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2.1.1 Innovation in Services [

- _ Yildl
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- Innovation refers to the

~ introduction of new ideas,

. technologies, processes, or

[ services that create value for

. INNOVATION
~ customers and organizations. }\ e /4
-l

" Service innovation is critical
because customer expectations
continuously evolve
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- 1. Information Technology 3. Competitive Pressure I
Examples! Organizations innovate to survive
*Online banking and differentiate themselves.
*Mobile payment systems 4. Globalization
*E-commerce platforms Services are redesigned to serve
2. Changing Customer Needs international customers.
Examples .

*Food delivery apps
*Telemedicine services
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2.1.3 Innovation in Services Examples of Service Innovation

!
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Industry  |Innovation ‘/Qm@"
Banking  |Internet Banking 2 l=
Healthcare |Telemedicine

Education |Online Learning

Retail Self-checkout

Transport |Ride-sharing Apps

VirupakshanK@gmail.com

SERVICES SCIENCE AND SERVICE OPERATIONAL MANAGEMENT By VIRUPAKSHAN K ( 9840847872 | VIRU@KART.LA) | LECTURE 03 7



2.2 Serwce Blueprlntmg

It is a visual diagram that accurately maps
out the steps In a service process.

———————————————————————————]
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2.2.1 BLUEPRINT -
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2.2.2 BLUEPRINT — Replaced by AUTOCAD (white-print?)
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2.2.3 BLUEPRINT — Used in Construction — even today!

1
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2.2.4 SERVICE BLUEPRINT — KEY ELEMENTS

Service Blueprint provides a clear picture of
how an organization’s service is delivered,
from end to end, front to back, and across channels. [

The key elements are:

1. Physical evidence: This includes what customers (and employees) |
come in contact with, such as physical locations (e.g., a store),

company websites, sighage, receipts, and confirmation emails.
F

2. Customer actions: These are the actions customers take during

the service experience. [
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2.2.5 SERVICE BLUEPRINT — KEY ELEMENTS

KEY ELEMENTS

PHYSICAL EVIDENCE CUSTOMER ACTIONS

This includes what customers (and These are the actions

employees) come in contact with, customers take during the
such as physical locations (e.g., a  service experience.

store), company websites, signage,

receipts, and confirmation emails.

Vi e [Trmr—— - ~ =  e— »- = v e ™~
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2.2.6 SERVICE BLUEPRINT- EXAMPLE

Hotel check-in process

Customer Actions:

Arrival: The customer arrives at the hotel.

Approach Front Desk: The customer approaches the front desk.

Provide Information: The customer provides reservation details and identification.
Receive Room Key: The customer receives the room key.

5. Go to Room: The customer goes to their room.

BWNE

Front-Stage Actions (Visible to the Customer):
1. Front Desk Staff Greeting: The front desk staff greets the customer.
2. Check Reservation: The staff checks the reservation system.
3. Issue Room Key: The staff issues the room key.

Back-Stage Actions (Not Visible to the Customer):
1. Reservation System Update: The staff updates the reservation system.
2. Room Assignment: The staff assigns a room.
3. Key Preparation: The staff prepares the room key.

Physical Evidence:
1. Front Desk Area: The physical location where the customer interacts with the staff.
2. Room Key: The tangible item provided to the customer.
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'2.2.7 SERVICE BLUEPRINT — OF LUXURY HOTEL

—
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PHYSICAL Hotel Cart for Lobby Elevators Handling Bath Menu Wait Food Wait
EVIDENCE  Exterior Bags Waiting Area  Hallways Placement Television Appearance Accurate
Parking Uniform Desk/Counter  Room in Room Bed Bill
Arrive Give Bags Check-in Goto Receive Shower Call Receive Eat Check-out
CUSTOMER at to Room Bags Sleep Room Food and
ACTIONS Hotel Bellperson Service Leave
A -
Line of Interaction i
Greet and Process Deliver Deliver Process
83;2&2? '[l;ake Registration Bags Food Check-out
PERSON ags
2 3 $
L,’"eofyi’iblh'o, LA R R R R R R R R R R R R A R R LR R R R R R R R R R R R R R R R R R A L)) .‘..‘O..‘.....0.....‘.“.“‘..00..... PERRRAEEANNNNNRRNNO "
BACKSTAGE Take Bags Take
CONTACT > 1© Room Food
PERSON Order
Line of Internal Interaction : --
SUPPORT Registration Prepare Registration
PROCESSES System Food System
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- 2.2.8 SERVICE BLUEPRINT — OF ONLINE STORE
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Frontstage
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Backstage
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Support
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Line of internal interaction

@ &

Website

Facebook
Instagram

Seean
advertisement

Facebook ads
Instagram ads

Create an
effective
advertising
campaign

—

the website

Go to

Show products

Online Store
database

Online store

Compare
products

® o
Shopping cart

Place an
order

=K

Payment

Pay for
an order

Confirm
a payment

Payment
system
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Confirmation email

Read the
message

Send an order
confirmation

Mailing
system
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Instagram

Product Vouchers

Collect
vouchers

Get featured
on Instagram

Receive
products

Shoutout
customers
wearing

RG products

Give discount
vouchers

Ship
an order

an order

Delivery
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Voucher
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- 2.2.9 SERVICE BLUEPRINT — OF A RESTAURANT

—
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r' Visits restaurant Sits at table —— - Order meal Eat meal — Pay for meal

! ! ! I |
Line of interaction
1 ' ! |

Shows customer pravices
Greets customer - = -(abl:a suggestions, Daolivers meal

takes order

s

Line of visibility T T

( l ’ v
Assigns Acdds order to
waiter/waitress (o queue to be 3 Prepares food p'gc:i:?la
table cooked pay

Line aof internal interaction T T T

. Scheduling Kitchen Point of sale

system appliances system
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2.2.9.1 SERVICE BLUEPRINT — OF A RESTAURANT

B e e e e
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r 4

Physical Evidence

Customer Actions

W woolewb@yueysyedni
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Orstage Actions

Backstage Actions LINE OF VISIBILITY

Support Actions
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2.2.9.2 SERVICE BLUEPRINT — OF A RESTAURANT

Y - r - T — F T

Physical Evidence

g RESTAURANT
- Customer Actions
:

|

GREETS
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" Onstage Actprs

Backstage Actions LINE OF VISIBILITY

Support Actions
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2.2.9.3 SERVICE BLUEPRINT — OF A RESTAURANT

1 - : 3 . = 3 - - .3

Physical Evidence

RESTAURANT TABLE &CHAIRS

Customer Actions
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~ Onstage Actibns

GREETS SHOW TABLE

LINE OF INTERACTION

Backstage Actions LINE OF VISIBILITY
ASSIGN

WAITRESS

Support Actions
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2.2.9.4 SERVICE BLUEPRINT — OF A RESTAURANT

. 4 — ¥ — —— = = — T — | 2

Physical Evidence

RESTAURANT TABLE &CHAIRS m

Customer Actions
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SITS &SEE MENU ORDER MEAL

Onstage Actibns

GIVE
GREETS SHOW TABLE SUGGESTIONS
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LINE OF INTERACTION

Backstage Actions LINE OF VISIBILITY

ASSIGN ADD ORDER TO
WAITRESS QUEUE

Support Actions
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'2.2.9.5 SERVICE BLUEPRINT — OF A RESTAURANT

! B | 5 1 . | r T
Physical Evidence

i Customer Actions
£
N SITS &SEE MENU ORDER MEAL

. Onstage Actibns

LINE OF INTERACTION

GIVE
GREETS SHOW TABLE SUGGESTIONS

Backstage Actions

ASSIGN ADD ORDERTO

WAITRESS QUEUE PREPARE FOOD

Support Actions Yoo

L AL =

- KITCHEN > £S5
APPLIANCES -

. L | -
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12.2.9.6 SERVICE BLUEPRINT — OF A RESTAURANT |
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Physical Evidence

RESTAURANT TABLE &CHAIRS m COOKED MEAL RECEIPT

- Customer Actions
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' wod

SITS &SEE MENU ORDER MEAL EAT MEAL PAY FOR MEAL

LINE OF INTERACTION

p | Onstage Actibns

GIVE
GREETS SHOW TABLE SUGGESTIONS

Backstage Actions

LINE OF VISIBILITY
v

ASSIGN ADD ORDER TO PROCESS
WAITRESS QUEUE PREPARE FOOD PAYMENT

Support Actions

KITCHEN
APPLIANCES
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2.3.1 Serwce Process Design '

Serwce processes can be cIa55|f|ed usmg the concept of I
dlvergence, the object toward which the service activity
_is directed, and the degree of customer contact.

Services are broadly divided into low divergence (i.e., standardized service) and high
divergence (i.e., customized service).

Within these two categories, the object of the service process is identified as goods,
information, or people.

The degree of customer contact ranges from no contact to indirect contact to direct
contact (and is divided further into self-service and personal interaction with the service
worker).

VirupakshanK@gmail.com
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Low Divergence
(Standardized Service)

High Divergence
(Customized Service)

Processing of Goods Information ' People Goods Information | People
No customer contact Dry Check | Auto repair | Computer
Cleaning processing Tailor programmin
g, building
design
Indirect customer Internet Air traffic
contact purchase control
No Buying ATM Operating | Bagging of | Documentin | Using a
interaction | form transaction | an groceries | g medical health
Direct (sef- vending elevator history club
Customer | service) machine
contact |
Customer- | Food Class Mass Landscapin | Counseling | Haircut
service service in a | lectures transporta | g service Taxi
worker restaurant tion service
interaction systems
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2.3.2a Service Process Design TAXONOMY - TABLE
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> i ¥ r
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————————

r 4

LOW DIVERGENCE HIGH DIVERGENCE
CUSTOMER (Standardized Service) (Customized Service)
CONTACT
GOODS INFO PEOPLE GOODS INFO PEOPLE
Restocking Bank Tailoring Software
CUSTOMER a vending Standing a shirt Developer
CONTACT Machine Instruction

INDIRECT
CUSTOMER
o CONTACT

Order
food
online

NO
INTERACTION
(self-service)
DIRECT

Buying from ATM Operating
avending Transactioin a Lift
machine

CUSTOMER

CONTACT CUSTOMER

SERVICE WORKER

INTERACTION

Food Giving Providing
service B public
in hotel Lecture transportation.

Air
Traffic
Control
Eating Search Using
a Buffet for info a
Dinner at Library gym
Home Counseling Haircutting
carpet
cleaning.
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2.3.2v Service Process Design TAXONOMY - TABLE

T T - i 3 \ o 3

LOW DIVERGENCE HIGH DIVERGENCE
CUSTOMER (Standardized Service) (Customized Service)
CONTACT

GOODS INFO PEOPLE INFO PEOPLE

Y woo' lewb@yueysyednip F

NO
CUSTOMER
CONTACT
Ny
B NDIRECT
a CUSTOMER
5 e CONTACT
NO
INTERACTION
(self-service)
DIRECT
CUSTOMER
CONTACT CUSTOMER
. SERVICE WORKER
INTERACTION
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2.3. 3 Serwce Process De5|gn CLASSIFICATION

_—_——————— lavaris

CUSTOMER
CONTACT

Service processes can be classified as:

1. Degree of _

2. The object toward which service activity is
directed

3. Degree of

WO |lew B@)yueysednul
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————————

LOW DIVERGENCE HIGH DIVERGENCE
(Standardized Service) (Customized Service)

o [HOVEDIIEIF{=13[(=F— standardized services with high volume

e Tasks are routine
e Relatively low level of technical skills required
e Production-line approach, Example, McDonalds

& (Rl aWeiV7-laI=E— customized services

e More technical and analytical skills required
e More flexibility required

e More capacity required

Examples: Software Developer, Tailor, Gym

Wwo9 ' jlewbmyueysyednliA
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2.3.4b Service Process Design OBJECT OF SERVICE PROCESS

When goods are processed, a distinction must be made between goods that belong to the customer and goods that are
provided by the service firm (i.e., facilitating goods ). For services such as dry cleaning or auto repair, the service is performed
on the property of the customer; in this case, the property must be secured from damage or loss. Other services such as
restaurants supply facilitating goods as a significant part of the service package. Therefore, appropriate stock levels and the
quality of these facilitating goods become a concern, as illustrated by McDonald’s attention to the purchase of food items.

Processing information (i.e., receiving, handling, and manipulating data) occurs in all service systems. In some cases, this is a
back-office activity, such as check processing at a bank. For other services, the information is communicated indirectly by
electronic means, as with telephone-based account balance verification. Customer service representatives in call centers may
spend hours before a video screen performing routine tasks, and motivation becomes a challenge. There are services such as
counseling, however, in which information is processed through direct interactions between the client and the project team.
For highly skilled employees in these services, the challenge of dealing with unstructured problems is important to job
satisfaction.

Processing people involves physical changes (e.g., a haircut or a surgical operation) or geographic changes (e.g., a bus ride or
a car rental). Because of the “high-touch” nature of these services, workers must possess interpersonal as well as technical
skills. Attention also must be paid to service facility design and location, because the customer is physically present in the
system.
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2.3. 4v Serwce Process De5|gn OBJECT OF SERVICE PROCESS

—_— _— e e e ————TE——— gy — —

| [ omecr | [coons] [iwro]

Working on - of the customer, ex. Auto repair
* Property must be secured from damage or loss

Services where the provider provides facilitating - ex restaurant
 Appropriate stock levels and the quality of these facilitating
goods becomes a concern

wo9'[lewb@yueysiednli

Processing information
 Done in back office, ex. check processing at a bank
* Providing information over phone, ex. Phone banking

Processing , ex. Haircut or surgical operation
* High interpersonal skills required as well as technical skills
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The degree of customer contact ranges from
1) No contact to
2) Indirect contact to
3) Direct contact
(and is divided further into)

3.1) Self-service and
3.2) Personal interaction with the service worker.

"~ Vipakshank@gmalleom L P — Y —— — Y
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2.3. 5v SerV|Ce Process De5|gn CUSTOMER CONTACT TYPES

_—_——————— lavaris

I NO
i CUSTOMER The degree of customer contact ra nges from
o CONTACT

1) No contact to
INDIRECT 2) Indirect contact to
« CUSTOMER . ©
& CONTACT 3) Direct contact (which is divided further into ) :
NO 3.1) No Interaction (Self-service) and
T 3.2) Personal Interaction with the worker.

DIRECT

CUSTOMER
CONTACT CUSTOMER

SERVICE WORKER
> 2 INTERACTION
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LOW DIVERGENCE
(Standardized Service)

HIGH DIVERGENCE
(Customized Service)

CUSTOMER
CONTACT
GOODS INFO PEOPLE GOODS INFO PEOPLE
Restocking Bank Tailoring Software
CUSTOMER a vending Standing a shirt Developer
CONTACT Machine Instruction

INDIRECT

/& CUSTOMER

CONTACT

Order
food
online

Air
Traffic
Control

DIRECT
CUSTOMER
CONTACT

«—> ©

NO

INTERACTION

(self-service)

Buying from
a vending
machine

ATM
Transactioin

Operating
a Lift

Eating
a Buffet
Dinner

Search
for info
at Library

Using
a
gym

CUSTOMER

SERVICE WORKER
INTERACTION

Food
service
in hotel

Giving
a
Lecture

Providing
public
transportation.

Home
carpet

cleaning.

Counseling

Haircutting
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2.3.5 Service Process Design

r . — r 3

LOW DIVERGENCE HIGH DIVERGENCE
(Standardized Service) (Customized Service)

INFO PEOPLE GOODS INFO | PEOPLE

CUSTOMER
CONTACT

'Y woo' lewb@yueysyednip F

CUSTOMER
CONTACT

‘!

B INDIRECT
"™ CUSTOMER

am CONTACT

W09 |ilewbmyueysyednlis

NO
INTERACTION
(self-service)

DIRECT

CUSTOMER
CONTACT CUSTOMER

SERVICE WORKER
v INTERACTION
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- Service System Design or Serevice Design is the process I
- of planning and arranging various components—such as

{

people, infrastructure, communication, & materials
- within a service to enhance its quality and improve
interactions between the service provider and users

VirupakshanKi @gmail.com . .
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2.4.2.0 SERVICE SYSTEM DESIGN — Q&A [

T

_ Consider two adjacent Coffee shops providing the same service.
Shop A — No “Token System”; Shop B — “Token System”

~/» COFFEE SHORB 2~

_ Few Customers

Many Customers

WHY?
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- 2.4.2.A SERVICE SYSTEM DESIGN — Q&A » L

Consider two adjacent Coffee shops providing the same service.
Shop A — No “Token System”; Shop B — “Token System”

|
/> COFFEE SHOR 2~ J

_ Few Customers

Many Customers

ANSWER

-[No Service Design implemented}
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1. Holistic Approach: Service design considers the entire ecosystem, including user
experience (UX) and customer experience (CX). It looks beyond individual touchpoints
and focuses on the complete journey.

2. User-Centered: Designers use qualitative research to create solutions that address the
needs of all users. This involves understanding the relationships between service
receivers (e.g., customers) and service providers (e.g., drivers in a ride-sharing service).

3. Co-Creative: Relevant stakeholders (such as customers, employees, and partners)
actively participate in the design process. Collaboration ensures diverse perspectives are
considered.

4. Sequencing: Complex services are broken down into separate processes and user
journey sections. This helps identify pain points and opportunities for improvement.

gma O
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CX > UX >Ul  (fyi)

h_

N

1 1 I I

;> User Experience (UX)
How is the experience of
the user while using
your product?

-----------

i — ’ - woolewb@yueysyedniip r

|
(...........--...-..-.-.

User Interface (Ul) Customer Experience (CX)
How your product How your overall company
looks visually? engages with the users?
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2 4.4a SERVICE SYSTEM DESIGN — HOLISTIC APPROACH

e e ————— e —_—

Serwce DeS|gn considers the

_entire ecosystem, including {&: |
- user experience (UX) and T ey

customer experience (CX). Iy

It looks beyond individual
touchpoints and focuses on W

the complete journey. 0,

I\
Value {a

Exchange Relationships

Participants
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2.4.4b SERVICE SYSTEM DESIGN USER-CENTERED

DeS|gners use qualltatlve
research to create solutions that

a_ € P o

address the needs of all users. e | o 1N

~

This involves understanding the relationships between
service receivers (e.g., customers) and
service providers (e.g., drivers in a ride-sharing service).

Uber / OLA apps are “User Centered”
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2.4.4¢ SERVICE SYSTEM DESIGN — co-cReaTive L

1IaF A e R s e I A e I Y F

Relevant stakeholders

(such as customers, employees, and partners)

actlvely participate in the
~design process.

Collaboration ensures diverse
perspectives are considered.

Example:

LECTURE 03
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Complex services are
broken down into
separate processes and
user journey sections.

This helps identify pain
points and opportunities
for improvement.

VirupakshanK@gmail.co y
SERVICES SCIENCE AND SERVICE OPERATIONAL MANAGEMENT By VIRUPAKSHAN K ( 9840847872 | VIRU@KART.LA)

LECTURE 03




! ! ! N ! ! N

- 2.4.4e SERVICE SYSTEM DESIGN — SEQUENCING - EXAMPLE

1 1 I 5

T T T

woolewb@yueysyedniip r

Reservation Menu Order
& Arrival Presentation oTake order &
eOnline or Phone . eProvide Menus L confirm E o . . ‘ . .
*Greet & Show k-‘ eWater & Bread ' eAsk for diet
while selecting
the menu

VirupakshanK@gmail.com
SERVICES SCIENCE AND SERVICE OPERATIONAL MANAGEMENT

By VIRUPAKSHAN K ( 9840847872 | VIRU@KART.LA ) LECTURE 03




2.4, 5 SERVICE SYSTEM DESIGN — FRONT STAGE & BACK STAGE

SerV|ce Design uses a concept caIIed the stage theory,
which consists of the front and back stages

FRONT STAGE BACK STAGE BEWIND THE SCENES

The front stage is what customers can see, and

the back stage is responsible for creating the front stage.

SERVICES SCIENCE AND SERVICE OPERATIONAL MANAGEMENT By VIRUPAKSHAN K ( 9840847872 | VIRU@KART.LA) LECTURE 03
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Q) Which is “Front Stage” and “Back Stage” in this?

A) Customer uses a token system

and Service provider had setup
the token system to
communicate with all.

B) Customer sets up a token system
and Service provider uses the token
system to communicate with all.
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2.4.6 APPROACHES FOR SERVICE DESIGN

1. Production Line Approach: Inspired by manufacturing, this approach focuses on
standardization and efficiency. Services are treated like products, with predefined
steps and minimal customization.

2. Customer as a Co-producer Approach: Recognizes that customers actively

participate in service delivery. Involves collaboration and co-creation between service
providers and users.

3. Customer Contact Approach: Emphasizes interactions between customers and
service staff. Design considers touchpoints where users directly engage with the
service.

4. Information Empowerment Approach: Leverages technology to empower users.
Provides self-service options, information access, and personalized experiences.

W M B e | e —— - F e | e —
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2.4.6a SERVICE DESIGN - PRODUCTION LINE APPROACH [

- Inspired by manufacturing, Example:
this approach focuses on Whether you're at a McDonald’s

| standardization and outlet in Chennai or Bangalore,
the services provided by

McDonald’s remain the same.

ORDER i
-
LB cousrwar

LECTURE 03

SELECT

|

Services are treated like
products, with predefined steps
" and minimal customization.
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2.4.6b SERVICE DESIGN - cusToMER AS A CO-PRODUCER APPROACH ;

Example:
Buffet Dinner at Hotel
‘Customer’ is the ‘server’.

Recognizes that customers
actively participate in
service delivery.

Involves collaboration and
co-creation between
service providers and users.
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2.4, 6C SERVICE DESIGN CUSTOMER CONTACT APPROACH '

Emphasizes interactions Example
between customers and Customer interaction at a Bank

. service staff.

Design considers touchpoints
where users directly engage
with the service.

VirupakshanK@gmail.com
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2.4.6d SERVICE DESIGN - INFORMATION EMPOWERMENT APPROACH

|

Leverages technology to Example:

empower users. Amazon givi.ng suggestions..
.... after buying a product.

Provides self-service options,
information access, and
personalized experiences.

Thanks { "
for buying (¢

People also bought the.;,eh

gma O
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2.5.1 Service Facility Design and Layout

Service operations can be directly affected by the design of the
facility.

For example, a restaurant with inadequate ventilation for diners may
discourage many customers.

In addition to facility design, the layout, or arrangement, of the
service delivery system is important for the convenience of the
customer as well as the service provider.

A poor layout can be costly in time that is wasted when service
workers are engaged in unproductive activity.
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2.5.2 FACILITY DESIGN

— = e —

Service operations can be directly affected by For example, a fire station must have a structure that is large enough to
the design of the facility house its vehicles, on-duty personnel, and maintenance equipment. A

L bank must be designed to accommodate some type of vault.
For example, a restaurant with inadequate Physicians’ offices come in many shapes and sizes, but all must be L

ventilation for diners may discourage many designed to afford patients some degree of privacy.

customers. The land that is available for a service facility often comes with many

constraints, such as costs, zoning requirements, and actual area. Good

. . design must accommodate all these constraints.
Several factors influence design:

(1) Nature and objectives of the service organization, | How well a service can adapt depends greatly on the flexibility that has
(2) Land availability and space requirements been designed into it. Flexibility also might be called “designing for the
4

future.”
(3) Flexibility e
(4) Security,

(5) Aesthetic factors, and

(6) the community and enW The aesthetic aspects of a design have a marked effect on the
consumer’s perceptions and behaviors, but they also affect the
employees and the service they provide.

Security in facilities can be enhanced by installing surveillance cameras.

The design of a service facility may be of greatest importance where it
affects the community and its environment.

VirupakshanK@gmail.co A—
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'2.5.3 FACILITY LAYOUT

In addition to facility design,
the layout, or arrangement, of
the service delivery system is
important for the convenience
of the customer as well as the
service provider.

’ “ woolewb@yueysyedniip r

A poor layout can be costly in
- time that is wasted when

service workers are engaged in

unproductive activity.

VirupakshanK@gmail.com
SERVICES SCIENCE AND SERVICE OPERATIONAL MANAGEMENT By VIRUPAKSHAN K ( 9840847872 | VIRU@KART.LA) LECTURE 03




2.5.3B FACILITY LAYOUT Grocery Store

I - r T - r T
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2.5.3C FACILITY LAYOUT

Shoe Store
. ’ T T ™ !
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o) o
-
w
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&
...................................... w
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. : CHECKOUT 03
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FROZEN

CHECKOUT CHECKOUT

VEGETABLES
COOL
DRINKS

GROCERY

STORAGE

I

ENTRY
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253E FAC”_lTY LAYOUT Small Grocery Store

VEGETABLES
cooL GROCERY
DRINKS
FROZEN FMCG
DAIRY CHECKOUT CHECKOUT ﬂ STORAGE
iR T
ENTRY EXIT
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2.5.4A FACILITY LAYOUT — RTO OFFICE LAYOUT OPTIMIZE

W Woolewb@yueysyednip

-
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2.5.4B FACILITY LAYOUT — RTO OFFICE LAYOUT OPTIMIZE

————————

r 4

W Woolewb@yueysyednip

1 Review _ _ _ _ _* 3Verify a
I |1 I AFTER
4 Bye Tegf [ [ M | 2p 5 Ph 61
- | 65 ¥ 60 \* ayment oto b Issue
55 E
| Ll | 2 5 6 Out 5
| | 120 |—p 180 |—pm 120 —p 3
[ l | ! 30 20 30 (3:
In || 14 1] 3
—ize 65 i 60
I 55 I l 60 l (b)
L — — — Jd L — — — Activity
Cycle Time Cycle Time REEOLTIE) Capacity
=275 =30 o Bchir
= * Bottleneck 3 Verify Cycle Time
1
in seconds
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_ 2.5.4C FACILITY LAYOUT — RTO OFFICE LAYOUT OPTIMIZE

--------

-

1 Review 2 Payment «3 Verify 4 Eye Test 5 Photo 6 Issue
5 In 1 2 3 4 5 6 Out
G —_— 240 i 120 e 60 | 90 o 180 o 120 e
5 15 30 60 40 20 30 BEFORE
5 ] - (@)
: 1Review _ _ _ _ * 3 Verify
I I ] I AFTER
4 Eye Te?t 14 3
0] s : | 6\ 2Payment 5Photo  6lssue :
| 55 | \'\ E
| i | 2 5 6 Out 3
| | 120 —p 180 |—pm 120 —p 3
| I I 30 20 30 .
lﬂ I 1,4 I I 3 3
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Cycle Time  Cycle Time bt .
=275 =30 Capacity
per hour
* Bottleneck 3 Verify )
Cycle Time
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Q13. Draw a facility layout of a small grocery store.
Which parameters are mostly used to optimize the

layout?

Answer:

a. Facility Layout of a Grocery Store:

‘ VEGETABLES \

cooL GROCERY

DRINKS

FROZEN FMCG

DAIRY CHECKOUT | | CHECKOUT ﬂ STORAGE
ﬂﬁ.ﬂ

ENTRY EXIT

b. Parameters used to optimize layout:
Activity Number, Cycle Time (CT) and Capacity are the
most used parameters to optimize layout.

Example (optional)

1 Review 2 Payment 3 Verify 4 Eye Test 5 Photo 6 Issue
In I / 2 // : 3 . ! ‘ t b 7 6 /_‘ /‘ Jut
— Q| AN AW el A0 e 10| <120
_'/-" 13N 30 "\_J 760 N [0 N L~ 20 NG i) ‘\" BEFORE
a)
1Review _ _ _ _ = 3Verify : AETER
o | | - |
4 Eye Test ' o l =
i 2 &s ULl * ol 2Payment SPhoto  6issue
1|~ ss | e\ 2] =
| > N, ) K N } 2 /_/ | '/{.nu 6 | Ow
A0 ! ANBO e AN
l - ' l - l }/__,/1” \\\: L/"’/:'(l \\ ',_/ 30 \_.‘\
In e » Al - ¥
-—L A 65 -—r'» A 60 | y =
| y / “\\\ | Zen N o Va
’ I N . ) D)
Gy [ e Activity
Cycle Time Cycle Time number(s) o
.97 % =30 ~ Capacity
SO N\ per hour
N
* Bottleneck 3 Verif: / \
enee Y /" Cycle Time ™\
7 inseconds




Q13. Draw a facility layout of a small grocery store.
Which parameters are mostly used to optimize the

?
layout: Example (optional)

b. Parameters used to
. . ) Activity
optimize layout: i
YT Capacity
Activity Number, s
Cycle Time (CT) AT
3 nd in seconds

Capacity

1 Review 2 Payment 3 Verify 4
In l\ Al 3 | o e 6
| <L A1 < K
|L~1s 30 N\ ” &) LN L_/" 20\ W0 N\ BEFORE
1 Review - 3 Verif by
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4Eye T 3 .
s L) 7 yment S5Photo  6lssue
55 .;i I e 5 6 1 Out
° ° | VL 120 | K180 | 1 20 b
[ p— 7 NN 0N <N
arameters to optimize i AL
— S i A 60 .
l J / N 'I l !?M -, - v/.
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12.5.4D FACILITY LAYOUT -RT0 0
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T OPTIMIZE

1 Review 2 Payment «3 Verify 4 Eye Test 5 Photo 6 Issue
In 1 2 3 4 5 6 Out
15 30 60 40 20 30 BEFORE
. : (@)
1 Review — — — = 3Verify
I I ] I AFTER
4 Eye Te?t 14 3
0] s : | 6\ 2Payment 5Photo  6lssue
| | N
2 | i | 2 5 6 Out
: | 120 f—pm T —— 120 —p
I | I 30 20 30
lﬂ I 1,4 I I 3
—r 65—t 60
I 55 I 60 I (b)
T P Ruee—_ Activity
Cycle Time  Cycle Time bt .
=275 =30 Cepaclly
per hour
* Bottleneck 3 Verify ,
Cycle Time
in seconds
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2.6.1 Strategic Location Considerations

Location strategy determines where a service facility should be established.

Importance Factors Influencing Location
Location affects: Customer Convenience
*Customer accessibility Example: Bank branches near residential areas.
*Operating costs Competition [
*Revenue generation Example: Restaurants near commercial centers.
Examples Transportation Access b
Service Preferred Location Example: Airport hotels.
Cost of Land
Hospital City center Example: Shopping malls prefer suburban areas.
Hotel Tourist areas Labor Availability v
Bank Business districts Example: IT companies choose technology hubs.
Retail Store | Shopping centers [
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2.6.2 Strategic Location Considerations

Factor Simple Meaning Example
Ability of a location to adapt to A hotel chain opening hotels in
Flexibility future changes in economy, different states to reduce risk if one
population, and customer needs. region faces economic problems.
. : : . A store choosing a prime shoppin
Competitive Using location to gain an advantage 5 . P PP .g
e ) area that competitors cannot easily
Positioning over competitors.

dCCess.

Demand Management

Selecting locations that help attract
a steady flow of customers.

A hotel near business centers,
tourist attractions, and airports to
maintain occupancy.

Focus

Offering the same standardized
service at multiple locations.

Fast-food chains providing similar
services and layouts everywhere.

"FCDF" = Flexibility + Competition + Demand + Focus
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2.6.3 Strategic Location Considerations: Approaches

1. Competitive Clustering

2. Saturation Marketing

3. Marketing Intermediaries

4. Substitution of Communication for Travel
5. Separation of Front Office and Back Office

6. Impact of the Internet

"~ Viupakshank@gmaiteom P — T p—TE— e—
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2.6.3a Strategic Locatlon Con5|derat|ons

1 Competltlve CIusterlng
Businesses locate near
competitors because customers
prefer comparing alternatives in
one place.

Examples: }
*Subway, Burger King, Mc Donalds |4
— close to each other |
*Hotel chains located near
competing hotels

Benefit: More customer traffic for
all businesses in the cluster.
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2.6.3b Strateglc Locatlon Con5|derat|ons

2 Satu ratlon MarkEtlng I!J Wwrr&EGlsL. &L
A company opens many outlets in the | | © Oﬁg;’,gg,f;*;ﬁ{;"acy X
. \MBAKKAM I \J
same area to dominate the market.  suress ) ‘a;%:gg,:;';g:";acv )3 olloBhermacy
° 1 @ ‘1 C' Cadd
Example: Apollo Pharmacy placing re== Oazggggafga°y ) o
several stores close together in a city. O o Pr;?m!;%cy i Oﬁgglr:?bl;::;r:‘acy
Benefits: ‘ oy S == S  T
cihili \O; AuréfNutrltlon Q%“\\ S
*Increased brand visibility 6 O)an i, o
. .« e ,rfﬂg:bl_rﬂéhum N
*Easier supervision Apollo Phamacy () N
i Nanganallur-Mmtc... "= OApollo Pharmacy : \%
*Lower advertising costs =7 Madipakkam Koot.. Derta fings /M
Apollo Pharmacy O ST Sk =
*Greater market coverage CudgaiorsPort 4 oy (DY (Qfbollo pham

Sabari Salaj

-

Risk: One outlet may take customers
away from another
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3. Marketing Intermediaries
Organizations act as intermediaries to
extend service reach.

Examples:

*Visa cards accepted by many merchants
*Health Maintenance Organizations (HmOs)
*Insurance distributed through employers
Benefit: Services can reach customers
over a larger geographic area.

VirupakshanK@gmail.co ‘
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4. Substitution of Communication for Travel
Technology replaces physical travel.
Examples:

* Online banking

* Telemedicine

* Video consultations

Benefit: Saves time and travel costs for
customers and businesses

VirupakshanK@gmail.com

SERVICES SCIENCE AND SERVICE OPERATIONAL MANAGEMENT 72

By VIRUPAKSHAN K ( 9840847872 | VIRU@KART.LA) LECTURE 03



wb@yueysyednip

2.6. 3e Strateglc Locatlon Con5|derat|ons '

e ————

5. Separatlon of Front Office and Back Offlce

Front Office

Back Office

Deals directly with customers

Performs support activities

Needs customer accessibility

Can be located where costs are lower

Example: A drive-through

restaurant taking orders at a
centralized call centre while #==
food is prepared locally.
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2.6.3f Strategic Location Considerations [

6. Impact of the Internet

The Internet reduces the importance of
physical location.

Examples:

*Online shopping websites
*Online stock brokers

*Global call centers

Benefits:

*Global reach

*24/7 service availability
*Reduced dependence on physical
storefronts

VirupakshanK@gmail.com
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2.6.4 Strategic Location Considerations

Site Selection Considerations (Remember as AVTPEE CGLC)
When choosing a specific site, managers should evaluate:
1.Access — Easy to reach, public transportation available.
2.Visibility — Easy for customers to see.

3.Traffic — High customer movement.

4.Parking — Adequate parking space.

5.Expansion — Room for future growth.

6.Environment — Surroundings should support the business.
7.Competition — Nearby competitors.

8.Government — Zoning laws and taxes.

9.Labor — Availability of skilled workers.
10.Complements — Nearby complementary services.
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