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Using blueprinting and benchmarking to identify

marketing resources that help co-create customer value
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5. Discussion and conclusions

The resource based theory has much to offer service management, as
it helps focus practitioners on key aspects of their businesses and net-
works, which can provide a long-term competitive advantage. The critical
aspect is to find the resources and capabilities that are most important for
a specific organization. This paper suggests that service blueprinting and
benchmarking are key methods for the implementation of the RBT, as
they respectively target both ‘inside-out’ (operand) and ‘outside-in’ (op-
erant) resources and capabilities. These approaches are particularly help-
ful in a market with poor industry practices. Blueprinting that provides
assessment of organizational inside-out capabilities, and international
and national benchmarking that provides information on outside-in ca-
pabilities seem particularly useful and are recommended by this and
other service management studies (Aarikka-Stenroos & Jaakkola, 2012;
Randall, Gravier, & Prybutok, 2011).

Ex5 dzt g Sy 5

il Gl GLSHIS b a5 lyer 3yls Dlodsr Lo pada dipe g1 Sals) Sladsm jame milia 15505
LRl Cae WlgH e 65 L uiS 5,8 GliSled g La a5l S gls A 55y oS wada )
Olajlo Gl 45 Coal gt 5 lin (055 Iy Gulal diz sjle pald 1) e Yk
Sladiay ) Som 5 Olass alsl ik o5 s e GLES dllia ol dites pas Gl ol
3 (8415 Jas) igo Slanbill 5 mlie iy dy dSise witwa RBT gl §ls g5
agad b shile Sa g0 (8 0hag gahy ladyy Gol .asa e LB 2ae LBuam aysa by (Jale) igu
a0 Sl bl & ddyl Lol s Jae 3 0uS S Gms inie gl
wiSen palhd 1) 90 Slarbld Gaelyu Olelbl & e 35S 5 diSue pahd 1) o ilajle
Ligd (o duogd Olods Cu e Olidiod 500 9 Guisd o) dliwgy 3 Lidud duito 3 g0

{Aarikka-Stenroos & Jaakkola, 2012; Randall, Gravier, & Prybutok, 2011)
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