
           

MRS NortheRN & Service Network  

 

ôService development:  

The importance of contemporary researchõ 

 
28th January 2009  

9am -1pm  

Hilton Hotel, Gateshead  

 

 
 

 

 

 

Post Event Report  
Joanna Curry  

Marketing Executive at think M.  

 

  



           

 

 

Introduction  
 

 

 

 

 

 

 

 

 

 

 

 

Run as a collaborative venture with the MRS, ôNortheRNõ (the Northern Research  

Network ) is a professional research community spanning  the North East, North West, 

Yorkshire and Humb erside. The MRS network has over 400 unique participants . Event  

delegates are a div erse mix of independent practitioners, research agencies, 

related service providers , research service buyers, and institutional and academic 

participants . 

 

Over 80 delegates registered to attend the latest event, ôService development: The 

importance of con temporary research.õ It proved to be a valuable platform for 

provokin g ideas and stimulating thought.  

 

The event was run in collaboration with the Service Network . In an economy where 

output from the service sector is growing rapidly, a focus on the servi ce industry is 

timely and relevant. Services are unique; customers do not obtain ownership of  

services - they experience them, intangible el ements dominate value cr eation, 

service products are ephemeral and experiences are often co -created with heavy 

invol vement from customers . The challenges inherent in shaping services are closely  

linked with these characteristics.  

 

 



           

 

 

Agenda  

 

Engaging presentations explored key themes including service research theory , contemporary models 

from an academic per spective,  practical case studies  in the  application of consumer insight to shape 

service offerings and communications strategies, and using proven service design  processes  to 

succeed.  

 
9.00am   

Registratio n & Breakfast  

Tea & Coffee  

Bacon sandwiches and Danish pastri es  

 

9.20am  
Welcome  

Paul Sutherland , think M. , opened the event with an introduction to service research and its 

importance in the UKõs service economy.  

 

9.30am ð 10.00am  

ôSmart Thinkingõ 

Sue Dobson teaching fellow fr om New castle University presented theo ries of new service design 

including approaches to service modeling and visual representation of service processes to 

underpin the development of high -quality services.  

 

10.05am ð 10.40am  
ôAn award winning approachõ 

Jude Leitch from Propinvest Ltd., who w on the award for The Best Use of Customer Knowledge at 

the Northern Marketing Awards in 2008, explained how a robust research process helped guide 

the development of communications to an extremely diverse consumer base.  

 

 

11.10am ð 11.10am  

Break for t ea &  coffee  

 

11.10am ð 12.00pm   

ôResearch is Vital õ 

Kevin Gavaghan from Spirit of Creation discussed Innovation & development in the service 

economy and provided information on the framework and tools required for success.  

 

12.00pm   

Formal c lose / discussions  

 

 

 

 



           

 

Welcome  ð Paul Sutherland  

Paul Sutherland Senior Partner at think M. introduced the event by discussing the size of the 

service sector and the fact that e ven in emerging economies, service output is growing rapidly 

and often accounts for half or more  of GDP. In the UK, it accounts for o ver 70% of GDP.  

What do we mean...service?  

 An act or performance offered by one party to another  

 An economic activity that does not result in ownership  

 A process that creates benefits in itself  

What makes services unique?   

 Customers do not obtain ownership of services, they experience them  

 Intangible elements dominate value creation  

 Greater involvement of customers in ôvalueõ production process 

 Other people may form part of product experience ð training or transport  

 Greater variability in operational inputs and outputs  

 Service products are ephemeral and cannot be inventoried  

 Time factor is more important --speed may be key  

 Delivery systems include electronic and physical channels  

Other exciting trends to consider  

 
Social Changes (e.g., increasing affluence, desire for experiences and increasing preciousness of 

time)  

 Business Trends 

- Manufacturers increasingly  offer services  

- Growth of multiple retail service chains and franchised services  

- Pressures to improve productiv ity and quality  

- More strategic alliances  

- Increasing marketing emphasis by non -profits  

- Innovative hiring and resourcing practices  

 

 Internationalisation  and impact of globalised culture (travel, transnational companies)  

 

 



           

 

 

ôSmart thinkingõ - Sue Dobson  
 

 
Sue Dobson provided an academic perspective of service design and the importance  of 

research. Sue discussed the characteristics of services, the extended marketing mix for services, 

the theory of NSD and theoretical service design concepts.  

Theories of NSD 

 

There are genuinely few ônewõ services. NSD (New Service Design) is categorized as: 

 

ï Style changes  

ï Service improvements  

ï Service line extensions  

ï New services  

ï Major innovations  

 

The main focus of Sueõs presentation was on methodological approaches to  managi ng t he 

service process effectively, drawing on p ractic al tools for service innovation from top research 

papers and authors.  

 

Frameworks for identifying and visualizing the complexity of services offerings were discussed (see 

Shostack, 1977). The benefit o f a scientific analysis being that structure and relationships can be 

identified to enable the marketer to make more effective decisions and add value.  

 

In a similar vein, ôblueprintingõ was highlighted as a method to account for and modify service 

dependi ng on consumer behaviour  and to underpin a more efficient and effective 

management process.  

 

The servicescape model Bitner (1992) also has a range of benefits. The ôservicescape õ comprises 

the environment as perceived by consumers. It includes physical su rroundings, ambience and 

processes.  

 

To view Sueõs presentation, go to www.northern-research.org  

 



           

An award winning approach - Jude Leitch  

 

Jude Leitch , Marketing Manager at The Gate , Newcastle  (owned and managed by Propinvest 

Ltd) engaged the audience wit h her account of the challenges The Gate had to overcome to 

successfully communicate with a wide and diverse audience base.  

 

 

Propinvestõs overarching objectives were to: 

 

 To maintain footfall in face of challenges  

 To encourage increased visit frequency  

 To keep The Gateõs profile high amongst target markets  

 

 

 

 

Research  was conducted  in the form of visitor surveys and focus groups . Strategy was then 

developed on the basis of research findings. Strategic decisions included:  

 

 Target ôBeer Monstersõ and ôImage Conscious Professionalsõ  

 Advertising must be ôtrue to lifeõ and avoid alienating other markets 

 Designers suggested use of ôcartoonsõ using humorous stories 

 

Results 

 

17% increase in footfall  

Visitor frequency increase from 32 visits p.a. to 41p.a  

Ad vertising awareness rose from 33% to 66%  

 

 

Future 

 

Target families and older customers; develop a marketing strategy which appeals to a wide 

customer  base.   



           

Research is Vital - Kevin Gavaghan  

 

 

 

 

Kevin Gavaghan , founder and partner at leading service des ign agency, Spirit of Creation 

(London) presented a content rich talk on ôfinding your wayõ, with r esearch having a vital role in 

this process and in the shaping of successful services.   

 

The Framework  

 

The comprehensive  framework  Kevin 

presented was re plete with practical steps 

and tools for application in practice, for real 

and tangible results. In very broad terms, the 

framework begins with a discovery phase 

that involves research into real user needs, 

competition, changing world context, 

markets and real market needs. With the 

context set, ideas are developed, 

synthesized and prioritized, then business 

planning and blueprinting ensues.  

 

Focus on success  

 

Kevin has wide -ranging experience in a broad range of industries and sectors. He shared a 

number of highlights from case studies. One project explored in more detail was the overhaul of 

the student experience for those arriving at a particular university for the first time. The university 

had a 21% a ttrition rate, a poor reflection on the services in place and a financially detrimental 

outcome. Following a fundamental review of services and touch points, drop -out was reduced 

to 9%.  

 

To view Kevinõs presentation in full detail, go to www.norhtern-research.org  

 

 



           

Feedback  
 

 
How do you rate the presenter s? 

 

 

 

  
How would you rate the content  and length  of the conference?  
 

 
 

 

 

 

 

 

 



           

 

How would you rate the conference venue and refreshments?  

 

 

 

 
How would you rate the arrangements prior to the event?  

 

 
 



           

 

 

How would you rate the arrangements at the event?  

 

 
Quotes  

 
òIt was a very good event with very good speakers. Theory and practical applicationsó 

Beth Rachus  

Barnfather Consulting  

 

òReally interesting presentations ð much to think and reflect uponó 

N. Maung  

Maun Consultancy  

 

òIt was a really good way to meet other people from diverse places and industriesó 

Anonymous  

 

òThe speakers were extremely motivating and their passion shine through in the presentations, 

enjoyed it thoroughlyó 

Rachel Holdsworth  

Acritas  

 

òAn excellent event with informative presentationsó 

Steve Miller  

Trends Business Research  

 

òExtremely useful, I feel I have learned something today.ó 

Louise Reeve  

Newcastle City Council  

 

òAn excellent event!ó 

Rebecca Johnson  

Explain  
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