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ABSTRACT  

Mobile banking application provides easy banking services wherever and 

whenever only using the internet and mobile devices. Today one of the regional 

banks in Indonesia struggles to encourage the customer to install and use the 

mobile banking application for banking services because most customers are 

difficult to understand their mobile baking system and want an easier method 

to access the services. For this reason, the management suggests increasing the 

marketing focus towards its current customer for mobile banking and 

improving the service system to be easier to use and accommodate the user’s 

current need. This research aims to help improve their service system using a 

service science perspective. Based on the service science framework, the author 

has analysed the provider and customer perspectives. Then, the root causes 

analysis identifies all problems, gaps, and customer needs. After conducting the 

analysis, the problem was found from lack of collaboration, the registration 

system to create account not optimal, and mobile banking activation system is 

not optimal. After implementing the value co-creation and orchestration 

process, the author proposed service system improvement using service 

blueprint and value blueprint.  
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I. INTRODUCTION 

The coronavirus outbreak has shaken the world at the end 

of 2019 in Wuhan, China, and after a few months, it became 

a global pandemic [1]. Indonesia first officially recognize the 

Covid-19 case is in March 2020, and after the first case, the 

government imposed the closure of various institutions [2]. A 

few weeks after the first incident, Covid-19 patients 

continued to increase in different regions in Indonesia. All 

social distancing and social restrictions policies from the 

government ranging from large-scale social restriction or 

‘Pembatasan Sosial Berskala Besar’ (PSBB), PSBB 

transition, micro lockdown, application of restrictions on 

community activities or ‘Pemberlakuan Pembatasan Kegiatan 

Masyarakat’ (PPKM), and lastly PPKM micro, causing 

limited public access to daily needs due to work from home 

policy and recommendations to stay at home and closing of 

several sectors [3]. However, after a few times, the 

government decided to lower the restriction policy, including 

the banking sector. The offline banking services are only 

limited to serve 25% of the maximum capacity to minimize 

the service contact, and people tend to not go to the bank 

because of fear of Covid-19 [4]. Even so, there is still an 

option to use online banking services, especially mobile 

banking services. This usage is also supported by the number 

of internet users in Indonesia during the pandemic increased, 

and most were accessed through mobile devices [5], [6]. 

Internet users in Indonesia increased by 15.5% in a year 

from 2019 to 2020. The mobile internet device became the 

most significant percentage of 96.4% [5], and this illustrates 

that almost all Indonesians access the internet through mobile 

devices. According to the survey, the number of digital 

consumers in Southeast Asia, including Indonesia, in 2020 is 

estimated at 310 million people [7]. This number has 

increased from 2019 by approximately 30 million people and 

is predicted to reach 340 million people in 2025 [7]. These 

are the effect of social distancing and social restrictions 

policy in Indonesia. Most people choose online services to 

meet their daily needs and minimize physical contact; one of 

them is mobile banking services [8]. Mobile banking is an 

internet-based digital banking service that can be accessed 

whenever and wherever through a mobile application, which 

can fulfil banking services ranging from account opening, 

saving, digital payments, funds transfer, and many more [9], 

[10]. As mentioned before, pandemic conditions change 

people’s banking services from offline banking or ATM 

services to online banking services, significantly accelerating 

mobile banking services [8]. From these conditions, mobile 

banking from one of the regional banks in Indonesia must 

innovate and improve online banking services or mobile 

banking to meet customer’s needs to compete with other 

banks that have mobile banking features. In addition, 

competition with other banks in getting new customers from 

online banking will be tighter [11]. Therefore, the urgency in 

innovating or improving online banking system services, 

especially mobile banking, is critical and in immediate time. 

@ 

@ 
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One of the regional banks in Indonesia wants to improve 

and innovate its mobile banking. However, the regional bank 

management struggles to encourage the customer to install 

and use the mobile banking application for banking services. 

The reason is that most of their customers are mainly difficult 

to understand their mobile banking system and want an easier 

method to access the services. For this reason, the 

management suggests increasing the marketing focus towards 

its current customer for their mobile banking and improving 

the service system to be easier to use and accommodate the 

user’s current need. In this research, the author focuses only 

on improving the service system to solve the problem. To 

help improve the services system on mobile banking services, 

the author uses a scientific approach based on service science 

to improve the services. Therefore, this research aimed to 

identify the gap in the service system between the desire of 

regional bank customers and the service provided in their 

mobile banking service and propose alternative solutions to 

improve the service system of the regional bank’s mobile 

banking service. 

 

II. LITERATURE REVIEW 

A. Service Science 

Service Science, also known as Service Science, 

Management, Engineering, and Design (SSMED), is a new 

interdisciplinary approach to studying, improving, creating, 

and innovating in service and service systems [12], [13]. On 

the topic of Service Science, Engineering and Management 

(SSEM), there is an understanding that SSEM is a 

multidisciplinary approach to managing and designing value 

co-creation of a merit system. This approach develops a 

holistic view of a system into a comprehensive service 

system, beginning to the end while focusing on the customer 

[14]. Service science is referred to as the short term for 

SSME, that the words are often used interchangeably [15]. 

In addition, Service science is the study of service systems 

to create a basis for systematic service innovation. Service 

systems are value-co-creation configurations of people, 

technology, value propositions connecting internal and 

external service systems, and shared information (e.g., 

language, laws, measures, and methods). It combines 

organization and human understanding with business and 

technological understanding to classify and describe many 

types of service systems that exist and how service systems 

interact and evolve to co-create value. The goal is to apply 

scientific knowledge to advance our ability to design, 

improve, and scale service systems [16]. 

B. Model Value Co-creation Process 

The four-phase value co-creation process model is a model 

for opening the concept of value co-creation. Meanwhile, the 

value co-creation interaction is an active, creative, and social 

process based on the provider and customer collaboration that 

the provider initiates to generate value for customers. 

Although the provider begins it, it is still a form of 

collaborative creativity of customers and providers that 

enhances knowledge-acquisition processes by involving the 

customer in creating meaning and significance. Those four-

phase model from co-experience, co-definition, co-elevation, 

and co-development [12], [17]–[21]:  

Co-experience of service is when participating in the 

collaborative value co-creation process, customers and 

providers may not know each other’s capabilities and 

expectations. Hence, rather than reducing the gap between the 

needs and seeds, the provider and customer may need to share 

an internal model to co-define a mutual understanding about 

the service by co-experience. 

Co-definition model means that by interacting with each 

other, the customer and provider may learn about each other’s 

preferences, capabilities, and expectations to co-define and 

share a standard internal model. Satisfaction for both sides is 

generated by the co-experience of both side’s service and the 

co-definition of a shared internal model. 

Co-elevation of each other is a zigzag-shaped spiral 

process of customer’s expectations and provider’s 

capabilities. Higher expectations of service by the customer 

lead to higher-quality service and greater social values (needs 

pull). In turn, high-quality service increases customer 

expectations level (seeds push). 

Co-development of value, on the other hand, we call the 

latter co-development because it takes notice of the value co-

created by simultaneous collaboration among various entities. 

Co-development of service value is usually carried out in 

customer’s evaluation and assessing the value and providers 

learning from customer responses. 

 

 
Fig. 1. Research Framework. 

 

The model above directly describes service as a value co-

creation interaction between customers and providers. It 

identifies four phases in the process, as shown in Fig. 1. The 

first two phases, co-experience, and co-definition are 

relatively short-range concepts for defining service 

appreciation. The last two phases, co-elevation, and co-

development refer to the long-range activities essential for 

service innovation [17]. 

C. Model Value Orchestration Platform 

In the model value orchestration platform, some values will 

be used. The first is the value involvement strategy. Here, the 

platform orchestrator is mainly concerned with getting 

appropriate customers and providers “on board” the platform 

and liven up interactions between customers and providers. 
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Then the value curation strategy. Although the strategy for 

the involvement of customers and providers targeted how to 

draw customers and providers to the platform, value curation 

is vital for the platform to encourage customers and providers 

to co-elevate and co-develop. Lastly, value empowerment 

strategy. Empowerment is how a platform empowers 

customers and providers, so each side finds the other 

attractive and motivated to interact. Customers are 

empowered by lifting their aspiration level, while their 

service capability empowers providers [17], [20], [21]. 

These strategies above, from involvement, curation, and 

empowerment, are closely tied to the different value co-

creation process stages. Involvement strategy focuses on co-

experience and co-definition stages, whereas empowerment 

focuses directly on co-elevation and co-development stages. 

Table I illustrates relevant actions for each strategy and value 

co-creation process of a value orchestration platform. 
 

 
TABLE I: VALUE ORCHESTRATION STRATEGY MATRIX [17] 

 
Value Co-creation Process 

Co-experience Co-definition Co-elevation Co-development 

Value 
Orchestration 

Strategies 

Involvement 
Getting on co-experience and  

co-definition process 
  

Curation   
Re-examining content and meaning of existing 

information and putting a new interpretation 

Empowerment   Promoting co-elevation and co-development process 

 

D. Service System and Service Design 

A service system is a work system that produces services; 

meanwhile, a work system is a system in which people or 

machines use information, technology, and other resources to 

create products/services for internal or external customers. 

The participants in the service system are the service 

provider. Still, sometimes customers can be participants 

because they often do some work within the service system 

[22], [23]. 

Service design is not a precise statement about how a 

service system will operate. Instead, it is an idealized 

summary of a service system. Service design may or may not 

include service interactions, contrary to typical beliefs that 

the core of service occurs in service interactions. The actual 

operation of a service system and the value facilitation for 

customers may differ from its design in various ways. Sources 

of divergence include behavioural discretion, incomplete 

specifications, unexpected exceptions, other contingencies, 

workarounds, adaptations, and other conditions or events 

[22]. 

E. Service Blueprint 

A service blueprint is a picture or map which describes the 

customer experience and the service system. By involving 

different people in providing the service, they can understand 

it objectively, regardless of their roles or points of view. 

Blueprints are handy at the design stage of service 

development, manage service operation and improvement. A 

service blueprint visually displays the service by 

simultaneously portraying service delivery, customer contact 

points, the roles of customers and employees, and the visible 

elements of the service. It provides a way to break a service 

down into its logical components and depict the steps or tasks 

in the process, how the tasks are executed, and the evidence 

of service as the customer experiences it [24], [25]. 

F. Value Blueprint 

A value blueprint is a value-centered variation on service 

blueprinting that links customer actions to specific things 

customers value about a particular service system or value 

constellation. It combines concepts such as customer and 

provider responsibilities, service instances, service 

interactions, and frontstage and backstage. Value capture for 

both customers and providers can occur during negotiation, 

set-up, service request, fulfilment, and follow-up phases. It 

can extend far beyond the timeframe of a specific service 

instance. Value blueprints contain information that is useful 

for service design. It encourages the service designer to focus 

on how the service provider promotes value creation and how 

the customer creates value [22]. 

G. Fault Tree Analysis 

A fault tree (FT) is a graphical diagram that utilizes logic 

gates to model the numerous combinations of faults, failures, 

errors, and ordinary events involved that cause an undesired 

event (UE), and this was used to do fault tree analysis (FTA). 

FTA is a system analysis that uses FT as the root-cause 

investigative methodology. This system specifies 

combinations of events and conditions that lead to the 

occurrence of a specified UE. Using FTA is for system 

improvement and use analytical processes in developing and 

evaluating a system. Thus, sometimes it is referred to as a 

Logic Diagram Analysis. FTA elaborates the logical fault 

paths through the system that emanates from all the possible 

root causes; hence the analysis is deductive from the general 

problem to the detailed causal factors. The FT of a system 

graphically characterizes the combinations of elemental 

failures that can yield the top UE [26], [27]. As shown in 

Table II, FTA uses symbols to outline various events and their 

relationships in a process. 

 

III. RESEARCH METHODOLOGY 

Based on the literature reviews, the research framework 

used in this research is shown in Fig. 1, which understands 

provider and customer perspectives to create value. This 

research data collection uses the qualitative method because 

it is the most appropriate data collection. It is in interviews 

with customers and providers, observations of the existing 

service system, and secondary data. The primary data will 

mainly be obtained by interviewing the regional bank’s 

mobile banking management and the customer, then 

supported by the author's direct observation. In addition, the 

authors did a literature review on different academic journal 

data sources and company annual reports to acquire 

secondary data, such as the requirement for literature and 

empirical methodologies. The author conducts specific 

subjects to interview. Those subjects are representing both 
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form provider and customer of regional bank’s mobile 

banking.  

 
TABLE II: LIST OF FTA SYMBOLS 

Gate Symbols Description 

 

And gate means a condition in which all events 

displayed below the gate (input gate) must be 

fulfilled so that the event shown above the gate 

(output event) occurs. Simply, the output event will 

only happen if all the input events exist 

simultaneously. 

 

Or gate represents a situation in which the event 

shown above the gate (output event) will appear if 

any of the events shown below the gate (input gate) 

are performed. Simply, the event can occur although 

only one or any combination of the input events 

exists. 

Event Symbols Description 

 

The rectangle is the leading block for the FT because 

it represents the adverse event. It can be found at the 

top of the tree and throughout it to indicate further 

breaking down events. 

 

 

 

 

 

 

A circle shows a base event found on the bottom 

tiers of the tree and needs no more development or 

breakdown. There are no gates or events below the 

base event. 

 

 

 

 

 

 

The diamond identifies the terminal event that is 

undeveloped. Such an event is not fully developed 

due to a lack of information or significance. A fault 

tree branch can end with a diamond. 

 

 

 

 

 

 

An oval symbol represents certain situations that can 

only occur if certain circumstances happen. 

 

 

 

 

 

The triangle signifies the transfer of a fault tree 

branch to another location in the tree. It connects to 

the tree with an arrow. Everything that is shown 

under the connection point is transferred to another 

area of the tree. 

 

When planning new solutions for a selected context, all 

design analysis should begin with understanding the 

corporate and the sort of service you’re designing for [28]. 

The first subject is the provider, who is the regional bank’s 

mobile banking Management representative. Then, the 

customer side will be divided into three categories because 

this service is delivered specifically. First is the regional 

bank’s mobile banking current user with 15 interviewees. 

Regional bank customers with a bank account but not yet 

using mobile banking with two interviewees, and the last is 

people who want to open a bank account with eight 

interviewees. 

The author uses the research design in Fig. 2 as guidance 

and flow of research to find the proposed business solution. 

 

IV. RESEARCH FINDINGS 

A. Business Environment Analysis 

There are so many interactions in the services that make it 

run before analysing it into a more profound analysis. We 

look first at the overall service interaction and stakeholder 

and service ecosystem in regional bank’s mobile banking. 

This analysis comes from author observation through the 

service and secondary data. 

 
Fig. 2. Research Design. 

 

 

 
Fig. 3. Service system Interaction. 

 

Regional bank’s mobile banking services work together 

with four mains components to make the service system 

work. We can see from Fig. 3 from an internal employee that 

performs the service that contributes to monitoring and 

evaluation, marketing, and as a service and platform provider. 

The authority that contributes to providing law and 

protection. Customer who is an existing customer of a 

regional bank and potential new customer generates revenue, 

database, and feedback. The last is 3rd parties such as 

merchants and technology provide support infrastructure and 

collaboration. All four components contribute to the regional 

bank’s mobile banking service system. They also have reason 

to be here. We know that all the stakeholders above are 
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essential to the services, but the most important and we can 

manage are the customer and internal employee or 

management. 

Regional bank’s mobile banking creates or generates 

earnings by taking a certain commission fee on several 

transactions. Those are generally caused by customers and 

partners who use the platform. As shown in Fig 4, this 

analysis comes from author observation through the service 

and secondary data. 

Fig. 4. Service ecosystem. 

 

The three entities of the regional bank’s mobile banking 

ecosystem play a different role from the above service 

ecosystem, and all are important. Still, the most significant 

are regional bank’s mobile banking and consumer. Because 

of that, there will be a different approach from the provider 

and customer. 

As mentioned in the research methodology, the interview 

was conducted. From that interview and the direct 

observation, the existing service blueprint and value blueprint 

can be obtained. For the existing service blueprint, we 

identified seven fail points. There is one uncontrollable fail 

point which is registration proof, and six are controllable 

which are online registration form, go to nearest bank office, 

fill out the form offline, mobile banking activation, 

verification via OTP and two-step activation for mobile 

banking. Those fail points come from the registration of bank 

account and mobile banking. There are no-fail points identify 

from the log-in system in the service blueprint. Then, from 

the existing value blueprint, it can be specified there are four 

activities which are choose the product, customer agreement, 

fill the formula and insert debit card to ATM that the value 

has not been delivered yet and seven that have a negative 

value that are: registration proof; take queue number and 

wait; show to the CS pdf proof, KTP and NPWP; fill out the 

form again; signing 4-5 documents; get verification SMS 

with OTP; and insert the debit card again. Like before, those 

activities are from registration of bank account and activation 

of mobile banking. The value-form log-in system has 

delivered well in the value blueprint. 

B. Root Cause Analysis 

Root cause analysis is the process of defining the problem 

by using structured procedures to determine the root cause of 

the problem. In conducting the root cause analysis, the author 

uses the fault tree analysis method. Below is the result of the 

fault tree analysis from all the data coming from business 

environment analysis. 

 

 

 
Fig. 5. Fault Tree Analysis Part 1. 
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Fig. 6. Fault Tree Analysis Part 2. 

 

From the root cause analysis above in Fig. 5 and 6, there is 

three intermediates event on the first level contributors. The 

first event is an application error. At the second level, 

contributors end with a diamond or undeveloped event 

because there is no more information, and it is not the scope 

of the research. Thus, there is no root cause or basic event. 

The second event in the first level is lack of feature, at the 

second level contributor all event ends up with diamond or 

undeveloped event because of no more information. The third 

event from this level is service system is not optimal. Then 

the second level is registration bank is not optimal, and the 

mobile banking activations are not optimal. From this level, 

there are many basic events or root causes identify which is 

the circular one. All the eleven root causes come from lack of 

feature. The registration bank account is not optimal, and the 

mobile banking activations are not optimal, so that the 

business solution will focus on those three events. 

To conclude, the business issue was identified through the 

exploration using the service science framework and some 

literature review. We created the research design that told us 

what steps, flows, and tools were used. First, we collected the 

primary data using a qualitative method: an interview from a 

management perspective and a customer perspective. It 

resulted in the information of current problem, what they 

want and what they hope in the future this data will be used 

to contribute to service blueprint and value blueprint analysis. 

The service blueprint resulted in understanding the service 

system and the pain point of the system. The value service 

blueprint resulted in what value occurred in the service and 

understand the value that was not delivered optimally. From 

all those data and analysis that has been done, we use root 

cause analysis to find the root cause using fault tree analysis. 

The results identify eleven root causes, namely, the lack of 

collaboration, not enough information about registration and 

activation process, identity verification manually (offline) 

through office bank, fill out the paper form and signing 

documents, pay for registration manually, using a browser to 

fill the form, lack of follow up, the proof is in pdf format, 

there is minimum credit to get OTP, need to register to SMS 

banking first and identify verification trough ATM. 

 

V. DISCUSSION 

A. Value Co-creation and Orchestration Process 

In proposing the relevant business solution for regional 

bank’s mobile banking to overcome the root cause, this 

research will use the service science framework, value co-

creation, and orchestration platform. We need to identify four 

process phases between the customer and the provider in 

creating value co-creation: co-experience, co-definition, co-

elevation, and co-development. 

In the co-experience process, customers need to understand 

the Regional bank’s mobile banking services. In contrast, the 

provider needs to provide complete information about the 

Regional bank’s mobile banking services process and easy 

access to experience the service. After they interact and 

understand each other, it will create a co-definition process.
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TABLE III: CO-EXPERIENCE AND CO-DEFINITION ACTIVITY 

Co-Experience and 

Co-definition Activity 

Detail of the program 

Objective Indicator Target Initiatives 

Interactive information 

before registering or 

activation 

To give information as detail 

as possible regarding the 

registration and activation 

process in the regional bank’s 

mobile banking application 

The customer knows the 

process of registration 

and activation from the 

beginning until the end 

all the customers 

understand the process 

Creating timeline or pop-up 

information regarding the 

process before the customer 

continue to the next stage 

Step Process page on 

regional bank’s mobile 

banking apps 

To follow up and inform the 

customer about the current 

step process and as a proof 

registration station (process) 

A program has been 

created or added to an 

existing service system. 

All the customers who 

registered or activated 

mobile banking get 

information for the 

following step process 

and schedule 

Preparing the notification 

system to the customer  

Create an active social 

media channel 

Interaction between service 

and provider regarding the 

feedback, promo, discount, 

and launching a new feature 

A program has been 

created on major social 

media 

Minimum has one social 

media platform that is 

actively used 

Preparing the resources of 

talented administration  

 
TABLE IV: CO-ELEVATION AND CO-DEVELOPMENT ACTIVITY 

Co-Elevation and Co-
Development Activity 

Detail of the program 

Objective Indicator Target Initiatives 

Video call verification 

process 

Identity verification 

through online 

Creating service system 

by using video call 

process, customer don’t 
need to go to the bank  

All customers must verify 

trough online 

With the help of current 

customer service to do 

online video call 

Digitalization of the 

requirement  

Fill out the form and 

signing the document 
digitally 

Creating a digital 

database and no paper 
and stamp needed 

All requirements of digital 

form 

Creating a database for the 

digitized data 

No minimum balance for 

registration new bank 
account  

Provide an easier method 

to open a bank account at 
the beginning  

There is no transaction 

at the beginning of the 
opening new account  

All customers get no 

minimum balance on their 
account  

By re-examining the 

minimum balance policy  

All in regional bank’s 

mobile banking application 

Simplification of the 

service system 

All in regional bank’s 

mobile banking 

application no need 
external application or 

browser 

All subservices are 

included in the regional 

bank’s mobile banking 
application 

the improvement of the 

system by IT department  

Free of OTP charge To minimize failure of the 
registration and receiving 

the OTP 

Customers will receive 
OTP regarding the 

amount of credit 

number that they have 

Customers will receive 
OTP 

By re-examining the OTP 
charge policy 

Directly choose regional 
bank’s mobile banking 

activation 

Simplification of the 
service system 

Customers can choose 
the service and don’t 

have to take all the 

service 

All customers can choose 
the specific service 

By re-examining the SMS 
and mobile banking 

policy 

 

From Table III, we can see there are three activities that 

have been ‘co-experience’ and ‘co-definite’ that improve 

some of the root causes, namely not enough information 

about registration and activation process by providing 

interactive information before registering and activation; lack 

of follow up; and the proof is using pdf format by providing 

step process page on Mobile banking application and create 

social media for additional information. 

In Co-elevation and Co-development process, the 

customers expect the regional bank’s Mobile banking 

services for the provider, and the provider provides it with 

their capability.  So, the provider must increase their capacity 

so they can fulfil the expectation from the customers. To do 

this, the provider needs to develop or improve the system by 

co-development process. 

From Table IV, we can see three activities that have been 

‘co-elevation’ and ‘co-development’ that improve some of 

the root causes. The root causes are identity verification 

manually (offline) and through ATM change with the video 

call verification process. The second is to fill out the paper 

form and signing a document change with the digitalization 

of the document required. The third is to pay for registration 

manually change with no minimum balance needed for the 

beginning of the registration. Then, using a browser to fill the 

form change with all in a mobile banking application. After 

that, the minimum credit to get OTP to change with free of 

OTP charge. Lastly, the need to register SMS banking first 

change directly to choose mobile banking activation. 

B. Collaboration 

The classical approach to economics took the view that 

competition was the driving force for commercial activity. In 

microeconomics, industrial organization models focused on 

industrial structure conduct performance and showed that the 

more companies there were in an industry, the greater the 

levels of competition [29]. In this era, we need more 

collaboration to shared knowledge, advantage, value to 

others, even to our competitors, to make the pie bigger. 

Coopetition is a situation where competitors simultaneously 

cooperate and compete with each other. The primary purpose 

is to make the bigger pie or opportunity in the market [30]. 

Regional Bank’s Mobile banking needs collaboration with 

external actors or competitors to create the Mobile banking 

service feature relevant and compete in the market. Below 

Table V is an explanation about the actors that need to 

collaborate. 
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TABLE V: COLLABORATION 

Actors When How 

E-commerce 
(e.g., Tokopedia, 

Bukalapak, Shopee) 

When does the user 
want to top up their 

credit in the e-

commerce 

By coopetition with 
each other and 

integrate the service 

system 

E-wallet 
(e.g., Gopay, OVO, 

Linkaja, Dana) 

When users want to 
top up in their e-

money 

By coopetition with 
each other and 

integrate the service 

system 

 

We know that it is challenging when we collaborate with 

our competitors. Below Table VI is the explanation of the 

challenges. 

Table V and VI show two collaborations needed to create 

value for the lack of collaboration root cause. Even though 

they do it their competitor, but today it has become 

coopetition. Those collaboration results will be added to the 

regional bank’s Mobile banking feature as one of the 

payments or top-up methods. 

C. Orchestration Strategy Matrix 

These value co-creation process stages are closely tied to 

the different strategies, from involvement, curation, and 

empowerment. Involvement strategy focuses on the customer 

to get on co-experience and co- definition process. Curation 

strategy is re-examining the content and meaning of existing 

information and putting a new interpretation in the service 

system. In contrast, empowerment focuses directly on 

promoting and give more value to co-elevation and co-

development stages. 

The involvement strategy is to draw more customers, and 

potential customers, the Regional bank’s Mobile banking 

service platform needs to attract and involve customers. From 

Table VII, the provider needs to make the customers 

understand the service from registration, activation, and 

utilization through interactive information in the application, 

social media interaction, and information. After that, the 

important thing is to make the service system relevant to 

customer needs. 

To encourage more customers to use the Mobile banking 

service platform, the provider needs to elevate and improve 

the service from the customer's perspective. Customers will 

be willing to use and register as regional banks customers. 

From Table VII, the provider needs to improve the video call 

verification process, digitalization of the requirement, all in 

Mobile banking apps, can directly choose the service. 

To help the customer use the mobile banking platform, 

each customer and provider finds the other attractive and 

motivated to interact. From Table VII, the provider needs 

some changes from No minimum balance for registration of 

new bank account, Free of OTP charge when the customer 

receives the SMS, and Development of additional top-up 

feature with the collaboration of the third party. 

 
TABLE VI: COLLABORATION CHALLENGES 

Actors Challenges How can? 

E-commerce 
(e.g., Tokopedia, 

Bukalapak, Shopee) 

Agreement of the 
profit-sharing of each 

transaction and trust 

The profit margin of 
each transaction is 

tiny and different 

company culture from 
state-own enterprise to 

the private new 

company 

E-wallet 
(e.g., Gopay, OVO, 

Linkaja, Dana) 

Agreement of the 
profit-sharing of each 

transaction, trust, and 

a direct competitor of 
regional bank’s 

mobile banking 

The profit margin of 
each transaction is 

tiny, different 

company culture from 
state-own enterprise to 

the private new 

company, and 
regional bank’s 

mobile banking is e-

wallet by the regional 
bank 

 

 
TABLE VII: COLLABORATION CHALLENGES 

 Value Co-creation Process 

Co-experience Co-definition Co-elevation Co-development 

Value 
Orchestration 

Strategies 

Involvement 1. Interactive information before registering or 
activation 

2. Step process page on regional bank’s mobile 

banking apps 
3. Create an active social media channel 

  

Curation   1.Video call verification process 

2. digitalization of the requirement 

3. All in regional bank’s mobile banking application 
4. Directly choose regional bank’s mobile banking 

activation 

Empowerment   1. No minimum balance for registration new bank 
account 

2. Free of OTP charge 

3. Development additional top-up feature with 
collaboration 

 

D. Service Design 

After we get the service strategy above from involvement, 

curation, and empowerment strategy now, we come with the 

service concept of each strategy. Here the author is creating a 

mock-up improvement for the idea just to visualize the 

improvement. The author's mock-ups from the strategy above 

can be seen in Fig. 7-9. 

The Regional bank’s Mobile banking application provides 

information on every step of the registration and activation 

process and what requirements need to register or activate. 

The proposed mock-up can be seen for the application in Fig. 

7. 

In Fig. 8 a, the Regional bank provides the information 

status of the registration process, which step, and the next 

step. This step makes the customer feel there are follow-up 

and clear steps. In Fig. 8 b, identity verification is done 

through online video calls. This feature can be integrated into 

the apps. 
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Fig. 7. Interactive information before registering or activation mock-up. 

 

  
Fig. 8. a) Step process page on regional bank’s mobile banking mock-up 

and b) video call verification process mock-up. 

 

Fig. 9 a is the document requirement scan process, so all 

the documents will be scanned to be stored digitally, and 

customers can do it online without having to go to the bank. 

In Fig. 9 b, all the registration activity happened in the 

regional bank’s mobile banking application no longer using 

an external browser. 

The final step of improving the regional bank’s Mobile 

banking platform's service system is proposing a service 

blueprint with the improvement from findings and 

orchestration strategy matrix. Here, the author divided the 

service system into three subservices in line with the 

customer's three types that use the service. The first 

subservice is registering a new bank account, registering to 

the mobile banking for an existing bank account, and the last 

is the log in the mobile banking until end services. Below is 

the new proposed service blueprint. 

The proposed service blueprint of the regional bank’s 

mobile banking services from Fig. 10 to Fig. 12 improves the 

previous service blueprint. The improvement is from the 

finding and value co-creation and orchestration process. 

There is only one physical evidence in this service blueprint 

compared to the previous one, so the customer only opens the 

mobile banking application to get everything done in this 

service blueprint. 

    
Fig. 9. a) digitalization of the requirement mock-up and b) All in regional 

bank’s mobile banking application mock-up. 
 

To understand the value delivered with the new proposed 

service blueprint, we now want to see the value delivered 

during all activity inside the proposed service system before 

using the value blueprint. Here also, the author divides the 

value blueprint into three subservices. The first subservice is 

registering a new bank account, registering to the mobile 

banking for an existing bank account, and the last is the log 

in the mobile banking until end services. 

The proposed value blueprint of regional bank’s mobile 

services from Fig. 13 until Fig. 15 is evaluated from the 

previous value blueprint. The improvement is from the 

finding and value co-creation and orchestration process. The 

all value from this value blueprint is a value that we want to 

deliver to the customer, not yet to be proof in the deal process. 

The system needs to be implemented first to make sure the 

proposed value has been provided. However, hopefully, this 

proposed value will be all delivered at first implementation to 

the system. 

The proposed service system improvement for mobile 

banking using service science perspective is consists of value 

co-creation and orchestration process, service design, and 

service blueprint. Hopefully, by implementing such an 

improvement to the service system of the regional bank’s 

mobile banking services, the service’s value will be delivered 

to the customer after implementing all improvements. Thus, 

the customer need can be fulfilled by creating value co-

creation by iteration each interaction of input from both 

customer and provider. This action is vital to the service to 

stay relevant to the technology, culture, customer need, 

economy that constantly change rapidly, especially in the 

digital era, society 5.0, and industry 4.0. 
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Fig. 10. Register new bank account Proposed Service Blueprint. 

 

 
Fig. 11. Register regional bank’s mobile Proposed Service Blueprint. 

 

 
Fig. 12. Log in regional bank’s mobile Proposed Service Blueprint. 

 

 
Fig. 13. Register new bank account New Value Blueprint. 
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Fig. 14. Register regional bank’s mobile New Value Blueprint. 

 

 
Fig. 15. Log in regional bank’s Value Blueprint. 

 

VI. CONCLUSION AND SUGGESTION 

A. Conclusion 

From the research finding, the gap between the regional 

bank customer’s wants and the service provided in their 

Mobile banking service mostly have come from the service 

system of Mobile banking. The service system is not optimal, 

especially in registering new accounts and activation Mobile 

banking. This problem because of not enough information 

about registration and activation process, identity verification 

manually (offline) through bank office, fill out the paper form 

and signing documents, pay for registration manually, using 

a browser to fill the form, lack of follow up, the proof is in 

pdf format, there are minimum credit to get OTP, need to 

register to SMS banking first and identify verification trough 

ATM. There is also a lack of features in Mobile banking, 

especially in the Top-up feature in e-commerce and e-wallet, 

because lack of collaboration between the provider and other 

parties to elaborate more about the services. 

To improve the service system of the regional bank’s 

Mobile banking service, we can use service science methods 

from value co-creation and orchestration process, service 

design, and service blueprint. The improvement is ranging 

from interactive information before registering or activation, 

step process page on the mobile banking apps, create active 

social media channel, video call verification process, 

digitalization of the requirement, all in a mobile banking 

application, directly choose mobile banking activation, no 

minimum balance for registration new bank account, free of 

OTP charge, and lastly the development additional top-up 

feature with third party collaboration. The new service 

blueprint has only one physical evidence (with only one 

mobile banking application) to get all the services. Hopefully, 

after the implementation, the value that the author wants will 

be delivered. this method can increase the convenience of the 

mobile banking application and contribute to increasing the 

number of active users and number of transactions. 

B. Recommendation 

The results of this research are expected to provide input 

for the provider and future researchers related to improving 

the service system in regional bank’s mobile banking 

services. Many data used in this research, especially in a 
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pandemic, can’t be done right now. Also, increase the type 

and number of the interviewee from customer and provider 

from the internal data and dig deeper to increase engagement 

with the interviewee so the answer will be more 

representative of the problem in the service system. To get 

the best result, the author suggests that there will be research 

iteration about the value delivered after the implementation. 
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