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Preface

Preface
Germany – On the Way to Services Champion
Not that long ago Germany was described as a “services desert.” Nowadays, “Services Made in Germany” are beginning
to achieve world-class recognition and bring competitive advantages to our nation. What has provoked this fundamental
change? A key role has been played by services research,
which for the last 12 years systematically examined and further developed services in close cooperation with the economic sector. This was made possible with the aid of the initiative,
“Services for the 21st Century”, on the part of the Federal
Ministry of Education and Research, which commenced in
1995. In this initiative, over 90 projects were developed, involving around 300 academic and economic institutions. The
success of this initiative has radically transformed awareness
of services as the motor of innovation, and is therefore an
important factor for the future of Germany. Service research
is today a permanent element of federal support programs.
The Federal Government’s current “High-Tech Strategy for
Germany” defines service research as one of the fields that
will create new jobs and prosperity in Germany.
To illustrate the impressive transformation of Germany into
a services champion was the aim of the project “Innovative
services on the way to world class”. Examples of innovative
cooperations were presented in innovation fora that were
held between September 2007 and February 2008 in services champion locations nationwide.
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“The future strength of the German economy will
be determined in an important way by the power
of innovation within the services sector.”
Prof. Dr. Dr. h.c. mult. Wolfgang A. Herrmann
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Preface

Summary

Journey Through the Country
of Service Innovations
Innovative services have a particular relevance for economic
and corporate growth:
■ First, the services sector is the major employment sector
in Germany.
■ Second, new service processes and products are generated through the utilization of technology, and this is a
traditional strength of the German economy.
■ Third, additions to the range of services available, not
only help classical service companies, but also offer organizations in all sectors new opportunities to stand out
amongst their global competitors.
■ Fourth, interaction between customers and companies is
broadening the range of services available, and allowing
companies to develop both radical and incremental innovations in service delivery.

Nowadays, the competitive ability of organizations is determined by their flexibility and professionalism in developing
and implementing service innovations. Not only classical service companies, but also industrial enterprises are faced with
the challenge improving and extending the range of services
they offer. For this reason, the primary aim of our tour through
the “Country of Service Innovations”, is to show the development and implementation of successful service innovations.
Special success-relevant dimensions of innovation through
services have already been displayed in the national events
we organized to showcase the services selected by our jury.
Service fulfils human aspirations. The world of services is
multifaceted. For this reason, our tour covers: Service Innovation, Service Engineering, Service Individualization, Service
Standardization, Service in the Healthcare Sector, Service Innovation in Education and Research, Service Markets, and
Service Export.

You are welcome to accompany us on this journey!
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Summary
The word ’innovation’ is currently on everyone’s lips. Large
and small companies, including those with a local orientation as well as those taking an international perspective,
agree that innovation is decisive for competitiveness. They
are looking for product, process, and service innovations to
help them cope with increasing complexity in environments
of constantly shifting parameters.

■ Discontinuous service innovations radically transform
familiar processes. They have special potential, but also
demand unconventional methods. The prototyping of
ideas in the innovation processes of selection and implementation enables instant feedback during the practical
testing period, which can thereby radically reduce development costs and market flops.

Germany has always been known for product innovations,
but has recently played a pioneering role in the area of service innovations. For over twelve years, the government and
private organizations have funded research focused on the
question of how companies can become even more innovative in their service offerings. This chapter provides insight
into the world of service innovation, displays the latest trends
within the sector, and presents new methods for developing
service innovations in Germany.

■ An important challenge of today’s demanding environments is ambidexterity: the ability to recognize and de-

Important for Business Readers
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■ Services now account for over 80% of all transactions in
developed economies, but typically receive much less
R&D attention than products.

D

Developing service innovations demands a clear strategy from businesses with four interlocking core elements:
search, selection, implementation, and evaluation of innovative concepts. If even one of these phases has not been
clearly thought through, the entire innovation process is likely
to collapse.

D

■ Continuous service innovations improve existing ser vices.
They require effective routines to learn from experience.
This is the backbone of continuing competitiveness and
cannot be neglected.
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Background

Background

1. Search phase
Any organization might stumble upon a groundbreaking innovation that transforms it into the market leader, or perhaps
benefit from a genius in their midst, but it is not a good idea to
depend on lady luck. It is far better to undertake a structured
search for both continuous and discontinuous concepts that
provide a comprehensive idea pool of service innovations independent of chance. This sounds pretty simple and is simple
in principle, yet relatively few companies develop a rich pool of
alternatives. The decisive question is: How to search systematically for concepts that have the potential for value-added
service innovations?
Initial results from the Discontinuous Innovation Lab provide answers to this crucial question. As organizations do not possess
the resources to undertake an unlimited search for concepts,
search strategies are needed. Through the systematic utilization and combination of a variety of approaches, businesses
can transform themselves into successful “treasure hunters”
within the area of service innovation. Figure 2 provides a summary of twelve search strategies from the Discontinuous Innovation Lab that offer assistance in tracking down promising
concepts. On this page is a brief description of the lab itself.

An Overview of
Service Innovation
The exchange of goods and services was one of the primary
purposes of early social contacts. Today, economists estimate that at least 60% of all economies involve the exchange
of services, while in more developed economies services account for approximately 80% of all transactions.1

covering real discontinuous service concepts? How can they
decide which single concept from the great variety of possibilities show the most promise? How can businesses be sure
that their seemingly innovative concept will also be seen as a
needed innovation by the customer?

Despite the clear lean toward service-dominated societies,
many companies distinguish tangible ‘product’ offerings from
the ‘services’ that facilitate their selection and use, and spend
research and development efforts primarily on products. Even
in the many cases (from entertainment to banking) where services meet customer wants and needs without the exchange
of tangible goods, attention to innovation is relatively rare.

These questions become even more challenging when the
company aims to be ambidextrous – or capable of both continuous service innovations as well as the occasional discontinuous leap that moves the organization into new territory. In
order to stay in business, companies must monitor customer
responses to their current product and service offerings. But
as society becomes more complex, economies more inner
connected, and competition increases in many different sectors, companies are required to come up with new offerings
that respond to changing needs and desires, and meet the
challenges of attractive innovations from competitors.

I. The ambidexterity challenge
Successful German companies in the services sector recognized long ago that in order to cope with the challenges
of global competition, they must not only implement a wide
range of continuous innovations, but also be on the look-out
for discontinuous concepts. They also recognized that these
ideas had to be implemented and evaluated in the context
where they would be realized.
Implementing discontinuous innovation within the services
sector is an ambitious aim. How do businesses go about dis-

Continuous and Discontinuous Innovations
Whereas continuous service innovations target
the improvement of existing services, discontinuous service innovations enable the design
of radical, new, and potentially more proﬁtable,
processes and concepts.

1

Percent of different economies dominated by services
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2. Selection phase
A successful search will normally produce more interesting
concepts with value-added potential than can be reasonably
implemented, so the next logical step in a service innovation
strategy is selecting the best concepts for further development.
It is not sufficient to examine the potential opportunities of individual ideas, it is also necessary to compare different possibilities to one another with respect to company priorities.
In addition, research has shown that though companies frequently express the wish to be innovative, discontinuous ideas
often do not survive established budget processes. In the worst
cases, this can mean that good concepts are doomed to failure
in the early stages of the innovation process, before their potential can be adequately assessed. It is not just that opportunities
are missed, early rejections demotivate employees involved in
the innovation process. The selection process is therefore a
major step in innovation strategy that must be handled with
analytic expertise, sensitivity, and farsightedness.

II. The elements of service innovation
management: search, selection,
implementation, and evaluation

The Discontinuous Innovation Lab
is an international network of interdisciplinary researchers and
innovation managers. The objective of the regular workshops
and network meetings the Discontinuous Innovation Lab
holds on national and international levels is to master handling
discontinuous innovation. Research has shown that radical
changes in markets and technology cannot normally be approached through the customary routines of innovation management. At the same time, established processes inhibit the
perception of unorthodox opportunities.3 As a result, the risk of
missing an innovation leap is often not recognized.
The Lab was established in 2006 as a cooperative effort between German, British, and Danish academics and practitioners on the initiative of Professor John Bessant from Imperial

Innovations are frequently equated with creative chaos. Who
has not conjured up the scene of a wild-eyed genius imagining
a new idea and then assembling it from odd bits and pieces
of material? For this reason, it may initially seem paradoxical
that research on innovation recommends a structured process to help companies succeed in meeting the challenges
of an increasingly competitive environment.2 This innovation
process has four central pillars: search and selection of innovative concepts, and their implementation and evaluation.
The elements of this process are closely interlocked as described on the next pages.

3

Research support for a structured approach to innovation
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To guarantee a fair, comprehensible, and also potentially successful selection, it is necessary to develop suitable evaluation methods. Whether a selection strategy (and associated
methods of evaluation) are suitable and appropriate depends
to a great extent on the objectives pursued. The decisive
factor is whether continuous or discontinuous concepts are
to be evaluated. Should this difference not be recognized,
concepts with a potential for innovation leaps can be easily
rejected without recognizing their potential.
Often ideas for continuous innovations arise as a learning
outcome from current activities. Simple and well-tested classical evaluation methods can be of great help as selection
tools when assessing these ideas for continuous innovation
(which might also come from the observation of competitors, or suggestions from customers). For example, check
lists, discounted cash flow methods, or portfolio approaches can result in the improvement of existing processes or
services.
More advanced methods are necessary when concepts that
have a potential for discontinuous innovation are evaluated.
As a rule, fundamentally new concepts cannot be fitted into
old patterns. Recommendations that radically question wellestablished concepts and demand entirely new behavioral
and utilization patterns from (often new) customers are more
likely to receive support with selection strategies such as idea
markets, forecast stock exchanges, service cases, or service
prototyping approaches.
■

Idea markets permit the distributed evaluation of alternative concepts and project ideas. Typically, a wide
range of individuals are invited to rank the offered selections on company-internal, cross-company, or even
more public electronic evaluation platforms.

■

Forecast stock exchanges rely on the so-called swarming intelligence of the masses rather than expert opinions.4 This is most suitable when specialized expert
advice is scarce. In this method the problem is posted,
rather than the desired solution, and a wide range of
individuals are invited to offer solutions that meet specified criteria.

College in London, with support from the Advanced Institute of
Management Research (AIM). Initiatives in France, Australia,
and the Benelux countries have now become affiliated, and
related workshops have been held in Sweden, Norway, Finland, Italy and Switzerland.
In addition to the meetings convened several times a year,
the participating universities carry out research projects with
partner companies. In the first two years the network has
grown to approximately 250 individuals, including academics from over 20 institutes and managers from the executive
levels of over 100 companies – from conglomerates to successful start-ups. More detailed information is available at
www.innovation-lab.org.

Radical changes cannot be handled with methods established for continuous innovation.
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“swarm”

Background

4. Evaluation phase
The evaluation phase is the final part of the innovation process,
one that offers central starting points for systematic learning
about innovation. Evaluation of both the service innovation itself, and the process of its development, are important.
The achievement potential of service innovations on the market are tested in an initial evaluative step. While specific criteria for the evaluation of realized innovations dep.5(s1(es on tng )]TJT*-0.7041 Tc-.0818 Tw.7(i36.8(n)7-13t)-12.9(4)33.7(4n)8.7-)-22da89.40

Fig. 1: Core content of the innovation process and relevant questions
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Background

Interview

clearly demonstrated that services offered in combination
with products were no longer just an add-on, but could actually be the core of the offering.
Customers value and demand such problem solving solutions. They also pay closer attention to life cycle costs than in
the past, and therefore demand complete solutions leading
to product-service combinations. Increased interaction between customers and suppliers leads to customized solutions
that even better fit customers needs, which in turn pushes
the demand for further solutions from customers. This desire
for hybrid services is coming from various sectors, from automotive and chemicals to white goods and foods. It is also
relevant in both B2C and B2B markets. In short, hybrids have
immense economic potential for companies, if they use this
trend to successfully implement innovative combinations of
goods and services that go beyond incremental innovation
into the fray of discontinuous innovation.
Service bundling, which is not a new concept, is often limited
to adding services to existing products so that the products
can be better marketed. Hybrid value creation goes a step

Service Piloting

Hybrid Value Creation
Hybrid value creation is the process of
generating additional value by innovatively
combining products (tangible component)
and services (intangible component).

as the Basis for Innovations with Service Concepts for Utilization
Interview with Prof. Dr.-Ing. Dr.-Ing. E.h. Dieter Spath, Head of Institute, Fraunhofer
Institute for Industrial Engineering and Organization by Prof. Dr. Prof. h.c. Dr. h.c.
Ralf Reichwald, TU München and CLIC, HHL

further as the borders between the product and service are
blurred. Here the company is offering an integrated solution
(G. Ernst, 2005).
To successfully make the transition from selling standalone
products or services to hybrid solutions, companies need
to challenge and rethink conventional service development,
implementation, and marketing processes. Classical sectorspecific routines, basic assumptions, and value generating
concepts must be submitted to a radical scrutiny process.
The solution-oriented new combination of services and products typically breaks up antiquated organizational thought
patterns and challenges previously separate organizational
and individual competences.

Which central challenges must be
mastered in service innovation according to your experience?
At this point, many companies
have not employed a high degree
of strategy in the development of
their services. To move on, support
through professional technology
and innovation management is of
vital importance. The Fraunhofer
Prof. Dr.-Ing. Dr.-Ing. E.h.
Dieter Spath
ServLab additionally offers interested businesses the opportunity
to extensively visualize and test their services prior to their
concrete implementation and market launch. This is almost
always the first time they have been able to take this perspective, and it is critical to strategic assessment.

Fig. 2: Strategies for Discovering Continuous and Discontinuous Innovation Concepts
SEARCH STRATEGIES

CHARACTERISTICS

Sending out scouts

Assigns the task of detecting signs of competitive, technological, social, and other changes,
that might generate new concepts

Exploring multiple futures

Examines possible future scenarios in order to discover the potential opportunities
and risks of extreme developments

Using the web

Utilizes the world wide web as a source of information on trends and as a communication
platform for the exchange of experiences

Work with active users

Integrates so-called lead users into the innovation process with the objective of profiting
from their know-how in the development and evaluation of potential innovators

Deep diving

Extensively surveys customers through explorative methods, and if necessary, observation
and in-depth interviews for a deeper understanding of hidden needs

Probe and learn

Tests potential innovations under real conditions with the objective of learning by
experience even if the risk of failure is high

Mobilize the mainstream

Involves non-expert employees in the generation of ideas for the extension or
compensation of existing resources

Corporate venturing

Establishes specific corporate units with budget for special projects and any spin-offs
independent of main business

”Corporate entrepreneuring/
intrapreneuring“

Creates a corporate culture that encourages innovation through incentives and the
authorization of so-called submarine projects

Using networks

Developes tools to enable the exchange of experience and information between
different areas of expertise

Encouragement of diversity

Accept a lateral thinking and encourages interdisciplinary cooperation

Idea generator

Uses of creative techniques to increase discontinuous innovation concepts

The ServLab is a comprehensive platform for the development, design, and testing of new service concepts. Its specialty is utilizing virtual reality to make service innovations more
tangible. Virtual space is created in the ServLab with the aid of
state-of-the-art computer and projection technology in which
service processes can be simulated in many possible situations and environments. For example, it
is possible to develop new types of interaction processes using this platform.
The important factor for optimally designed services is the interface with the
customer. The Fraunhofer IAO has already developed its first future-oriented
project in cooperation with the hotel
chain Accor: a complete hotel has been
digitalized and placed in virtual reality
in order to develop and test innovative
check-in processes.
Which approach does the ServLab employ, and what is the relevant innovative
factor?
The ServLab provides a solution to the
problem of how to test services. It is
possible to test products with the aid
of processes such as prototyping, rapid
prototyping, test reports, or – for example in the development of cars – test
drives. Prior to ServLab’s existence, no
suitable equivalent approach existed to
test successful services on a systematic
basis. ServLab has provided this missing
possibility. Here it is possible to examine

Source: based on J. Bessant/B. von Stamm, 2007
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factors such as efficiency, process design, or also the interaction between customers and employees. Innovative concepts
can be displayed and tested with the aid of virtual reality. This
helps to avoid expensive post-market launch optimization
measures.
What are the advantages from utilizing ServLab for the development of innovative services?
Companies that test their new innovation concepts in ServLab
have the opportunity of thinking in extremes. This means that
they are able to develop completely new concepts for their
services. The example from the Accor hotel chain is a good
example. In the development of new check-in processes, it
was not necessary to undertake any rebuilding in a real hotel in order to test new concepts. ServLab also offers the opportunity of visualizing service concepts which are otherwise
difficult to communicate. Additionally, the risk involved in the
introduction of new services is minimized, as it is possible to
test services prior to their introduction on the market. The
simulation of these services takes place in a protected environment. With the aid of the aspects described, development
processes for new services can be accelerated, and the success probability on the market increased.

Practical Example

“Parents want their children to play with LEGO
because it is fun, encourages creativity, and
permits the creation of daring ideas. Lego is
successful in the playroom as a method for
brainstorming and experimenting with ideas
– why shouldn’t Lego also be used to enrich innovation processes in the adult world?”
Dr. Anne-Katrin Neyer

Service Prototyping
at UnternehmerTUM
One of the major challenges in the area of innovation for
large companies and start-up teams alike is to find a solution
to the question: How can I communicate my innovative idea?
At UnternehmerTUM, an organization founded to facilitate
entrepreneurs in Germany, the same question is asked at a
broader level: How can we help entrepreneurs illustrate innovative ideas for products/services and experiences so that
they can be discussed and further developed – initially within
an entrepreneurial team and organization and subsequently
with potential customers and sources of finance?
UnternehmerTUM, the Center for Innovation and Start-ups
at the Technische Universität München, is intensively addressing the problem of how ideas can be modeled. Bernhard Doll, head of the “Innovations and Prototypes” department, and his team, support 40 innovation teams annually
in the testing and further development of ideas to produce
successful business concepts. They have observed that prototypes help teams communicate their ideas within the team
and with outsiders, which means they can better evaluate
the relevance of business and product/service concepts.
The term ‘prototype’ defines the visualization of product and
service concepts. This definition therefore goes beyond the
customary meaning of the term prototype as an industrial pilot production model that is particularly prevalent within the
field of engineering. Prototype development at UnternehmerTUM begins at a very early stage. The processes suggested
include examination of customer benefits and customer
acceptance as concepts are first being developed, which
means benefits and acceptance can be weighed along with
the technical feasibility of solutions.
“Depending on the phase of conceptual development, a
prototype can range from a simple model constructed from
paper, cardboard, and LEGO© bricks to a structural component manufactured with the aid of state-of-the-art technology,” explains Bernhard Doll. Doll showed us models depict-

ing service ideas developed with the aid of LEGO© bricks,
and pointed out that Lego is often particularly suitable for
visualizing hidden aspects of service concepts. These can
then be discussed in interdisciplinary teams, and altered “in
real time” during joint meetings, before a concept is developed further.
In response to our critical question as to whether this technique can be utilized for service innovations, we are allotted
an assignment: “Imagine that you have a brilliant idea of how
you could optimize the check-in procedure at the airport for
single parents and their children. How would you approach
a solution?” In our minds’ eye, we have visions of business
plans and PowerPoint presentations, but suddenly Mr. Doll
spreads out a huge pile of Lego bricks in front of us and
tells us: “You have 30 minutes to produce a model of this
service innovation: have fun!” Our team eyes the LEGO©
bricks: “OK, we will go along with his humor” – and starts
building. Ten minutes later, we can understand why simple
tools such as LEGO© bricks encourage the development of
innovative ideas. Our team discusses ideas, starts building,
alters the plan, steadily builds up the bricks, and – seemingly
involuntarily – develops initial concepts for the solution of
this problem. We realize, for example, that the supervision
currently available, which only commences at the check-in
counter, is not customer-oriented. This spurs us on to further
construction and discussion, and after 30 minutes we have
a concept for a service innovation that is so convincing that
we are ready to go straight to an airport to sell them our idea
the very next day. Mr. Doll, however, puts on the brakes. The
concept has been formulated and Lego prototyping was a
great help, but before this develops into a market-ready solution, further steps are necessary. That‘s a good lesson.
Prototyping is a somewhat unorthodox approach in the development of service innovations. The method encourages
companies and their employees to rid themselves of their
habitual thinking and working methods to become innovative. Further details on the topic of service prototyping are
provided by Bernhard Doll (doll@unternehmertum.de) and
at www.unternehmertum.de.
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Practical Example

ServLab – Service Innovation
in the Laboratory
ServLab bundles the
service excellence of the
Fraunhofer IAO into a
worldwide unique laboratory in which service innovations can be made visible, tangible, and experienced at the touch of a button. Computer
and projection technology is the core of the lab and enables
the generation of service arenas as virtual spaces. New service solutions can be developed, tested, and optimized jointly
with employees, customers, and partner businesses in this
environment. It is particularly important that situations and
environments for innovative service processes can be simulated to allow ‘service crash tests’ within a controlled laboratory environment.
In order to develop and test innovative check-in procedures
in the hotel business, for example, a complete hotel was
digitalized and transformed into virtual reality. Against this
background, professional actors from the Munich business
theater, Vitamin T, provided an impressive demonstration of a
variety of service situations in the virtual hotel lobby.

“The ServLab makes service innovations visible,
tangible, and experienceable at the touch of a button.”
Walter Ganz

Agostino Cisco, Director HR Development at Accor Hotellerie
Deutschland GmbH, is enthusiastic about the opportunities
provided by the ServLab and sees a variety of further utilization
possibilities going far beyond service development to encompass the networking of service development and employee
training within the service sector. He explains: “Together with
the IAO, we have gone down a completely new path within the
hotel sector. Accor Hotellerie sees great potential for future
employee training; learning efficiency will increase as hotel
staff are training in quasi-real situations. This corresponds to
Mr. Neumann, hotel employee at the Stuttgart Ibis Hotel
am Löwentor, greets Ms. Wagner in the hotel lobby. The
reception desk has been removed now that the reception
formalities have been transformed – customers have the option of Comfort Check-in at the bar or Quick Check-in with
the aid of a machine in the lobby. Ms. Wagner is a frequent
business traveler in a hurry, and therefore selects the new
service at the computer. A hotel employee accompanies the
business traveler to the service point in a quiet corner of the
lobby. Ms. Wagner begins the checking-in procedure, but
soon encounters a problem. She looks around to find Mr.
Neumann to ask for help. He is however, already occupied
at the Comfort Check-in at the bar, where the opera fans
Mr. and Mrs. Meyer are collecting detailed information. Ms.
Wagner is irritated: instead of being able to go straight to
her hotel room as she had anticipated, she will now have to
wait even longer than on previous occasions at the reception desk.

our philosophy that an innovation can only be successful if
it remains open. Success is only guaranteed for innovations
that are subsequently developed by staff and customers in
day-to-day business.”
Innovative consultancy and design concepts within the area
of in-patient care for the elderly are also being visualized and
tested with the aid of the ServLab. Here a virtual home for
the elderly provided the basis for the testing and design of
innovative services.
Erhard Weiß, Managing Director of the Institution for Statutory
Accident Insurance and Prevention in the Health and Welfare
Services (BGW) Karlsruhe, sees a vital role for ServLab in the
improvement of healthcare services: “The ServLab plays a
prominent role in hazard evaluation assessment, construction
consulting, and the analysis of care processes for the optimization of work organization. The lab also provides us with
valuable opportunities to qualify actors involved in occupational health and safety, and health promotion. This is why
we have involved the ServLab in our product line “Aufbruch
Pflege” (“Care Offensive”). We are searching for solutions to
the pressures of the modern world … as a basis for healthy
employment.”
With the conceptual design and development of the ServLab,
the Fraunhofer IAO and its partners have made a major contribution to the encouragement of innovation within the service sector for both the business world and for research. This
is displayed by the intense international interest in creating
ServLabs as locations for service innovation in other countries. The scientists in Stuttgart are also progressing a step
further; behind the scenes at the Fraunhofer IAO, the next
generation of ServLabs is already in preparation.
It is good that this scene is not occurring in real life, but is the
result of a simulated laboratory test. The Accor hotel chain
was one of the first partners to cooperate with the ServLab.
In a first step, the work scientists digitalized a complete hotel and recreated it in virtual reality. This virtual hotel now
permits any hotel process, including the check-in options
outlined above, to be recreated in a protected environment
in the IAO laboratory.
Many businesses are finding help at the IAO ServLab for
a variety of service solutions. For example, service engineers can investigate decisive factors such as performance,
process design, and customer-employee interaction in the
automobile industry and other businesses. The laboratory’s
guiding concept in all its operations is to help companies
develop services according to the systematic methods seen
in product development.
Source: T. Schmutzer, 2007, p. 25.
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Conclusion
A clear innovation strategy is vital for the successful development of service innovations. Successful businesses have
long recognized that it is not enough to rely on luck and random innovation processes; successful innovations are best
created by following an initial systematic search, then selecting promising ideas from a wide set for further development.
These steps need both time and energy.
However, following a systematic process demands rethinking
ideas about innovation on the part of most managers: How
can a company motivate its employees to look beyond the
end of their own noses and participate actively in the innovation process? How should a business be organizationally
structured to encourage its employees to participate in innovation activity on a broad basis? How can incentive schemes
be created to encourage inter-departmental innovative ability? How can management systems be adapted to permit
the development of innovative talent among employees and
managerial staff? What opportunities are provided by new
technologies, such as Web 2.0 and Social Software, to better utilize the cross-departmental interaction of customers
and employees as a creative platform? This is only a small
selection of questions that businesses will have to address if
they wish to integrate their entire creative potential into the
innovation process.
Results from innovation research show that the era is now
finally over in which search, selection, implementation, and
evaluation processes successfully take place behind closed
doors in company R&D departments. The trend towards
hybrid innovation strategy also underlines the increasing
significance of cooperation between service and product
manufacturers. It is encouraging that discontinuous service
innovation is becoming more familiar to businesses and their
employees to speed the development of new business models that utilize these developments.
Numerous successful pioneers, such as Munich Airport,
BMW, and UnternehmerTUM, demonstrate that the systematic development of innovative ability within the service sector is possible. These and other German service innovators
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have something in common, irrespective of their operational
sector, size or market environment: they are all creating a
corporate environment that looks for discontinuous innovations far beyond current knowledge. UnternehmerTUM, for
example, places great emphasis on the method of prototyping as an approach to understanding the complexities of
the four-step innovation process. How this looks in detail is
presented by our practical example “Service Prototyping at
UnternehmerTUM.”
The overall point is that service innovation is simultaneously
a challenge and an opportunity. The methods that can support the service innovation process of search, selection,
implementation, and evaluation can be used for both the
improvement of existing services, continuous service innovation, and radical innovation leaps, discontinuous service
innovation. They can help companies avoid “innovation
blindness” and “one-sided” innovation processes.
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