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Janine Frauendorf analyzes how customer processes can be used to optimize the overall service process. Her focusis
on the service blueprint: Originally atool for the design and optimization of the service operatorrsguo;s internal
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process, it is now extended taking into account the customer process aspect. She presents significant implications for
services research and helpful suggestions for business practice.

From the Back CoverServices cannot be produced without the participation of the customer. The customerrsquo;s
impact on the efficiency and effectiveness of the service process implies significant consegquences for service process
management. Due to this fact, customer processes need to be taken more into account. Janine Frauendorf analyzes how
customer processes can be used to optimize the overall service process. In this context, the service blueprint represents
the key tool of the thesis ndash; originally atool for designing and optimizing the internal process of the service
operator, it isnow extended by the customer process side. Transaction cost theory, as the link between supplier
process and customer process, on the one hand and the script construct from cognitive psychology on the other,
provide the theoretical basis for the thesis. On the basis of empirical results, the author presents significant
implications for services research and helpful suggestions for business practice.About the AuthorDr. Janine
Frauendorf promovierte bei Prof. Dr. Michael Kleinaltenkamp am Institut fuuml;r Marketing der Freien
Universitauml;t Berlin. Sieist freiberuflich als Koordinatorin fuuml;r das Journal of Business Market Managemt
(JBM) tauml;tig.



