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DEFINING SERVICES FROM AN 
ECONOMIST’S PERSPECTIVE 

• Services sector is the largest economic sector of the world as 

63% of total global wealth comes from services sector. 

• United States is the largest producer of services sector with 

around 15.53 trillion USD (2017).

• 80% of the U.S.A. GDP is generated by services (2017). 

• Uzbekistan: 47% of GDP (67 billion USD), is generated by 

services (32 billion USD, 2017).

• 34% Uzbekistan’s GDP is industry and 19% is agriculture 

• Where will Uzbekistan’s youth find meaningful employment?  



WHAT IS A SERVICE? 

• From an economic perspective, service occurs when there is a value 

exchange between a service provider and a service user

• Service provider: performs a certain activity that results in some benefit 

(or destruction) that includes a specific output and certain experiences

• Service user: sees value (usually positive, sometimes negative) in the 

output, the experience, or both combined and is willing to give up 

resources (money, time, risk) to obtain the service

• Health care, tourism, government/public services, hospitality 

(food/beverage), insurance, banking, transportation, logistics, volunteer-based 

services, social media, Internet, e-services

• “Glue” around which are lives are structured



FUTURE ECONOMIC GROWTH: 
SERVICES 

• Services are not new, but the complexity and the scale to which 

service systems impact human lives on their daily journeys is 

profound 

• Many services are based on several parts coming together, often from 

different organizations (third-parties, exchanging information, 

communication, finances, etc.)

• A tourist coming to Uzbekistan may look at TripAdvisor, then read 

Google reviews, go to Booking.com for a hotel, arrive at the hotel, 

book tours from the hotel, pay with Visa, receive a receipt via email, 

book a taxi to the airport using Yandex,, and Skype/Zoom home. 

• The customer journey in a service setting is impacted not by 

a single service, but by service systems that must be 

coordinated.  



SERVICE INNOVATION: SERVICE SYSTEMS 

• Employment opportunities will increasingly be in the 

designing, managing, improving, and radical changing of 

service systems

• Service innovation will increasingly be based on e-

services (e.g., Internet-based services), service delivery 

via mobile phones and web browsers, self-service, and 

robots as front-line employees

• Customer-to-organizational transactions in tourism and 

hospitality are increasingly mediated through technology

• Service innovation can be used to improve government 

services and to enhance societal well-being (Priority 1.2)



SERVICES ARE CO-PRODUCED 

• The service offering (what the service is all about) depends on the 

value that is co-created between a service provider and a user

• Service organizations must understand a user’s 

expectations/demands and design its offerings, or design and 

coordinate service systems (people, technology, organizations to 

meet these expectations.

• Customers, clients, guests, patients, citizens will have needs 

throughout their journey through a service.  Customers interact 

with an organization (employees, website, physical environment, 

mailing, products) at touchpoints

• Each touchpoint must be designed and coordinated into a service 

system that produces value for a user



THE NEED 
FOR SERVICE 
DESIGN IS 
NOW 

Does Uzbekistan’s 

hoteliers understand 

how tourists’ needs 

differ along their 

journeys?  



SERVICE SYSTEMS WILL CHALLENGE 
BUSINESSES (PRIORITY 3.2)

• How will businesses (e.g., tourism, hospitality, food/beverage) ensure 

that customers’ expectations will be met along multiple touchpoints?   

• How can businesses work with people, technology, and third-party 

organizations to improve productivity, build relationships with partners 

and suppliers (service networks), and improve customers’ 

experiences?

• How can service offerings be “scaled upwards” to attract higher-

income tourists and to maximize their spending during their journeys 

in Uzbekistan?  

• How can industry-academic collaborations be enhanced to improve 

service delivery in Uzbekistan?  



SERVICE SCIENCE IS AN ACADEMIC 
DISCIPLINE: CHALLENGES FOR 
EDUCATION  

• How to foster students that have the skills and mindset to develop 
service systems?

• Services-oriented courses (e.g., Services Marketing, Service 
Operations, and Service Design) are required to educate future 
business leaders whom understand how to create, design, and 
implement service systems and touchpoints. 

• Curriculum has be re-developed for a service economy.  Traditional 
majors are not sufficient.

• Each touchpoint requires inputs from marketing (define customer 
expectations), human resources (empower and train employees to 
meet these expectations), operations (ensure that the service 
setting is functioning), and information technology (provide 
employees with necessary tools to meet customer expectations). 



CHALLENGES FOR GOVERNMENT 

• How to promote service innovation and the development of service 

systems?

• Work with businesses to ensure that customer touchpoints can be 

designed to meet a customer’s expectations (e.g., Internet services, e-

services, financial services)

• Demonstrate the value of service design in public service systems.  Create 

service systems that are developed from the “voice of the citizen.”

• Promote funding for Service Science education (curriculum development) 

and research.

• Develop service innovation “roadmaps” for key service industries (tourism, 

health care, government services).



CHALLENGES FOR RESEARCH 

• How to prioritize research in understanding services, service 

design and delivery, and service systems?

• How to work with businesses to engage in research that explores 

the nature and behavior of service systems?

• How to create tools for practitioners that help them delivery value 

to customers, clients, guests, patrons, citizens? 

• How to bridge interdisciplinary barriers (e.g., working with health 

care providers, non-profit agencies, NGO’s, public administration)? 



THE FUTURE OF 
UZBEKISTAN’S 
ECONOMY IS
SERVICE INNOVATION


