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Abstract: Different design traditions address the design of services. When adopted alone, they can
limit design, especially if services systems are complex. Some combinations among service design
traditions are theorized in the literature and a cultural synthesis is considered a priority. This paper
discusses a practical application of that synthesis: systematic/data-driven methods from engineering
and service innovation are applied within a participatory and transformative environment. Intangible
versus material and functional versus experience service elements are considered. The case study on
urban markets shows that economics and the transactional/functional mechanics of a service system
must be understood for proper design actions, and that overcoming separations between strands of
literature is necessary to achieve this aim. Moreover, since urban markets are two-sided platforms in
a physical setting, the study allows easier investigation than in modern digital platforms regarding
how platform economics affect the design of a service system, providing insights for digital services
as well. Originality is due to generally scant contributions on urban market design, since markets are
often regulated, rather than designed, beyond the rare practical attempts of cultural synthesis.

Keywords: service system platforms; data-enabled design; urban markets

1. Introduction

Today, service systems are mainly enabled by ICT platforms, whether physical or
internet-based. These ICT platforms, on the one hand, activate peculiar transactional and
functional mechanisms, the awareness of which is relevant in the design of service systems;
on the other hand, they embody a way to collect data that is useful in designing the service
system as well. The matter of discussion regards the integration of those elements of
knowledge from the different disciplines of designing a service, so that service systems
(even more regarding platforms) can be properly designed.

The design of service systems has usually been approached from disjointed cultural
schools of thought that have created quite separate strands in the literature [1]. Such distinc-
tion among disciplines ensures methodological coherence, since it refers to homogeneous
cultural domains [1,2], but may somewhat limit the comprehension of the service system
itself (especially when complex) and the design action.

Integration between the different cultural traditions in any of its forms (namely, ‘Multi’-
‘Inter’-‘Trans’-disciplinary research) has long been considered a research priority [3]. Nev-
ertheless, even attempts to find whether a conceptual synthesis among cultural traditions
exists (e.g., [4,5]), applications in practice are scant [6].

This paper addresses this challenge: the described case study proves that formal,
systematic, data-driven methods with their roots in Engineering and Service Innovation
culture can be practically adopted in constructivist and participatory Service Design settings.
In this sense, this paper also proposes a model for the design of service systems that merges
different cultural domains (e.g., Urban Planning, Economics, Service Design), oriented

Systems 2023, 11, 66. https://doi.org/10.3390/systems11020066 https://www.mdpi.com/journal/systems

https://doi.org/10.3390/systems11020066
https://doi.org/10.3390/systems11020066
https://creativecommons.org/
https://creativecommons.org/licenses/by/4.0/
https://creativecommons.org/licenses/by/4.0/
https://www.mdpi.com/journal/systems
https://www.mdpi.com
https://orcid.org/0000-0002-2204-0279
https://orcid.org/0000-0002-5337-989X
https://doi.org/10.3390/systems11020066
https://www.mdpi.com/journal/systems
https://www.mdpi.com/article/10.3390/systems11020066?type=check_update&version=3


Systems 2023, 11, 66 2 of 31

towards multi-stakeholder contexts, adopting both systematic and process/experience-
oriented tools within each phase. In particular, data-driven and systematic tools become
means by which communication and participation in design becomes immediate.

What is proposed here is aligned with the approaches by [7,8], from Service Design,
and by [9], that used, from a Service Innovation perspective, empirical data to aid the
design of service systems. The generated evidence is coherent with the antecedents of
experience, as in [10], and is consistent with [11] in considering public service peculiarities
to which to adapt the Service Dominant logic.

The proposed matching of different design traditions and cultural domains instead
is original in view of the scant other attempts in the literature (as stated in [6]), both
methodologically [12] and because of the peculiarity of the case study (see Section 2). This
paper shows that, without merging perspectives, some design requirements would not be
equally determined.

What is proposed here is also aligned to the systematic processes of concept generation
of Product Services System design, especially in view of solving interferences among
tangible and intangible components (e.g., [13]), even if the case described in the paper
does not strictly belong to the typical classification of PSS. In fact, following traditional
classifications [13–17], the retail case described here involves material products, even if these
are not to support delivery, are not followed by additional services, are fully transferred to
customers (both in their ownership and functions), and their physical component cannot
be replaced by intangible one. Instead, the case study can be classified as a complex service
system for the nature and the architecture of the system, according to the classification
proposed by [18].

Incidentally, therefore, an urban open-air market (or “markets” hereafter) system in
a citywide setting embodies a rather unique design case with respect to other services
studied in the literature, for various reasons.

First, markets are a widespread retailing channel that fulfill multiple functions in a
city; they have a significant economic value and a strong socio-cultural role. From the last
report in Europe, markets employ approximately 1.5 million people. Italy has an especially
high number of open-air markets, which involve approximately 160,000 firms, with an
employment of 350,000 people and a total turnover of 26 billion Euros [19]. In view of that,
a European plan on urban food systems is scheduled for completion in 2030 [20].

Although not being a product service system, urban market design includes the four
elements cited by [21] because of its nature as a complex service system [17]. At the local
level, an urban market embodies a multi-agent service system that behaves as a (physical)
platform. This two-sided nature in a physical setting allows for easier investigation (without
the elements of complexity of internet-based platforms) of how platform economics, such
as agglomeration phenomena or externalities, affect design. Additionally, such a two-sided
nature implies that these design issues are driven by the needs and the experiences of both
sides of the service system. At the city level, instead, the urban market network represents
an intriguing case of a multi-interface service system in which specific issues (e.g., service
coverage, overlaps in offering, competition, etc.) make the study of interaction between
the interfaces particularly interesting. Finally, contributions to urban market design are
scant in the literature [22], and markets have often been thought of as something to be
regulated [23], instead of being designed as a ‘service system’.

The objective of this study is determined through the specific objectives described
in Figure 1.
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Figure 1. How the research aim is pursued through the paper.

The following investigates the relevant literature, guides the reader through the
methodological description of the overall approach, and then proceeds with the case study
description. Finally, implications for designers are drawn and further research directions
are discussed.

2. Literature Review and Background
2.1. The Different Cultural Traditions That Approach the Design of Services

The design of services can be approached from four different perspectives that vary
because of their different notions of ‘service’, and because they are rooted in different
schools of design [1,2]. Two traditions characterize the design of services. One, which arises
from Engineering, mainly considers ‘design’ as problem solving; the other, from Architecture
and the Arts, tends to conceive ‘design’ as an exploratory investigation process. Moreover,
and independent of those cultural traditions, the two possible perspectives are traditionally
adopted when looking at a service as the ‘object of the design activity’. The former tackles
the design activity, considering the service as a category of artifact; it therefore looks at the
service components and the service architecture. The latter instead focuses on the activities
and processes involved, sometimes also tackling the temporal nature of them.

Drawing from the demarcations stated in [1], these cultural differences can be framed,
as shown in Figure 2.
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Therefore, in Engineering, design is specified in advanced problem-solving processes,
which use systematic procedures and rigorous methods. This view branches into two. If
the service system is considered a category of an artifact–being similar to a product, albeit
an intangible one–one can refer to New Service Development (NSD) and Service Innovation
(e.g., [23,24]). Conversely, if the service system is thought of not only as an intangible output,
but as a process in which resources, experience, and knowledge are exchanged (e.g., [25,26]),
the Service Dominant Logic (SDL, [27–31]) prevails. In these two streams of research, while
some contributions have addressed the design of customer-oriented design processes from
a methodological point of view (e.g., [4,32–36]), others have covered specific features, such
as operational and administrative [35–37], technological (e.g., [35,38]), architectural [39],
and social issues (i.e., regarding the human interactions inside the service, [40–44]). Again,
although focused on experience (e.g., [45–49]), design choices were aided by systematic
methods (e.g., [50,51]).

Instead, according to the traditional interpretation as outlined in Architecture and
the Arts, design must be conceived as an exploratory investigation process. This tradition
maintains the dualism in considering service systems either as an outcome or as a process.
In the case of the former, Design Thinking and Co-Design are well-known methodological
references and both can be indifferently applied to products or services (e.g., [52]). In
the latter case, Service Design is seen as a “platform for action” by which a variety of
actors are continuously engaged over time. A specific ‘temporal’ meaning is attributed to
services, which are viewed as continuously evolving contexts. This choice characterizes
the ‘Design for Service’ literature [53–55] and, in public services, the Transformative Design
approaches [56,57].

Recently, some contributions attempted to blend both the two engineering and archi-
tecture/arts traditions [4,5]. This paper aligns with these contributions, being persuaded
that the typical methodological rigor of engineering does not hinder the freedom of de-
signers to explore the complexity that is inherent to a service ‘as a process’, and to attain
intensive involvement by the actors. The core of this synthesis lies in a human-centered
focus, which is generally common to all of the above approaches, and in considering the
integration of methods/tools from different domains possible [3].

2.2. Service Design and Platform Design Applied to Services

Among the systematic methods used to design service systems, Modularity and Design
Platforms are an option. Their use has attracted increasing interest over the last 10 years
(e.g., [58,59]), and from the fields of Service Operation, Marketing, and Management.
These are usually adopted for managing the conception of more variants from the same
system architecture, and for managing the trade-off between flexibility and differentiation
costs (e.g., [60]).
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Platform design has been applied to a variety of service sectors, such as healthcare
(e.g., [61]), logistics (e.g., [62]), finance (e.g., [63]), and IT (e.g., [64]); while it has rarely been
applied to public services, though excluding healthcare.

The limited application to the public sector likely depends on the fact that public
services have traditionally been studied either without considering the design viewpoint
(for instance, markets have just been studied considering urban planning criteria) or because
they are designed through approaches that naturally do not consider platform methods as
suitable, since they are usually adopted for non-participatory design decisions.

However, when modularization influences customer evaluations and service complex-
ity is significant, modularization and platform design methods from Engineering Design
have been suggested as the most appropriate (e.g., [65,66]). Today, digital service sys-
tems have made them a key design pilot [67], and they are usually adopted to provide
personalization/customization.

Moreover, the specific goal of this paper distinguishes the use of platform design from
other contributions in the literature. Platform methods and modularization are usually
applied to services, but with the aim of operational optimization (e.g., [68–70]), or for
designing service extensions and changes over time (e.g., [66,71]). In these cases, design
implies the inclusion/exclusion of service modules to improve performance, or to reduce
costs with respect to previous versions. Instead, in this study, design entails understanding
which parts represent the essence of the service being offered and its value constellation,
which instead can be devoted to generating differentiated experiences. Moreover, the
aim of this paper is to use these methods to primarily maximize customer utility, and
not to maximize the market share or profit of a specific economic player, as in other
contributions (e.g., [72–74]).

2.3. Urban Markets and Their Design

Urban markets represent a worldwide, widespread retail service system. Sometimes
they, although maintaining in a minimal part their commercial connotation, take also a
touristic meaning (Boqueria at Barcelona, Portobello Road or Govent Garden at London).
This embodies the cultural and social role that always has been recognized to markets [36].
The analysis of this role is beyond the objectives of this study; markets maintaining the
original retail purpose are here considered.

Urban markets differ worldwide: in the USA, they are mainly ‘farmer markets’, while
in Europe and Asia, markets take place in closed settings and/or with fixed stalls. In Italy,
they are always located in an urban context and in the open air with movable stalls. They
provide different categories of goods; most operators are pure retailers that source from
general distribution hubs, while a minority are farmers.

Despite these differences, worldwide urban markets that open every day or on a
given weekday have been traditionally considered trade areas, where customers find basic,
cheaper goods and often excellent foodstuffs, and with careful assistance in purchasing.
Therefore, people are able to find everything they need within walking distance from their
home, to meet neighbors, and to establish trusting relationships with the retailers that
regularly operate there.

Urban market economic and social relevance is evident [75], but nothing is available in
the literature regarding their design as a ‘service system’. Both the nature of urban markets
(e.g., [76]) and the methodologies for their design and planning [22] are understudied.
When investigated, markets have been studied in sociological or economic terms [23],
considered as part of the urban commercial system [77], or as objects of regulation (e.g., [78]),
and spatio-temporal planning is the most investigated issue (e.g., [79]) even if they are
considered as an opportunity for social innovation (e.g., [80]) or economic development
(e.g., [81]).

Retail Management has neglected this commercial channel [82]. Intra-channel or
inter-channel competition issues have been mainly studied in regard to large trade formats
(e.g., [83]), and marketing strategies specific to this channel are seldom explored [84].
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Service Design has mostly neglected markets as well, although they embody a public
service and the literature on public services is fairly rich [53].

The application of design approaches (and, specifically, an integration of these) in-
stead would provide value to the urban market system. Markets, in fact, have particular
elements of complexity (discussed hereafter in Section 2.4) that call for formal, systematic,
data-driven methods, even if they are practically adoptable in constructivist and highly
participatory settings.

2.4. Complexity of Urban Market Services and (Two-Sided) Platform Dynamics

Designing an urban market network means facing specific elements of complexity:

1. Urban markets are distributed over an urban area. This requires a study of the
service system at two levels: the single market itself as a retail platform and the entire
network of markets in the city, where each market embodies one interface within a
multi-interface service system. Consequently, hierarchical modeling of the service and
the study of the system architecture are critical. For the former issue, even in retail
contexts where interaction and organizational issues still remain central, SDL can
be helpful [50]; for the latter, System Engineering can provide a valuable aid. These
approaches clearly belong to cells 1–2 in Figure 2.

2. Urban markets embody a two-sided platform, for which two distinct groups (i.e.,
retailers and consumers) provide each other with utility and externalities as a result
of participating in the platform. There is ample literature on two-sided platforms
(e.g., [85,86]), which however are mainly concerned with ICT services (e.g., Uber,
Airbnb, or Amazon). Platforms nowadays have become extremely relevant because
of their economic value and since their tendency to follow a winner-take-all strategy,
which ultimately leads to monopoly. This usually occurs when network externalities
are strong, the costs of participating to multiple platforms are high and differentiation
between platforms is low [86].

3. Urban markets are iconic, since they are a physical platform with strong network
externalities, low costs of participating to multiple platforms and specific differenti-
ation mechanisms). This nature of this economic platform requires studying those
variables that govern the system dynamics and which affect the service value, as SDL
suggests ([27–30], located in cell 1 in Figure 2). A single focus by designers on expe-
riential and intangible service dimensions, neglecting the economics of the system,
would lead to misleading design actions.

Particularly, designers must consider that two-sided platforms are driven by agglom-
eration phenomena; same- and cross-side externalities [85]. A larger market (a higher
number of stalls) will attract a larger number of consumers and this will attract, in turn,
more retailers. Conversely, if supply is poor, consumer traffic will be low and this will turn
retailers away. Therefore, each market (i.e., a single service interface) is only definitively
effective if it attracts not only customers (as usual), but also retailers.

Therefore, designers have to investigate the needs and motivations of both sides of
the service system, since both must be considered as users. They both (not only customers)
are independent economic actors, not passive agents of the service system, leading to
particularly relevant consequences:

• Urban markets, different from other ICT-platforms for retail, propose a purchasing
experience in which consumers physically visit the retail outlet, without a multi-
channel configuration. In this sense, they differ from other cases in the literature
(e.g., [87]) and instead face different issues: a sufficiently large city, in fact, will host a
network of markets; this distribution of markets in the urban territory ensures service
coverage to customers, but provokes intra-channel competition within the single
market and among markets in the city, as well as inter-channel competition with shops
and supermarkets.

• In some countries, such as Italy, the choice of where to operate in a market is left free
on a daily basis to retailers, who may consider it more or less convenient to sell in a
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specific area. This autonomous choice determines the daily market assortment, and
presents a different chance for each market to face competition.

If the choice of retailers is autonomous, designers can only make a proposal of market
design. This proposal must consider competition and differentiation, looking at the urban
territory, but must also be explained to retailers engaged in each single platform, in order
to make it a shared project and guide behaviors towards a common benefit. Service
innovation and Platform methods (Figure 2, cell 1), which are demonstrated valuables
in several contexts [88], can be adopted to manage differentiation requirements, while
participatory approaches (Figure 2, cells 3) can be adopted to capture motivational aspects.

1. Market areas are public, and municipalities aim to ensure service coverage in the urban
territory, avoiding underserved districts or boroughs, both in terms of the presence of
markets and for assortment completeness. Municipalities exert their administrative
power to provide the physical platform within which markets operate (i.e., the market
area) and commercial licenses, which grant market retailers with the right to sell a
given commodity in a public market area (depending on the local regulations, the
right to occupy a specific stall place in a given market and on a given day). However,
retailers can give up their rights on the basis of personal considerations (e.g., in some
cases depending on the day, and due to weather). Therefore, the license mechanism
often results in being unable to plan and confirm regular service coverage in each
market area within a city.

Optimization methods could be used for planning optimized coverage (Figure 2,
cell 1), but an urban market service system is a multi-stakeholder negotiation environment.
Therefore, participatory approaches are mandatory for capturing those aspects of a service
configuration that evolve in engaging a variety of actors over time, whose interests are
sometimes conflicting. In this case, designers cannot neglect the use of transformative
approaches (e.g., [57]; Figure 2, cell 4).

2. Finally, the attractiveness of a market depends on its value proposition that attracts
consumer traffic inside the market. This depends on assortments (which, as previously
mentioned, is definitively defined by the number of stalls selling each commodity),
on its quality, on expectations, and emotional aspects, or on the social relations that
each market fosters among its participants. These elements are again dependent
on the behavior of individual retailers that decide what they will offer, and are also
influenced by the same-side effects typical of economic platforms. Each retailer in a
market, for instance, also has to cope with the opportunistic behaviors of unpleasant
colleagues (e.g., not complying with opening hours, neglecting stall appearance of the
goods on display, etc.), which damage the attractiveness of the market.

Designers must consider such side effects as an urban market, in a similar way to
other market-based platforms, is perceived by customers as a whole [89]. Again, the only
possibility designers have is to engage retailers in the project and guide their behaviors
toward a common goal and mutual benefits.

Figure 3 depicts how all of these complex elements make the adoption of a sin-
gle design perspective insufficient, while only the integration of design tradition can be
really valuable.
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3. Aiming at an Integrated View of the Design of Service Systems
3.1. Emergent Issues

The previous section outlines the risks and limitations of ‘reducing’ design to consider
different conceptions of service and to one singular cultural tradition. Complex cases,
such as urban markets, show it is necessary to bridge different design views and to blend
systematic methods with participatory approaches.

Single-design cultural traditions might be limiting when a service contemporaneously
calls for:

• An analytical study of the variables that govern service economics (Figure 3, cell 1);
• A rigorous study of the system architecture and processes, especially in view of

interactions and experiences (Figure 3, cell 2);
• A participatory approach to cope with the multi-stakeholder/public nature (Figure 3,

cells 3–4).

The next sections describe how the analytical methods for the study of market dy-
namics, together with platform design and optimization (Figure 2, cell 1), can be framed
into a hierarchical model of a multi-interface service system (Figure 2, cell 2), integrated
within a participated context (Figure 2, cell 3)1. While types of integration (2 + 3, or 2 + 4)
are already present in the literature of the design of services (e.g., [5]), such a typology
(1 + 2 + 3, 1 + 2 + 4) has not yet been attempted in the literature.

Conversely, without mixing these perspectives, the service design problem would not
equally consider the requirements in Table 1. In Section 4, the results clearly show how all
of the requirements that further emerge can be merged to complement the service system.

Table 1. Requirements derived from the economics of the service system.

Requirements from the
System’s Economics

Requirements from Stakeholders

Municipality Retailers Customers

(to investigate): service system
from a hierarchical perspective

(constraint): multi-stakeholder, negotiating environment,
subject to political tensions

(to investigate): agglomeration
phenomena, same-side and
cross-side externalities, typical
of two-sided platforms
(constraint): attractiveness of
each market depends on
assortment decided by
independent economic actors,
but it had an impact on the
customers’ interest

(to ensure): service coverage
and assortment completeness
(constraint): the adopted
license mechanism

(constraint): retailers are
independent economic actors
and not passive agents of the
public service

(constraint): customer
experience, in a similar way
to shopping malls, is affected
by agglomeration (poorer vs.
richer configurations)
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Table 1. Cont.

Requirements from the
System’s Economics

Requirements from Stakeholders

Municipality Retailers Customers

(to ensure): service coverage in
an intra-channel and
extra-channel competition
environment
(to ensure): physical purchasing
experience, without a
multi-channel configuration

3.2. The Methodological Proposal and Its Founding Roots

In terms of the systematicity and methodological rigor of the study, a service design
problem of such complexity can be approached using two well-known perspectives: the
SDL [50] and the Engineering Design traditions [90].

The SDL can be used for the definition of design tasks, focusing on the hierarchical
modeling of the service system from the overall service concept and its entire value con-
stellation up to the design of the service encounter. These three levels of design, as shown
in Figure 4, are conceptually connected with the hierarchical levels of the service system
itself. In the case study, the value constellation embraces the entire urban service offering
provided through the multiple interfaces (i.e., the markets). The service architecture repre-
sents the entire set of service components of the value constellation, and, if one adopts the
platform design methods, it implies designing both the platform and the single modules.
Finally, each of the multiple interfaces is implemented through a specific service encounter.
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SDL focuses on the value generated for/by the actors engaged in the service through
an interdependent and reciprocally beneficial exchange [28,30]; therefore, SDL has always
conceptualized co-creation [30,91], even if only recently, and it has also focused on the role
of institutions [92]. However, an appropriate integration with participative approaches
finds scarce practical applications, especially for public services [12]. In this paper, the
authors cope with this challenge through the followed design process and the adopted
methods, making the adoption of a participatory perspective even more explicitly evident.
The combination of participatory approaches occurs at all of the following three levels:

1. At the encounter level: here, economic, transactional, and functional aspects are not
only studied to perform an effective design action, but also to activate the participatory
process. User needs and encounter processes in the service system can be investigated
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through more traditional (focus groups and questionnaires, customer journeys, etc.)
or novel (field data analysis, if using digital platforms) methods; however, the func-
tioning mechanisms and underlying economics must be thoroughly analyzed through
systematic and empirical approaches, to then be shared to stakeholders, to increase
awareness, and to build a common vision regarding the design problem.

2. At the system architecture level: a platform-based approach is suggested for the design of
the architecture to find a balance between flexibility and differentiation. This might be
even more useful for designing digital services, where personalization/customization
are key drivers. However, these methods are not in contrast to the aim of adopting
participatory approaches. Given the simplicity of the concept of modularity, they
can be used to structure the enquired data and to discuss the alternatives with stake-
holders [93], formulating a “platform for action” by which to enact the co-design
processes [94].

3. At the value constellation level: the different value constellation alternatives can be
generated from the combination of modules, to be put either inside or outside of the
previously defined platform. Generally, the main design issue for multi-interface
systems is caused by the coherence and coordination among the service interfaces [48].
In this case, the coordination of the service alternatives is particularly relevant to
address differentiation, and the platform-based design ensures coherence. At the level
of the service system, again, the use of platform methods helps in the formulation of
design choices and the negotiation/sharing processes with stakeholders.

The second reference [90] instead structures the entire design process according to
a usual Engineering Design approach. Despite the marked consistency from a problem-
solving perspective [1], this model has not been found to be in contrast to Service Design
perspectives. In fact, this model does not limit the possibility of considering a process as the
subject of a design activity, nor does it neglect the experience associated with the service.
Finally, it does not imply any detachment between the designer and the design object;
hence, it can easily be applied in participatory co-design or multi-stakeholder contexts.

The overall process results are depicted in Figure 5, and they are divided into four
phases (i.e., Problem Setting, Need Identification and Requirement analysis, Concept
Design, and Detailed Design). They are articulated as per the three abovementioned levels
of the service system.
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The merging of the different approaches to design occurs again in this setting: the design
phases, which are usually conceived for a traditional problem-solving approach, become
a guideline by which to move between the different levels of the service system. Within
each phase, single and multiple interfaces are designed, considering the service process, the
experience gained during the process, and the multi-actor and participatory environments.

The proposed matching of different design traditions and cultural domains has not
yet been attempted in the literature, and, as will be illustrated, it enables a comprehensive
identification of the service requirements that would not be equally determined. The next
section describes the methodological approach adopted through the illustration of a case
study. As previously illustrated, the reasons as to why the design of the market service
system embodies a unique design make them appropriate for the illustration of such an
approach. The issues of validation and generality for the application and the shift from the
specific case in hand to other service cases will be illustrated in the results section.

For reasons of brevity and for clarity of presentation, the collected data, analyses, and
further methodological insights are provided in the Annexes.

4. The Case Study
4.1. The Market Service System in Turin

Turin is an important business and cultural center in northern Italy.; the metropolitan
area has a population of approximately 2.2 million. Today, it is a lively commercial city
with 28,000 stores, 203 supermarkets, and 7 shopping malls and 42 open-air markets spread
throughout its districts. It is an interesting case study since, together with Barcelona and
Warsaw, it is one of the European cities with the highest number of urban markets. Porta
Palazzo, which is close to the city center, is also the largest urban open-air market in
Europe [95].

In Turin, markets mainly offer four product categories: fruit and vegetables, other
groceries, clothing and fabrics, and a minimal variety of other goods (e.g., detergents, etc.).
These categories are not equally relevant for the general assortment of a given market, as
some of them decide the market’s commercial value proposition. In most cases, fruit and
vegetables are the main ‘anchor category’, even if some markets attract traffic through an
attractive assortment of other products (e.g., clothing and fabrics).

Figure 6 shows the configuration of the 42 open-air markets within the city. Figure 6a
shows their distribution with respect to population density, while Figure 6b describes
the ‘de facto’ offering at the time of the project, according to three marketing variables:
assortment (generalist vs. specialized on specific commodities), price/quality (high price
and quality vs. low price and quality), and geographic location (proximity vs. long range).
For instance, “proximity markets” provide a generalist offering for closer customers, while
“clothes and fabrics markets” provide a specialist offering able to attract customers from
the entire urban area. “No vocation (no specific value proposition)” markets do not have a
specific characterization able to attract customer traffic inside, thus causing the Municipality
to doubt their necessity.

In Turin, the licensing procedure is one of the most complex. Retailers have the
freedom to choose between two administrative procedures: a license specifying a regular
schedule of attendances in predefined markets, or a license with the freedom to make
decisions on a daily basis according to personal preferences. In this latter case, license
holders can go to any area they prefer, but their admission depends on the precedence they
have achieved through historical rankings. Highly ranked retailers are more likely to be
admitted to any market, but they obviously tend to go to the most visited markets. The
coverage depicted in Figure 6b is the outcome of such a policy, emerging from spontaneous
location decisions of each retailer and not as an outcome of planning actions. The munici-
pality is far from being able to plan/ensure regular service coverage in the city and in each
market area.
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Competition among stores, markets, and supermarkets is embittered by a ring of
shopping malls in the surrounding area and by new formats of food retail that have
originated in Turin (e.g., the high-end food store, Eataly). Finally, political tensions between
the municipality and incumbent retailers are also fueled by progressive (still not completed)
applications of EU regulations (e.g., the Bolkenstein’s 2006/123/CE directive). Between
2012 and 2013, these tensions even erupted in a few rallies and riots.

In view of such a complex situation, the municipality over time became aware of the
necessity for a structured design approach, beyond the traditional urban planning criteria,
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to rethink the entire market service system and to redefine the role of markets for the city.
A similar choice was made in other European cities (e.g., London, [96]).

4.2. The Design Process to Reach the Design of the Entire Value Constellation

In the case study, the setting phase of the design process in Figure 5 consisted of the
study of the current situation (S1, in Figure 11 at the end), and in identifying the economic
and structural variables that were shaping the markets’ functioning and attractiveness (S2).

An empirical analysis of the daily market saturation and the commodity percentages
from the local police authorities was conducted. At the level of the single market system,
data were used to investigate saturation, but to also check whether urban markets were
truly size-sensitive as other two-sided platforms. Then, at the level of the urban service
system, these data were used to understand how commodities were distributed. The results
showed that:

• A total of 26 markets out of 42 had significant problems in service delivery (16 mar-
kets had a saturation <50% of the total allocated space, and 10 markets achieved
less than 30%);

• The market size effectively represented a structural variable dominating attractiveness:
the larger markets attracted more customers than the smaller ones, and vice versa,
confirming their two-sided nature (Figures A1 and A2 in Appendix A);

• The markets’ offerings were quite haphazardly distributed throughout the city, often
with adjacent markets sharing the same offering (e.g., markets with “clothes and
fabric” were concentrated in the city center, see Figure 6b).

This empirical evidence was quite valuable to both the municipality and the retailers.
In particular, the municipality became aware that:

• Market size was due to the allocation mechanism that influenced the retailers’ location
choices. The principle of giving retailers freedom to choose where to locate themselves
led them to move to where they perceived they would gain more. As an outcome, the
municipality’s service coverage goal was not being achieved;

• Customer experience was affected by poorer vs. richer configurations. Again, the
Municipality’s objective of ensuring a good service experience in each of the city’s
markets was not met;

• More interventionistic approaches to allocate retailers to markets with the aim of
improving market coverage would have implied a complex effect on market size and,
as a consequence, on attractiveness.

This awareness led to the municipality to give up on the idea of forcing retailers
to locate in pre-defined places and to take a more participated approach; i.e., involving
the retailers in the design action and making them more aware of the consequences of
their choices. Meetings to present and explain the empirical evidence to retailers and
representatives of the Trade Unions (FIVA, ASCOM, Coldiretti, etc.; details in Appendix D)
were arranged and retailers could realize the following:

• Despite the freedom they had to locate anywhere they wanted, the interdependence of
their behaviors was affecting the dynamics of the system. The allocative mechanism
that seemed to give them freedom was actually generating distorted dynamics that
damaged the entire market service;

• An unevenly distributed service in the urban territory was generating both an in-
adequate service coverage for customers (thus weakening markets with respect to
inter-channel competition from supermarkets and shopping centers) and distorted
intra-channel competition on the supply side.

The empirically marked evidence of the two-sided market mechanism called for need
identification and requirement analysis for both sides of the platform: customers and
retailers. Focus was first trained on the purchasing behaviors, needs, and retail experiences
of the customers (R1 in Figure 11), and then on the location choices, positive/negative
externalities, and competition effects for the retailers (R2). Successively, the analysis
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examined the overlaps in market offerings, service penetration (R3), and the economic
fundamentals of the retailers’ operations, including the incentives and costs associated
with being located in different areas at different times (R4). R3 and R4 are not discussed
here for brevity.

From the perspective of customers (R1), the design team organized 15 focus groups and
administered a questionnaire. A total of 151 people attended the brainstorming sessions;
while questionnaire data were collected from a sample of 1315 customers. Appendix B
describes the selection criteria for participants, the post-processing actions for the focus
groups, the questionnaire structure, and the sampling procedure.

From focus groups, mental maps (see Figure A3 in Appendix B) showed the main
positive elements associated with customers’ ‘conception of market’: they were Safety, Trust,
Encounter, Amusement, Tradition, and Convenience. These elements were confirmed to be
associated with expectations and emotional aspects, such as cheerfulness (due to colors and
the atmosphere) and familiarity with the setting typology. The main negative perceptions
instead were: Accessibility, Safety (again), Chaos, and Dirt; these were due to feelings
experienced (e.g., noise, odor, cold/hot weather, exposure to the elements, etc.), impressions
(e.g., chaotic environment), or actual facts (e.g., pickpocketing).

In addition, customer journey maps and swim lane diagrams were adopted to study
the purchasing processes (see Figure A4 in Appendix B). They exhibited different levels of
interactions between retailers and customers in the two main product categories, i.e., food
vs. clothes and fabrics, encouraging a different view of ancillary services.

Correspondently, a tri-section quantitative survey, shown in Appendix C, was built
from previous evidences and specifically focused on: (1) demographic variables to profile
the respondents; (2) the role of a market with respect to the other retail channels, consumers’
general habits, and their purchasing behavior; (3) the relationship between the respondents
and their most frequently visited markets and exploring their typical ‘purchasing jour-
ney’. Factor analysis elicited (with an explained variance of 51.5% and a KMO sampling
adequacy = 0.797) four factors as the main determinants of the experience (in Table 2):
“usability”, “product range”, “safety”, and “convenience”. Usability encapsulated elements
such as accessibility and the opportunity to take advantage of extra services. The term
“safety” encompassed both personal security and the quality of products. The product
range included the scope and the extent of the offer. Finally, convenience was confirmed
for both monetary and nonmonetary accessibility (e.g., opening hours).

Table 2. The relevant factors in customer experience.

Factor

Usability Safety Product Range Convenience

Product Quality −0.008 0.693 0.195 −0.067
Assortment Width 0.160 −0.142 0.649 0.055
Assortment Depth 0.073 0.167 0.666 0.191
Service Efficiency 0.530 0.139 −0.195 0.280

Safety 0.302 0.643 −0.062 0.074
Hygiene 0.130 0.766 0.077 0.137

Easy to Reach 0.296 0.307 0.134 0.358
Opening Times −0.054 0.110 0.175 0.830

Complementary Services 0.375 −0.092 0.078 0.577
Pleasant Area 0.677 0.167 −0.036 0.169

All Weather Conditions 0.656 0.018 0.346 −0.030
Accessibility 0.682 0.176 0.319 −0.020

Cost-Convenience −0.008 0.246 0.598 0.052

Note: All are Rotated Factor Matrix values.

Mental maps and questionnaire evidence represented at the successive stages a key
point in the design process and for module characterization.
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From the perspective of retailers (R2), focus groups were also conducted with re-
tailer trade unions; 50 randomly chosen interviews were carried out in 20 markets, while
500 questionnaires were collected by FIVA at all the markets in the city (see Appendix D).
From this data collection and analysis, two main themes emerged.

The first was the perception of a significant difference between the service provided
by the markets and the one offered by supermarkets/shopping centers. Markets were
open every day, but only during working hours, which was unsuitable/inaccessible for
most consumers. Moreover, opening times were neither communicated to customers nor
faithfully observed by retailers, thus generating uncertainty regarding service availability.
Service components, such as pre-arranged orders, home deliveries, e-commerce services,
communication, promotions, and advertising, were all left to the initiative of the individual
retailers and were not provided by the market as a whole.

This latter evidence highlighted the difficulty of managing negative externalities due
to the opportunistic behaviors of unpleasant colleagues. Different from malls, where strong
coordination mechanisms are present, such harmful behaviors are more difficult to manage
and affected customers’ perceptions (in Figure A7 in Appendix D, one could appreciate, for
instance, the effect of opening hours on visits). Therefore, a key challenge for retailers was
to design and implement mechanisms of coordination/control to supply service modules,
not only as individual retailers, but by the market as a whole.

Table 3 summarizes the requirements elicited. In particular, it complements the re-
quirements of Table 1, demonstrating that the previously identified variables were generally
valid and that the economics of the system had to be studied (bold characters), as well as
the requirements derived from the different stakeholders (in italics).

Table 3. The full list of derived requirements.

Requirements from the
System’s Economics

Requirements from Stakeholders

Municipality Retailers Customers

(to adopt):
a hierarchical perspective to
the study

(constraint): multi-stakeholder, negotiating environment, subject to
political tensions

(to investigate): agglomeration
phenomena, same-side and
cross-side effects of two-sided
platforms
(constraint): Attractiveness of
each market depends on the
assortment decided by
independent retailers
Markets attract consumers on
the one side as well as retailers
on the other, market
size matters

(to ensure): service coverage and
assortment completeness
(constraint): the adopted license
mechanism
16 markets had a saturation < 50,
10 markets achieved
less than 30%.
Retailers move where they
achieve higher gains,
consequent inability of the
Municipality to reach a regular
service coverage.

(constraint): retailers are
independent economic actors, not
passive agents
Despite the location freedom, the
interdependence of retailers’
behaviors and utilities affects
entire market attractiveness.
Opportunistic behaviors of unpleasant
colleagues without a central coordination
and too high difference with the services
of supermarkets or shopping centers.
(to ensure): mechanisms of
coordination/control to supply service
modules, not only as individual retailers,
but by the market as a whole

(constraint): customer
experience, as in shopping
malls, is affected by poorer vs.
richer configurations
(from focus groups) Customer
experience is affected by Safety,
Trust, Encounter, Amusement,
Tradition, and Convenience
(from survey) the main
determinants of experience are

“usability”, “product range”,
“safety” and “convenience”
(from focus groups) Customer
feelings of: scarce Accessibility,
Safety, Chaos and Dirt

(to ensure): service coverage in
an intra-channel and
extra-channel competition
environment
Unevenly distributed service
on the urban territory,
inadequate service coverage,
high inter-channel and
distorted intra-channel
competition, cannibalization

(to ensure): physical purchasing
experience, without a
multi-channel configuration

(from customer journey maps)
Different purchasing processes by
products

Once the requirements were identified, the concept design phase of Figure 5 started.
Despite the retailers’ cultural distance from the design methods, they appeared quite
trusting when communication was technical and ‘crisp’, while they often appeared to feel
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deceived by ‘softer’ communication approaches. In view of that, platform methods were
chosen not only to aid the generation of the differentiated market alternatives, but also to
communicate the transparency of the design actions and to share the analysis of trade-offs.

The discussion at the single-market level focused on the service modules and their
combination to characterize each market as a ‘designed service component’ within the
entire urban service system (CD1). Adjacency matrices [97] were used to study the inter-
component relationships of the system, and the Lanner and Malmqvist optimization
procedure [98] was adopted to define the market configuration. Adjacency matrices were
an easy-to-read representation of services through which the two-fold configuration of the
traditional offerings in Turin’s markets was highlighted.

As shown in the Figure 7, the two main modules, including some sub-modules,
resulted in:

• Food: Fruits and vegetables, Grocery, Preparation and packing, Support to the final
purchasing decision, Home delivery;

• Non-Food: Clothes and fabrics, Other categories, Assistance during purchasing, Single
pre-arranged orders.
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This two-fold configuration represented the starting point for triggering a one-year
long design process, participated in by the municipality and trade unions, to rethink the
market service. In the end, four additional components of the service system were designed
starting from the established limitations of the previous configuration:

• An ‘accessibility’ module, including home delivery, e-commerce, and free parking areas;
• A ‘usability’ module, including services for collecting, carrying, and storing goods;
• A ‘promotion’ module designed to improve the basic pleasantness of the setting,

communication, and the trusting relationship between the retailers and the customers;
• A ‘specific services’ module designed to improve the emotions/atmosphere within the

market. This same module also dealt with security, entertainment (e.g., laboratories
and courses), and leisure activities (e.g., places for eating).

The former two modules were more ‘functional-oriented’; the latter two were more
‘experience-oriented’. However, decisions regarding which modules to make common to all
markets and which to take ‘out of platform’ to design differentiating elements for specific
experiences (CD2) were the step forward.
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Once again, a technical yet simple representation, such as the two-dimensional map
(Figure 8), provided an intuitive representation of the possibilities. The figure maps
each service module according to the value of standardizing and keeping it in platform
(‘similarity’) and the value of differentiating it and placing it ‘off platform’ (‘specificity’).
On the basis of this analysis, a combination of modules was progressively developed
through strenuous discussions with retailers, and five possible market configurations
were eventually conceived (CD3, in Figure 9) as differentiated alternatives to the common
designed platform.
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It is apparent that these alternatives are not far from the original ones; this approach
allowed (providentially) existing value propositions to be developed and improved without
introducing excessive perturbations from the precedents, but instead to design new propo-
sitions for those markets that were missing one, or, in a few cases, to decide to suspend
the service.

The entire value constellation eventually resulted from the distribution of these con-
ceived alternatives in urban territory (CD4). Distribution was defined considering further
following constraints (derived from R3 and R4, not discussed here), such as:

• The risk of cannibalization by adjacent markets providing similar customer experience;
• The structural and environmental conditions;
• The capacity constraints, efficiency issues, and retailers’ availability to relocate.

Optimization methods were then used to address such constraints and aid the design.
Two models (in Appendix E) were adopted to suggest the alternative assignment of retailers
to markets in the urban area. The former considered the historical rankings retailers were
subjected to; the latter considered the actual willingness of retailers to attend the markets.
The rationale behind and the benefits obtained from these two alternatives were again
explained to the retailers to solve the evident trade-offs in the designed solutions (CD5-
CD6). The idea was to avoid a situation where assigning retailers to markets in which
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their license created a better fit with the market proposition could have clashed with their
habitual attendance at another market and harmed their relationships with their habitual
customer base.

Further meetings with trade unions and the entire constituency of retailers were finally
planned: the municipality organized a broader action, with press conferences, open events,
and training courses addressing retailers who had not previously participated. Technical
and political outcomes of the design process, differences from the past setting, and benefits
were illustrated to gain acceptance. Figure 10 shows the differences in the final distribution
of markets over the territory; it emerged as a compromise between the solutions generated
by optimization and further negotiations.
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The process ended with the detailed design that dealt with each single-service interface,
considering its architectural elements (DD1) and its navigation system, the operational and
administrative procedures for the daily assignment of the stalls to retailers (DD2), and the
coordination mechanisms and common marketing initiatives (DD3). The methods adopted
in this phase were–once again–a mixture of those usually used in Operations Management
and Service Design.

The overall design process, along with the specific activities performed during each
phase, as described above, is presented in Figure 11; it re-proposes Figure 4, while explain-
ing the sequential progress of the design activities.
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5. Discussion of the Results and Practical Implications

The results can be discussed in view of the specific design problem and at a more
general level.

Regarding the case study, the results obtained are compliant to design policies for
2030 [15]. Markets that previously had no clear value proposition were given one (Table 4),
and the municipality was able to ensure better coverage of the territory by providing
‘proximity’ markets that catered to the local neighborhoods and ensure that more markets
than before were given a distinct commercial identity. All markets began developing service
offerings more coherent with the differentiated value propositions.

Table 4. The final balancing of the differentiated components in the value constellation.

Identity Label Original
Configuration % Designed

Configuration
Delta Due to

Differentiation %

Clothes and Fabrics C&F 3 7% 4 1 10%
Regional Goods RG 3 7% 5 2 12%

High Quality HQ 5 12% 6 1 15%
Low Prices LP 3 7% 6 2 15%
Proximity PR 12 29% 20 8 49%

No Identity NI 15 37% - −15 -
Note: Absolute and percentage delta in saturation values.

A first outcome consisted of the saturation of markets that remained broadly stable
after having exhibited a marked decline over previous years (Figure 12a). According to the
evidence collected, this was because retailers were persuaded to locate in a more rational
way, thus leading to a positive spiral of attracting customers and additional retailers.

Moreover, after 6 months, a new survey was given at 13 markets to investigate the
perceived quality of both sides of the market (Figure 12b). The evidence was comforting.
The few cases that confirmed stubbornly low saturation levels and low attractiveness
were the ones previously in decline (also because of the nearby presence of hypermarkets,
demographic/economic decline of the neighborhood, or low accessibility).

The municipality appreciated the participatory design approach; although this did
not disguise the complexity of the problem, it was able to promote the active involvement
of a constituency that, in the past, had been somewhat disorderly and highly resistant to
any change. The designed configuration was not considered to be permanent; the adopted
approach, at this point assimilated by the municipality and retailers, would have allowed
the continuation of designing and implementing improvements.

This collaborative design action was made possible by the combined use of methods.
Table 5, derived from the proposed four-phase framework, shows the design tasks in the



Systems 2023, 11, 66 20 of 31

process in rows, and summarizes the suite of methods that have been used in the case in
columns. They are described according to their background, the modality of use in the
process, the role of each participant, and the benefit gained from their integration.

Table 5. The coordinated use of the methods in the participated process.

Design
Tasks Method

Cultural
Domains/Approaches

Object
(to Study/to

Design)

Role in the Process Benefits
(Participants Have
Been Made Aware

of/Have Learnt)
Customers Retailers and

Trade Unions
Municipality/Other
Stakeholders

S1
Descriptive
statistical
analyses

(Figure 3, cell 1) The current
situation

As an audience,
to be aware of
current
situation

As an audience, to
be aware of
current situation

Current situation

S2 Gravity models (Figure 3, cell 1)

The structural
and managerial
variables
affecting
market
functioning

As an audience,
to be aware of
the effects of
their location
choices

As an audience, to
be aware of the
licensing
mechanism effects

The effects of their
choices

R1

Focus groups,
Cognitive maps,
Customer
Journey
Survey

(Figure 3, cells 2, 3)

Needs,
purchasing
behaviors, and
the retail
experience

Active
participation
to express
opinions and
improvement
suggestions

As an audience,
to be aware of
customer
preferences

As an audience, to
be aware of
customer
preferences

The customer service
requirements

R2 Focus groups
Survey (Figure 3, cells 2, 3)

Individual
motivations,
positive and
negative
externalities

Actively
involved to
express
opinions and to
contribute to
improvement

As an audience, to
be aware of
service
requirements

The consequences of
design choices

R3
Descriptive
statistical
analyses

(Figure 3, cell 1)

Overlaps in the
offerings,
service
penetration,
and the
economics of
retailers’
choices

As an audience,
to be aware of
requirements
led by their
location choices

As an audience, to
be aware about a
rationalized
service coverage

The consequences of
design choices

CD1

Adjacency
matrices
Multi-level
service system

(Figure 3, cells 1–4)
The service
modules at the
single interface

Co-design
with consumer
organizations

Co-design with
retailer
associations

Co-design with
officials from
Municipality

How to operate in the
future

CD2

Platform-based
design
Multi-level
service system

(Figure 3, cells 1–4)

The service
platform and
the modules in
common to all
markets

Co-design
with consumer
organizations

Co-design with
retailer
associations

Co-design with
officials from
municipality

How to operate in the
future

CD3

Platform-based
design
Multi-level
service system

(Figure 3, cells 1–4)

The market
alternatives at
architectural
level

Co-design
with consumer
organizations

Co-design with
retailer
associations

Co-design with
officials from
municipality

How to operate in the
future

CD4
Optimization
Multi-level
service system

(Figure 3, cells 1–4)
The value
constellation at
urban level

Co-design
with consumer
organizations

Co-design with
retailer
associations

Co-design with
officials from
municipality

How to operate in the
future

CD5
Focus groups
Training
courses

(Figure 3, cells 3, 4)

Active
participation
(entire
constituency of
retailers)

Active
participation and
facilitator

How to operate in the
future

At a more general level, Table 5 shows how the proposed framework allows a syner-
gistic integration between methods spanning widely different traditions and schools of
thought. The proposed matching of different design traditions and cultural domains has
not yet been attempted in the literature, as it allows for a comprehensive identification of
service requirements that would not be equally determined.

By translating the framework to the specific case in hand (from Figures 5–11), the
approach can be adopted for the design of any service system, even if it might not be
suitable for small and well-structured service design problems. In such cases, one could
retain the principle of understanding the economic functioning of a service. Conversely,
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the approach fits well in the case of unstructured problems to be tackled in organizational
contexts, with significant political and negotiation issues among multiple stakeholders. In
the context of services that are increasingly based on (ICT) platforms, knowledge of the
economies that govern them could be essential in order not to have the design activity fail.
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Table 5 shows the tools that have been used in this case; they may obviously be
enriched with what emerges from the specific design problems. In principle, it is up to
academics and practitioners to rely on their knowledge and experience to develop the
most appropriate methods for each design problem. However, an interesting direction for
further research could involve developing a survey of methods and tools used in the design
of services and classifying them according to their applicability within the four phases of
the methodology.

The proposal set forth in this paper grants designers significant latitude in framing
the design problem and in choosing the most appropriate tools to be used within the
framework. This is not to be viewed as a limitation of the approach, but as a way to ensure
generality. Concerning generality, the paper follows numerous other papers that have
proposed design approaches and validated them thanks to their application in a single
case study. Of course, this is not enough to demonstrate the universal applicability of
the approach, which is something that can only emerge through repeated experiences.
However, the case study demonstrates the benefit of such an approach in identifying a
larger set of requirements, as well as it one application case in a real setting within a domain
where the major authors state these attempts of integration as scant [6,12].

6. Conclusions

Although conceptual barriers between traditions of the design of service systems
ensure methodological coherence within each, these same barriers can also lead to partial
views of the complex service system and/or of the environment in which the design occurs.

Recently, few contributions have attempted to blend these diverse cultural traditions
and constitute an attractive direction for research. Within this stream of the literature,
this paper provides the description of a case study that allowed for the synergistic use of
structured methods from the Engineering and Service Innovation literature, and applied
them in constructivist and highly participatory settings. The proposal of the consequent
validated framework not only provided originality, but also a methodological insight for
practitioners and a theoretical contribution to the literature.

Regarding methodology, this paper shows that the transactional and functional me-
chanics of the service system must always be known for correct design actions, to avoid
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misunderstandings and mistakes, and to allow participants to share in the same knowledge
of the system. In many instances, this level of understanding of the service system requires
rigorous and quantitative methods. Approaches from Engineering (and Economics) are
often set aside in Service Design. This is probably due to a fear of hindering the designers’
freedom in exploring the complexity that is inherent to service “as a process” and in secur-
ing the intensive involvement of the actors. However, Engineering methods allow for rigor
in the analysis of service complexity, avoiding unstructured outcomes from the exploration,
and even enabling crisp and convincing communication with non-technical stakeholders.

The theoretical outcome instead proves that a unifying framework is possible; unusual
and even unexpected modalities of use of design methods can be explored thanks to the
adaptability and flexibility of the methods themselves. Methods from different traditions
can, hence, not only be applied together, but also integrated within participatory environ-
ments. Platform design methods, for instance, have lent themselves to aid participation,
allowing stakeholders to easily attain a shared awareness of the solutions and to explore
new ideas.

Problems characterized by public relevance are defined by a degree of complexity that
requires this type of participatory and comprehensive approach, as well as digital platforms
that embody two-sided markets with a further level of complexity. In this sense, the case of
a citywide network of urban markets represented a formidable design exemplificative case.
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Appendix A

The empirical analyses were conducted by collecting data on daily market saturation
and commodity percentages from the local police authorities over a period of 8 weeks. The
data were used to investigate market saturation and to check whether the markets truly
worked as two-sided platforms.

In general, if retailers wanted to avoid or reduce competition, they would locate
themselves far away from each other and would not be concentrated. Moreover, since
retailers in urban markets are free each day to decide whether or not to operate in a specific
market area, a market can be occupied to various degrees each day. The saturation level
of a single urban market, therefore, mirrors the market’s attractiveness, and the location
decision of retailers results in the more or less complete saturation of the area available for
each market.

If the universal rule of competition were true for urban markets, assuming market areas
and population as equally distributed, retailer stalls would more or less occupy the same
number of slots in all the markets, and the large markets would be more unsaturated and
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the smaller ones would be more saturated. On the contrary, if economies of agglomeration
prevailed in open-air markets, the larger markets would have the higher occupancy rates.

A simple correlation analysis between the potential market capacity (i.e., Market size)
and the saturation level (i.e., Saturation index) can check the hypothesis and show whether
larger markets attract more retailers.

Figure A1 shows a positive correlation between size and saturation level, proving
the presence of agglomeration phenomena and refuting any possibility of the competitive
mechanism being predominant.
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Figure A1. Correlation analysis between the potential Market size and Saturation. ** Correlation is
significant at 0.01 level (2-tailed).

Moreover, data on the potential number of customers for each market (x-axis in
Figure A2) were placed in relation to the number of slots actually occupied (y-axis): the
former represents the attractiveness of the market platform on the customer side, the latter
represents the attractiveness on the retailer side. In principle, these two variables should
not have been correlated, as they were separately calculated (the former was derived by
applying the consolidated Huff’s model to the actual counts of customer visits per each
market area; the latter was derived by data on slot occupation). They instead showed a
weighty relationship (Figure A2).
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Figure A2. Performance points of Turin’s open-air markets on the two sides of the platform.

This correspondence proved that open-air markets are two-sided markets, where the
attractiveness of one side of the platform corresponds to the attractiveness of the other side.
The values estimated by means of Huff’s model validated this measure.

Appendix B

A total of 15 focus groups were organized, each composed of 8 to 12 people embodying
the four main customer segments: elderly people, people in their forties and fifties living
in a family, singles in their forties to fifties, and millennials. A total of 151 people were
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involved in the brainstorming sessions. Table A1 describes the sample, organized in terms
of age and gender, of people interviewed through focus groups.

Table A1. The sample of people interviewed through focus groups.

Age Males Females Total

15–24 15 20 35
25–44 22 26 48
44–64 18 27 45
65+ 4 19 23

Total 59 92 151

The brainstorming sessions were audio recorded on a digital device, then transcribed
and the text was analyzed. The content was coded into one linguistic register, identifying
115 recurrent statements (i.e., expectations, motivations, and attitudes) or first order cate-
gories. Then, the patterns across these statements were studied, allowing grouping into
20 s order themes, which in turn were associated with aspects of the market experience (i.e.,
the Macro Categories in Table A2), namely: Products, Service, and Market Area.

Table A2. First order attributes.

Macro Categories Second Order Themes

Product product quality (1), food products (2), apparel (3), household products (4), assortment width (5) and
length (6), product warranty and authenticity

Service price advantage (8), loyalty and trust with the merchant (9), usability (10), opening time flexibility
(11), speed of purchases (12), Tradition (15)

Market
Setting

Amusement and leisure (13), accessibility (14), parking (16), safety (17), cleanliness (18), protection
from the elements (19), Familiarity and social place (20)

The mental maps in Figure A3 regarding positive and negative aspects of customer
concepts of markets were depicted as a further outcome of the discussion.
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The customer journeys in Figure A4 were instead used to detail the purchasing process
of the two main product categories; i.e., food vs. clothes and fabrics. In the former, the
purchasing experience requires a “full service” system: customers cannot even touch the
goods before making his/her choice; the shop assistant can help them by giving suggestions,
and can even provide preservation or recipe recommendations. At times, vendors offer
home delivery, especially for elderly customers. In the case of apparel, the retailer tends
to only help the customer if he/she is not able to find the sought product or the correct
size. As an additional service, these vendors can offer the possibility of prearranging
orders (e.g., “I’ll check with my supplier to see if I can find this item for you”). Therefore,
the two purchasing processes exhibited different levels of interactions between retailers
and customers.
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Figure A4. The purchasing processes for consumable (a) and durable (b) goods.

Appendix C

The questionnaire data were collected from a sample of 1315 customers based on
stratified sampling, which was proportional to the population’s distribution, with respect
to age, gender, and district of residence. The respondents were interviewed on the streets,
but not in proximity of the markets, to avoid any bias with respect to purchasing preferences.
The stratified sampling method is presented in Table A3; the submitted questionnaire is
presented in Figure A5.
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Table A3. The questionnaire administration strategy.

Age 15–24 25–44 45–64 65+

Gender F M F M F M F M Total

D
is

tr
ic

to
f

re
si

de
nc

e

1 6 8 22 24 16 17 20 7 120
2 10 10 21 24 39 20 16 18 158
3 14 15 54 39 45 27 28 18 240
4 6 10 24 18 17 15 13 9 112
5 14 11 17 24 30 22 20 16 154
6 12 14 21 23 33 17 16 15 151
7 8 11 21 21 15 10 15 8 109
8 3 7 5 4 16 6 17 6 64
9 5 5 19 20 24 23 21 16 133

10 4 4 12 10 11 10 13 10 74

Total 82 95 216 207 246 167 179 123 1315
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Appendix D

Data from retailers were collected by focus groups with the retailer trade unions,
50 randomly chosen interviews carried out in 20 markets, and 500 questionnaires collected
by FIVA at all the markets in the city. Figure A6 shows the outcome of one of the focus
group sessions.
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Evidence from focus groups was confirmed by the other more generally collected
data. Quantitative analysis of the available data on customer visits, for instance, showed
that markets where opening hours were ignored had significantly less visits (up to 45%).
Moreover, in those markets, visits suffered from a more significant ’border effect’, as in
Figure A7. Independent of absolute numbers, the peak of visits is recorded for a less
prolonged period of time when openings times are not respected.
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planned opening.

Appendix E

Parameters
Binary parameter to define the structure of the markets

ai,p,m,t =

{
1
0

i f slot p, in market i, at time t, o f commodity sector m exists
otherwise

(A1)

Binary parameter to define the commodity sector of each retailer

bj,m =

{
1
0

i f retailer j belongs to commodity sector m
otherwise

(A2)

Parameter that expresses the historical rankings (lower values of r_(j,i) and p_(j,i)
correspond to better rankings)

rj,i = historical rank o f retailer j in marekt i (A3)

Parameter that expresses retailers’ preferences

pj,i = rank o f market i in retailer j′s pre f erence list (A4)
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Variables
Decision variable to define slot-to-retailer matches

xi,p,j,t =

{
1
0

i f retailer j belongs to commodity sector m
otherwise

Model 1

min
[
∑ i

(
∑ m ∑ pai,p,m,t −∑ p ∑ jxi,p,j,t

)]
∗∑ i ∑ p ∑ j

(
rj,i ∗ xi,p,j,t

)
s. t.

bj,m ∗ ai,p,m,t ≥ xi,p,j,t ∀ i, p, m, j, t (A5)

∑ i ∑ pxi,p,j,t ≤ 1 ∀ j, t (A6)

∑ jxi,p,j,t ≤ 1 ∀ i, p, t (A7)

∑ p ∑ jxi,p,j,t ∗ ai,p,m,t ≤∑ pai,p,m,t ∀ i, m, t (A8)

Model 2

min
[
∑ i

(
∑ m ∑ pai,p,m,t −∑ p ∑ jxi,p,j,t

)]
∗∑ i ∑ p ∑ j

(
rj,i ∗ xi,p,j,t

)
s. t.

bj,m ∗ ai,p,m,t ≥ xi,p,j,t ∀ i, p, m, j, t (A9)

∑ i ∑ pxi,p,j,t ≤ 1 ∀ j, t (A10)

∑ jxi,p,j,t ≤ 1 ∀ i, p, t (A11)

∑ p ∑ jxi,p,j,t ∗ ai,p,m,t ≤∑ pai,p,m,t ∀ i, m, t (A12)

Note
1 For reasons of focus and length, the paper does not discuss the transformative aspects of the design process (cell 4).

References
1. Kimbell, L. Designing for service as one way of designing services. Int. J. Des. 2011, 5, 41–52.
2. Mele, C.; Colurcio, M.; Russo-Spena, T. Research traditions of innovation: Goods-dominant logic, the resource-based approach,

and service-dominant logic. Manag. Serv. Qual. 2014, 24, 612–642. [CrossRef]
3. Ostrom, A.L.; Parasuraman, A.; Bowen, D.; Patrício, L.; Voss, C.A. Service Research Priorities in a Rapidly Changing Context. J.

Serv. Res. 2015, 18, 127–159. [CrossRef]
4. Johnson, S.P.; Menor, L.J.; Roth, A.V.; Chase, R.B. New Service Development: Creating Memorable Experiences. In A Critical

Evaluation of the New Service Development Process: Integrating Service Innovation and Service Design; Fitzsimmons, J.A., Fitzsimmons,
M.J., Eds.; SAGE: Thousand Oaks, CA, USA, 2000; pp. 1–32.

5. Wetter-Edman, K.; Sangiorgi, D.; Edvardsson, B.; Holmlid, S.; Grönroos, C.; Mattelmäki, T. Design for Value Co-Creation:
Exploring Synergies Between Design for Service and Service Logic. Serv. Sci. 2014, 6, 106–121. [CrossRef]

6. Patrício, L.; Gustafsson, A.; Fisk, R.P. Upframing Service Design and Innovation for Research Impact. J. Serv. Res. 2017, 21, 3–16.
[CrossRef]

7. Karpen, I.O.; Gemser, G.; Calabretta, G. A multilevel consideration of service design conditions: Towards a portfolio of
organisational capabilities, interactive practices and individual abilities. J. Serv. Theory Pract. 2017, 27, 384–407. [CrossRef]

8. Chase, R.B. It’s time to get to first principles in service design. Manag. Serv. Qual. Int. J. 2004, 14, 126–128. [CrossRef]
9. Lim, C.; Kim, M.; Kim, K.; Kim, K.; Maglio, P.P. Using data to advance service: Managerial issues and theoretical implications

from action research. J. Serv. Theory Pract. 2009, 28, 99–128. [CrossRef]
10. Schallehn, H.; Seuring, S.; Strähle, J.; Freise, M. Defining the antecedents of experience co-creation as applied to alternative

consumption models. J. Serv. Manag. 2019, 30, 209–251. [CrossRef]
11. Hodgkinson, I.R.; Hannibal, C.; Keating, B.W.; Chester Buxton, R.; Bateman, N. Toward a public service management: Past,

present, and future directions. J. Serv. Manag. 2017, 28, 998–1023. [CrossRef]
12. Saad-Sulonen, J.; de Götzen, A.; Morelli, N.; Simeone, L. Service design and participatory design: Time to join forces? In

Proceedings of the 16th Participatory Design Conference, Manizales, CA, USA, 15–20 June 2020; Volume 2, pp. 76–81.

http://doi.org/10.1108/MSQ-10-2013-0223
http://doi.org/10.1177/1094670515576315
http://doi.org/10.1287/serv.2014.0068
http://doi.org/10.1177/1094670517746780
http://doi.org/10.1108/JSTP-05-2015-0121
http://doi.org/10.1108/09604520410528545
http://doi.org/10.1108/JSTP-08-2016-0141
http://doi.org/10.1108/JOSM-12-2017-0353
http://doi.org/10.1108/JOSM-01-2017-0020


Systems 2023, 11, 66 29 of 31

13. Cook, M. Design and Manufacture for Sustainable Development. In Understanding the Potential Opportunities Provided by Service-
Orientated Concepts to Improve Resource Productivity; Bhamra, T., Hon, B., Eds.; John Wiley and Sons: Hoboken, NJ, USA, 2004.

14. Aas, T.H.; Breunig, K.J.; Hellström, M.; Hydle, K. Service-oriented business models in manufacturing in the digital era: Toward a
new taxonomy. Int. J. Innov. Manag. 2020, 24, 2040002. [CrossRef]

15. Van Ostaeyen, J.; Van Horenbeek, A.; Pintelon, L.; Duflou, J.R. A refined typology of Product-Service Systems based on Functional
Hierarchy Modelling. J. Clean. Prod. 2013, 51, 261–276. [CrossRef]

16. Kim, S.; Yoon, B. Developing a process of concept generation for new product-service systems: A QFD and TRIZ-based approach.
Serv. Bus. 2012, 6, 323–348. [CrossRef]

17. Mont, O.K. Clarifying the concept of product–service system. J. Clean. Prod. 2002, 10, 237–245. [CrossRef]
18. Buzacott, J.A. Service system structure. Int. J. Prod. Econ. 2002, 68, 15–27. [CrossRef]
19. FIVA Confcommercio. Le Dinamiche del Commercio Ambulante e Su Aree Pubbliche Nell’ultimo Quadriennio. In Proceedings

of the XIV FIVA Conference, Venice, Italy, 16 November 2008.
20. Magarini, A.; Porreca, E. European Cities Leading in Urban Food Systems Transformation: Connecting Milan & FOOD 2030; Publications

Office of the European Union: Luxembourg, 2019.
21. Mont, O.K. What is behind meagre attempts to sustainable consumption? Institutional and product-service systems perspec-

tive. In Proceedings of the International Workshop on Driving Forces and Barriers to Sustainable Consumption, Leeds, UK,
5–6 March 2004.

22. Brown, A. Counting Farmers markets. Geogr. Rev. 2011, 91, 655–674. [CrossRef]
23. Morales, A. Marketplaces: Prospects for Social, Economic, and Political Development. J. Plan. Lit. 2011, 26, 3–17. [CrossRef]
24. Menor, L.J.; Tatikonda, M.V.; Sampson, S.E. New service development: Areas for exploitation and exploration. J. Oper. Manag.

2002, 20, 135–157. [CrossRef]
25. Gremyr, L.; Witell, L.; Löfberg, N.; Edvardsson, B.; Fundin, A. Understanding new service development and service innovation

through innovation modes. J. Bus. Ind. Mark. 2014, 29, 123–131. [CrossRef]
26. Sampson, S.E.; Froehle, C.M. Foundations ad Implications of a Proposed Unified Service Theory. Prod. Oper. Manag. 2006, 15,

329–343. [CrossRef]
27. Kwortnik, R.J., Jr.; Thompson, G.M. Unifying service marketing and operations with service experience management. J. Serv. Res.

2009, 11, 389–406. [CrossRef]
28. Lusch, R.F.; Vargo, S.L. Service Dominant Logic: Reactions, Reflections, and Refinements. Mark. Theory 2006, 6, 281–288.

[CrossRef]
29. Lusch, R.F.; Vargo, S.L. Service-Dominant Logic: Premises, Perspectives, Possibilities; Cambridge University Press: New York, NY,

USA, 2014.
30. Vargo, S.L.; Lusch, R.F. Evolving to a New Dominant Logic for Marketing’. J. Mark. 2004, 68, 1–17. [CrossRef]
31. Vargo, S.L.; Lusch, R.F. Service-dominant logic: Continuing the evolution. J. Acad. Mark. Sci. 2008, 36, 1–10. [CrossRef]
32. Smith, A.M.; Fischbacher, M. New service development: A stakeholder perspective. Eur. J. Mark. 2005, 39, 1025–1048.
33. Alam, I.; Perry, C. A Customer-Oriented New Service Development Process. J. Serv. Mark. 2002, 16, 515–534. [CrossRef]
34. Matthing, J.; Sandén, B.; Edvardsson, B. New Service Development Learning from and with Customers. Int. J. Serv. Ind. Manag.

2004, 15, 479–498. [CrossRef]
35. Edvardsson, B.; Gustafsson, A.; Kristensson, P.; Magnusson, P.; Matthing, J. (Eds.) Involving Customers in New Service Development;

Imperial College Press: London, UK, 2006.
36. Froehle, C.M.; Roth, A.V.; Chase, R.B.; Voss, C.A. Antecedents of new service development effectiveness an exploratory

examination of strategic operations choices. J. Serv. Res. 2000, 3, 3–17. [CrossRef]
37. Roth, A.V.; Menor, L.J. Insights into Service Operations Management: A Research Agenda. Prod. Oper. Manag. 2003, 12, 145–164.

[CrossRef]
38. Heineke, J.; Davis, M.M. The Emergence of Service Operations Management as an Academic Discipline. J. Oper. Manag. 2007, 25,

364–374. [CrossRef]
39. Chiu, Y.T.H.; Hofer, K.M. Service innovation and usage intention: A cross-market analysis. J. Serv. Manag. 2015, 26, 516–538.

[CrossRef]
40. Jackson, M.C. Systems Thinking: Creative Holism for Managers; John Wiley & Sons: San Francisco, CA, USA, 2003.
41. Tansik, D.A.; Smith, W.L. Scripting the Service Encounter, in New Service Design; Fitzsimmons, J.A., Fitzsimmons, M.J., Eds.; SAGE:

Thousand Oaks, CA, USA, 2000; pp. 239–263.
42. Cook, L.S.; Bowen, D.E.; Chase, R.B.; Dasu, S.; Stewart, D.M.; Tansik, D.A. Human Issues in Service Design. J. Oper. Manag. 2002,

20, 159–174. [CrossRef]
43. Gwinner, K.P.; Bitner, M.J.; Brown, S.W.; Kumar, A. Service Customization through Employee Adaptiveness. J. Serv. Res. 2005, 8,

131–148. [CrossRef]
44. Constantine, L.L.; Lockwood, L.A.D. Usage-Centered Engineering for Web Applications. IEEE Softw. 2002, 19, 42–50. [CrossRef]
45. Gupta, S.; Vajic, M. The Contextual and Dialectical Nature of Experiences, in New Service Development: Creating Memorable Experiences;

Fitzsimmons, J.A., Fitzsimmons, M.J., Eds.; SAGE: Thousand Oaks, CA, USA, 2000; pp. 33–51.
46. Pullman, M.E.; Gross, M.A. Ability of Experience Design Elements to Elicit Emotions and Loyalty Behaviors. Decis. Sci. 2004, 35,

551–578. [CrossRef]

http://doi.org/10.1142/S1363919620400022
http://doi.org/10.1016/j.jclepro.2013.01.036
http://doi.org/10.1007/s11628-012-0138-x
http://doi.org/10.1016/S0959-6526(01)00039-7
http://doi.org/10.1016/S0925-5273(99)00133-4
http://doi.org/10.1111/j.1931-0846.2001.tb00246.x
http://doi.org/10.1177/0885412210388040
http://doi.org/10.1016/S0272-6963(01)00091-2
http://doi.org/10.1108/JBIM-04-2012-0074
http://doi.org/10.1111/j.1937-5956.2006.tb00248.x
http://doi.org/10.1177/1094670509333595
http://doi.org/10.1177/1470593106066781
http://doi.org/10.1509/jmkg.68.1.1.24036
http://doi.org/10.1007/s11747-007-0069-6
http://doi.org/10.1108/08876040210443391
http://doi.org/10.1108/09564230410564948
http://doi.org/10.1177/109467050031001
http://doi.org/10.1111/j.1937-5956.2003.tb00498.x
http://doi.org/10.1016/j.jom.2006.11.003
http://doi.org/10.1108/JOSM-10-2014-0274
http://doi.org/10.1016/S0272-6963(01)00094-8
http://doi.org/10.1177/1094670505279699
http://doi.org/10.1109/52.991331
http://doi.org/10.1111/j.0011-7315.2004.02611.x


Systems 2023, 11, 66 30 of 31

47. Gentile, C.; Spiller, N.; Noci, G. How to Sustain the Customer Experience: An Overview of Experience Components that Co-Create
Value with the Customer. Eur. Manag. J. 2007, 25, 395–410. [CrossRef]

48. Patrício, L.; Fisk, R.P.; Falcão E Cunha, J. Designing Multi-Interface Service Experiences: The Service Experience Blueprint. J. Serv.
Res. 2008, 10, 318–334. [CrossRef]

49. Zomerdijk, L.G.; Voss, C.A. Service Design for Experience-Centric Services. J. Serv. Res. 2010, 13, 67–82. [CrossRef]
50. Patrício, L.; Fisk, R.P.; Falcão E Cunha, J.; Constantine, L. Multilevel Service Design: From Customer Value Constellation to

Service Experience Blueprinting. J. Serv. Res. 2011, 14, 180–200. [CrossRef]
51. Baltas, G.; Tsafarakis, S.; Saridakis, C.; Matsatsinis, N. Biologically Inspired Approaches to Strategic Service Design: Optimal

Service Diversification Through Evolutionary and Swarm Intelligence Models. J. Serv. Res. 2012, 16, 186–201. [CrossRef]
52. Bjögvinsson, E.; Ehn, P.; Hillgren, P.-A. Design Things and Design Thinking: Contemporary Participatory Design Challenges. Des.

Issues 2012, 28, 101–116. [CrossRef]
53. Meroni, A.; Sangiorgi, D. Design for Services; Gower Publishing: Aldershot, UK, 2011.
54. Kimbell, L.; Seidel, V. Designing for services—Multidisciplinary perspectives. In Proceedings from the Exploratory Project on

Designing for Services in Science and Technology-Based Enterprises; Saïd Business School: Oxford, UK, 2008.
55. Garud, R.; Sanjay, J.; Tuertscher, F. Incomplete by Design and Designing for Incompleteness. Organ. Stud. 2008, 29, 351–371.

[CrossRef]
56. Burns, C.; Cottam, H.; Vanstone, C.; Winhall, J. Transformation Design; Design Council: London, UK, 2006.
57. Sangiorgi, D. Transformative services and transformation design. Int. J. Des. 2011, 5, 53–60.
58. Brax, S.A.; Bask, A.; Hsuan, J.; Voss, C. Service modularity and architecture—An overview and research agenda. Int. J. Oper. Prod.

Manag. 2017, 37, 686–702. [CrossRef]
59. Bask, A.; Lipponen, M.; Rajahond, M.; Tinnila, M. The concept of modularity: Diffusion from manufacturing to service production.

J. Manuf. Technol. Manag. 2010, 21, 355–375. [CrossRef]
60. Simpson, T.W.; Siddique, Z.; Jiao, J. Product Platform and Product Family Design: Methods and Applications; Springer:

Berlin/Heidelberg, Germany, 2010.
61. Meyer, M.H.; Jekowsky, E.; Crane, F.G. Applying platform design to improve the integration of patient services across the

continuum of care. Manag. Serv. Qual. 2007, 17, 23. [CrossRef]
62. Rajahonka, M. Views of logistics service providers on modularity in logistics services. Int. J. Logist. Res. Appl. 2013, 16, 34–50.

[CrossRef]
63. Silvestro, R.; Lustrato, P. Exploring the “mid office” concept as an enabler of mass customization in services. Int. J. Oper. Prod.

Manag. 2015, 35, 866–894. [CrossRef]
64. Hyötyläinen, M.; Möller, K. Service packaging: Key to successful provisioning of ICT business solutions. J. Serv. Mark. 2007, 21,

304–312. [CrossRef]
65. Meyer, M.H.; DeTore, A. Perspective: Creating a Platform-Based Approach for Developing New Services. J. Prod. Innov. Manag.

2001, 18, 188–204. [CrossRef]
66. Tuunanen, T.; Cassab, H. Service Process Modularization: Reuse Versus Variation in Service Extensions. J. Serv. Res. 2011, 14,

340–354. [CrossRef]
67. Hermann, M.; Pentek, T.; Otto, B. Design principles for Industry 4.0 scenarios. In Proceedings of the IEEE 49th Hawaii International

Conference on System Sciences, Koloa, HI, USA, 5–8 January 2016; pp. 3928–3937.
68. Andersen, J.; Crainic, T.G.; Christiansen, M. Service network design with management and coordination of multiple fleets. Eur. J.

Oper. Res. 2009, 193, 377–389. [CrossRef]
69. Crainic, T.G. Service network design in freight transportation. Eur. J. Oper. Res. 2000, 122, 272–288. [CrossRef]
70. Lai, M.F.; Lo, H.K. Ferry service network design: Optimal fleet size, routing, and scheduling. Transp. Res. Part A Policy Pract. 2004,

38, 305–328. [CrossRef]
71. Rothenberger, M.A. Project-Level Reuse Factors: Drivers for Variation within Software Development Environments. Decis. Sci.

2003, 34, 83–106. [CrossRef]
72. Meyer, M.H.; Lehnred, A.P. The Power of Product Platforms; Simon and Schuster: New York, NY, USA, 1997.
73. Heese, H.S.; Swaminathan, J.M. Product Line Design with Component Commonality and Cost-Reduction Effort. Manuf. Serv.

Oper. Manag. 2006, 8, 206–219. [CrossRef]
74. Farrell, R.S.; Simpson, T.W. Improving Cost Effectiveness in an Existing Product Line Using Component Product Platforms. Int. J.

Prod. Res. 2009, 48, 3299–3317. [CrossRef]
75. Bairoch, P.; Braider, C. Cities and Economic Development: From the Dawn of History to the Present; University of Chicago Press:

Chicago, IL, USA, 1991.
76. Bromley, R.D.F. Market-place Trading and the Transformation of Retail Space in the Expanding Latin American City. Urban Stud.

1998, 35, 1311–1333. [CrossRef]
77. Mutebi, A.M.; Ansari, R. Small Independent Merchants and Transnational Retail Encounters on Main Street: Some Insights from

Bangkok. Urban Stud. 2008, 45, 2689–2714. [CrossRef]
78. Bell, J.S.; Loukaitou-Sideris, A. Sidewalk Informality: An Examination of Street Vending Regulation in China. Int. Plan. Stud.

2014, 19, 221–243. [CrossRef]

http://doi.org/10.1016/j.emj.2007.08.005
http://doi.org/10.1177/1094670508314264
http://doi.org/10.1177/1094670509351960
http://doi.org/10.1177/1094670511401901
http://doi.org/10.1177/1094670512468215
http://doi.org/10.1162/DESI_a_00165
http://doi.org/10.1177/0170840607088018
http://doi.org/10.1108/IJOPM-03-2017-0191
http://doi.org/10.1108/17410381011024331
http://doi.org/10.1108/09604520710720656
http://doi.org/10.1080/13675567.2013.767325
http://doi.org/10.1108/IJOPM-03-2013-0154
http://doi.org/10.1108/08876040710773615
http://doi.org/10.1111/1540-5885.1830188
http://doi.org/10.1177/1094670511413912
http://doi.org/10.1016/j.ejor.2007.10.057
http://doi.org/10.1016/S0377-2217(99)00233-7
http://doi.org/10.1016/j.tra.2003.08.003
http://doi.org/10.1111/1540-5915.02252
http://doi.org/10.1287/msom.1060.0103
http://doi.org/10.1080/00207540802620753
http://doi.org/10.1080/0042098984376
http://doi.org/10.1177/0042098008098201
http://doi.org/10.1080/13563475.2014.880333


Systems 2023, 11, 66 31 of 31

79. Jones, P.; Hillier, D.; Comfort, D. Changing times and changing places for market halls and covered markets. Int. J. Retail Distrib.
Manag. 2007, 35, 200–209. [CrossRef]

80. Cipolla, C.; Moura, H. Social Innovation in Brazil Through Design Strategy. Des. Manag. J. 2011, 6, 40–51. [CrossRef]
81. Bromley, R. Street vending and public policy: A global review. Int. J. Sociol. Soc. Policy 2000, 20, 1–28. [CrossRef]
82. Brown, J.R. Managing the Retail Format Portfolio: An Application of Modern Portfolio Theory. J. Retail. Consum. Serv. 2010, 17,

19–28. [CrossRef]
83. Runyan, R.C.; Droge, C. A categorization of small retailer research streams: What does it portend for future research? J. Retail.

2008, 84, 77–94. [CrossRef]
84. Balkin, S.; Morales, A. www.openair.org: Linking street vendors to the Internet. Int. J. Sociol. Soc. Policy 2000, 20, 99–122.

[CrossRef]
85. Rysman, M. Economics of Two-Sided Markets. J. Econ. Perspect. 2009, 23, 125–143. [CrossRef]
86. Eisenmann, T.; Parker, G.; Van Alstyne, M.V. Strategies for Two-Sided Markets. Harv. Bus. Rev. 2006, 84, 92–101.
87. Neslin, S.A.; Grewal, D.; Leghorn, R.; Shankar, V.; Teerling, M.L.; Thomas, J.S.; Verhoef, P.C. Challenges and Opportunities in

Multi-channel Customer Management. J. Serv. Res. 2006, 9, 95–112. [CrossRef]
88. Pekkarinen, S.; Ulkuniemi, P. Modularity in developing business services by platform approach. Int. J. Logist. Manag. 2008, 19,

84–103. [CrossRef]
89. Field, J.M.; Fotheringham, D.; Subramony, M.; Gustafsson, A.; Ostrom, A.L.; Lemon, K.N.; McColl-Kennedy, J.R. Service Research

Priorities: Designing Sustainable Service Ecosystems. J. Serv. Res. 2021, 24, 462–479. [CrossRef]
90. Ulrich, K.; Eppinger, S. Product Design and Development; McGrawHill: New York, NY, USA, 1995.
91. Vargo, S.L.; Maglio, P.P.; Akaka, M.A. On value and value co-creation: A service systems and service logic perspective. Eur.

Manag. J. 2008, 26, 145–152. [CrossRef]
92. Vargo, S.L.; Lusch, R.F. Institutions and axioms: An extension and update of service-dominant logic. J. Acad. Mark. Sci. 2016, 44,

5–23. [CrossRef]
93. Zheng, P.; Yu, S.; Wanga, Y.; Zhonga, R.Y.; Xun, X. User-experience based product development for mass personalization: A case

study. Procedia CIRP 2017, 63, 2–7. [CrossRef]
94. Dubberly, H.; Evenson, S.; Robinson, R. The Analysis-Synthesis Bridge Model. Interactions 2008, 15, 57–61. [CrossRef]
95. Formicola, L. Luce Su Porta Palazzo: Il Mercato Che non Si Spegne Mai; Conservatoria delle Cucine Mediterranee: Piemonte, Italy, 2014.
96. Cross River Partnership, Sustainable Urban Markets, An Action Plan for London City. 2014. Available online: https://

crossriverpartnership.org/wp-content/uploads/2019/04/Sustainable-Urban-Markets-An-Action-Plan-for-London3.pdf (ac-
cessed on 6 January 2023).

97. Eppinger, S.D. A planning method for integration of large-scale engineering systems. In Proceedings of the ICED Conference,
Tampere, Finland, 19–21 August 1997.

98. Lanner, P.; Malmqvist, J. An Approach Towards Considering Technical and Economic Aspects in Product Architecture Design. In
Proceedings of the 2nd WDK Workshop on Product Structuring, Delft, The Netherlands, 3–4 June 1996.

Disclaimer/Publisher’s Note: The statements, opinions and data contained in all publications are solely those of the individual
author(s) and contributor(s) and not of MDPI and/or the editor(s). MDPI and/or the editor(s) disclaim responsibility for any injury to
people or property resulting from any ideas, methods, instructions or products referred to in the content.

http://doi.org/10.1108/09590550710735059
http://doi.org/10.1111/j.1948-7177.2011.00020.x
http://doi.org/10.1108/01443330010789052
http://doi.org/10.1016/j.jretconser.2009.09.001
http://doi.org/10.1016/j.jretai.2008.01.003
http://doi.org/10.1108/01443330010789142
http://doi.org/10.1257/jep.23.3.125
http://doi.org/10.1177/1094670506293559
http://doi.org/10.1108/09574090810872613
http://doi.org/10.1177/10946705211031302
http://doi.org/10.1016/j.emj.2008.04.003
http://doi.org/10.1007/s11747-015-0456-3
http://doi.org/10.1016/j.procir.2017.03.122
http://doi.org/10.1145/1340961.1340976
https://crossriverpartnership.org/wp-content/uploads/2019/04/Sustainable-Urban-Markets-An-Action-Plan-for-London3.pdf
https://crossriverpartnership.org/wp-content/uploads/2019/04/Sustainable-Urban-Markets-An-Action-Plan-for-London3.pdf

	Introduction 
	Literature Review and Background 
	The Different Cultural Traditions That Approach the Design of Services 
	Service Design and Platform Design Applied to Services 
	Urban Markets and Their Design 
	Complexity of Urban Market Services and (Two-Sided) Platform Dynamics 

	Aiming at an Integrated View of the Design of Service Systems 
	Emergent Issues 
	The Methodological Proposal and Its Founding Roots 

	The Case Study 
	The Market Service System in Turin 
	The Design Process to Reach the Design of the Entire Value Constellation 

	Discussion of the Results and Practical Implications 
	Conclusions 
	Appendix A
	Appendix B
	Appendix C
	Appendix D
	Appendix E
	References

