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Service Innovation

Service experience (design)
(channel independent customer experience)

Business Model (develop)
(within effective value networks)

Enabling technologies (choose)
(eg. masscustomization)
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MEGATRENDS DISTRIBUTED FUNCTIONS

DISTRIBUTED WORK

To meet the diversifying WORKdemand
and support mobile individual lifestyles

DISTRIBUTED CONSUMING

Enabling holistic, branded solutions for
living and housing

DISTRIBUTED HEALTHCARE

e Modular healthcare products and services
~ " Seniorization of based on user needs, new supply chain

¥ society

. DISTRIBUTED EDUCATION
| Distributed

_ P Providing a co-configurative interface
| demand

between consumers and education
networks

DISTRIBUTED SOCIETY

Continuous offering of resources
supporting the life processes of the user

Jarmo | Suorminen | 24 Living | Al Righ
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Desire [emotional]




Usually the
effectiveness of
services are
measured channel
by channel vertically.
However the
Promises and
Expectations
developed trough
advertising are
redeemed already in
the customer
interaction process.
Current multi
channel models are
incapable of
supporting cross
channel behavior.

Customer Experience

1980’s competition was based on
guality factors

1990’s emphasized emotional
factors

2000’s the differentiating factor is
customer experience
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New communication channels and
means have caused demand
towards new

kind of marketing; blogs, wom,
mobile, communities

There are more than enough
information about TOM,
preference and share

of voice figures. Value of creative
work is usually evaluated

trough these

numbers versus investment to
creative work and media
investment while

sales figures are guiding
everything.
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Interaction Channels

Customer interaction channels
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Customer interaction
channels are developed
in independent silos.

Multi channel customers are
25% more profitable than
single channel users

Most profitable path at the
moment is ordering online
and picking up from store
Multi channel customers focus
more on convenience, less

on the price tag

Multi channel customers are
less loyal

Competition is only one "click”
away

Aberdeen Group 2004
Forrester Research 2005

Sales process

MultiChannel service

Service channel Experience
I

\d

Direct call 4
| interesting service
| in net
additional O I
information via ' v
WoILE | Oproduct
I O specification in net
I
v |

product |
O specificatiop
authentication via 1
bil . .
mobte " voice etail
transaction

transaction via net

digital
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Customers don't behave
this way, they will
choose their own

paths during
the customer journey.

Users don’t behave this
way. They choose
preferred channel for
each phase of the
interaction flow.

Customer experience
design requires
understanding of the
interaction process
from customer point of
view, from sales to
purchase process

Interaction/purchase process

CrossChannel service

My Experience
Direct call interesting service
O‘_ ————— in net
-~ — — Opl’OdUCt
p— specification in net

-~
proﬂuf:t
O <pecification
authentication via transaction via net
mobile " voice retail digital

transaction
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Activation: What initiates interest and
makes people move, Were
customers self activated or

activated by advertising?

Browsing: How and in which
channels customers browse for
products, services and options,
Comparability?

Confirming: Suitability? How people
want to configure options if they

do, what they are looking for ?

Deciding: Value for money? What are

the key defined factors thatmake

a deal win or lose. How is it done;

in advertising or in face to

face contact.

Purchasing: Where customers sign
for an agreement. Value for
Money? How did the delivery

went?

Drivers:; customer motivation

Consumer Decision Making

PHASE OUTCOME

01.Activation /_%A - ﬁ TN, +o Potentials

02.Browsing i

13 Configuration

04.Decision

v digital tangible analogue usually 1
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Design Drivers

activation phase Are the desings in relation to my needs?
Dominated by WoM, Blogs, Price runners
Could | browse based on my priorities?
Using internet as the first touchpoint
configuration phase Commitment phase, could this be suitable for me?
Face to face is important

desicion phase Financing phase, value for money?
| need to think about this!

purchasing phase What about the product?
Finally the user experience
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Modularization

1.COMPONENT SHARING MODULARITY
Common technology/service module for
different contexts

2.COMPONENT SWAPPING MODULARITY
Common context for technology/service
modules

3.CUT-TO-FIT MODULARITY
Common technology/service modules for
adjustable platforms

4.BUS MODULARITY
Common platform for technology/service and
context modules

5.SECTIONAL MODULARITY
Open interfaces between technology/service
and context modules
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Mass Customization model

. Craft C izati ) Mass Customization /
From dynamIC T?Clisiluﬁrlﬂﬁ;zél;;ﬂﬂ Mass Production Open Innovation
manufacturing
processes and static oot Fomicerh
end products to ! a !
static manufacturing i ¥ e
processes and | custom design design |4 15 design
dynamic end l l l
products . .
ulld & build
- drawings (prototypes) A -% A (prototypes)
I manaraciurar g
i v
«—  feedback | | test (feedback) > < test (feedback)
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Optimized experience
Applicable business model
Enabling technologies

Intelligent ROI

Customer Innovation

improvement
and fine tuning
of configuration

customer
feedback,
reaction

second
(third ...) order

continuous
optimization

(first)
configuration fulfillment of
of prod_uct individual order
or service

storage of
customer
data and
configuration
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MassClusivity

Emerging trends

Prestige

Traditional luxury Luxury®

New luxury

MassClusivity

Mass Luxury

I

Mass Class

Standard

Alternative

-
\‘:

Commaodity
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Community of individuals

Polka Tyitd
o O

BLRRATER / LOGIN

) REGISTRATION IS FREE!

abbu.con OVER 60 MILLION HABBOS CREATED..

4,231 Habbos Habbe Istemstionsl

ﬁ HARRD HOTEL = BUY COINS E COMMUNITY L OGAMES | EMTERTATHHEWT @ﬂﬂ'ﬂ' 9 HELR

Halkber Hotal Main |

hahha music
‘Official Habbo Radie Station
Tune into bohba music

Find out more 3

wvs ([
Unter the atel 5 Mure Nuews 3

MEW T HAEBERD? SPALE FXPLORE

p LS

EXFLURE

The sstranged Donnie Santin
has returnied to Mabbo from a
lenig trip B0 camer space,

GETTING STARTED

Not sure where to go once you get on
Habbor Just click on “Hew to Habboi
Click here Lo gel starled™ o meet sa0d
talk ta real Habba playars,

Habbo Hotel is a virtual
community where you can hang
aull wilh Enends, design pour Gmn
URigUA SPAEE AR SrAEE FOLIF SN
gares snd competitions.

To get started:
1. Gt Shockwave (s free)

2. Later Habho Hotel
3. Create your Habbo and play!

HOTEL SAFETY

‘We care abauk your safety while in the
wotel: go o our Help and Safety FE.

We noed yoar hu_lp to n:h-pmv_.-;r_mg



Community of Individuals

Clear brand identity will come from the integrator (like
developer)

Customers will start by selecting the characteristic of an
apartment in relation with suitable size (single,
couple, family, extended family etc,) then following
to define the series (entry, modest, basic,
expensive, luxurious etc.) They are then guided to
select specific model with suitable specifications
which later on could be refined and personalized
trough various but suitable options.

01. Select Body (size)

02. Select Series (prize range)
03. Select Model (lifestyle)

04. Select Options (personalize)

Options will let customers to personalize their desired
model

Models are grouped to series

Series are using standardized bodies
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case

igglo
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Customer service is not a key
priority for an agent

There is a conflict of interest
between the seller and

the agent (high price for

the seller, quick deal for

the agent even though
working on a

commission basis)

There exists an
opportunity for a new,
customer-oriented
property agent

Key issues in the residential
real estate market

There is plenty of supply for apartments, but it is
still difficult to find the home of your dreams

The importance of the internet in residential real
estate transactions has increased dramatically
In recent years but the current website
solutions do not truly meet the needs of the
buyers

Real estate agents are compensated almost or
entirely on commission, hence the most
important task for an agent is to seek sale
agreements and sell quickly

In many markets, like in Finland, the agency price
level appears to be artificially high and there
seems to be no real price competition
between the key players

Nevertheless, people generally do trust the real
estate agents and let them take care of the
sale of their most valued asset, their home,
usually for a high fee
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Byers and seller meet at
the lgglo site

Helps keen buyers to find
their dream home
Makes selling pleasant,
effortless and
inexpensive

Brings efficiency to the
sales process

Internet match and
efficient Contact

Centre doubles the
sales volume per

agent

Less advertising, less
fixed costs

lgglo services the buyer and
the seller at an early stage
of the sales process

A
“Fever”
Traditional Traditional
real estate real estate
contact transaction

Silent
purchase / sale
transaction in Igglo

.

v
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lgglo model

By innovative use of the
internet and an efficient
contact centre Igglo can
produce an outstanding

customer experience and lgglo model in a nutshell
rationalize the real estate < e
sales process to an extent G AT m
. . S — | want to sell
that gives Igglo a crushing Database of residential houses |  a property
i ; -pictures, statistics, maps, ... fro l
price advantage on the s autad el e |
market. neighbourhood -user generated content. —
- pictures, stories, e
— discussion forums, blogs. .
‘\._‘_‘H‘-‘_-_ - —_—_ﬂ-_"_'#
A match th rﬂugh internet? Mo internet match N
& W
Broker assisted transaction Traditional real estate transaction
lgglo commission 1.5% (+ VAT 22%)" Newspaper ads, public suite visits

Igglo commission 2.3% (+ VAT 22%)"

*Market rate in Finland is 3 - 4 % (+ VAT 22%)

5 Helia igng




The technology trends behind Igglos development

The new Internet user culture Contact center service

Broad band ) ]
Map and routing services

Open source platform “WEB 2.0”

The digital photography boom

igglo



New company to RE markets

Rationale;

There is plenty of supply for apartments, but it is still difficult
to find the home of customer dreams.

The importance of the internet in residential real estate
transactions has increased dramatically in recent years
but the current website solutions do not truly meet the
needs of the buyers
Real estate agents are compensated almost or entirely
on commission, hence the most important task for an
agent is to seek sale agreements and sell quickly.

There is a conflict of interest between the seller and the
agent (high price for the seller, quick deal for the agent
even though working on a commission basis)
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Multi channel Real estate broker

>
_____________>
>

PRINT: F2F WWW

Activation phase; 57 % were activated by change in their needs
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O NS S— O
1179% | 1115% | 1193 %
‘i : : Confirming phase; 68 % were asking additional info F2F
""""
137% 168% | 77%
_______ G i Decisionphase; 92 % wanted todothedeal F2F
8 o '.~: ....................... S
1 13%  192% : 1i33%
\V \V \V
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PRINT | F2F

WWW

92 %0

Current Flow

Activation phase;

Big decision emotionally and economically.

Browsing phase;

Demand for F2F

Confirming phase;

Eating the resources of sales staff

Decision phase;

Broker support crucial.
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Continuous flow of hot leads

NEW FLOW

Activation phase; Design Driver > variety
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Talot ja osoitteet

Ih, 2h, 3h? E

Meilta rahat
nelioihin.
| Ota yhteyttal

©

HELSINGIN (

Taolent

Kadun nimi: | | ‘

kaupunki: |He|sinki v| %

Naytd kartalla

E Hiljaisessa myynnissa
B Myynnissa

@ Hiljaiset

B vuokrailmoitukset

[ | Korvamerkinnat, vuokra
B Korvamerkinnat, osto
B Asuintalot

B Ulkopuoliset kohteet
B Ei asuintalot

Funeberginkatu 65
| Taka-Tadld, Helsinki

. koramerkintdja, osto (1)

FEEEEEEEE

[Imakuva-aineisto: FM-karta Oy, 2001-200%5
Kartta-aineisto; Whi-data, MML 2005

» Puuttuuko kohde kartalta?

gl ¢ INASS fusion @ lgolo Oy, loolo pat pending | Haku povwered by Leiki



aht-.e |'E'|<|p|'te Td|DT'jd osoitteet

LEII'IDI"I Habe

Siirny osoitteeseen

Taolent

Kadun nimi: | | ‘

kaupunki: |He|sinki v| %

Naytd kartalla

E Hiljaisessa myynnissa
B Myynnissa

@ Hiljaiset

B vuokrailmoitukset

[ | Korvamerkinnat, vuokra
B Korvamerkinnat, osto
B Asuintalot

B Ulkopuoliset kohteet
B Ei asuintalot

FEEEEEEEE

Runeher: Jmkm" hha
Taka-Tadld, Helsinki

kKomamerkintdjd, osto (6)

[Imakuva-aineisto: FM-karta Oy, 2001-200%5
Kartta-aineisto; Whi-data, MML 2005

» Puuttuuko kohde kartalta?

gl ¢ INASS fusion @ lgolo Oy, loolo pat pending | Haku povwered by Leiki

Ih, 2h, 3h? E

Meilta rahat
nelioihin.

| Ota yhteyttal

©

HELSINGIN (
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. Taka-Tadlg
saari

i j%
_Seurasaarensels 5
Hiztaniemi

saan R ohol 1 Punavuori Hel:

|SHrSanr. = =Tl R T | P ¥
Raahaa valkoinen nelid haluamaasi suuntaan

Siirny osoitteeseen

kadun nirmi: | | >
kaupunki: |He|sinki v| %
Naytd kartalla

Hiljaisessa myynnissa
Myynnissa

Hiljaiset

B vuokrailmoitukset
Korvamerkinnat, vuokra
Korvamerkinnat, osto
B Asuintalot

B Ulkopuoliset kohteet

2 Ei asuintalot

FEEEEEEEE

akuva

i Ty, 2001-200%
< fata, ML 2005

Mannerheimintie 44
Taka-Tidlid, Helsinki bde kartalta?

koramerkintdja, osto (1)

gl ¢ INASS fusion poweered by Leiki

| h, 2h, 3h?
Meilta rahat
nelioihin.

|A5untupalvelu

©

HELSINGIN (




I Ijaiscaaa 1yyinnasa 1 Injaisc3Isa 1nyyinnaza 1 Inaiasasa nnyyinnaza 1 IaiaTaoa NIy yinnasa

(T S : _
6h + k 208 m=2 9h + k 420 m= 3h + k 76 m*? 9h + k 305 m?2
Tassa kodissa vithdyt Tassa kodissa on tyylia Tassa kodissa on valoisat Tassa kodissa on hyva

Marjaniementie 18b Rantakuja huoneet. hengittaa.

Paritalo, rak 2003 Ornakotitalo Gesterbynpolku 8 Hassellundintie

Helsinki, Wartiokyla Espoo kerrostalo, rak 1974 Omakotitalo, rak 2000
Kirkkonummi Kirkkonumrmi

> Kasolartalta - Lis#alistman  +}+ Katsokartalta - Lisaalistaan
4—}* Katsokartalta |- Lisalistaan <—I+ Katsokartalta - Lisaalistaan

Myynnissa Hiljaisessa myynnissd Hiljaisessa myynnissd Hiljaisessa myynnissd

6h + k 197 m? 746 000€ 7h + k 260 m2 4h + k 133 m?

K 5h + k 186 m?
Kauniainen, ET, oh, k, Niittyranta Tassa kodissa on kaikki. Tassa avarassa kodissa
kirjasto, rt, 4 mh, aula, Omakatitalo Yrjinkatu 8-10 on tilaa lapsille leikkia ja
khh, s, kh, 197m2 Helsinki, Wartiokyla Kerrostalo, rak 1909 aikuisille seurustella
EU_hI_SItntllB 4 52002 Helsinki, Punavuori ystavien kanssa

riflistalo, ra Mechelininkatu 13
Kauniainen, 3 kaupunginosa ‘{" Katso lrtalta + L -0

Kerrostalo, rak 1928
"I* -|— Lisda listaan - sy
Kalsokanalla Helsinki, Etu-T&sl

b Katsokartatta - Lisas listaan
b Kasolartalta - Lisaalistaan

Hiljaisessa myynnissd Hiljaisessa myynnissd Myynnissa Hiljaisessa myynnissd

6h + k 239 m?
Tassa kodissa paaset

4h + k 126 m?
Pohjoiskaari 5

3h + k 100 m=
Harvoin myynnissa. Kaksi

Siuntio, Pikkala
Kerrostalo, rak 1960 kerroksinen (8. ja 9. 6h,rh,pukuhuone, 2 vh, 4  tpoteuttamaan itseasi

Helsinki, Lauttasaari kerros) upea WC . Yerdjdpellonkatu
kaupunkiasunto kahdella  Kotilahdentie 21 Omakatitalo
* i . [T, katrntoraccilla Omakotitalo Fcotimn | enm&waars



A Igglo Oy LKY - Helsinki > Runeberginkatu 55a - Microsoft Internet Explorer

File Edit Mew Favorites Tools  Help

‘R Back + = - @ A | @Search [3] Favarites @Media @ | %v

S = 5

=Iol x|
=

Address @ http:/ fenena.igglo. fijlocation. php?card_id=26215

| @6 |Google-|

Runeberginkatu 55a, 00260 Helsinki

hito-fruneberginkatuss helsinkiigolo fi - taloyhtidn mout osoittest =

Kylla - ilmoita Igglolle

Halua|5|t|<0 Halua|5|t|<0
ostaa kodin - myydd kodin
tastd talosta? tastd talosta?
Korvamerkitse talo Ehka - testaa kysynia

AN

@

Korvamerkintdja Myynnissd

Tasta talosta : 5

Taltd kadulta 4 . L
Tasts kaupunginosasta: 88 Hiljaisessa myynnissa

Taltd postinumeroalueelta: 23

Ihmetteletkd, miksi talo on kuvattu?

Tontin tiedot TIETOLAHDE

| Talotywwppi - Kerrostalo

Rakennuswuosi | 1936

Kerroksia . 7

Rakennuksia : 1

Hissi : Ei

Huoneistoja ; 44

Huoneistojen Koot ; 22m?- 367m?

.' Kerro tarina talosta

! % Kuvaile taloa

) @ Lisakuvat Laheta lisaa kuvia
“ |z| Alueen viistoilmakuyat

\oita oma kotisi kuukaudeksi.
Tarkista talon tiedot

Entdpd
vuokraaminen?

Yuokralainen - Korvamerkitse talo
Yuokranantaja - Hae vuokralaisia
Yuokrananiaja - Tee toimeksianto

T T [Ty

Wuokralle tarjotaan

WVuokralle tarjotaan hiljaisesti

&l

tarvitsee
uuden

vakuutuksen

x>

ol

|_: [ @ Internet

N




A Igglo Oy LKY - Igglon kodinvalittdjat - Microsoft Internek Explorer

File  Edit

Favorites  Tools  Help

‘R Back + = - @ A | @Search [3] Favarites @Media @ | %v S =

Address

@ hkkp: f e, igalo, Fifabout, php?page=about_brakers

| @6 |Google-|

igglo

loglon kodinvalittajilla on yhteensa yli

200 vuoden kokemus alalta.

[galon kokeneet ja ammattitaitoiset kodinvalittdjat ja asiantuntijat huolehtivat asuntokaupastasi
tai asuntosivuokraamisesta luotettavasti ja lain mukaisesti.

Helsingin niemi ja tainen paakaupunkiseutu

kantakaupunki, Kallio, Lauttasaari, Munkkiniemi, kulosaari, tAkeskus, Yuosaar, Sdderkulla

Komi Markku
Wwyritijohtaja LW

Puh. 0500-744 348
markku.komigigqlo.fi

Maenpaa Marja-Liisa
Mynntipaallikkd LY

Puh. 050-555 4384
marja-
liisa.maenpaagmigqqlo.fi

Erakare Raimo
Kodinvalitaja

Puh. 050-343 4443
raimo.erakare@igglo.f

Fnrsstriom Marianne

5 _ Norra Sari i
A T Kodinvalittaja !
4“;. 1

i Puh_ 050-351 1338 0
sari.norrag@ioqlo.fi
Pihlajamaa Anneli E

Kodinvalitaja

Puh. 050-340 1784 0
anneli.pihlajamaag@igglo.fi
Puha Maarit i

kodinvalitaja

Puh. 050-3434 962 0
maarit.puhag@igqlo_fi

Kifjaudu lgegloon | Rekisterdidy

Etusivu | Karttahaku | Haku | Osta | Myy | Vuokraa | lgglo Oy | Yhteydenotto

Asiakaspalvelu

Fuh. (09) 228 228
Fax. (09) 241 0010
asiakaspalvelu@igglo.fi

ma-pe 8-20,
la—gu 10-17

lgglo Oy
Mannerheimintie 15

00260 Helsinki
= Ota yhieyita

IR [ PR Uy [PPSR H R [Rpp— p—

: i“ﬁ
v Ix

|ﬂ:| Dane

[ | | |® Internet

L




case

elisa

Jarmo | Suominen | Professor of Mass Customization | UIAH | All Rights Reserved 2007



Case broadband

Rationale;
Broadband markets were developing and maturing
rapidly in 2004, gaining market share was crucial.

Objectives
Gaining the market share. ldentifying the main
differentiators from customer point of view and
locate the current barriers in sales process.

Product: B2C Broadband connection
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F2F

Barriers for closing the deals

OE Activation phase; 69 % were activated by Ads
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CC F2F

Current Flow

OE Activation phase; New Advertising/selling line:

How to make the decision which brands are potential or relevant

i Aniadeiedbt S iatis Eafiadiadiedhe et

L
|
1
1
|
1
|
|
»

B e T

<
<
<

OE Browsing phase; Supportive / understandable information

What speed matches my needs? How fast do | get the product?

OE Confirming phase; Detailed information about purchase

Customer’s wanted once more discuss about the delivery process

OE Decision phase; Support in stores

Customer’s felt too unsecure to buy online.
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/A A
. CC ! F2F
OE Activation phase; Design Driver > understandable promice
"""""" 11U Theeasiest and quickest way to buy reliable broadband.”
j,i J,E\ OE Browsing phase; Design Driver > easiness
---------- A - - \-T-\-------- g g g g g S
“f’ N Browsing tools for independent buyers. 24 h Call Back.
- OE Confirming phase; Design Driver > clear decision making
""""" W W /N7 set up of a separate CC call back unit. To assure and sell.
| OE Decision phase; Design Driver > support the decision
_________ r:Ff'_'_'_ -TTsTs=== _|"\_'_'_""_'_"'"_'_'_""_'_'_"_'_'_""_'_'_"_'_'_""_'_'_"_'_'_""_'_'_"_'_'_""_'_'_"_'_
A - Info and sell functions were separated. Selling process is shorter.
v v
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Major Path

Internet Voice Retall
I I *

Activation Browsing Confirming Purchasing
66% 714% 56% 79%
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A Flisa Laajakaista - Microsoft Internet Explorer

File Edit Mew Favorites  Tools

Help

‘R Back + = - @ A | @Search [3] Favarites @Media @ | %v b E ~

Address @ http: /e, elisa. fiflaajakaista)

» Yksityisille

> Yrityksille

> Sijoittajille

> Tietoa Elisasta

Internet ~

Laajakaista v
Tatjoukset
Valintaopas
Tuotteet
Hinnastot
Hankinta
Tarvikkeet ja asennus

Kayttajan tuki

Elisa Laajakaista

Sinulle sopivin laajakaista

»oWalitse kivittarpeidesi perusteslls

Laajakaistatuotteet

* Elisa ADSL * Hinnasto
* Elisa Kaapelimodeemi * Hinnasto
» Elisa Kotiportti * Hinnasto

Elisa
Laajakaista

» Helppo

« Turvallinen
« Nopea

- Edullinen

1M tai nopeamman Elisa
Laajakaistan avaus -50%

Voimassa Elisaverkon alueella

1M tai nopeamman yhteyden avaus
hintaan 39€ (norm. 78€) sekd tieto-

turvapalvelun avaus ja 3 kk kayttd O€
Tarjoukset voimassa Elisaverkon alueella,

> Tilaa liittyma

»Tutustu tarjoukseen

: i“ﬁ
I Ix

[ | | |® Internet

N




Elisa Laajakaistapaketti yhteensa:

Valitse tietokone

O HPNX 6310 XP Home 25,00 €/kk
Kertamaksu 600,00 €

O HP Pavilion DV6111 MC 35,00 €/kk
Kertamaksu 840,00 €

O HP Pavilion DV9014 MC 45,00 €/kk
Kertamaksu 108000 €

» Valitse ja sulje

HP NX 6310 XP Home

Intel Caleron M 430, 512Mt keskusmuisti,
DVD+-RW asema, 15.0" TFT-ndytto,
Langaton laajakaista WLAN, LI-ION-akku,
b0 Gt kiintolewy, PCMCIA, 2%USE 2.0,
Firewire, suomenkielinen Windows XP

korjaamotakuu

< Takaisin




< Takaisin

Elisa Laajakaistapaketti yhteensa: 69 ;90 €/kk

Kertamaksut 0,00 €

» Sulje

Valitse Elisa Laajakaista

O 1M /512 kbit/s 24,90 €/kk 8M /1Mbit/s Full Rate

Elisaverkko Elisaverkko
Kertamaksy 0,00 €

O 2M /512 kbit/s 34,90 €/kk
Elisaverkko
Kertamaksu 0,00 €

@ 8M /1Mbit/s Full Rate 44,90 €/kk
Elisaverkko

Kertamaksu 0,00 €

Cr 24M /1Mbit/s Full Rate 49,90 €/kk

Elisaverkko
Kertamaksu 0,00 €

» Valitse ja sulje




< Takaisin

Elisa Laajakaistapaketti yhteensa: 7 2 33 9 €/kk

Kertamaksut 59,76 €

L + 8M /1Mbit/s Full + Langaton WLAN

Rate Elisaverkko ADSL-modeemi
HP NX 6310 XP A-Link Roadrunner 24AP
Home (WLAN)

Kuukausiers Valitse tietoturvapalvelu Valitse asennustapa




learnings...
Mass Customization menu
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Clear ldentity

Lettuce

Hamburger Model
Identified brand
Predictable options

Bread

French fries & soda

Cheese
Tomato

Beef
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Cross Channel

Fondue Model
Refining the product Bread

Lettuce

Cheese

\ Tomato

Beef
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Simultanious

Lasagna Model
Simultanious
processes
Independe

Layer of pasta

Filling

ayer of pasta
Filling
Layer of pasta
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Modular

Dynamic e
product
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cwomimenenkvou - Cystomers don’t want
choices; they just want
exactly what they want

(Joseph B. Pine 111)






