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Abstract 

 

It is very important that a company tries to improve the satisfaction of its customers. 

The aim of my thesis is to improve the experience of Unica's customers by utilizing the 

information gathered from customers and I am using service blueprint as my tool. Ob-

jectives for my thesis is recommendations made with the service blueprint, as well as 

analysis of Unica data charts.  

 

I use both qualitative and quantitative methods in my work. I have both received them 

from Unica and they have been collected through the Service Monkey. Qualitative data 

is from open comments, as well as customer suggestions for a new restaurant. The 

quantitative side, in turn, is numerical data. The focus of my work is on qualitative, be-

cause based on that I made recommendations for case company Unica. 

 

Based on these I made recommendations for unica on how they could improve their 

customer experience and, in this way, hopefully even create new customer relation-

ships. My main recommendations were related to selection, customer service, responsi-

bility and the environment. 

Key words  

Service blueprint, customer satisfaction, improving customer experience 
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1 INTRODUCTION 

 

Nowadays the competition is fierce, so it is increasingly important for a company to 

show appreciation to its customers with a constant desire to improve their services. A 

company that does not improve its services or listens to its customers today will not 

survive the competition for very long. 

 

In the second part I am explaining my problem setting and conceptual framework 

which includes the research problem and research questions as well as the limitations 

what my thesis might face. The theoretical part focuses on service design, marketing, 

social media, customer service, customer journey and customer satisfaction. As my 

tools and help I am using service blueprint.  

 

Purpose of my thesis is to get recommendations for Unica on how they can improve 

the satisfaction of existing customers, but possibly also to get more customers for 

themselves. As my data, I am using material that Unica’s customers have responded 

to through Service Monkey. I have also made recommendations based on what their 

clients responded to the survey “what would you like from a new restaurant”. The 

recommendations I have given for this are good in the new restaurant as well as in 

the old ones. In practice, I have made a list of recommendations for the company on 

how they can improve these. Each recommendation is made from customers ’own 

comments on what they would like from Unica. 

2 PROBLEM SETTING AND CONCEPTUAL FRAMEWORK 

 

The aim of the thesis is to help the case company to develop its services so that it 

will be able to meet the needs of a customer base. For example, I am a vegetarian and 

often because of the customer base who are following this type of diet is wider they 

are not so much been considered. Things like that are examples of where I want to 

help Unica.   
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2.1 Research problem and sub-problems 

Unica uses service monkey app to collect their customers opinions about their ser-

vices. Using these answers from Service monkey, I will analyse how to improve their 

services based on their customer feedbacks. Based on these feedbacks I will be mak-

ing recommendations for Unica.  

  

The research problem in my thesis is how unica can improve services by satisfying 

customer needs?  

 

Sub problems would be: 

 

  

1. How satisfied customers are with the locations of the restaurants?  

 

2. Is the ambience of the restaurants appealing?  

 

3. How satisfied are the customers of a restaurant not following a certain type of 

diet?  

 

4. How satisfied are the customers who, for example, follow a vegetarian diet?  

 

5. Is the selection wide enough?  

 

6. Is customer service good? 
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2.2 Conceptual frame of reference  

 

Figure 1: Conceptual frame of improving customer service (Author of the thesis 

2021) 

 

Main headlines on the left shows are purpose and objectives, monitoring, measuring, 

managing customer service, customer-oriented service, customer service and cus-

tomer satisfaction.  

 

The aims and purpose of the thesis include the boundaries and the presentation of the 

company. Improving the customer experience is the main goal of the thesis, and var-

ious issues are discussed here, such as monitoring customer service, management, 

measurement and customer satisfaction. 

The main goal of the thesis is to get recommendations for the company on how they 

can improve the experience of their customers.  

2.3 Boundaries of the thesis 
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It would also be important to do this from the customer service side, i.e. how to im-

prove customer service, for example? What things are important when serving cus-

tomers? I believe this is going to be challenging to adapt, because this field would 

need its own guide. Now we are looking for more on how Unica can reach as many 

customers as possible through food, price, environment. 

  
The problems will be how to get such a large customer base to be happy with the 

services and want them to use the services even more.  

3 CUSTOMER SERVICE AND CUSTOMER SATISFACTION 

3.1 Customer Service  

The basis for customer understanding is the desire to look deeply at human behav-

iour. It is not enough to look at the customer's visible behaviour, one must get into 

the multifaceted nature of decision-making as well as the customer's world. This re-

quires a desire to help, to settle into the position of another, and to seek a sense of 

community. (Hänti, 2019, 11.)  

 

Customer service has traditionally been seen as a cost, which was sought to be out-

sourced to a partner who is affordable. Today, however, customer service has be-

come a critical part of a company’s operations. Customer service is a key function in 

developing the customer experience. (Korkiakoski, 2019, 43.) A good experience for 

the customer means ease, efficiency and feeling. When a company considers and 

evaluates its own customer experience development plan and strategy, thing men-

tioned earlier should be considered. (Korkiakoski, 2019, 48.) 

 

The reality of the customer is what he experiences, feels and perceives. The first im-

pression on the customer is important because it decides whether the customer will 

come again or not. One of the tasks of customer service is to make the customer sat-

isfied, to feel that they are getting expert, fast, reliable and personally oriented ser-
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vice. The most important customer service skills are understanding the customer's 

perspective and empath. If a customer gets poor service, he/she usually turns to a 

competitor. The customer rarely stays within the company where they get unfriendly, 

rude and poor customer service. (Pesonen, Lehtonen & Toskala, 2002, 59.)  

3.2 Customer satisfaction  

When trying to build a long-term relationship with customers, customer satisfaction 

is key to it. If you think about the dating as an analogy this is a bit of a similar thing. 

When going through sales process it is a change to attract them as your customer. 

When it comes to maintaining a long-term relationship, it requires hard work. Value 

creation must be continued repeatedly. Company needs to find a way to keep cus-

tomers happy. It has been studied that 81% of satisfied customers are most likely to 

continue to support your business if they have a positive experience. After a negative 

experience, 95% of customers share it with family or friends. Loyalty leads to con-

stant satisfaction. After the trust and confidence, the customers will continue to do 

business with your company. Businesses should think that loyalty is a goal worth 

earning. 

(Website of nicereply.com, importance of customer service, 2021.) 

 

Company should decide to keep its customer happy and crave a long relationship 

with them, you need to know what things you can also go wrong with. As for the 

reputation of your brand, the unfortunate customer has some power over it. Before 

making purchasing decisions, people are actively looking for reviews and unfiltered 

discussions. Also, be sure to filter that 88% of these customers are affected by what 

these customers have suddenly noticed, because one negative experience can have a 

big impact on whether you get new customers. When your company’s reputation hits 

it, its impact on sales is almost dominant. 

 

Continuous feedback is the best way to improve customer satisfaction over the time 

if that is the goal. Customer satisfaction needs to be measured to improve it. There 

are a few ways to measure customer satisfaction, but still the most effective and 
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common way is to simply ask the customer. Clearly, satisfied customers will recom-

mend you to their networks. Some small businesses have estimated that 85% of new 

business comes when customers share their experiences. Customers who are satisfied 

will most likely continue to buy from you. Customers who are loyal are cheaper to 

keep satisfied when it comes to trying to acquire a new customer.  

(Website of nicereply.com, importance of customer service, 2021.) 

4 SERVICE DESIGN AND MARKETING  

4.1 Service Design and service  

Service design is suitable for everyone who is interested in the systematic production 

of relevant experiences of services, innovation, and the interaction between people 

and the brand. The services have existed a long time. Service design, on the other 

hand, is a relatively new area of expertise. This form of service design as we know 

was born in the early 1990s and this emergence was fuelled by significant growth in 

the service industry. The transition from the aftermarket to the time of services has 

placed increasing demands on services. The development of the Internet has been a 

significant calibrator to the increasing opportunities in the service sector and to the 

development pressures in the service sector. Service design was probably first 

launched by Professor Michael Erlhoff (Cologne International School of Design, 

KISD) in 1991. However, Birgit Mager, who started as the first European Professor 

of Service Design at KISD in 1995, thought to have had the greatest influence inter-

nationally. 2004, European design schools, such as the Domus Academy, set up the 

SDN, or Service Design Network, to expand and generate a dialogue between educa-

tion, service designers and companies in the professions. The roots of service design 

are strongly European. Finns have also been strongly involved in the international 

debate in the field through the service design Network. However, it should be noted 

that the tip is still very narrow in Finland. Competence can be learned from books, 

but real skill is only learned in demanding work situations. 
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Service design utilizes the development process familiar from the work of a product 

designer. Design always means context-sensitive and as these changes, core design 

competencies are applied in new areas and with new tools. Service design is there-

fore about design criteria. The core competencies of designers have been introduced 

to the development of services. Methodological competence and process competence 

are the strongest areas of design. In addition to these, there is a combination of a cre-

ative and analytical approach, as well as an understanding of cultural contexts and 

ways to increase customer understanding. The difference between design and service 

design is that they differ in terms of interest from each other. Design is the work of a 

designer. Service design is a process as well as things that are done by service de-

signers. 

(Tuulaniemi, 2011, 62-64.) 

 

Some of the methods used in service design are familiar from product design, but 

service design connects things in the way new economy requires. The roots of tools 

and design methods often lie outside design. Service design in general is a common 

framework for service planning around which our own methods and processes have 

developed. 

(Tuulaniemi, 2011, 67-68.) 

 

The logic of the service economy is difficult to understand because it still utilizes the 

thinking of the industrial age. Alongside price and technical solutions, the symbolic 

and emotional value of the services and products offered by the company clearly ris-

ing.  

 

This means that people’s buying behaviour is increasingly driven by the feeling and 

created by the services and products. Broadly speaking a company’s psychological 

capital refers to the totality of benevolence and kindness that employees, customers 

and other stakeholders show towards the company, practises and management.  

(Jalonen, 2016, 45-46) 

 

Customers play an important role in securing a company’s existence. (Mäntyneva, 

2001, 9.)  The key goal in marketing is that it creates customer value what consumers 
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also values. This kind of customer value should be able to be created while maintain-

ing customer profitability. (Mäntyneva, 2001, 11.) 

 

The service refers to the process of interaction between the customer and the service 

provider. Defining a service is important, but it is not worth focusing on it complete-

ly. The definition is important because it provides the values and benefits of service 

design and can be communicated to all parties involved in the service. Still, the 

greatest value is achieved by starting to work to develop your own service. 

(Tuulaniemi, 2011, 59-61.) 

4.2 Social media, social era and communication  

The social era is much more than just social media. The social era- also known as the 

era of customer orientation and service culture- requires many to change familiar 

formulas, practices and attitudes. Now is the time to raise the willingness to service 

high and think customer oriented. Thanks to the development of technology, the cur-

rent era offers organizations new opportunities for communication and interaction. 

People search for information through blogs, the internet and social media. Most 

purchasing decisions are made based on what is found online and what shoppers 

have heard on their social media networks. An organization that is not on social me-

dia or the internet does not get the same attention as an organization that is active 

online. There are many ways to secure your business. It is good for a company to 

create new open and social ways to run its business. It is also time to develop the 

company's work community in a more inspiring, social and motivating direction. The 

company should create a work community which encourages the testing of new ideas 

and innovation. 

(Hurmerinta, 2015, 17-18.) 

 

Part of the social era is social media. Social media is not a place to go sometimes, but 

it is a place to go because with new technology. The world is full of channels as well 

as multi-directional communication, interaction, influence.   
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Thanks to social media, the speed of information flow has increased, and it has 

changed the way people communicate. An organization that decides not to go on so-

cial media is not going to succeed. An organization’s presence on social media is 

needed because people demand that the information, what they need, and they want 

is available in the channels what they themselves use. 

( Hurmerinta, 2015, 18-21.) 

 

Often in companies, communication is understood narrowly. Every department and 

process in the company affects the promise made to the customer and its redemption. 

Most organizations want to influence their target groups and get the target groups to 

act in a certain way. The task of communication and marketing professionals is to 

send messages to customers through various channels. (Forsgård & Frey, 2010, 9.) 

Every customer encounter is an opportunity for the company to strengthen its differ-

entiation. Employees need to be stressed that providing a service is also marketing at 

the same time. The communicator must be well acquainted with the services and 

their products. Most important is that the customer's purchasing behavior must be 

understood as well as the customer's way of thinking and feeling. (Taipale, 2007, 28-

29.) 

5  SERVICE BLUEPRINT AND CUSTOMER JOURNEY 

5.1 Customer journey  

Business-critical information is mapping the customer's journey. When mapping cus-

tomer behavior, the company looks at service channels, companies and related ser-

vices. As well as the customer's daily life from the customer's point of view. In the 

eyes of the customer, the company's operations look very different when viewed 

from within the company. The idea of such a survey is to understand and identify the 

process, dynamics, channels, information sources, choices, judgments and motives of 

the customer's purchasing behavior. 

(Keskinen&Lipiäinen, 2013, 23.) 
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The customer's journey means the customer relationship, the process and the deepen-

ing of the customer relationship related to the creation of the customer relationship, 

as well as the factors leading to its termination. The journey customer travels also 

involve much more than just an encounter with an individual company.  

 

The journey that the customer travels consist of motives, different environments, 

connections, sources of information, personality from the middle of which the cus-

tomer strives to build for herself the right distance that suits the customer's own 

needs and life. 

 

Managing a customer’s journey means that the company strives to help the customer 

make the right choice and provide the customer with benefits as well as experiences. 

The idea of the trip is simply to help and make the customer’s life easier while creat-

ing a bond between the customer and the company, that the customer would choose 

the company again and possibly even create a lasting customer bond. Customer jour-

ney management is a method of customer-centric methods as well as thinking. 

 

All of this starts with the value created for the customer: the optimal combination of 

the company's resources, interests and capacity, as well as the customer's interests 

and scars those all interfaces at each customer stage. The company must adapt to the 

dynamics based on the service category for customers.  

 

The role of management in a company is to generate better gross margin as well as 

shareholder value and profit. All of these are the result of holistic optimization of the 

customer, company and profitable strong customer relationships. Of course, every 

company lives on its customers who make choices to pay the price. Whatever the 

price is customers always hope to get value for their money.  Even so that the com-

pany exceeds the customer's expectations and does not fall short of them. 

(Keskinen&Lipiäinen, 2013, 20-21.) 
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Figure 2. Example customer journey map. (Website of Visme.com, 2020.) 

5.2 Service blueprint 

 

When you want to learn about the stakeholders, other elements and functions needed 

to implement the service, a description of the service system is modeled around the 

customer path, which is called the Service Blueprint.   

 

By creating a Service blueprint, you understand the achievement of business goals by 

eliminating problems, solving real needs, and improving the customer experience. 

Service projects map out a step-by-step customer journey, contact points on a chan-

nel-by-channel basis, as well as activities and stakeholder background events. 

 

The service blueprint always maps step-by-step a specific customer journey, one at a 

time to channel-based points of contact, actions and stakeholders across different 
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background events. Making service plans can be an expensive as well as time con-

suming process. It can also bring in teams and people to your entire organization. 

 

The elements of a service blueprint are customer actions which means that if you 

have already made a travel map for the customer you can pick up choices, steps, in-

teractions and actions that the customer uses when pursuing their goals. Frontstage 

functions mean the actions that take place in front of the customer. Usually they are 

either a person-to-person for example a cashier and a customer.  

 

Behind the Scenes Events: Functions behind the scenes that support a stage event 

that can be carried by either an employee working behind the scenes, e.g. In support 

processes, these are interactions as well as a series of steps that support employees in 

delivering service to their customers. Physical proof, which is interaction proof that it 

works. Examples of this can be a product, receipts for a website, or just physical 

stores. 

 

Service blueprint often has three main lines which are the line of interaction, ie the 

direct interaction between the organization and the customer. The second is the line 

of visibility, which means that it is invisible and visible to the customer, ie visible 

above the and invisible below. Third is the internal line of interaction: this distin-

guishes employees by having direct customer contact with customers who do not di-

rectly support customer shifts. 

 

It also depends on the business objectives of the planned organization and your con-

text; you can also add to it the timing what means that you provide a time-based ser-

vice in which case you need to seriate how long each activity will take. Terms and 

Conditions: This is what the law dictates that cannot be changed or can be changed, 

because teams want to optimize the customer experience. The lessons are about how 

customers as well as employees understand the whole process and identify pain 

points.  
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Lastly, there are the metrics that mean that if your ultimate goal is buying in you will 

need these. Visually present the information you collect on how money and time is 

wasted due to ineffective communication or other actions. 

 

The restaurant environment can have different processes for the dining experience as 

well as the takeaway. In any case, frictionless and consistent experience is key for 

success. Here below you can see an example of service blueprint in restaurant.  

(How to make service blueprint, www.miro.com, guides Service Blueprint,2021.) 

Figure 3. Example of service blueprint in restaurant. (Website of Miro.com, 2020.) 

6 MEASURING, MONITORING AND MANAGING CUSTOMER 

SERVICE  

6.1 Customer relationship management  

Customer experience planning and service design have been influencing business 

development in their own way for some time.  

What customer relationship management has taught a lot is predicting, measuring, 

and managing resources productively for customers' purchasing probabilities. Cus-

tomer relationship management represents the customer on the go in certain types of 

http://www.miro.com/
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service as well as product categories. Customer relationships management does not 

look at the company from the customer’s perspective it looks at the customer from 

the company’s perspective. 

(Keskinen&Lipiäinen, 2013, 21-22.) 

 

Consumer research has traditionally focused more on consumer profiles as well as 

product characteristics, which is relatively easy to measure. Even today, many stud-

ies measure normal buying behaviour and treat situational factors as unwanted preju-

dices that interfere with results. This approach is challenged by the developments in 

the market. As a result of the explosion in increased product supply, purchasing 

power, and the reduced impact of social norms, consumers are constantly adapting 

their behaviour to meet their expectations and intentions. (Dubois, 2000, 279.) The 

key features of experiential consumption are as follows: Consumers are not just con-

sumers, consumers act in situations, consumers mark signs, consumption involves 

more than just buying. 

(Caru & Cova, 2007, 6.) 

6.2 Monitoring and measuring customer service 

The processes of service delivery and business development are often built from a 

one-dimensional perspective on the effectiveness of a particular task, rather than fos-

tering lasting customer relationships as their goal. 

 

 A good example of this is the precise process built to monitor customer service qual-

ity where the idea is to improve the customer service experience, however, this ig-

nores employee experience when it is considered HR responsibility and a separate 

process. 

 

When viewed from a process perspective, a company’s strategy should emphasize 

the customer alongside the business and prepare that the value creation process is 

two-way. Succeeding in this requires an understanding of both the process by which 

information can be collected and processed, and the customer's every point of con-
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tact. Ultimately, these must be able to be combined when evaluating operational per-

formance. 

(Koivisto, Säynäjäkangas &Forsberg, 2019, 172.) 

7  CASE COMPANY AND SERVICE MONKEY  

 

Unica started its operations in 2000 and their main owner Universtas Oy and the mi-

nority owner is Compass Group FS Finland Oy. In 2019, the turnover of Unica's res-

taurants was 8.4 million euros and they had more than 88 employees working. In 

other words, Unica is a student-owned, local flexible player with the support of one 

of the world's largest listed companies. 

(Website of Unica.com, 2021.)  

 

Service Monkey offers value-oriented, comprehensive software solutions that trans-

form the most advanced technology frameworks for business organizations at an af-

fordable market price. Service Monkey is an app that Unica uses to get feedback 

from its customers about Unica’s services and food. In that app customers can give 

feedback on how satisfied they were with the services, food etc. It is also possible to 

give written feedback where the customer can explain what was good and what was 

not.  

(Website of Service onkey.com, 2021.)  

 

I have paid more attention to these written feedbacks, because there were a lot of 

similarities between the feedbacks. I also find it easier to assess what customers have 

not been happy with through written feedback. 
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8  METHODOLOGY 

8.1  Research design 

Research design for case study improving customer experience is descriptive. De-

scriptive research aims to accurately and systematically determine the situation, pop-

ulation, or phenomenon. This can answer questions when, where, how but not why. 

This is useful when not much is known about the problem or topic. Before this, how-

ever, you need to know when, how and where it will happen. Descriptive research is 

usually defined in conjunction with quantitative research, but qualitative research can 

also be used for descriptive purposes. To ensure the reliability and validity of the re-

sults, research design should be carefully developed. 

(Website of methodology, descriptive research, 2021.) 

Material what I use is the Service Monkey App results what I received from Unica. 

There are open comments from customers, as well as percentage indicators such as 

bar charts. Restaurants that Unica owns are Assarin ullakko, Delica, Deli Pharma, 

Kisälli, Kaivomestari, Sigyn, Dental, Linus, Muse, Sigyn, Macciavelli, Kaara, Galilei 

and Ruokakello. All these restaurants are located in Turku.  I will go through the 

feedback from each restaurant and compile common recommendations and summary 

for all restaurants. I will also use a questionnaire I received from Unica where they 

asked students what they would like to have in new restaurant. 

8.2  Research method 

Qualitative and quantitative methods complement each other, which you can com-

bine with your surveys to get in-depth as well as extensive results. Quantitative data 

provide figures that attest to the overall broader perspectives of the study, and quali-

tative data provide more in-depth detail to help understand the significance of the 

conclusions.  

 

Qualitative research is primarily about research. This is used to understand the under-

lying opinions, reasons, and motivations. This provides insights into problems or 
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helps with hypotheses or ideas for possible quantitative research. This is also used to 

reveal trends in opinions and thoughts. Data collection methods vary with semi-

structured and unstructured techniques. Common methods are individual interviews, 

target groups, observations. 

 

Quantitative research is used to quantify a problem by producing data or numerical 

data that can be utilized by translating into usable statistics. This is used to define 

opinions, behavior, attitudes, and other variables, or to generalize the results of a 

larger sample population. Quantitative research uses measurable data to formulate 

facts or to reveal research models. Quantitative data collection procedures are more 

structured than qualitative. Quantitative data collection methods include surveys, pa-

per surveys, online surveys, and mobile surveys.  

(Website of qualitative vs quantitative research, 2021.) 

8.3 Population and sample 

The population means the size group from which conclusions are drawn and the 

sample means the group from which data are collected. The population size must al-

ways be larger than the sample size. However, the population does not always refer 

to people in the study. 

A population is used when a research question requires, or you have access to data 

from a member of the population. In general, data collection is straightforward to do 

for the entire population because it is easy to use, small, and collaborative. 

Ideally, the sample should be selected at random and in a way that is representative 

of the population. The use of probabilistic sampling methods such as stratified sam-

pling or simple random sampling increases their internal as well as external validity 

and reduces sampling bias. The most reliable way to get representative from a sam-

ple is to use randomness as an aid when choosing a good sample. In practice, this 

would mean that observation units are selected by "drawing lots". 

(Website of methodology population vs sample, 2021.) 
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The population in my work is all customers who use Unica’s restaurant services. The 

sample is the number of service Monkey respondents, as well as the number of re-

spondents to the survey “what would you like from a new Unica restaurant”. In the 

comparison, there were 333 respondents in spring 2019 and autumn 2020 and 335 

respondents in spring 2020 and autumn 2020. 155 respondents answered the survey 

about the new restaurant. 

8.4 Data collection and analysis 

As data, I use the feedback asked on the service monkey, for example, that you 

would recommend the restaurant to others. The Service monkey also has an open 

comments section where I take most of my data. I am also going to take advantage of 

a survey of what I hope from the new restaurant, which was implemented for them, 

because Unica is opening a new restaurant. I also divided the answers into certain 

categories.  

 I have prepared sub problem questions for my work and my purpose is to get rec-

ommendations and answers on how these problems could be improved. I am going to 

go through two different Unica chart time periods. The first period is Fall 2019 and 

Spring 2020. The second is Spring 2020 and Fall 2020. By comparing these, I try to 

see if the number of feedbacks has increased or improved compared to different time 

periods. The comparisons included the taste of food, did customer find the alternative 

they wanted, was the service pleasant and smooth, was the customer service good. 

Data has been gathered from Unica’s various restaurants by asking mere opinion 

questions first, followed by an open feedback box. At each restaurant, each customer 

can answer a survey and help Unica develop its services. However, the data I use in 

my work has been collected from two specific periods as a summary of each restau-

rant during this time period. 
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8.5  Validity and reliability 

Reliability refers to the consistency of the measure. Psychologists consider three 

types of consistency: between subjects (internal consistency), over time (reliability of 

test retesting), and between different researchers (reliability between evaluators).  

Validity refers to the extent to which a construct measures what is said to be meas-

ured. Discussions about competence tend to divide it into different types. A good 

way to interpret such is that they also have other evidence in addition to reliability 

that should be considered when assessing the validity of the measure. Here, three 

basic types are considered, namely content validity, criterion validity, and face valid-

ity. 

(Website of research methods reliability and validity of measurement, 2021.) 

My thesis is more a qualitative study which means that the validation is more im-

portant here than reliability. The accuracy of the results can be affected, for example, 

by the characteristics of the customers. It is possible, that not all quieter customers 

may get their voices heard, because improving service requires activity from both the 

company and customers. However, this is in a very small part of my own work be-

cause the research is qualitative. The qualitative emphasis is on the researcher's own 

interpretations where absolute reproducible results are not sought. 

9  RESEARCH FINDINGS  

 

First period is autumn 2019 (time period 1) and spring 2020 (time period 2).  
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Figure 4: Data chart, Unica materials 2019-2020. 

 

 

 

Figure 5: Data chart, Unica materials 2019-2020. 
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Figure 6: Data charts, Unica materials 2019-2020. 

 

 

Figure 7: Data charts, Unica materials 2019-2020. 
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Figure 8: Data charts, Unica materials 2019-2020. 

 

 

Generally, customers thought that the taste of the food was better in spring 2020 than 

in autumn 2019.  

27% of customers thought in autumn 2019 that the food tasted great, when 43% of 

customers thought in spring 2020.   

 

In autumn 2019, 37% of customers found the food they wanted on the menu. Spring 

2020, 44% of the customers found the food they wanted. Once again, there was no 

big difference between "could be improved" and "not convincing". It is good to note 

that feedback went in a better direction, so it can be concluded that customers are 

pretty satisfied with Unica’s menu. There was not tremendous difference between 

"Not convincing" and "could be improved". In spring 2020, 7% of customers thought 

that food was not successful this time, and in autumn 2019, 10% thought that this 

time was not successful. As you can see 3% is not big change on either way good or 

bad.  However, it is good to note that Unica’s food has improved over the past six 

years. 
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There was not much difference between “Having a meal was pleasant and smooth” 

between these two periods. Overall, the situation has remained slightly better than in 

the autumn of 2019, than spring 2020, but nothing too major.  

 

The service has been friendly on all quite same and the most significant change has 

been in “what can we improve”.  Generally, the service has been better in the spring 

of 2020, meaning that there was some improvement between these 2 periods.  

 

Second period is spring 2020 (time period 1) and autumn 2020 (time period 2).  

 

 

Figure 9: Data charts, Unica materials 2020. 
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Figure 10: Data charts, Unica materials, 2020. 

 

 

 

Figure 11: Data charts, Unica materials 2020. 
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Figure 12: Data charts, Unica materials, 2020. 

 

Figure 13: Data charts, Unica 2020.  
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The food was great in the spring of 2020 for 50% of the customers, while in the fall 

of 2020 only 43% customer had this feeling. I think it is already a bit visible here that 

Unica and the students had to adapt to the new situation because of the Covid-19, 

because it started to rumble properly in the spring of 2020.  

 

“The food was convenient” to was very similar at both times. In the spring of 2020, 

32% was of this opinion and in the autumn of 2020, it was 32% too so, there was 

practically no change in any direction.  

 

In the autumn of 2020, then there was more to improve than in the spring of 2019. In 

the autumn of 2020, 17% had this opinion and in the spring of 2020 only 10% had 

this opinion. Answers were quite same regarding that this time visit was not success-

ful. In the spring and fall 2020 it stayed same 7%.  Meaning that there was not 

change in either way.  

 

In the spring of 2020, 56% thought that the service was great and fall 2020 only 44% 

of customer thought the same. There was a noticeable the gap between these and it 

would be good to fix.  

. 

“Food was convenient” was similar at both times i.e., no visible difference in one 

direction or the other. The most significant difference was in the point of improve-

ment, in the spring of 2020 only 5% thought this and in in the autumn of 2020 there 

was 16% who thought that the visit was not successful.  

 

Dining was smooth and simple was not terribly different in part how many thought it 

was a great experience. Part “everything was convenient” went down by about 10%, 

which of course is a good thing The “what can we improve” part had also improved, 

with 9% agreeing in spring 2020, while only 3% agreeing in autumn 2020.  

 

Still, the point that this time would not convincing was slightly higher than in spring 

2020, meaning it went in a slightly worse direction, but not too much.  
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The service was friendly evenly at every point, nowhere near terribly anything re-

markable, but of course the goal is that there would be nothing to improve left or not 

this time meaning that there is always something what can be improved.  

 

To sum up both comparisons, I would say that Unica’s problem area is more the 

range of food as well as the taste of the food. The service has been consistently good. 

This section is therefore mentioned in the recommendations on what Unica should do 

in this regard. 

10  RECOMMENDATIONS  

 

For the recommendations, I created a service blueprint based on the sub problem 

questions, as well as the open comments and the wishes of the new restaurant I re-

ceived from Unica. The data on which I have based my recommendations can be 

found in appendices 1, 2, 3 and 4.  

 

 

Figure 14: Service blueprint for Unica. (Author of the thesis 2021)  
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Customers would like music in the background. Not all restaurants might be able to 

do this because of the noise. Restaurants that could put some music in the back-

ground I would suggest Unica to do it.  A lot of lounge-style gentle background mu-

sic came as recommendations 

 

Many also clearly wished for more places for quiet study as well as plenty of outlets. 

If you could divide this so that there would be an area for so-called normal eating 

and a separate area where you can for example, calmly read for the upcoming exam 

and enjoy the food at the same time. Customers wishes that new restaurant should 

include music, tables of different sizes, plants and colors. I suggest that Unica takes 

example from Kisälli Restaurant when creating new restaurant, because milieu for 

Kisälli is nice and relaxed.  

 

Opening hours should be planned according to the timetables of college students and 

would be open evenly from both directions. Many of the comments were also on the 

positive side of involving the students themselves in the planning process, so it 

would be great if this could continue in the future. In this way, even more value is 

created for company´s customers.  

 

The feedback showed that customers are annoyed if they go to a restaurant for a cer-

tain food, and then once they get there the food what they want is not available any-

more. The comments made it clear that it would be good to be inform these kinds of 

things on the website where menu is seen, on social media or even in both. Infor-

mation is important for the customers, and it is an easy way to keep them happy. So, 

I would recommend Unica to take on even more social media for what comes giving 

information. Utilizing this, it is easier for the customer to choose even restaurant b if 

restaurant a has run out of food what the customer wants.  

 

In order to promote responsibility, it would be very good for Unica to introduce the 

Rescue App which is already in use in many restaurants. This is already used at least 

in Sigyn, but I recommend Unica to consider taking this in all their restaurants.  The 

idea of the app is to sell leftover food from for example buffet. In this way, the res-
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taurant minimizes even more of its food waste. The food you can buy from rescue 

app there is cheap, so it is assumed most of the left over will end up in for the buyer.  

 

What comes for tools like bread knives, there was several feedbacks that they are not 

sharp enough to cut breads. It would be good if unica took care of the sharpening the 

knives on a regular basis, so that they would serve Unica for many years and there 

would not be a need to change to new ones every year. One feedback also revealed 

that the bread knives had caused even a wound in the hand. To avoid such accidents, 

which can even lead to something even worse, would be a relatively easy and inex-

pensive way to change this situation by buying knife sharpeners for every restaurant. 

 

The use of spices on the salads made it clear that it would be good to change it. I 

would recommend Unica to put the spice table where the customer can then put the 

spices they want for example chili, hot sauces etc in.  It was also wished that varia-

tion in the salad table would have more separate options. Meaning that there would 

be cucumbers, tomatoes, salad, peas, onion etc on their own bowls and customers 

could choose your own salad, such as in salad bars. This would also help if customer 

who are allergic to a carrot that is not mixed with everything, so they can have salad 

options as well. This way also all the vegetables stay fresh.   

 

Absolutely every restaurant needs to clearly put information about each allergenic 

food and every employee needs to be aware of what the food contains. A few com-

ments were that customers have eaten some food to which they are allergic to, due 

poor information / lack of signs / texts. This is a critical, but easy thing to change to 

avoid big accidents.  

 

Attention must also be paid to cooking the food. There were often recurrences that, 

for example, chicken is too raw. I recommend testing restaurant equipment for glare 

or rethinking cooking time.  None of the comments said the location of Unica’s res-

taurants was good or bad.  

 

In general, their restaurants are located very close to the university and polytechnic 

campuses, so the locations are ideally selected for their proximity.  
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The quality of the food is important, but the competitive advantage would also be 

that there would be no limit on food. 

 

The same formula was repeated many times in the feedback that a good service has 

been received, which is a very important part of the experience. It is therefore clear 

from the feedback that Unica will continue to work with the same formula. To main-

tain this, I could still suggest that Unica organize a training day for its employees 

once a year or once every two years to go through how to face with a customer by 

confronting Unica’s own values. By organizing a training day, Unica would show 

appreciation to its employees as well as the importance of customer service to the 

company’s reputation. The training day could include how the customer is encoun-

tered, how the service is performed and how of course the service is decided. Cus-

tomer service plays one of the biggest roles in whether a customer comes again or 

not. Customer service must be relevant and good towards customers, but it is also 

important that a good spirit is also visible among employees. If the employees' col-

lective spirit does not work, it is also reflected in the customers and, of course, in the 

company's image and brand. It is also good to make it clear to employees who meet 

customers at Unica’s restaurants that all customers must be served with dignity in the 

same way.  

 

Unfortunately, the feedback revealed a selection between the customer's service 

styles regarding if they are men or women. That is unacceptable and Unica must ex-

plain and tell how all customers are served in the same way. One of the feedback said 

that the staff was angry the autistic child, because they cannot put cutlery in the cer-

tain place. There should never be any such feedback like this. It does not matter how 

bad a day a customer service representative has, you need to be able to serve friendly 

at work. One feedback also revealed that the customer service representative would 

have commented without a motive on the customer's portion size. Such behavior and 

commenting should not be tolerated at all. Employees must be clearly told how cus-

tomers are encountered and what things are not done or said. 

 

There was a clear difference between the wishes of the new restaurant and the feed-

back from the existing ones as the difference between vegetarian food and normal 
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meat dishes. It is clearly noticeable that no time has been spent on vegetable proteins, 

spices, alternatives from the customer's point of view. Vegetarian food and the vegan 

diet play a big role in the diets of many today, which increases the need to select 

vegetarian food as well as vegan food as high quality as mixed food. It also turned 

out that it has not always been precisely marked which products are dairy-free, egg-

free or completely vegan, and which are only vegetarian. This is very important, of 

course, firstly because some people may be allergic to the products mentioned above, 

but also because it is important to get vegan food as a vegan because that diet is fol-

lowed. A lot of emphasis needs to be placed on the difference and importance of ve-

ganism and vegetarian diets for restaurants. It is clear from the feedback that it is not 

possible to see if there is anything of animal origin in the product. It is very im-

portant for customers who follow a vegan diet to pay special attention to this. To add 

value to these customers and the diet they follow, would it be possible for Unica, for 

example, to make one restaurant that would offer almost exclusively vegetarian and 

vegan food. Unica could also try the most vegetarian and vegan-eating restaurants on 

a purely vegetarian day a week. In this way, Unica would show value for the custom-

ers who follow those diets and, in addition, would show more appreciation for re-

sponsibility too. It is clear from Delica's feedback that customers have not been satis-

fied with the fact that student-priced food has been completely changed, and Delica 

has also been the number one place to go for those who follow a vegetable or vegan 

diet. Due to the price change, the comments revealed that customers might want to 

switch even to another restaurant because they do not understand this choice. I would 

therefore suggest to Unica that those vegetarian options that Delica has had would be 

transferred to another restaurant, in which case at least some of the customers would 

also continue to be Unica's customers.  

 

Requests from the new restaurant, some of which also support feedback and can be 

fulfilled in other restaurants as well.  

 

As the feedback already showed, the importance of responsibility and veganism was 

clearly visible in the wishes for the new restaurant. In addition to veganism, it would 

be possible to easily utilize Finnish lake fish and thus also increase responsibility in 

that sense. 
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11  FINAL WORDS 

 

The company Unica for whom I did my thesis is great company. They are very cus-

tomer-oriented and is clearly noticeable that their customers are happy. Doing the 

work was interesting and rewarding in many ways. Challenges and changes came 

along the way, but overall, I think whole process of my thesis went well. While writ-

ing it I learned much about how to improve services, the theory of what is attached to 

it, service blueprint, and the importance of customer satisfaction. 

 

If I would start my work again from the beginning, I probably would include inter-

views. This way, I would get even more detailed recommendations for the company 

and see at a different level what their customers want. In general, I think the material 

I received from Unica was good and based on these materials I got good recommen-

dations for the company.  

 

As a follow-up study, I would most likely do interviews. In that way, company 

would get a lot of customized and more personal feedback from their customers. By 

taking advantage of these, I believe the company would receive even more better and 

more valuable suggestions on how to improve their services. 

12  CONCLUSION 

 

Unica as a company is doing extremely good job and is very customer oriented.  

They engage customers well to improve the company’s services. While this was no-

ticeable business can still evolve for the better and there is always room for im-

provement. In my opinion I received all the answers to the sub problems presented at 

the beginning. The recommendations clearly showed the most important things what 

customers wants. It is important for a company that the needs and wishes of their 

customers are listened to on a regular basis. In this way, the company retains its place 

among its competitors. 



  35 

 

 

However, the company was already aware of how to collect information from cus-

tomers. Based on these, it is easy for the company to see what is worth improving 

and what customers are happy with. It is still good to give recommendations to the 

company also from the perspective of their main customer group which is the stu-

dents.  

 

The theory part of the work dealt extensively with customer service, customer satis-

faction, service design, social media, communication, customer relationship man-

agement and customer journey. I also combined service blueprint as a tool in my the-

sis, which is also included in the theory part.  

 

The empirical side of my work was both quantitative and qualitative. The quantita-

tive side contained data charts and numbers, while the qualitative side contained 

open feedback. However, my work was mainly qualitative. My goal was to create 

recommendations for the company from their customers ’comments on what they can 

improve in their services. Of these, I created a section of common recommendations 

where I gave them suggestions. 

 

I think I got very good recommendations for the company on what they can do in a 

variety of ways in their restaurants. I thought the work was successful and it was nice 

to do it from the beginning till end. If I wanted to continue working with this topic a 

good way to go would be to do personal interviews for Unica’s customers. In this 

way, company would see even more detailed what their customers want from Unica 

for example in the future. I would also like to thank Unica for this thesis opportunity 

and trust to do thesis from this topic. 
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