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Abstract: This paper describes a study of the elements of service innovation for artistic painting
creation enterprises from the service-dominant logic point of view. This research mainly aimed to
(1) explore how to integrate the concepts of service innovation for companies (service provider)
providing painting as their service in their business model, and (2) to explore that how consumers
(service receiver) can evaluate their experience value as well as achieve value co-creation through the
service process under the service innovation model. Here, a multiple case-detailed CEO-interview-
based methodology was used with four corporate companies that provide artistic painting creation
services. The findings showed that, as painting is the core content of the service, the process not only
meets the emotional needs of consumers through its operations, but also develops innovations in
the business model to solve social issues. This research applies the viewpoint of art in the service
science field and combines creative and innovative thinking with business operations. The outcome
has practical implications for enhancing the social value of business structures and enabling value co-
creation under the development of creative industries. In conclusion, the popularity and accessibility
of using painting as a service reinforces painting creation to develop internal expression channels
that can be used as service innovation for the development of businesses in the creative industries.

Keywords: service innovation; painting creation; service-dominant logic; value co-creation; experi-
ence economy; social innovation

1. Introduction

Nowadays, speed is the standard pursued. The pursuit of efficiency in all areas is
making social community life increasingly compact. The stress experienced by individuals
on a daily basis in modern society is also continually increasing; furthermore, stress is the
key factor causing emotions. Dealing with emotions has become an important topic for
everyone in modern society. As such, a wave of business models has focused on social and
economic healing in recent years. The purpose of healing is to achieve emotional soothing
through business models. It has led to the creation of various new healing economies,
one of which is the creation of paintings, which has led to market development and the
formation of a brand-new service.

Tolstoy said: “Art begins when a man, with the purpose of communicating to other
people, a feeling he once experienced, calls it up again within himself and expresses it by
certain external signs” [1]. The healing produced through the creation of paintings does not
lie in the quality of the work or its beauty, but in the process of experience. It is the process
of nonverbally feeling the state of oneself. There are now industries that are based on the
creation of paintings, for example, a popular brand called “Paint and Sip”, which sells
group painting lessons accompanied by wine or other beverages in European and North
American countries. There are other various studios and art workshops promoting stress
relaxation. In recent years, companies that provide healing and stress-relieving services
have begun to emerge in the markets around the world. These services that are providing
spiritual comfort not only let people relieve stress and relax, but also allow people to
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learn new skills or cultivate interests. The consumer experience of these services meets
their spiritual needs; the humanized services resonate with consumers who project their
own emotional feelings into the experience process. This industry enhances the value of
experience and affects consumers’ lifestyles. The process of creating a painting provides a
channel for individuals to unconsciously express their inner self. Through painting, people
can learn from experiences of their inner state. The process of painting creation can also
lead to the creation of emotional stability and balance, and even promote self-growth.

Social innovation has emerged to solve a certain problem experienced by enterprises
in society or social organizations. These social enterprises are diversified due to their value
propositions. The system of the society in which the enterprise is located and the govern-
ment’s implementation of the policies have also led to the differences in these enterprises.
The concept of social innovation in Taiwan has gradually penetrated the public’s conscious-
ness. However, there is still room for development of enterprise evaluation standards in
various categories. Currently, the enterprises that provide healing services through the
creation of paintings in Taiwan are more targeted at specific groups of people, such as
using art therapy for psychotherapy. Or, the business models are biased toward traditional
profit-making, such as those of regular art studio or workshops. There is a lack of clear and
standardized business evaluation indicators in various industries. Therefore, the lack of
core values and resource integration for long-term business operation are the main issues
that need to be addressed. However, from the perspective of social innovation, there is an
advantage to the potential in the healing industry. The enterprises offering painting creation
can not only find suitable solutions to the existing social issue of emotional stress, but also
combine the characteristics of effectiveness, efficiency, and sustainability to continually
create and deliver social value [2]. Furthermore, painting creation has economic and social
co-creation value that is worthy of further discussion regarding the positive social influence
exerted by and on the public.

The concept of service innovation enables the service network to allow all the actors
or participants to co-create value, thereby integrating consumers, organizations, and the
public in the business model of the enterprise in playing this important role [3]. From a
social point of view, service innovation is a method of creating and developing the actor’s
own value, of improving the social ecological environment, and of constructing a suitable
service experience and innovation process by considering appropriate execution tools in
the service design process.

An important issue in the field of service design is related to social innovation. In recent
years, studies in the service science field have focused on service innovation and service
design. Research has shown that service design can further promote service innovation.
However, current studies mostly focused on concepts and theories; more practical research
on the processes and implications is needed [4,5]. Regarding service innovation in the
development of new value propositions, it is crucial to discuss the key role of service design
and its relationships as society has entered the era of the experience economy. Regardless
of whether the business model is based on products or services, the service experience
process is an important aspect of any business. Research has also emphasized the criticality
of service design under various business models.

The aim of this research was to explore the elements of service innovation of companies
providing painting creation as their service offer from the service-oriented logic point of
view. By analyzing the results of case interviews with corporate entities, the findings show
how painting creation is the service offer, how the emotional needs of consumers are met
through its operations, and how innovations are developed in their business models to
solve social issues. These innovations also allow the organization to operate continuously
based on the internal and external co-creation of value, and they can have a positive social
influence on the general public. The impact of this research is in a description of the factors
that influencing the popularity of art creation and its open accessibility to the public. The
use of painting creation involves internal expression, which is a social service innovation
model that shows potential for development.
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Therefore, the objectives of this study were as follows:

1. to explore the relationships and connotation of service innovation with the firm
specific advantages from the enterprises offering creation of paintings,

2. to construct a service innovation model for enterprises offering creation of paint-
ings and

3. to analyze the service experiences and effectiveness that can co-create values in the
service process for businesses offering creation of painting.

2. Theoretical Background
2.1. Art Creation and Social Innovation in Art

Art is characterized by diversity, tolerance, and creativity. From ancient times to the
present, the high degree of human acceptance of art also demonstrates its sustainability [6].
The Art Council England stated that “Art and culture can be widely used to exert its lasting
influence”. It is convinced that art will shape people’s values and behaviors in the future.
The British Association of Arts and Business proposed that art and business have begun to
emphasize the value reciprocity of professional exchanges. Recent research showed that
both classic and current art is highly involved in the commercial market [7]. With concepts
changing over time, art has become an important part of life aesthetics in people’s daily
lives. The commercial functions of art that are provided to the public have begun to be
widely used; the social functions that are conferred by art have gradually been received. A
current area of interest is to determine how to solve social problems more effectively so
that art has more powerful value and development possibilities.

Based on the argument of social enterprises, a more inclusive concept of social innova-
tion has been developed. The focus is no longer limited to the enterprise; the concept has
been expanded to innovative products or services that solve social problems through the
business model. The difference between social innovation and social enterprise is that a
social enterprise is a single entity that uses commercial power to perform social missions;
social innovation is the creation of society through the cooperation of technology, resources,
and communities [8]. The integration of related resources is strengthened to establish a
complete social innovation ecosystem. In other words, social innovation is a long-term
value co-creation process that benefits the social system [9].

Social innovation creates a new type of social influence in which uses innovative
methods to change the attitudes, cognition, and behaviors of actors related to social issues
and the associated social context so as to develop a more profound and long-term social
impact. Therefore, social innovation is no longer limited to the products or services of
enterprises but is expanded to their social influence and generated social value. Thus, its
value will not only benefit a single individual or organization but the entire social system.

Art creation is accessible to almost everyone. As such, a current trend is promoting
the combination of art creation with other fields, and developing the possibilities and
value generated by the interactions between art and other fields. Additional value is
created through innovation in which contributions are more in line with societal needs. The
performance of creation by an individual is a relatively complex psychological phenomenon
and behavioral process that involves the individual’s rational thinking and cognition of
things through understanding the process of feeling.

The social innovation of art in the market is a relatively new concept. Its aim is to
develop innovative business models to solve social issues using art creation as the core; at
the same time, the organization can create economic value and obtain profit to achieve a
sustainable business model. Art-creation enterprises are evidence of the social innovation
of art and culture; they use the process of art creation as a medium to provide services.
Through the freedom of art, consumer participation can be improved, and self-emotional
mediation can be achieved in the process. In a broad sense, these enterprises provide
specific social value [5]. The quantified nonspecific value is the social influence provided
by artistic/creative enterprises. Although there is no universally applicable definition,
and it is a relatively new concept. The development of those enterprises has considerable
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potential in the both the academic field and has practical industry implications. As such,
the first research question was:

RQ1: What is the relationship and connotation of service innovation with the creation
of painting enterprises’ firm specific advantages?

2.2. S-D Logic in Economic Value for Service Innovation

Vargo and Lusch [10] reported that all economic behaviors should be regarded as
services and proposed the service-dominant logic (S-D logic) centered on services. The
concept states that service is the basis of all economic transactions and value is created
through the application of resources to practices that are formed by co-creation [11]. Service-
dominant logic emphasizes that, in the transaction process, the specific commodity is only
a vehicle for providing the service, so the service provider cannot directly produce value.
The benefits of service provision are the experience and solution in the service process,
that is, its value is formed by the co-creation of the service providers and the receivers.
Consequently, the service receiver, usually considered as the customers, is regarded as a
co-creator of value.

Service design is increasingly considered an intentional channel to service innovation
as it integrates a service perspective with a design approach [12–14] and is not just a simple
design method. The relationships between service design and service innovation seem to be
fundamentally overlapped within the service system. The view of service-dominant logic
is that the true value of services is generated by value-in-use or value-in-context, rather
than value-in-exchange [15]. Therefore, the service receivers are regarded as key members
in the value-creation process, which allows service providers to provide innovative service
experiences with different thinking and perspectives. Vargo and Lusch’s [15] latest update
to the S-D logic perspective of value co-creation states that direct and indirect interactions
occur among all the actors, such as suppliers, third parties, and customers within the
service ecosystem. Furthermore, value propositions are co-produced through purposeful
collaboration; value is created only when the customer is using the solution provided
by the supplier in a specific context [15]. Within the service-dominant logic concept,
service receivers are one of the intangible resources of service providers: the perceptions
provided by users based on their own needs, cognitions, expectations, or experiences play
an important role in the value-creation process. The value proposition in the service process
is provided by the service provider and evaluated by the service receivers.

Service innovation can be classified through the value theory of S-D logic based on two
dimensions: the degree of value co-creation and the degree of network collaboration. Four
types of service innovation have been proposed: (1) traditional innovation, with a focus on
product-based innovation through improving quality and reducing costs, (2) collaborative
innovation, with a focus on process-oriented innovation, through outsourcing relationships
with other organizations and establishing cooperative relationships, (3) customer-oriented
innovation, which focuses on strengthening the interactions between enterprises and
customers, or between customers and customers through the network model and (4) service-
oriented innovation, with a focus on maximizing the value of the service economy, which
is the highest degree of value co-creation and network collaboration [16]. This concept
emphasizes that customers are value co-creators, and the joint participation of enterprises
and customers is an important aspect for value co-creation in the service industry [17].
Furthermore, collaboration includes all internal and external actors that are connected to
each other in all service networks [18].

The concept of open innovation, i.e., IOI-based systematic innovation, states that
internal and external ideas are combined in systems whose requirements are defined by a
business model [19]. Open innovation is a model that allows for a two-way flow of knowl-
edge from inside the firm out (outbound) and from outside in (inbound) [20]. Research
has shown that managerial innovations result in alterations to existing working patterns,
systems, procedures, and style, resulting in efficiency and effectiveness in the delivery of
services. Two critical areas were shown to provide efficient service in performance: the
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fundamental rethinking of the definition of service and the radical redesign of business
processes [21]. In order to improve a service, remarkable innovations that break away from
the old methods are needed and newer ones must be adopted. Research found that IOI
innovation is a useful tool for enhancing business performance. Service innovation is a
systematic innovation concept that is a bottom-up, transition-based system innovation
concept [22]. This situation led to the second research question:

RQ2: What analytical frameworks are appropriate for constructing a service innovation
model of painting-creation enterprises?

2.3. Value Co-Creation in The Experience Economy

Value co-creation is an actor-to-actor process [23]. The degree of co-creation can be
divided into two primary conceptual dimensions: co-production and value-in-use [24]. In
value co-creation, the consumers (service receivers) usually play an active role and co-create
value with the firm (service providers) through direct or indirect collaboration in different
stages from the production line to consumption [17,25–27]. The stages of engagement,
interaction, self-service, and experience are considered the most crucial elements of value
co-creation [28]. Furthermore, studies showed that value co-creation can be extended
beyond the production chain to the consumption and value delivery chains through the
entire service process [24]. Value-in-use is the customers’ experiential evaluation of the
product or service proposition beyond its functional attributes. This concept is also highly
connected to customers’ individual motivation, specialized competences, actions, behaviors,
and so on. Furthermore, because the cooperation management affects how all the resources
are integrated and value is co-created, diffusion is considered a co-creative process that
involves multiple actors integrating new resources [29].

Experience is an abstract concept. Its realization is achieved by companies through
using services as a platform, commodities as a medium, and consumers as the center to
create memorable activities that can be more humane and sensible through service design.
Through experience, the concept of service can be fully accepted, and the experience can
create a lasting memory at the spiritual level for the customers. Furthermore, based on
the idea of experiential service, if the five senses inform service encounters and serve as
touch points, it can transform the service system into one that benefits all the actors in the
system [30]. In the era of the experience economy, the core of service innovation is how
companies use products or services to achieve individual goals for consumers. The main
manifestation of economic value should be the experience value of consumers [31]: this
view emphasizes the value of the emotional experience of cognition [32]. The importance of
experience in economic activities relates to the value obtained from the service context. After
countless experiences, memories naturally form and remain in people’s minds. Memory is a
comprehensive form of experience that is more characterized by emotion and ideology [33].

In today’s society, consumers are not only pursuing physical needs, but also paying
more attention to the psychological and social consumption experience. It means that they
also have higher consumption consciousness. Research has shown that incorporating arts
and culture into sustainable service design can generate added value and special experience
for customers [30]. Companies with different value propositions provide different service
experiences and cognition and create different consumer expectations. Value-in-experience
is the enhancement of value-in-service. Consumers obtain value from their inner feelings
through the service provided by the enterprise, which is a kind of spiritual satisfaction at
the consumption level. With rapid economic and technological development, all aspects
of life are becoming digitalized. However, people are more eager for physical interaction
experiences. Painting is a simple act of human artistic creation. Because of the understand-
ing of human nature through art, the operation of society has created close connections
between people and art creation. Painting creation as a service for the core of the business
offering is based on the purely innovative ideas of leisure and entertainment activities
that are relatively cheap and easy to start. Nowadays, the service has been developed to
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contribute to the relief of emotions, demonstrating an instance of service innovation. Last
but not least, the third research question was:

RQ3: What are the service experiences and effectiveness that co-create value in the
service process from the creation of painting enterprises?

3. Methodology
3.1. Research Design

This research was mainly conducted to explore how the concepts of service inno-
vation are integrated in companies that provide artistic painting as their service, and to
explore how consumers evaluate their experience value, as well as achieve value co-creation
through the service process under the service innovation model. In this research, I focused
on the questions of how and why, with the enterprises’ business model forming the main
body of the study. For this type of study, the suitable methodological approach is the
multiple case study method [34]. The research objects were mostly corporate representa-
tives, and the research involved the analysis of multiple theoretical concepts. For the case
study type, I used a multiple-case embedded design. I applied a detailed multiple-case
CEO-interview-based methodology with four painting creation enterprises as the research
objects. By exploring the firm specific advantages of these businesses, service design,
service innovation, and social innovation as the research objects, I collected, summarized,
and analyzed the data and noted the similarities and differences. The logical sequence of
the conclusions established related theoretical explanations that show that the research
results are relatively effective and applicable.

3.2. Case Selection

Four representative enterprises that met the inclusion criterion of being a domestic
painting creation business were included in the study. As the objects in a study with
multiple-case analysis design, I included two social enterprises and two for-profit enter-
prises. Because these painting creation enterprises can develop into social innovation
enterprises, I chose both social and for-profit enterprises for the comparison of the differ-
ences in corporate organization.

I conducted in-depth case studies on each enterprise’s founder or main operator. The
four cases align with the thematic analysis of the research and were all shown to have
good business and corporate management performance. The companies providing the
creation of artistic paintings as a service are relatively new. However, as a relatively new
type of industry, it has no clear definition or standard. Therefore, in the selection of cases, I
selected industry elites who provided painting creation services as an innovative service
in the Greater Taipei area. The companies all needed to be operating for more than five
years. In addition to the differences in corporate organization, the actual processes of
providing painting creation and service innovation have a considerable degree of homo-
geneity. It could provide effective research information for this study as a discussion on the
connotation and process of service innovation and the establishment of specific practices.

3.3. Data Collection and Analysis

In this study, I adopted qualitative analysis methods to conduct case studies, collect
interview data, and analyze and explain the characteristics of the cases based on theory.
By constructing a research model, the work in this study was divided into four stages:
exploration, description, comparison, and verification. Data analysis involved summarizing
and qualitative content analysis [35]. The following steps, which were also used in the case
studies reported by Rachinger et al. [36], were applied: (1) establishment of a provisional
coding scheme: the initial coding scheme was derived deductively based on theoretical
considerations; (2) paraphrasing: the original transcripts of interviews were used and
paraphrased; (3) inductive coding of the data gathered: all interviews were coded according
to the previously developed coding scheme; and (4) data analysis: after the coding, the
data were analyzed by aligning the empirical results with the theoretical considerations.
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The main information for the semi-structured interviews in this research was obtained
from founders who were actively involved in the service process of the business. For the
interviews, I chose suitable industry elites as the interview subjects based on the literature
review and the related information was provided. First, I used e-mail or telephone contact
to identify those willing to be interviewed. Before carrying out the interview, the interview
outline was provided to the interviewees. If the interviewees had any further questions,
assistance answers were provided through e-mail. Originally, I adopted personal face-
to-face interviews, and open-ended audio recordings were created during the interview
process. However, due to the COVID-19 pandemic restrictions, some of the interviews were
conducted online. The main aim was to use the interview questions as an outline; however,
open and follow-up questions were permitted without limitation. The process focused on
asking questions in key research directions while preserving the space and flexibility for
the respondents to answer. The interview time for each interviewer was approximately
sixty to ninety minutes.

Four semi-structured interviews were conducted in total and together with other
secondary documents provided by the interviewer. As the result, a good amount of rich
data was obtained. After the interviews, the interview recording files were converted
into verbatim manuscripts. After the verbatim manuscript was completed, it was sent
to the interviewee to review the content and confirm that the content of the verbatim
manuscript matched their original intent in the interview before coding the verbatim
manuscript. The data were systematized afterward in order to conduct within-case and
cross-case analyses [37]. Based on the combined data collected through interviews and the
literature review, I first examined the data collected for credibility, reliability, verifiability,
and relevance quality criteria. The internal and external validity and reliability of data
can analyze through triangulation-literature discussion, in-depth interviews, and practical
observation [34]. Second, I organized and classified the data, and established a case
database to systematically aggregate the data. The cases were described and analyzed
based on theory; the secondary analysis was performed between cross-cases to strengthen
the correlation and complementarity of the data. Furthermore, I followed the theoretical
framework of this research by applying cross-case analysis for a cross-case comparison.
Finally, I elaborated and explained the evidence presented in the collected data, and
conducted an empirical analysis to conclude the case study.

4. Case Overview
4.1. Social Entertainment Enterprise Co., Ltd.

Social Entertainment Enterprise Co., Ltd. was the first social enterprise in Taiwan
to promote art creation and aesthetics education. Its service target is mainly elementary
school children. The core concept of the company is to help more people be happy and less
depressed. The founders combine public welfare with commercial methods and address
social issues through marketing that hopes to make the world happier and reduce the
depression rate in society. The company brings artists to various schools to teach painting
and to provide emotional relief for the participants. The company firmly believes that, if
the general public can understand emotional problems and cultivate children’s healthy
and emotional relief concepts and methods from childhood, the social problems caused by
emotional depression can be significantly reduced.

4.2. New and Alive Art Service Co., Ltd.

New and Alive Art Service Co., Ltd. was the first social enterprise in Taiwan to provide
creative services for the elderly. The core concept of the company is “In art, we are new
and alive”. The founders formally introduced the idea “Elders Share the Arts” (ESTA) from
New York in 2005, combining inherited art with the concepts of oral history and creative
ageing. In addition to responding to the lack of social participation of the elderly, they
aim to strengthen the creative and energetic image of the elderly. Through the creation of
paintings, the elderly can overcome physical or psychological communication barriers and
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intuitively record their own stories and thoughts. Through specialist training, planning
design, and service material provision, the company uses its innovative business model to
bring creative services to the elderly and society.

4.3. The Escape Artist Co., Ltd.

The Escape Artist Co., Ltd. was the first entertainment painting space in Taiwan
that combines a painting studio with a café atmosphere. It created a new concept for
entertainment venue in the Greater Taipei area. The core concept of the company is to
provide a space for users to enjoy free creation. They hope that, through actions, people
will feel their own creativity and that of life, so as to attract more people to be interested in
the coexistence of art and life. The founders also hold the belief that art is infectious, which
is the concept of force management, that is, turning “art” from a noun into a verb and truly
entering our lives. More than 80% of their customers aim to purely enjoy the fun of free
creation. This space is not a studio, not an art gallery, nor a coffee shop, but a new concept
of entertainment creation space for using paint as a medium to let consumers have fun: a
kind of entertainment service industry that heals the soul.

4.4. Pearl Studio Ltd.

Pearl Studio Ltd. was founded by a founder who had been engaged in performing arts
and painting for many years. It first started as a personal studio, which was influenced by
the popular European and American art leisure activity known as paint and sip. Gradually,
it transformed into a fusion of art, fashion, and creation, with wine tasting and music. The
core concept of the company is to provide an artistic service space where people can create
freely and enjoy wine tasting. The founder firmly believes that art can provide healing
power, positive energy, and curiosity. Through the process of painting, organizing thoughts,
sharing observations of beautiful things, and integrating accumulation and emotions in life
into every creation is the business goal of the company.

5. Findings
5.1. The Relationships and Connotation of Service Innovation with Painting Creation Enterprises’
Firm Specific Advantage

The interviewees, who were the operators of the four companies, all expressed that
the original core concept for the establishment of the company was not profit-oriented.
Through their own observations, the motivation for the establishment of the company using
artistic painting creation as the business model was a practical solution that addressed
the observed social problems. In the analysis of the relationship between the company’s
firm-specific advantages and service innovation, the research found that the essence of
the company and the personal characteristics of the operators deeply influenced the core
value propositions of the enterprises. Because enterprises with this kind of business model
usually start from a non-profit point, their core value behind business operations is beyond
the material economy.

Research also found that the operators could all clearly state the core values of their
companies and could fully explain how they achieve their original intentions during their
development process. They used different strategies to adjust their business models, which
all had an obvious influence on social consciousness. Different social issues were solved
both tangibly and intangibly, which also showed that their corporate value propositions
have produced different levels of social contribution. Through the interview process, the
research concluded that their consumption model differs from the product-oriented model.
The service-oriented business model is more unique and not as easily replaced. Through
the supply and acceptance of value in the service sector, it is easier to develop a diversified
orientation, which provides enterprises with various potential business models within an
industry, so as to achieve the goal of sustainable operation. The research findings showed
that painting is easy and is suitable for mostly everyone, from children to the elderly. It is a
service that is easily accepted by the public.
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5.2. Service Innovation Model for Painting Creation Enterprises

Most of the painting creation enterprise owners had non-profit concept as their original
intent for starting a business. However, in addition to a clear value proposition, they also
had to consider the reality. The arrangement of internal and external business strategies,
and the composition and management of the core team are important key factors in
business operations. The planning of internal business strategy includes organizational
culture, human resource allocation, financial modelling, and technological applications.
The external business strategy uses available business partner resources as a supplementary
source for the business operations.

Through the interviews, the research concluded that the enterprises’ choice of their
service objects directly affected the content of their services, especially the environmental
atmosphere created in the space. It was found to be a significant influencing factor, because
this type of service involves experience and psychological feelings that are different from
product services. Service providers need to thoroughly plan the concepts and processes
that are suitable for the service receivers. A different finding was the degree of interference
in service content. Only one of the four companies had a low degree of interference in the
value co-creation of the service. However, as measured by the application of its service
concept, this company can still provide services that conform to the corporate philosophy.
Therefore, in terms of the value co-creation in services, the service receiver’s performance
plays a key role.

Service innovation in business, in addition to using appropriate tools to explore the
consumers’ situation, can be used to observe and experience the actual feelings of con-
sumers. Through the interviews, the research found that the designs of the artistic paining
creation experiences were diversified. Additionally, the key factors were inextricably re-
lated to the core value of the enterprise. Another special finding was that service innovation
in the business that use painting creation as a medium pays special attention to the impact
on consumers after the service experience. All four companies claimed that it is not only
the current experience, but also the service that can have a long-lasting impact. Painting
is an activity involving human instinct. The service process experience designed by these
enterprises awakens the memory of human beings, which is a major feature of painting
creation as a service.

5.3. The Value Co-Creation through the Service Experience and Its Effectiveness

The degree of value co-creation is an important factor affecting service innovation,
and resource integration is the most economical method to practice value co-creation and
sharing. Through the interview process, the research concluded that the degree of resource
integration of the painting creation enterprises was its degree of network collaboration
in terms of value co-creation indicators. Based on the integration of resources generated
by different service actors, network collaboration has become the most practical channel
through which companies create additional value beyond their core values. Through
the analysis of the data obtained in the interviews, the value co-creation of the service
innovation process can be further subdivided into co-design, co-produce, and co-delivery.

Three of the four companies confirmed that different degrees of cross-industry coop-
eration can help companies create added value in order to help the company adjust their
original service design process to achieve better result. This not only optimizes the original
design level, but also provides a more appropriate service experience, and can help with the
development and design of potential various-oriented services. Cross-industry cooperation
also helps to expand consumer sources, which is key for companies to maintain sustainable
operation. The interviews showed the practical implication of this process that was based
on theoretical research, which creates a larger scope for future research.

Summarizing the four companies through reviewing the concept of after-sales service,
the research concluded that painting creation, as a service, not only provides value co-
creation but also value co-sharing through the service experience. Through the interview
process, the research found that the value co-sharing of painting creation enterprises lies in
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the satisfaction at the spiritual level and the sense of joy created by the service. Different
from the concepts of product-oriented services, this is the value that can be produced only
when the service experience is appropriately oriented. From individuals to the whole of
society, the four companies all expressed optimism in this regard. Because of this value
co-sharing, the connection between the enterprise and the consumer is strengthened. In
other words, value co-sharing also enhances the sustainability of the operations of the
enterprises.

6. Discussion

Through interviews with the operation management of painting creation enterprises,
the research found that the degree of service innovation is closely related to the essence
of the company and the personal characteristics of the founders. Precisely because of the
provision of painting as a service in which there is a service-oriented supply, the core value
of the enterprise is created through the effectiveness of the internal management and the
external links. Through the interviews, in addition to the commercial value of the corporate
model, the research identified additional corporate values, such as emotional healing,
creative ageing, creativity, and sense of accomplishment. The research findings showed
that art organizations participate in co-creating value with customers, providers, and
other stakeholders; the processes is conceptualized within a service system [38]. Through
interviews, the research found that value is co-created in various stages from service
delivery to service acceptance among all the actors. The similar outcomes regarding the
degree of co-creation could be categorized into two primary conceptual dimensions: co-
production and value-in-use [24]. Value-in-use was considered in terms of co-experience
and the relationships in the network created through the service process.

The scope of service innovation for enterprise management is extensive, from organiza-
tional culture, human resource allocation, financial model, service delivery, and technology
application. Previous research showed that the use of the concept of the service system in
the dynamic and interdependent network of people, technologies, and various recourse
that interact with other service systems to create co-value considers this system as a broader
phenomenon [39]. Companies that provide painting creation as their service are relatively
new business models. It is crucial to understand how to plan and adopt appropriate service
innovations to effectively assist the sustainable operation and management of the company.
Research showed that IOI innovation is a useful tool to enhance business performance [21].
My results agree with those of this previous study, suggesting that although both input and
output innovation are significantly correlated, some inside decisions have more significant
effects on the service innovation of the business. Under the background in era of rapid
advances, being able to accurately and quickly replace strategies and grasp market trends
are key factors for a new business.

Through the interview process, the research concluded that painting creation enter-
prises all have a clear definition of their organizational culture. All four companies reported
that they pay special attention to their connection with people, because these companies
are usually composed of small and sophisticated groups of people. Research on the value
co-creation process also showed that some small and medium sized enterprises are usually
more rigorous about their service performance [40]. What matters is not the number of
people in the organization, but whether each partner understands, accepts, and implements
the unique organizational culture of the company. Because of the small number of people
in the company, more attention is paid to the relationship with each other. This concept is
not just applied to the internal team but also to the services provided by the enterprises.
Recent research reported that in the age of digitalization, service design is focusing on
intra-organizational processes and service delivery, with limited attention being paid to
the actual user experience [41,42]. However, a special finding is that service innovation in
businesses that uses painting creation as a medium pays special attention to the impact on
the consumer experience with the service. All four companies claimed that it is not only
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the current experience, but also the long-lasting impact of the service are their aims, which
is an important factor in experience economy.

Nowadays, in this digital era, whether it is a brand-new industry or a traditional
industry, the application of technology needs to be considered. However, through the
interviews, the research concluded that companies that offer painting creation as their
service are running in the opposite direction. Because the value provided by these services
are closely related to the human experience. All four company interviewees indicated
that the application and practice of technology is not too important for them at this stage.
Recent research showed that value creation includes two aspects: co-production of the value
proposition and co-creation of the value experience. Hence, the co-production of value
propositions and the use of the solution are the sub-processes of value co-creation [40,43].
Although technology can solve some of the problems faced by these companies, such as
distance barriers, the research showed that value co-creation is related to situations where
the customer and the supplier together generate the customer experience [40]. Recent
research showed that the design of the experiential service settings for service encounters
is a form of value creation [30]. The actual interaction and the experience from the service
created by the physical environment are more necessary for the painting creation service.
As shown by recent research, service delivery must occur when the service providers offer
the value proposition, which the service users may then integrate into their value creation
process [44,45]. At this stage, technology still cannot provide perfect assistance for the
integrity of service delivery. While almost everything in our everyday lives is integrated
with technology, the physical consumption of painting creation has instead injected a
relatively human lifestyle and has enriched the value of the experience economy.

7. Conclusions and Implications
7.1. Conclusions

The aims of this research were to explore how to integrate the concepts of service
innovation with companies providing artistic painting creation as their service offering in
their business model and to explore how consumers evaluate their experience value as well
as achieve value co-creation through the service process under the service innovation model.
In this study, the research incorporated the viewpoint of art into the service science field
and combined creative and innovative thinking with business operations. The outcome
provides a practical implication for business structures by indicating the importance of
enhancing social value and co-creation during the development of creative industries. The
healing value of painting creation as a service is a natural and unavoidable side effect,
because it is an ongoing industry in the market. The research found that painting creation
as a service has an obvious influence on social consciousness, and invisibly provides part
of a solution to different types of social issues. It also showed that corporations’ different
value propositions provide different levels of social contribution and innovation. There is
also a phenomenon of supply and demand reflected in the current market. Therefore, this
field is worthy of more in-depth discussion.

Painting is one of humanity’s original entertainment methods, together with singing
and dancing. The corporate model of painting creation serves to provide the general
public with the opportunity to experience original essence of painting. In the process of
free creation, emotional healing and stress relief can be achieved, and creativity can be
cultivated and enhanced in the process of starting from nothing. The whole process satisfies
the sense of accomplishment that modern people seldom feel by themselves. The happiness
produced by painting creation extends to the development of service innovation. This
industry that takes altruism as the starting point in order to further develop. Painting
can be a creative force providing a bridge for humans to communicate among themselves.
Additionally, the power of painting can also create a connection with others in life. In
conclusion, the popularity and easy accessibility of using painting as a service reinforce the
use of painting creation to create internal expression channels that can be used as service
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innovation for businesses in the creative industries and showed the potential for future
development.

7.2. Theoretical Implications

Service innovation is a mode of innovation. Service design is a method of design think-
ing. Most research fields in service science think that service design can further promote the
practice of service innovation. However, the research found that the relationship between
them does not only exist in a single direction but overlaps each other. Service design is
the index of S-D logic and value co-creation, for which research showed that a certain
degree of value exists in co-design, co-production, and co-delivery. Service innovation is
an indicator of the coordination and integrity of the entire service network system. The
findings showed that there can be innovative strategies in internal operations, external
integration, or cross-industry cooperation The more complete the development of resource
integration, the more effectively service innovation is achieved. Not only is value co-created
in the service production process, but it can also be created in service delivery and service
acceptance.

7.3. Managerial Implications

The research findings showed that because of the user-friendliness of painting, cross-
industry cooperative relationships can easily be developed such as aesthetic education,
joint branding of paintings and products, corporate education and training, design plan, etc.
From an economic perspective, in the era of the experience economy, creation of paintings
as a service shows optimistic future development. The research also found that companies
that provide painting creation services, regardless of whether the company is for-profit or
not, all have a high degree of social responsibility and participation. Painting is a relatively
easy channel to allow art to penetrate everyday life. Long-term development also has a
positive influence on the art acumen and is appreciated by the public. Social enterprises are
based on the type of enterprise that provides solutions to certain social problems. Therefore,
these companies have a higher chance of needing to make a trade-off between adherence
to the core values of the enterprise and government economic assistance. As a result,
the enterprises’ sustainability of operation is relatively dependent and is less controlled.
Therefore, it is necessary to take a closer look at how to implement those suggestions in
future practice.

7.4. Limitations and Futhure Resarch Directions

In terms of research design, the research only considered service providers as interview
subjects, but not service receivers. It could not determine of service receivers’ feelings
with the primary data, as the secondary data could not provide direct information from
the service receivers. It is inevitable that there will be differences in viewpoints. Thus,
this is one limitation of this study. In addition, this research was limited by the research
objects and research resources, so only enterprises in the Greater Taipei area were the
interview subjects, which is the second restriction. Therefore, I hope that painting creation
enterprises in Taiwan can develop increasingly and vigorously, so that more professionals
will participate in both the academic field and the industry to enable more diversified and
in-depth research in the future.

In this research, it discussed the possible directions for further research and provided
suggestions for an extended study of the painting creation service. The first is the strategic
development for the application of a service in the experience economy to society. In the
experience economy, service actors implement the business strategy providing a service
value exchange, and then achieve the benefits of social value co-creation. The second is the
conceptual practice of combining creative industries with service innovation. This research
provides different-oriented business models for creative industries. In addition to economic
value, other positive added value is provided to society. Companies provide service
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innovation in different forms and have various development possibilities for different types
of enterprises, which can be extended to achieve the vision of social innovation.
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