a service classification scheme can help organize the 

discussion of service management and break down the industry barriers to shared learning. 

For instance, the service process matrix classifies (1) Service factory, (2) Service shop, (3) 

Category service, and (4) Professional service based on the degree of interaction and 

customization, and degree of labor intensity. Lovelock (1983) suggested that the nature of the 

service act classifies services for strategic marketing insights which involves (1) services 

directed at people, (2) services directed at goods and other physical possessions, and (3) 

services directed at people mind, and (4) services directed at intangible assets are grounded 

on the two dimensions direct recipient of the service, and nature of the service act. In terms 

of the relationship with customers, a classification was made up of two dimensions nature of 

the service delivery, and type of relationship between service organization and its customers, 

which is classified to four categories according to continuous delivery of service, discrete 

transactions, membership, and no formal relationship respectively (Lovelock, 1983). By 

delivering the method of service, the classification has both (1) availability of service outlets 

component and nature of interaction between customer, and (2) service organization 

component to classify six categories (Lovelock, 1983).  

2.3.2 Service Quality Management 

Unlike products with physical features that can be measured objectively, service quality 

encompasses many intangible factors such as psychological features (Fitzsimmons, 2001). 

Vargo (2004) identified the prototypical characteristics distinguishing services from 

goods—intangibility, inseparability, heterogeneity, and perishability.  To evaluate service 

quality, the following features common to many services must be addressed: (1) 

differentiating between service products and service consumption, (2) types of service 

delivery processes and, (3) service production, which is often information-intensive 

(Combs & Miles, 2000).  Measuring service quality is challenging because customer 

satisfaction is determined by many intangible factors including the fact customers are 

present during service delivery often acting as co-producers (Fitzsimmons, 2001).

 Parasuraman, Zeithaml, and Berry (1985) identified five dimensions of retail service 
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quality: reliability, responsiveness, assurance, empathy, and tangibles. Using these 

dimensions customers evaluated service quality based on the difference between expected 

and perceived service.  Based upon these observations the authors developed a 

SERVQUAL questionnaire that can be used to identify five service quality gaps: GAP 1 

market research, GAP 2 design, GAP 3 conformance, GAP 4 communication, and GAP 5 

customer satisfaction (difference between customer expectation and customer perception of 

quality).  Parasuraman, Zeithaml, and Malhotra (2005) developed a multiple-item scale 

(E-S-QUAL) for measuring service quality of websites used by customers shopping online.    

Cronin (2003) determined that the effects of perceived service quality can be masked by 

non-linear relationships not adequately explained by current models.  Sousa and Voss 

(2006) argued that existing conceptualizations of service quality must be altered to assess 

service quality in multi-channel environments that have virtual, physical, and integration 

qualities.

  Parasuraman (1985) developed five dimensions customers use to judge service 

quality. Service quality can be analyzed based on the quality difference (gap) between 

customer expectations and customer-perceived quality (e.g., the PZB model and 

SERVQUAL). Moreover, a means-end framework can conceptualize, construct, refine, and 

test a multiple-item scale (i.e., E-S-Qual and E-RecS-QUAL) for measuring service quality 

delivered by websites that allow customers to shop online (Parasuraman, et. al., 1985, 1994, 

2005 ; Zeithaml, et.al., 1993). The NQ model is associated with the SERVQUAL P-E 

model and using the EP model as a theoretical foundation (Teas, 1994). However, Cronin 

(2003) determined that the effects of perceived service quality can be masked by non-linear 

relationships and inadequate explanatory models. Additionally, new aspects of service 

quality and service encounters comprise a set of new proposals such as sophisticated 

approaches to the context of service encounters and service quality (Svensson, 2006). Sousa 

(2006) argued that existing conceptualizations of service quality must be altered to assess 

service quality in multi-channel environments that have virtual, physical, and integration 

qualities (Sousa & Voss, 2006). 

 For collaborative system, service quality measurements are typically used to control and 

manage service quality. Service chains involve customers as active participants in the 
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production process; however, the sources of value in service chain management are 

characterized by (1) bidirectional optimization, (2) management of productive capacity, and 

(3) management of perishability (Fitzsimmons  Fitzsimmons, 2001). Service delivery is 

considered as the service supply chain management, especially for innovative information 

technology.

 Service providers can retain competitive advantage by continuously improving 

productivity and quality. The Deming philosophy of continuous improvement, for instance, 

is captured by the plan-do-check-act (PDCA) cycle (Brassard  Diane 1994). Crosby 

suggested a 14-step zero-defect quality-improvement program. A walk-through audit (WtA) 

(Jitzsimmons  Maurer 1991) is a customer-focused survey to identify areas for 

improvement in a full-service model. Data envelopment analysis (DEA) is a method of 

measuring the efficiency of service delivery units. Additionally, Pareto analysis, a 

cause-and-effect diagram, and Deming’s 14-point program (Deming 1982) are considered 

service quality measures.  

 Fitzsimmons (2001) determined that measuring service quality is challenging because 

customer satisfaction is determined by many intangible factors; however, service is a 

time-perishable, intangible experience for customers acting as co-producers. Vargo (2004) 

identified the prototypical characteristics distinguishing services from goods—intangibility, 

inseparability, heterogeneity, and perishability. To evaluate service quality, the following 

features that are common to many services must be addresses: (1) differentiating between 

service products, service delivery processes, and service consumption, (2) storing and 

transporting services; and, (3) service production, which is often information-intensive 

(Combs and Miles 2000). Five perspectives of service quality are content, process, structure, 

outcome, and impact. Some of these measures are addressed in each perspective. For instance, 

the service delivery process maintains the sequence of events with good interactions using 

checklists to determine whether services meet customer needs. Conversely, the service 

providers fail in service quality that falls into tasks, treatments, and tangibles, such as 

standard operating procedures (SOPs). The customers fail in service quality that falls into 

preparation, encounter, and resolution in the service process (Fitzsimmons  2001).  
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 In sum, there have been research works aiming for measuring service quality with 

certain theoretical basis for their measurements. However, the substantial support on 

experience quality measurements is still required given that the emphasis of experience 

addressed in experience economy. Although many approaches exist for measuring service 

quality, measuring the outcome value of co-production in a collaborative service experience 

has not been addressed.  

2.3.3 Experience Quality Assessment 

Pine and Gilmore (1998) consider two dimensions of a customer experience: (1) customer 

participation, and (2) connection or environmental relationships that unite customers with 

an event or performance.  These dimensions define a matrix of four experience categories, 

entertainment, education, aesthetic, and escapist.  Customers typically play key roles in 

creating a performance or event that yields an experience. Edvardsson (2005) found that a 

service experience creates customer cognitive, emotional, and behavioral responses, 

resulting in a mental mark or memory.  Customers can also achieve a value added 

experience with e-service encounters (Boyer, et al., 2002).  Customer experience is the 

accumulation of a series of internal subjective responses following a direct or indirect 

contact with a company.  In contrast to customer relationship management (CRM), 

customer experience management (CEM) captures immediate responses of customers to 

company encounters (Meyer & Schwager, 2007).  The service encounter must be viewed 

as more than an employee task because it is influenced by the customer’s psychological 

experience during the transaction (Chase & Dasu, 2001).  For a customer who has 

experienced many encounters with a variety of service providers, each moment of truth (i.e., 

service encounter) is an opportunity to influence customer perception of service quality 

(Fitzsimmons, 2001). The quality of a customer’s experience can be tracked through the 

course of interaction and cooperation, especially for an interactive service process (Pfeifer 

& Bongard, 2007).  Experience quality is determined by numerous intangible factors such 

as user cognition and impressions.  The components of customer satisfaction are: (1) sum 

of effective responses that have variable intensities; (2) satisfaction focused around product 
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choice, purchase and consumption; and, (3) time of determination, which varies with 

situations, but is typically limited in duration (Giese & Cote, 2002).   

There are many publications regarding service quality measurement at the service 

encounter level, such as (Field et al., 2004; Sousa & Voss 2006; Heim & Field 2007).  

However, their focus was on the strategic design choices and their management (e.g., 

yes/no shopping cart, yes/no multichannel encounters).  These works and others have not 

addressed how the quality of a customer’s experience can be tracked through the course of 

interactions and cooperation within collaborative services to achieve value co-production.  

 Service performance is a bottom-line issue, that is, services should be developed and 

delivered to achieve maximum customer satisfaction at minimum cost (Tien  Berg 2003). 

However, quality and productivity improvements are related to service value, which arises 

from customer perspectives such as the following customer value equation: 

service theacquiringofCostscustomer the toPrice
qualityProcesscustomerfor theproducedResultsValue

(Heskett  Sasser  1997). With the 

tradeoff between customer satisfaction and productivity, one school of thought argues that 

customer satisfaction and productivity are compatible, that is, improvements in customer 

satisfaction reduce the time and effort required to handle returns, rework, warranties, and 

complaint management, and simultaneously reduce costs of future transactions (Anderson et 

al.  1997).  

 Although few studies have investigated aspects of experience quality required for 

consideration within a service delivery process, the ways of assessing experience quality are 

still needed and required for further exploration. 

2.4 Discussion

With the state-of-the-art systematic service innovation, this study sets forth a new 

comprehensive methodology to perform intelligent collaborative service system design. 

Research on service science, management, and engineering (SSME) also exploits the 

multi-disciplinary research to address this research question as well. The new emerging 
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experience economy points out the relationships between the customer participants and 

their connection with environments uniting customers with an event or performance. 

Additionally, there are three issues of service research including the service classification, 

collaborative systems, service quality evaluation, and experience quality assessment. 

Although service classification is to classify the forms of the service sectors, the service 

systems can also be classified and positioned using a variety of classification frameworks. 

For interaction-based collaborative system, it allows service providers and consumers 

working together to co-produce value in value chains, networks or databases. Collaborative 

services with value co-production is composed of people, technology, other internal and 

external service systems, and shared information (Spohrer et al., 2007). Value 

co-production between clients and providers is considered a beneficial exchange within 

service processes and service delivery, standardizing sets of measures used within and 

between service systems to improve productive capacity of the systems by eliminating 

redundant transaction costs and improving coordination (Spohrer et. al., 2007).  

 In this study, the systematic service innovation focuses on the designed-in value 

co-production automation that utilizes information technologies to perform the 

collaborative technology for implementing the service systems. For experience quality 

assessment, measuring experience quality in a service delivery process is grounded on the 

experience economy to reinforce the development of collaborative service systems.  

Moreover, modeling the collaborative service systems (CSS) requires optimizing 

service results and provides these functions through collaborative e-service platform. 

iDesign utilizes research method of design science by means of collaborative technologies, 

artificial intelligent methodologies, and software engineering to build the artifacts which 

includes service classification framework, modeling methodology of intelligent service 

machine (ISM), and matrices of estimating service performance as quantitative experience 

quality as well as the involved a mechanism of service quality management in the CSS 

applications.   


