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TOOLS
Music scores vs. service blueprints

Notation tools are often a way to tie all the involved people in a performance

or service together. They allow an objective view of the performance for all the
stakeholders involved. In music, the score is used by the composer to visually
represent what his idea of a musical performance should sound like. The
performer then takes the score and follows it as closely as they can. A successful
delivery of the performance depends on the performer being able to interpret the
composer’s work through this music score. Thus, it is important that this score be

both well written by the composer, and well read by the performer.
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service = performance

people tools

composer = service designer music score = service blueprint
performer = frontline employees
listener = customer

Figure 8 /Comparison of tools in music and service

In services, notation plays a similar role. It allows for the designer to mark exactly
what should be included in the service and how the service should be performed.
It allows for the service provider to follow this notation to deliver a solid service.
The difference, however, between the service notation and the music score is

that with service notation, the customer can play an enormous role in how the
notation gets put together. Because a well-designed service pays close attention to
the needs and wants of their customers, customer input becomes a large part of
service notation, whereas in music scores, it is mostly the composer’s wishes that

are brought to life.

What is a service blueprint?

Composers use the music score as a tool for them to compose and record their
musical thoughts. Service designers have a similar notation tool, called the

service blueprint (see Figure 8).

A service blueprint is a tool used by service designers to map out the service
process. It was developed in 1984 by Lynn Shostack as a process control tool for
services (Shostack, 1984). Since then, the blueprint has become more customer-
focused, with the introduction of the blueprint as a plot between customer process
and organizational structure in 1989. This more customer-focused blueprint is

the one currently in use today by service designers and companies alike.

Service blueprint components

Service blueprints are divided into two main sections: the onstage section,
where everything that the customer can visually see is detailed, and the

backstage portion, where everything that the customer cannot visually see is
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detailed (see Figure 9) . The onstage section then contains two main components:
customer actions, and onstage contact employee actions. The backstage section
also contains two main components: backstage contact employee actions and
support processes. The last main component that overarches the entire blueprint

is the physical evidence.
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Figure 9 /Part of a simple service blueprint for a typical overnight hotel stay

In the onstage section, the customer actions section details all the steps that

a customer goes through chronologically when in a service engagement. This
customer action is the crucial part of the blueprint, as it is the only section that
deals directly with the customer and what they do during the service. The next
part of the blueprint, the onstage contact employee actions, details the actions that
the frontline contact employees go through. The frontline employees are those
that deal directly, face-to-face with the customer. Any interactions that happen
between the frontline employee and the customer will be connected by a straight
line. In the backstage section, the backstage contact employee actions details the
actions taken by the backstage employees; those employees that are not directly
involved with the customer but whose jobs are to prepare or serve customers. The
next component, the support processes, details all actions that need to happen
that are not related to customer interaction. Lastly, the physical evidence is the
section that details all the physical and tangible evidence that the customer comes

into contact with throughout their service engagement.
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Why use service blueprints?

Blueprints are used for three main purposes: to design new services, to evaluate,
or to improve existing services. First, they can be used to design new services,

as service designers can map out all the components of a service concept to see
what the process would look like. Blueprints are a good tool for designing new
services because it forces the designers and the service managers to think about
every detail of a service, from the physical items that the customer would need to
interact with, to the types of actions that a customer could deal with when talking
to a frontline employee, to even the steps that a backstage employee would need
to do in order for the customer to receive good service. Second, blueprints are

a good tool for evaluating current services; because the blueprints are detailed

in terms of both customer and employee actions, designers and managers can
use the blueprint to see what the current service looks like, both to a customer
and the employee. Service managers can see whether the customer is getting
enough interaction with the frontline employee, or whether a specific portion of
the service is taking too many steps. Third, after the service designer or service
manager has evaluated the service, they can use the blueprint to improve or
redesign the service. If a bottleneck has been determined in the service, it can

be seen where that is on the service blueprint, and designers or managers can
then evaluate how potential changes to that portion of the service would affect

the entire process.

There are many benefits to using a service blueprint in service design. As
mentioned before, service blueprints are a way to tie the different roles of a
service together. This is especially important for all those involved in providing
the service, as the blueprint is an objective map that is fact-driven, and not
opinion-driven (Zeithaml et al., 2006, p.267). People are no longer biased in
describing what they believe the service to be depending on their experience and
exposure to the service, the blueprint is a concrete visualization that everyone can
contribute to and form a consistent map of the service that everyone can agree
upon. With the blueprint, every employee of the service should know precisely
what their role is, and how their role fits into the rest of the service process. Since
front-line employees are usually the ones who interact most with the customers,
they often hold a lot of insight into what customers want most out of the service.

They can often be integral in helping redesign a service.

Blueprints are also beneficial when thinking about its use as a guide for service
employees. If designed properly, blueprints can be used to show a complete
service process. Every action that a service employee should do, or could do,
can be mapped onto the blueprint. It then becomes easier for a service manager
to direct employees what to do. Without the completeness of a service blueprint,

the service performance could become an uncoordinated improvisation of what
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the employee thinks they should do without knowing the effect it will have on the

rest of the service.

Another benefit to using the blueprint is that there is a degree of fidelity to the
original wishes of whoever designed the service. Again, there is no improvisation
of any major service ideas or concepts, instead, they are laid out concretely on
the blueprint. As Roger Sessions notes, “Without fidelity, a performance is false”
(Sessions, 1950/1967, p.75). While he is talking about the musical performance,
the same could be applied to services. In music, if the performer is not following
the musical score of the composer, he is no longer performing the same piece

of music. In services, the same applies: once the service provider steps out of

the original intentions on the blueprint, they are no longer staying true to the

original service.

Limitations to service blueprints

As with all tools, service blueprints have their share of limitations. While service
blueprints are great for mapping out the service process and flow in terms of
customer and employee activities, they are not so good for mapping out the
customer experience in terms of emotion and customer feelings. Since success
in services depends largely on customer satisfaction and how they feel they were
treated throughout the service engagement, it seems natural for the service

blueprint to be able to support the mapping of these customer’s feelings.

Being able to map emotions and satisfaction could have huge benefits for any
service organization. It could be used not only to map current service experiences
from customers to see how the service could be improved, but it could also be
used to design new services, taking into consideration how customers might feel
at certain points of the service. This could help service organizations plan ahead
to design for anticipated problem spots in the service. Preplanning for customer
emotions can reduce a lot of problems that could arise once the service is in place,
and it is also a good exercise for those involved in the service creation to really

think about what the service journey is like for the customer.
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FUTURE DIRECTION

The current limitation of the blueprints is that they don’t account for how
customer satisfaction or emotions play a role in the service engagement. The first
problem is to figure out what sorts of notation we could use to best map emotion
and satisfaction. Work has been started in this area (Spraragen & Chan, 2008),
but this is where music could play a big role; not because music scores reflect any
aspects of the listener in any way, but because music score contain many types of
expressive notation. Music scores are written to try and express as much of the
composer’s intention for musical style and emotion as possible. Thus, it could

be very useful to try and draw aspects from musical notation to bring to service

notation in terms of customer emotion.

It would also be useful for service design to think about adopting not only a
notation system, but an entire language of its own. Classical music has its own

very specific language; music is often described in terms of a particular set of
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features: thythm, timbre, tone, speed, character—can we perhaps look to this to
try and build our own language? In this way, service design could start to build
a standardized method to talk about services; more time could then be spent
discussing methods and practices of service design rather than discussing and

clarifying meanings of ambiguous terms.

While this paper focused solely on music as a field to look at when thinking about
service design, it will be important to look to other fields as well to broaden
service design. Music provides a good beginning, but is not the only field from
which service design can profit. Fields such as dance, theater and film are also
great fields to look at, as they all deal with the complexities of performance, and
also have a big connection with roles involved in the making of a performance,

as well as the tools used to achieve their goals. Looking to other fields other than
classical music will give a good grounding to start refining and solidifying service

design as an established field.
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CONCLUSION

Services will always exist as a part of our economy. If we want to create the best
possible services for the public, then we should start looking at ways that service
design could help. In this paper, I focused on music as a field to draw aspects
from, to apply to service design. If one thinks about a service as a performance,
then many different and applicable comparisons come into play. The role of the
music composer can be thought of as the role of the service designers in service
design, where they must give shape to their ideas, keep an organic relationship to
their work, be a master of elements, and create possibilities for the unexpected.
The role of the music performer can be thought of as the role of the service
provider or front-line employee in a service, where they are responsible for
giving movement to an idea, for being a master of elements, for being aware

of service conditions, for establishing trust, and for creating the unexpected.
Lastly, the role of the listener can be thought of as the role of the customer in a

service engagement, where the customer goes through four stages of ‘listening’,
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[service = performance]

people tools

composer = service designer music score = service blueprint
performer = frontline employees
listener = customer

they become a discriminator and educator, and in the end, they have the simple
goal of just wanting an experience in any service journey. In looking at the
music score that composers use, it is interesting to see how service blueprints
are currently being used by service designers, and how they can be improved to
liken themselves more to a music score, offering new ways of notating customer
experience aspects such as their emotion and overall satisfaction when designing

or improving a current service.

By looking at service engagements in this view, it is interesting to note the
similarities between services and music performances. It becomes helpful to apply
aspects of music performance that have been very successful over the course of
many centuries to the relatively new field of service design. Hopefully in shedding
new light on services, service design can look ahead to being a more established

and prominent field in the future.
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