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The aim of this thesis is to develop the service concept of rental work wear articles. The ser-
vice is existing and provided by student association Pore ry for students of Haaga-Helia Uni-
versity of Applied Science in Haaga campus. The commissioning party of this bachelor thesis 
is Pore ry. 
 
The goal of a product based thesis is to help the student association to transmit the service 
concept more fluently to new students. The commissioned thesis is based on two products, a 
manual of the service concept and calculation of pricing. The goal of the calculations is to 
help in the future board members of Pore ry to make decisions related to the rental work wear 
service.  
 
The thesis is divided to two parts, to a theoretical framework and a description of the prod-
ucts. With the help of theory part, a definition is made of what a service concept is. Also the 
aspects to take into account for the development are discussed. The theoretical part of the 
thesis discusses about service concept and strategy. To support the service concept, the 
topics are narrowed to quality and process management. To the narrowing also affected the 
need of development, which in this case is inner need. Strategic thinking is achieved through 
profitability and pricing. In strategy the legislations relative to the topic and associations has 
also a part. In the description part the present state of the service concept, the developing 
ideas, making the products and the execution are presented. The developing ideas are gath-
ered by interviewing one specialist of the topic, three stakeholders, and ten customers. The 
interview method is semi-structured. 
 
 
The product-based thesis received its goals by having two outcomes, the manual and calcu-
lations of pricing. The idea for the subject came in the end of May 2015 but the concrete exe-
cution started in the March 2016. The products were published in May 2016. The new learn-
ing concept in Haaga campus will start in autumn 2016. The autumn is the real test for the 
manual and for the future of the service concept of rental work wear articles. 
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1 Introduction 

The staff turnaround in different associations has been a challenge for the associations’ 

functions and activities. This especially is the case in student associations. Struggle to 

provide an even standard of service to their customers, is something these associations 

face often. Student associations also struggle with how to hand over responsibility to new 

board members and manage key functions in the same way. Processes and tools to some 

degree have been developed to support the turnover and change of people managing the 

associations. The value in doing so in order to provide an even service quality remains to 

be developed. In this thesis I will look at a student association and their functions and pro-

cesses to develop a concept to help the association in transmitting knowledge and operat-

ing mode in order to support the association’s service. Ensuring the service to their stu-

dents is not dependent on who is in charge of the association but rather the process itself 

which is easier to transfer.  

 

1.1 Aim of this thesis 

The aim of this bachelor’s thesis is to create a manual of a rental work wear process and 

a calculation of pricing examples for the future to the student association. The purpose of 

this thesis is to help the student association transferring more fluently knowledge of the 

rental work wear service to new people. With the help of the calculations, people in charge 

will have it easier to make decisions in the future. This thesis is carried out as an assign-

ment. 

 

1.2 Structure of the thesis 

As a product based thesis, a theory part and the products itself are included to the thesis. 

With the help of theory part, I define what service concept is and the aspects to take into 

account for the development. I start introducing the topics in the first chapter. In the sec-

ond chapter, I present the model of service concept, where I narrowed my topics to quality 

and process management. In process management, I raise the aspects of how to develop 

the service concept. In the third chapter I look through strategy to clarify the strategic 

thinking of the profitability and pricing not forgetting the legislations related to the topic. 

The topic limitations in chapter two and three are based on the perspective of the thesis. 

The need for development is internal so the natural perspective of this thesis is supplier’s 

perspective. 

 

In chapter four I describe the whole project of the work the products require. First I de-

scribe the present state and I continue with the development of how the planning of the 
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manual was made and creation of the pricing examples. I end the chapter four with the 

execution of the work. The ready products of the project are found at the end in attach-

ments. In the final chapter I conclude and provide thoughts on further development of the 

service concept of rental work wear articles. 

 
1.3 Introduction of the association 

Student association Pore ry, (in Finnish restonomiopiskelijayhdistys Pore ry) was regis-

tered in 1999 in Finland as a non-profit association (Finnish Patent and Registration Office 

2016a). Pore ry is a local student association in Haaga-Helia University of Applied Sci-

ences for Haaga campus students (Student Union Helga 2016).  Pore ry (2016) ensures 

student comfortabilities during their studies and contributes the professional growth in 

hospitality. Pore ry organizes student parties around the year which of Mansku Marathon 

and Annual Gala are the legendary ones according to the former chairman of the board 

Birinder Singh (Karmavuo 2009, 69-70). Pore ry (2016) also offers student overalls, stu-

dent cards and wine club. The roots of Pore ry are old, in 1966 an association called 

Ravintola-alan ylioppilaat, (translated) high-school graduated in restaurant industry, was 

grounded (Ravintola-alan ylioppilaat 1966). Pore ry has approximately 630 members. 

 

1.4 Reference management tool 

In this thesis I am using the RefWorks-program for my sources. RefWorks is an online 

based reference management tool for citations, references, and managing data of 

sources. In this thesis the citation style is Harvard. In the Harvard style the layout of the 

dates starts with the month, follows with the day and ends with the year. Using the Ref-

Works-program is approved by Haaga-Helia University of Applied Sciences. 
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2 Service concept 

The marketing mix or the basic competitive tools that are under the company’s influence 

are product decision, pricing, accessibility, and communication (Kinkki et al. 2003, 315–

316). Traditional formulation to help management influence sales is a marketing mix 

called 4Ps. These four Ps comes from product, price, place, and promotion. (Kotler 2003, 

108.) Kotler (2003, 109) explains that the function of product is configuration, price is val-

uation, place is facilitation, and promotion is symbolization.  

 

When service became more important service marketers suggested an addition of three 

Ps, called people, process, and physical environment (Kotler 2003, 108, Taloussanomat 

2016). From the perspective of the company’s concept, people stand for the personnel 

and customer. The path creating a service experience for the customer is the process and 

physical environment stands for every visual element in the business activity. (Sammal-

lahti, Murto 2009, 89, 94, 102.) 

 

Oxford Dictionaries (2016) defines concept as an abstract idea that can be an intention or 

a plan, but also an invention or idea to help sell or publicize an item. Grönroos explains 

that conceptualizing is the company’s decisions on what kind of support is given to cus-

tomers and how the value is formed in customers’ processes. The way to handle custom-

er connection and the way of operating the interaction with the customer’s processes are 

also part of conceptualizing (Grönroos, Tillman 2009, 514). 

 

According to Sammallahti breaking up the operating concept to singular pieces is not only 

about marketing, it is about creating a wholeness becoming the customer’s service expe-

rience. These pieces creates relationships with customers during the service path. The 

path takes into consideration the company’s starting position, selected strategy, defined 

segmentation, and brand identification. All the concept’s pieces builds up the whole repu-

tation of the company’s service. (Sammallahti, Murto 2009, 79.) Instead of managing the 

concept through 7Ps marketing mix, Sammallahti and Murto (2009,79, 87, 89, 94, 102, 

115, 122, 126, 130) suggests managing with one more P, called position. The eight P in 

service marketing can also be named as productivity and quality (Kar 2011, Jones 2010). 

 

As a roughly outlined model of a specific subject unit, concept can be used as the basis to 

determine assessment criteria to evaluate management. In cases where the concept is 

used for products and services, it specifies the features of the products and services. It 

also specifies customer benefits and demands, execution processes and factors related to 

costs and pricing. (Laamanen, Tinnilä 2009, 93-94.) The widely the business becomes the 
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more it needs detailed documentations of the service process. This means that a service 

concept is not created on mutual physical environment and universal basic products. Also 

more instructions on how to create the service is needed. (Sammallahti, Murto 2009, 91.) 

 

2.1 Quality 

Conformance requirement is one of the meanings of quality. Standard deviation or num-

ber of errors are characteristics describing conformance requirements. Customer loyalty 

or customer satisfaction are often used as a measurement for the suitability of a product 

or a service. Another way to describe the suitability is to talk about product and service 

(output) quality or operational (process) quality. The other meaning for quality is the suita-

bility for use. In context of management, quality is correlated to competitiveness. 

(Laamanen, Tinnilä 2009, 130.)  

 

Porter says (2004a, 43–44) as in competitive advantage, quality assurance value is one of 

the three activity types with a big role. The other two activity type are direct and indirect 

values. The role of indirect and quality assurance activities are often badly understood. 

The differentiation is important among the three activities. Adjusting, checking, inspecting, 

monitoring, reviewing, reworking, and testing are examples of activities that ensure the 

quality of other activities. The cost or effectiveness of other activities are usually affected 

of quality assurance. In turn, other activities performance influences the need for quality 

assurance activities. Also the types of quality assurance activities are influenced of the 

way other activities are performed. Quality management and quality assurance are anto-

nyms with each other because many value activities affects the quality. 

(Porter 2004a, 44–45.) 

As said by Porter (2004a, 44–45) “The possibility of simplifying or eliminating the 

need for quality assurance activities through performing other activities better is at the 

root of the notion that quality can be “free””. 

 

The lack of quality costs money. It is suggested that 35 percent of service organizations 

operating costs may depend on lack of quality. Repeating tasks and correcting errors are 

examples of the lack. Philip Crosby estimates the manufacturing companies’ spending 20 

percent of the sales revenue going to wrong performance. The difference between the 

industries comes from the process. In manufacturing it is smoother to monitor and assure 

quality while service quality is a complicated phenomenon. The long history of quality con-

trol research, collection of quality monitoring techniques and total quality management are 

benefits that manufacturing has at its service. One way to improve the service quality is to 
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train the employees and create customer-oriented and foolproof systems to serve the cus-

tomers. (Grönroos 2007, 143.) 

 

2.2 Process management 

Services are processes that consist a function or a number of functions creating value for 

the customer (Grönroos, Tillman 2009, 79, Laamanen, Tinnilä 2009, 52). After accepting 

the process thinking, the next step is to identify and model the functions and define the 

goals for its realisation and development. The basis for process management is the con-

cept of an organisation creating value for the customer in relation to cost and financial 

success. (Laamanen, Tinnilä 2009, 52.)  

 

Questions like what is the total product of the service the customer is purchasing, where 

does it begin and end, what all can be between begin and end, helps to create the most 

comprehensive and complete service concept. Questions also help to allocate the costs, 

mapping supporting tools for the process, and pricing. Managing the service process and 

resourcing it by supporting tools and educating personnel, is always in need of systematic 

planning. (Sammallahti, Murto 2009, 89–90.) 

 

Quite often the service process gets too complicated, too binding and somehow too intru-

sive for what the customer wishes for. These situations can be where the service concept 

belongs to an unpleasant or mandatory service such as calling to the real estate service 

company over a problematic water pipe. Also, the lack of ability from the company to un-

derstand their role in service situation, can create bad service for example filling forms 

over the service to the real estate service company. Too long service process, multiple 

negotiations with the selling company, and oppressive continuous contacts can be fatal. 

(Sammallahti, Murto 2009, 92.)  

 

2.2.1 Service development 

Receiving the external service is the ultimate output in the service process. The output is 

also experienced by the external customer or in another words the real customer. The 

internal and external in a network context can possible be blurred. The internal comprises 

internal service functions such as user-service provider relationships inside an organiza-

tion and between network partners. The external in overall is traditionally considered as 

people or organizations external to a company. Providing good service for the final exter-

nal customer, the service provider-internal customer chain has to been managed in the 

same customer-oriented manner.  According to Grönroos, one way to ensure this, is to 
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introduce the concept of internal customers, as illustrated by Figure 1. (Grönroos 2007, 

355–356.) 

 

Figure 1. Internal service functions and internal customers model paraphrasing Grön-

roos’s (2007, 355) model 

 

Development is itself a process that needs customer’s feedback and information on satis-

faction. Designing the support processes, which are service, customer, production, mar-

keting, sales, logistics, and delivery, help the development of products and services. Gen-

erally service development is added as a part of operational planning or development, 

while in product development it is often its own separate department. (Laamanen, Tinnilä 

2009, 62–63.) 

 

As a briefing and tutoring process, service design is learned through tries, mistakes, fail-

ures, and improvement. Textbooks give the explanations of the big picture, hints, propos-

ing methods, and tools and showing how to work with them during the project. (Stickdorn, 

Schneider 2010, 14.) Service design company Hellon’s lead service designer Mikko Koi-

visto says “When you deliver a better experience, your customers are happier, more loyal, 

and generate a higher profit in the long term” (Kudel 2016, 52, 54). 

 

 

2.2.2 How to develop a service strategy 

Grönroos (2007, 421) describes the service-focused company with a service perspective 

business in the following way: “The business mission is to provide the customers’ activi-

ties and processes with support that makes value for the customers emerge when they do 

those activities and run those processes” . 
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A service vision needs to be included in the mission. The business mission is the founda-

tion to the service strategy. Service strategy requires the strategy being defined. Service 

concepts that are related to the business mission are also required to be defined. Compa-

ny lacks a firm basis for discussions about goals, useable resources, and performance 

standards if the service concepts are badly defined. Service concept indicates what 

should be done, to whom, how, and with what resources. It also indicates what benefits 

customers should be offered. (Grönroos 2007, 421.) 

 

2.2.3 Benchmarking rental service providing companies in Hospitality industry 

Lindström Oy, Astiavuokraamo Oy Jubilee and Berendsen Textile Service Oy are all lim-

ited companies and operating in Finland. Lindström Oy’s capital stock consists of 43 000 

stocks, Astiavuokraamo Oy Jubilee’s by 30 stocks owned by 2 private persons and Ber-

endsen Textile Service Oy’s capital stock is owned by Berendsen Finance Ltd from Lon-

don. (Finnish Patent and Registration Office 2015b, Finnish Patent and Registration Office 

2016b, Finnish Patent and Registration Office 2015a.) 

  

One of Lindström Oy’s, later called Lindström, services is work clothes solutions including 

rentals and purchases of work clothes for companies. Lindström offers their services for 

example to food industry and believes that one of the visible part of a company image is 

work clothes. Before explaining their service path on the web page, Lindström raises four 

assets for companies of their work cloth service. After that, Lindström explains their ser-

vice path with a video plus with a text and a figure of the service circle. The first stage in 

the service path is to design the collection for the customer and then acquire the neces-

sary work clothes. Lindström takes care of laundry, repayments, renews, and possible 

storage. As a last step, Lindström delivers the clean work clothes every week to the 

agreed place or to employee’s own locker. From the Finnish webpage, the description of 

the service path can be found under one click while no prices were displayed. The contact 

form was under the explanations of the service path. (Lindström Group 2015.) 

 

Astiavuokraamo Oy Jubilee (Jubilee) offers for consumers and companies eating vessels 

and service dishes ready for setting. The services are from huge events to family celebra-

tions. Jubilee’s description of their service path is found at the start page. The service path 

is online shopping starting with selecting the product for shopping cart from Helsinki or 

Tampere office. The second stage is to determine the order and give the needed infor-

mation of the event. The third stage is transporting by the company or if desired customer 

herself. The last stage is the pick-up by the company or customer. Prices of the products 
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are displayed in connection with the product range. The period of the rent is three days 

but for a longer period an individual price is calculated. To the price, an additional cleaning 

fee of 15 percent and value added tax, VAT, of 24 percent are added. If the total amount 

is under 100 euro, a small delivery cost of 10 euro is added. Jubilee informs the consider-

ation details of the service path on its start page, for example company’s opening hours. 

The contact information is at the bottom of the start page. (Jubilee Group Oy 2016.) 

 

Berendsen Textile Service Oy, later shortened as Berendsen, offers for example renting, 

washing, and other services of work clothes for small and big companies. Berendsen of-

fers their services for the fields of industry, trade, and services and believes that custom-

er’s wish must be filled. (Berendsen Textil Service AB 2016a.) According to Berendsen’s 

webpage, their service process starts with a needs analysis and continues with a custom 

service plan. Berendsen produces or acquires the necessary textiles and then rents them 

to their customers. The investments, maintenance, and logistics of rentals are taken care 

of by Berendsen. The description of the service path can be found under two clicks from 

the webpage together with contact form. No prices were displayed. (Berendsen Textil 

Service AB 2016b.) 

 

Balance Consulting grades companies in Finland based on their financial statement and 

notes to the financial statement. The grading is dynamic. Rating is based on overall cred-

its from 0-100 and is given a letter grade from A to D. Grading scale is ten points for ex-

ample A+ equals 90-100 credits and D equals 0-10 credits. Jubilee has B + (good) from 

2012 and Lindström has A (excellent) from 2014. (Balance Consulting 2016a, 2, 5, Bal-

ance Consulting 2016b, 6.) 

 

Jubilee’s result of the financial period was positive, having 136 000 euro while Berendsen 

had 774 000 euro. Berendsen’s business was sold in 2010 to Berendsen Textil Service 

AB. After the trade, Berendsen’s income has been comprised of the rents and interest 

incomes of a building and laundry equipment. Result of the financial period of 2014 was 

also positive for Lindström having 23 000 euro and 33 000 000 euro for the parent com-

pany. (Finnish Patent and Registration Office 2016b, Finnish Patent and Registration Of-

fice 2015a, Finnish Patent and Registration Office 2015b.) 
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3 Strategy 

John Kay points out that strategy and strategic words have many different purposes in 

these days. Strategy is often used to mean expensive or important in situations such as 

advising situations and they can be costly. (Kay 2005, 23.) The environment of the organi-

zation is specified as a relative concept of importance. Important is a definition of what 

important people in the organization do based on individual reasons. This often leads to 

bad service because running the business is not always seen as important. (Kay 2005, 

24, Stickdorn, Schneider 2010, 94.) 

 

According to Kay strategy is based on distinctive capabilities with no generic strategies. 

Many interpretations of strategy are existing and this can be summed as strategy is what 

is right for you. (Kay 2005, 25.) 

 

According to Mintzberg, strategy can be defined by five different Ps. These Ps are plan, 

ploy, pattern, position, and perspective, illustrated in Figure 2. Plan stands for consciously 

and purposefully because almost everyone has a consciously intended course of action. 

Ploy explains the intention to outsmart the competitor or the opponent. In the plan, strate-

gy presents how the management is established and through ploy, strategy goes into the 

direct competition. Realizing the plan and ploy, strategy encompasses the resulting be-

haviour. Strategy focuses on action as a pattern but needs a concept were the behaviour 

has been taking into account. Strategy is also a position and means searching for organi-

zation’s placement in its environment and looking into its context. Perspective considers 

what is inside the organization, the intention, and behaviour in a collective context. 

(Mintzberg 2005, 26–28.)  

 

 

Figure 2. 5 Ps of strategy (Mintzberg 2005, 26) 
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Quite often a company’s strategic plans are lists of operating steps without the declaration 

of competitive advantage they have or seek to achieve and how. Additionally many plans 

are composed on constantly wrong projections of future prices and costs. In competitive 

advantage, cost and differentiation interplays with the scope of company’s activities. Also 

how the company chose and implemented the strategy to the achievement is included. 

(Porter 2004a, 25–26.) Kotler says that today the only constant in business is change, not 

stability. Staying the same in business, can cause being out of business. (Kotler 2003, 

16.) 

 
3.1 Profitability  

Corporate culture is needed for an existence of service culture. Service culture can be 

described as mutual attitudes and values that affect the interaction in the organization, 

and organization’s service view. Service orientation, a characteristic of service culture, 

improves the experience of quality for the customer. It is known that profitability is de-

pendent by customer’s quality experience. Word of caution, the service offering should not 

step over customer’s readiness to buy the corresponding price of service output. (Grön-

roos, Tillman 2009, 482–484.)   

 

Järvenpää, Länsiluoto, Partanen, and Pellinen say that a company is able to establish 

clear strategic goals, clarify their focus, improve innovation, create ground rules for the 

operations, and encourage seeking after new opportunities with the help of strategic con-

trol. Strategic control also encourages to renew the strategy, and ensures suitability of the 

strategy. (Järvenpää et al. 2010, 285).  

 

Kinkki, Pohja, Könönen, Isokangas, and Gore claim that without profitability a business 

operation cannot really exist. The cost of producing products and the compensation on the 

capital loan should be covered of sales revenue. Company’s profitability is measured by 

the amount of profit, the difference between earnings and expenses. Result being greater 

than zero means profit and less than zero means loss. (Kinkki et al. 2003, 376.) Profita-

bleness can be put in to a formula, where p stands for price (unit sales), q stands for 

quantity (sales volume) and c for costs (Järvenpää et al. 2010, 185).  

 

Profitability = p * q – c * q 
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3.2 Pricing 

The typical way to set a price is to determine the cost and then add the mark-up. The cost 

reveals if the product is profitable but does not reveal the customer’s view of value. The 

value is used to make sales, not the price. (Kotler 2003, 138–139.) In a monopoly position 

a company has the freedom to choose the price level and in this price level it is common 

to use cost-based pricing (Järvenpää et al. 2010, 196). 

 

The costs can be determine into two, variable costs and fixed costs. Variable costs 

changes with the production output. When the production output grows, variable costs 

grows and vice versa. For example, material costs and labour costs are common variable 

costs. Fixed costs stays the same regardless to the production outcome. An example is 

capital costs. Costs that has standard monthly allowance are also fixed costs. (Järvenpää 

et al. 2010, 55–56.) The costs can also be determined to direct costs and indirect costs. 

Costs that can easily be traced to the product or service are direct costs. For example raw 

material costs and production staffs’ labour costs are common direct costs. Indirect costs 

are difficult or impossible to trace to the product or service. The general marketing costs 

and CEO’s salary are examples of indirect costs. (Järvenpää et al. 2010, 58-59.) 

 

Cost-based pricing is to proceed in 6 steps. Underneath the steps are listed in stages: 

 

1. Divide the costs to direct and indirect costs, and to variable and fixed 

costs. 

2. Decide if the direct and indirect costs are included in the cost accounting. 

Decide if the calculation is based only on variable costs or together with 

fixed costs. 

3. Define the focus of indirect costs on the products. Decide the handling of 

fixed costs.  

4. Calculate the product-specific cost. 

5. Decide the profit margin and the possible discounts. 

6. Add to the product-specific cost a target profit and the possible discounts 

to get the sales price. (Järvenpää et al. 2010, 187.) 

 

Determine the price through absorption cost pricing (cost price) is a form of cost-based 

pricing. The mark-up is added on top of the variable costs and the fixed costs. The mark-

up covers the profit margin. In another words, the mark-up is bigger in money terms cov-

ering the profit margin and fixed costs. The costs are determined with normal or average 

calculations in absorption cost pricing. (Järvenpää et al. 2010, 188.)  
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The following example calculation is a cost-based pricing in Table 1. The basis of the ex-

ample is a procurement of 120 glasses (6*20) with a life expectancy of 1 year and 5 

months (1.42 yr.) and expectation of 5 rental times during a month. Jubilee’s (2016) rental 

price for a champagne glass is 0.42 euro with a rental period of 3 days. Resta24 (2016) 

sells online a set of six champagne glasses for 14.82 euro. The price multiplier is easy to 

use to create a price but needs a clear focus what it should cover. According to Järvenpää 

et the company the price multiplier is determined by dividing the raw-material procurement 

with the sum of total costs (other variable costs and fixed costs) and profit goal. The rental 

price of a champagne glass is formulated by multiplying the price multiplier and raw-

material cost. (Järvenpää et al. 2010, 191.) The other variable costs, fixed costs and profit 

goals are examples from Järvenpää et the company’s book (Järvenpää et al. 2010, 192). 

 

Table 1. Pricing example of cost-based pricing 

Procurement of 120 cham-

pagne glasses  

(14.82 € * 20) = 296 € 

Other variable costs 500 € 

Fixed costs 3 000 € 

Profit goals 500 € 

  

 Price multiplier (296 € + 500 € + 3 000 € + 500 €) / 296 € = 14.50 

 Raw-material cost, pcs 14.82 € / 6 = 2.47 € 

  

Price (14.50 * 2.47 €) / (1.42 yr. * (5 * 12 months)) = 0.42 € 

 

The scaling of prices is pricing technique used in situations where the customers can nat-

urally be segmented. The idea is to have different prices of the same product for certain 

customer groups. The lowest price should cover at least the variable cost.(Järvenpää et 

al. 2010, 193.) 

 

3.3 Legislations related to associations and rental items 

Having a small influence on legislation, competition level and developments on economi-

cal, technological and social, organizations must take them as given and restrictive factors 

(Kinkki et al. 2003, 315). Porter points out that the demand for products can be increased 

or decreased by changes in government regulation, but possible to continue regardless of 

some exit barriers. Usually the cost of continuing to compete in an industry, is to have 
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subnormal financial performance and difficulties in order to avoid being hurt in the process 

of decline. (Porter 2004b, 265.)  

 

3.3.1 Making a contract 

Hietala, Järvensivu, Kaivanto, and Kyläkallio explain that a document’s aim is to generate 

or demonstrate any legally relevant issues. For example the receipt shows the invoice is 

paid and the contract document demonstrates the contents of the agreement. The docu-

ments are mainly free formats but legislations do exists. The draftsman need to know the 

subject for the occassion the document is made for. (Hietala et al. 2013, 23.) 

 

The consumer must be given the chance to read the main terms and conditions applicable to 

the contract and affecting the purchase decision when the product or service is being mar-

keted, or, at the latest, when the contract is being made. In other words, it is not enough 

simply to refer to separate terms and conditions when making a sale. (KKV Finnish Competi-

tion and Consumer Authority 2014.) 

A contract is binding on both parties, between the consumer and company. The contract 

is not one-sided and both parties must obey its terms and conditions. With a justifiable 

reason, the contract can be modified. (KKV Finnish Competition and Consumer Authority 

2014.) 

 

Usually to customer’s favor open unclear standard terms and conditions formulated by 

vendor, are made clear. Avoiding this, the main content of the contract should include the 

time when the service or product has been sold, price, duration of the contract, delivery 

time, payment terms, ways of cancelling and terminating the contract, ways of amending 

the terms and conditions, and consequences of breaches of contract. (KKV Finnish Com-

petition and Consumer Authority 2014.) 

 

3.3.2 The freedom of association 

Freedom of association is one of the basic political rights guaranteed in the Finnish Constitu-

tion. In Finland the freedom of association is understood as a universal right, which is why it 

applies in principle to all forms of association activities alike. 

Freedom of association means, among other things, the right to form an association without a 

permit and to be a member of one or more associations. Freedom of association also means 

the right not to join any association and the right to resign, whenever you wish, from an asso-

ciation which you have joined. Associations, on the other hand, are in Finland deemed to en-

joy internal freedom of activity, which means that they have the right to independently draft 
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their rules (bylaws), within the framework of law, and decide on their internal operations. (Finn-

ish Patent and Registration Office 2012.) 

 

Administration of the association complies the law of association and association rules, for 

example accounting the activities and obliged to comply the accounting law. Association 

also needs to have accountant and / or inspector of the activities. (Finnish Patent and 

Registration Office 2011.) 

 

Business income, income from the personal income source, and property income are 

three types of incomes what a non-profit association or foundation can have. Paid per-

sonnel and covering the operating costs by sales of products and services, likewise the 

companies in the same market, are good characteristics of economic activities. Examples 

of income from personal income can be: membership income, donations, grants and sales 

profits. (Finnish Tax Administration 2016.) 

 

3.3.3 Value added tax 

The value added tax, shortened as VAT, is a tax on consumption. A vendor adds the VAT 

on the purchase price of a product or service.  In the connections with the sale, the vendor 

charges the VAT from the consumer and reports it to the State. The VAT is obligatory to 

all who practice commercial sale of goods or services, rental of goods or services or ac-

tivities compared with these. The general rate of VAT is 24 percent in Finland. Food, ani-

mal feed and restaurant services have a rate of 14 percent while 10 percent is added on 

books, services relating to physical exercise and sports, cultural and entertainment 

events, and accommodations. (Finnish Tax Administration 2015.) 

 

Non-profit associations or foundations are not VAT liable for the activities associated with 

a public benefit purpose. This means no VAT adding to the price of the goods or services 

by associations or foundations. The associations or foundations cannot thereby deduct 

the VAT on purchases. (Finnish Tax Administration 2015.) 
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4 Description of the project 

The product oriented thesis has been carried out as an assignment from the student as-

sociation Pore ry. The outcome is a manual for the rental work wear articles and a crea-

tion of a base for pricing. The manual’s purpose is to work as a tool and information 

source for the members of the board and possible duty officers. Pricing is made on Excel 

spreadsheets providing information of purchases and pricing examples. The goal of 

spreadsheets is to give information for the decision making in the future. The main per-

spective for both of these is the supplier’s perspective.  

 

The background information for the manual and pricing has been searched by me in Pore 

ry’s archive. Background information and developing ideas has been collected by inter-

viewing the treasurer of the board, customers, and stakeholders such as teachers and a 

janitor. With customers I refer to students of Haaga-Helia University of Applied Sciences, 

in Haaga campus who either has or hasn’t used the rental work wear service. I reached 

out to 218 persons by email but only the stakeholders came back to me. The customers I 

picked from Haaga campus facilities. In this thesis I am identifying the interviewed stake-

holders from Stakeholder 1 to Stakeholder 3 and customers as Customer 1 to Customer 

10. The list of the interviewed can be found as Appendix 13 and the interview method was 

semi-structured interview. 

 

As a previous treasurer of the board of Pore ry, the idea for this project came from me. As 

a part of to my other duties such as accounting, the rental work wear was my responsibil-

ity as a responsibility transferred from the previous treasurer. Having the responsibility 

alone was not always easy. Also the background information I got was partly poor but in 

many cases better compared to the information other members got. The biggest problem 

with an annually changing board is to guarantee the information flow and to ensure the 

same operating models among the members of the board. 

 

During the years in working life I have witnessed the down side of a low information flow 

and fast and hasty implementation of a new service or a product. Fast and hasty imple-

mentation is a bad habit in hospitality industry. The solving of the problem is often exclud-

ed when they emerge. Many times I have found myself thinking about options on how to 

improve some of these flaws. Even though my chapter as a treasurer is over, I still want to 

give the members of the future board tools and information of the service concept. This 

chapter starts with the explanation of the present stage and is followed by the develop-

ment ideas and making the products. I used the qualitative research in form of semi-



 

 

16 

structured interview for the development ideas and background ideas. For the products I 

also refer to my theoretical part and end the chapter with the execution of the work. 

 

4.1 Present state 

Pore ry started with the rental work wear concept in autumn 2013. Products are either a 

white T-shirt with a logo of Pore ry or white and blue coloured T-shirt with a logo, black 

apron with a small logo of Haaga-Helia University of Applied Science and black bandana. 

Initiative for the rental work wear service came from the University’s lecturer of Food Pro-

duction and created as joint venture. (Haaga Instituutin Opiskelijayhdistys Pore Ry 

2/4/2013, Appendix 13.) Previously some work wears were sold for the students from the 

janitor’s office. The rental work wear service is directed to students who has only few 

courses in the kitchen. (Appendix 13.) 

 

The new curriculum in Haaga campus has changed the need of rental work wear. The 

Culinary Management students are its own chapter because from them a professional 

work wear is required. More likely for students of Hotel and Restaurant Management and 

students of Experience and Wellness Management, an intensive teaching in kitchen is 

implemented. The length of teaching in the kitchen changes from a period to one intensive 

week. Students of Tourism Management has no mandatory lessons anymore. (Appendix 

13.) 

 

In the interview the treasurer of the board explains the present service process starting 

with a customer entering the Pore ry’s office or in a very confusing situation contacting a 

member of the board and arranging appointment. After this a rental contract is made and 

the rental agreement is shown. In the rental contract the customer can specify rented 

products, for example the work wear set. The rental time is two months. Customer pays 

the rental payment and a deposit. Deposit is returned when the customer brings the prod-

ucts back ironed and in good condition. There are certain types of backup measures if the 

process does not go as planned. These backup measures are not explained. (Helppikan-

gas 3/28/2016.) 

 

The treasurer has noticed that the customer does not always remember to return the 

product and collect paid deposit. Treasurer presumes that the customer does not realize 

the time limit connected to collect the paid deposit, partly because the agreement has not 

been properly mentioned. (Helppikangas 3/28/2016.) 
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Within the Pore ry an information errors exists. All the members of the board and the duty 

officers do not understand how to take care of rental work wear and how to check re-

turned products. The products should be checked in connection with the return and 

marked to the inner control system. Inside Pore ry, the orientation of the rental service 

concept is given from the predecessor. The treasurer felt suspicious about the introduction 

of the subject from previous board members. The treasurer was doubtful of the quality of 

the orientations among colleagues they received from predecessors. (Helppikangas 

3/28/2016.) 

 

When asked from the Stakeholders about their own assumption of students’ knowledge of 

the rental work wear service, Stakeholders explained the information is going mainly 

mouth-to-mouth among the teachers and students. In previous years janitor received 

questions about the rental work wear but in these days hardly any. (Appendix 13.) The old 

price lists are shown on the tack board of the office (Appendix 1) and in janitor’s office 

(Appendix 2). Also a model example of the work wear set exists at the janitor’s office and 

how it is presented can be seen in Appendix 2. The new prices are updated in the cash 

check system. Compared to Lindström, Jubilee and Berendsen, Pore ry does not describe 

the service process of the rental work wear on their web page or Facebook site. On the 

web page the address information is missing. On the Facebook site the address infor-

mation exists but there is no link to the Facebook site from the web page. 

 

4.1.1 Current prices 

The pricing is categorized into two price levels, regular price and member price. The pric-

es vary usually within 5 euro difference but the deposit is the same. The member price is 

for members of the student association Pore ry. The current renting price for a T-shirt or 

apron is 20 euro with a 5 euro deposit and member price is 15 euro. Bandana costs 15 

euro with a 5 euro deposit while the member price is 10 euro. The set includes all three 

products and cost 40 euro with a 20 euro deposit or for members 30 euro. In Figure 3 all 

prices are listed. 

 

The renting fee per T-shirt and apron is 15 euro or for members 10 euro. A bandana’s 

renting fee is 10 euro or 5 euro for members while the set’s fee is 20 euro or for members 

10 euro. In the interview came out that Stakeholder 1 believes that 10 euro is maximum, 

Stakeholder 2 cannot take a stand but assumes that price is fitting for the students and 

Stakeholder 3 believes the renting fee is too high for a renting product (Appendix 13). 
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Figure 3. Current pricing of rental work wear articals (2016) 

 

The products are also available for purchasing (Figure 3). The purchase price for a T-shirt 

or apron is 23 euro or 20 euro for members. Bandana is 15 euro or for members 12 euro. 

The set of all three products is 50 euro or the purchase price for members is 35 euro. 

 

The treasurer points out in the interview that there is a lack of information about the need 

on procurement of the products. The basis of the procurement and pricing are blurred. 

The profitability thinking and pricing is placed on an irregular ground. (Helppikangas 

3/28/2016.) 

 

4.1.2 Current accessibility 

Pore ry’s open office hours during the 2nd period in 2016 are on Tuesdays from 12 pm to 2 

pm, on Wednesdays from 11 am to 1 pm, and on Thursdays from 10 am to 12 pm. Open 

office hours are usually not valid during the exam week, intensive week, and holidays. The 

location of Pore ry’s office is across the road of Haaga campus. The doors of the building 

opens only with a key identifier. 

 

Open office hours are often decided beforehand by the board. The decision making time 

takes place in the beginning of the autumn and new year or during the previous period. 

During the past few years open office hours are in general two hours per day, three times 

in a week between Monday and Thursday in the middle of the day. The feelings of the 

responsibility between duty officers can vary a lot. Currently the responsibility of rental 

work wear is on one person out of ten board members. 

 



 

 

19 

4.2 Developing the service concept of rental work wear articles 

When asked from the Stakeholders of developing points, Stakeholder 3 wishes improve-

ments to accessibility for example a customer should be instantly able to contact and re-

ceive rental product. Stakeholder 3 points out that there has been problems with accessi-

bility. Stakeholder 2 has not heard any complaints of the rental work wear process. Stake-

holder 1 admits that lately some slips with the requirements of kitchen work wear has 

happened and wishes that in the future the requirements would be determined. Stake-

holder 2 has noticed that the use of headdresses has decreased. Stakeholder 1 hopes for 

clarity and communication flow between Pore ry and teachers. (Appendix 13.) 

 

When asked how customer experience Pore ry’s activity related to the rental work wear 

service, Customers 2, 5, 7 and 9 experienced it as good. Customer 5 added also the ex-

perience as positive and sincere. Customer 2 ponders if the service could come closer to 

students for example having the products in janitor’s office with all the other stuff as cross-

ing the street can be too much. Customer 10 experienced the rental service functional but 

added fast and necessary accessibility to the work wear during the office hours problemat-

ic. Customer 8 could only remember that in her case the service was time taking because 

of the rush caused by the beginning of a period and sale of event-ticket. Customer 6 de-

scribes the service as existing, fluent, and practical. The increase of advertising is not 

needed because the rental work wear service is known to all and is accessible, says Cus-

tomer 6. Customer 6 finds the price salty and proposes an opportunity to purchase the 

products as a souvenir. Customer 4 is not familiar with the service and cannot say any-

thing about it. Customer 3 assumes there being some kind of advertising. From customer 

1 I forgot to ask the question. (Appendix 13.) 

 

Different answers came up when asked for points customer thinks should be improved. 

Customer 4 is not familiar with topic but describes Haaga campus being visible from the 

road and easier get to with the bus than Pasila campus. Visiting Haaga-Helia’s web page, 

the information of campuses is easily found. Customer 1 and Customer 7 did not feel any 

points needed to be improved. Customer 5 did not have any big ideas but told about expe-

rienced mistake described as individual case. He received a reminder after half a year 

even though the products were returned. Customer 3 and Customer 9 pointed out the low 

advertising and adding it. Customer 2 did not have anything to add to the opinion of con-

necting the rental work wear to janitor’s office. Customer 10 also mentioned the idea to 

have the products in janitor’s office. Customer 10 suggests certain limited time of accessi-

bility could also be improved by office duty or move to a place where more people are 

present or with a longer time frame. Customer 8 suggested the use of only deposit be-
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cause it is a loan but started to pound where the income would come to cover the costs. 

According to Customer 6 everything is functional and mentions again the opportunity to 

purchase the products. To get the price down the same practise of using company spon-

soring to student overalls could be implemented. Companies sponsoring support would 

help to ensure lightness of the work wear price. (Appendix 13.)  

 

When asked about the future of the rental work wear service, Customer 3 and Customer 4 

could not say how it looks like. Customer 4 added that the idea of rental work wear is 

good and Restaurant Industry students’ need work wear. Professional work wear can be 

expensive and if Customer 4’s study field was Restaurant Industry, Customer 4 would be 

a renter. From own experience and for students of Culinary Management, Customer 2 

could not say how the future looks like but suggested a possible extension in the selec-

tion. According to Customer 6 Students of Culinary Management have previous work ex-

perience in the kitchen and were wearing professional clothing in the kitchen. Customer 6 

says that students who do not study Culinary Management or food processes should have 

uniform clothing. Customer 8 ponders if the service process is still similar what she expe-

rienced. Customer 8 wonders how long the requirements of clothing has existed and also 

wonders about the possibility to change the requirements, for example bringing own 

clothes from home. Customer 7 tells that in second year everyone has their own clothing 

but felt it is a good thing for Pore ry to provide the service considering the first year. Cus-

tomer 7 thinks that in the future the demand decreases. Customer 1 sees the future bright 

and Customer 9 believes, wishes, and thinks the future is about development and that 

Pore ry is able to develop. Customer 10 sees decrease in demand and requirements at 

the moment because of the new curriculum. (Appendix 13.) From Customer 5 I forgot to 

ask the question about the future of rental work wear service. 

 

Customer 9 and 6 wanted freely add something they experience necessary. According to 

Customer 9, classmate’s service experience did not go well as a freshman in autumn of 

2014. When returning the set a male member of the board did the return marking on a 

paper. The classmate was wondering by herself how the information will get through 

about the returning. The classmate received a reminder of non-returned product. The col-

league waited for a long time before getting deposit. Customer 6 wanted to add the idea of 

using sponsoring for innovation. The innovation could be recipes on the back of a T-shirt 

to create the interest in cooking. Other customers did not have anything to add. (Appendix 

13.) 

 

Different answers came up when asked what customer assume the students to know 

about the rental work wear service in Haaga campus. Customer 1 told that his information 
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about rental work wear service came from lecturer of Food Production. Customer 7, 8 and 

10 also named teachers as information source. Customers 7 remembers Pore ry present-

ing themselves and at the same also mentioning about the rental work wear service. Cus-

tomer 8 could not remember where the information came from but assumed it was at in 

the beginning of the course. Customer 10 told that the marketing of the rental work wear 

service is not visible and that the information goes by hearsay. Customer 9 points out that 

students asks a lot from each, and on their class they have a board member. One way to 

get information is searching for it. Customer 5 assumes customers to know the price, how 

it works, and with what terms. Customer 2 knew one can get kitchen work wear from Pore 

ry. Customer 6 assumed students who does not study in the kitchen side are aware of 

rental work wear service. Customer 3 had missed the information and Customer 4 did not 

comment. (Appendix 13.) 

 

4.2.1 Conclusion from the interviewees of the need for development 

The accessibility to receive the rental work wear is not working properly and has been 

noticed from the stakeholders and some of the customers. In overall the customers are 

satisfied with the current service design. Some past errors came up like unnecessary re-

minder of the deposit and long waiting of getting back the deposit. In the beginning of the 

service concept, the requirements of the work wear in the kitchen where tighter but have 

lighten with the years. 

 

Some of the students did not know so much about the service concept, partly because of 

their field of study. The main information source of the rental work wear are the teachers 

teaching Food Production. The marketing is low and exists through mouth-to-mouth. De-

velopment ideas where suggested to improve the accessibility, adding advertising, moving 

the work wear service to janitor’s office, wider range in the selection, and getting spon-

sors.  

 

How the future would look like was mainly hard to describe. Some customers did feel the 

future bringing decrease in the demand while some did believe in development of the ser-

vice. 

 

4.2.2 Designing the manual 

The treasurer thinks the best way to start to develop the service process is to improve the 

work wear system and informing about the service concept to the members of the board. 

The treasurer wishes that three points would be improved, the understanding of the ser-
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vice process, setups of the agreements and the knowledge to use the internal control sys-

tem. Small details were corrected earlier during the orientation with the predecessor. 

Wishes for more systematic and logical service process, involvement from the other board 

members and more business oriented thinking came forth in the interview. (Helppikangas 

3/28/2016). 

  

As one Ps of the marketing mix, the process is the path creating a service experience for 

the customer (Sammallahti, Murto 2009, 89). In process thinking the first step is to identify 

and model the functions (Laamanen, Tinnilä 2009, 52). The first step of creating the man-

ual was to identify the process steps. Based on my own experience and from the interview 

of treasurer (3/28/2016) I defined the process to five steps such as facing, sales, remind-

er, receiving, and return of the deposit. The manual is written both in Finnish and English. 

The size of the manual is six pages with a cover and can be found as Appendix 14. 

 

In the first page I try to commit all members and deputies of the board to take responsibil-

ity of the service process. For each step I gave own colour and describing elements. In 

the step of facing I highlight the accessibility. The accessibility can also be referred as one 

of the marketing mix Ps, physical environment (Sammallahti, Murto 2009, 94). The step of 

sales I divided into three, considering aspect, operation itself, and after-treatment. I also 

added an information box of the cash desk system and two pages of print screen pictures 

to support the stages of sales. One page includes a reminder of the agreements and con-

tracts while the other explains the steps of the internal control system. The step of re-

minder is added to ensure the participation among the duty officers while receiving the 

products. With the step of receiving I try to ensure the quality like Porter (2004a, 44) rec-

ommends. On page five I added a figure as reminder of other support processes 

(Laamanen, Tinnilä 2009, 62). These support processes are marketing, pricing along with 

inventory, and logistics. With the description of returning deposit I try to ensure quality by 

conformance requirement of returning deposit (Laamanen, Tinnilä 2009, 130). The step of 

returning deposit is depended on colleagues even though the responsibility lies on the 

treasurer. 

 

4.2.3 Creating the pricing examples 

Stakeholder 1 wishes that the renting fee would come down to 5 euro because of the new 

curriculum and stakeholder 3 wishes the fee being more student friendly. Approximately 

60 students of Hotel and Restaurant Management and 60 students of Experience and 

Wellness Management will have lessons in kitchen with the new curriculum. (Appendix 

13.) 



 

 

23 

 

Customer 1’s opinion of the pricing is it being reasonably considering that all needed 

products are given. Customer 1 points out that there should not be any expectation of the 

work wear being in perfect conditions when it returned. Customer 3 still thought that the 

price sounded fair after I went through the current member price of a set and amount of 

deposit. To Customer 2 and Customer 4 I also went through the member price of a set 

and deposit. Customer 2 felt the price was expensive while Customer 4 felt that the price 

was not horrible bad for a study period. Customer 5’s opinion was that the pricing is rea-

sonably though everything is expensive for student. Customer 6 mentioned earlier the 

prices being salty. When Customer 7 rented the deposit was 15 euro. In Customer 7’s 

opinion, the pricing is suitable for a student. Customer 8 remembered that some of the 

classmates did not want rent because of the price and started to search for alternative 

choice to the rental work wear set such as a white T-shirt and a black apron to keep. Cus-

tomer 9 bore well the price of 15 euro but pointed out that students want as cheap as pos-

sible. Customer 9 became a member of Pore ry to get the lower price. Customer 10 be-

lieves the pricing is practical and rational with the deposit to cover unreturned products. 

Customer 10 did not see the price expensive even as a freshman. (Appendix 13.) 

 

As previously described, the profitability is the difference between earnings and expenses 

(Kinkki et al. 2003, 376). Within this case I started calculating the costs per product. The 

only cost is the purchase price of the products (Appendix 3) so I was able to skip some of 

the cost-based pricing steps (Järvenpää et al. 2010, 187). Pore ry is a non-profit associa-

tion, so there was no need to take the VAT into account (Finnish Tax Administration 

2015). During these calculations I found out that Haaga-Helia had been supporting in total 

38,5 percent of the costs. Appendix 4 reveals the revenues being bigger then expenses. 

This means that the service concept is being profitable. Following stage was to calculate 

the current income per product (Appendix 4). To be able to define the income I had to 

determine the life expectancy of the products. For T-shirts I gave three years because 

they are light coloured and need more washing then the two other products. For the apron 

I gave five years and for the bandana six. For the whole set I defined the life expectancy 

according to the shortest time, meaning three years. In the life expectancy attention has to 

be paid on the periods in a school year. In Haaga-Helia the school year consist of five 

periods but only four of them are active for teaching. After that I was able to calculate 

three different pricing examples with different deposit examples. In the examples I kept 

the pricing technique of scaling (Järvenpää et al. 2010, 193) and decided to left out the 

discounts (Järvenpää et al. 2010, 187). The different prices are possible because of the 

natural segmentation of the customers (Järvenpää et al. 2010, 185). The pricing example 

A is Appendix 5, B is Appendix 6 and C is Appendix 7. 
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At the beginning of autumn 2014 the board decided to keep the price level at the same 

level even though the Haaga-Helia had informed of unsatisfied customers. Customers 

were also unhappy about the appearance of T-shirts and new white T-shirts were pur-

chased. (Student association Pore ry 8/24/2014.) The minutes in 2013 reveals the first 

idea of the pricing the lecturer of Food Process and the members of the board had. The 

price was sketched consisting two parts, a rental fee of 5 euro and a deposit of 25 euro. At 

that moment the board was talking about a T-shirt and an apron. (Haaga Instituutin 

Opiskelijayhdistys Pore Ry 2/4/2013.) 

 

4.3 Execution 

At the end of May 2015 the proposal of developing the service concept appeared to me as 

my thesis subject. After the summer I started planning and I had discussions about the 

subject with the sitting chairman. In October, I started with the thesis seminar and during 

the seminar I started to search references for the theoretical part and getting clearer of 

idea my work. For my sources I used professors that are internationally known and have 

been used in courses I have attend, for example Grönroos, Kotler and Porter. To get 

some discussion between my sources I also used less known names. For regulations, 

legislations and specific numbers I used mainly Finnish authorities as a source. These can 

vary between the countries. To achieve diversity among the sources I used books, inter-

net pages, magazines, minutes, documents, dictionary, and blog. Some of the sources 

are in Finnish, some in English and some in Swedish. 

 

On Monday the 7th of March I started the planning of my thesis. On Tuesday the 8th of 

March I sat down with the current chairman and treasurer and we made the Commission-

ing Agreement. During the following weeks I made the theoretical part. On weeks 12 and 

13, I planned the content of the interviews and the email invitations for the interview. The 

interview questions are divided into three and can be fined as Appendix 8, Appendix 9 and 

Appendix 10. The invitation is attached in Appendix 11. The first interview I had, was with 

the treasurer on 28th of March in Pore ry’s office. After that I went through the minutes and 

other archive for background information. In the end of week 13 I searched information 

about benchmarking three companies in the Hospitality industry. With the help of bench-

marking I was able to achieve the industry aspect the thesis need. 

 

The invitation for interview was sent to 226 email addresses on Thursday 31st of March. 

Three of the invitations went to stakeholders. 56 email address holders had rented work 

wear during the first and fourth period in 2014 and 28 persons had rented during the first 
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and fourth period in 2015. Out of these customers 24 persons did not return the rental 

products. 26 persons of the address holders are members of Pore ry and started their 

studies in 2014 or 2015 and had informed English as their main language. 114 persons 

are members who informed Finnish as their main language and started their studies in 

2014. These 114 members had informed their field of study as Hotel and Restaurant 

Management, Tourism Management, Hospitality, Tourism and Experience Management, 

Experience and Wellness Management or Hotel, Restaurant and Tourism Management. 8 

emails did not go through so the total number of receivers was 218 persons. Only three 

stakeholders responded. The stakeholders are two teachers lecturing Food Production 

and a janitor taking care of the sales point in janitors’ office. 

 

I planned to start with the manual of the service process around the same time with the 

interviews. I had a gap during the previous weekend so I made the manual 95 percent 

ready. During the same weekend I made the calculations 90 percent ready. I sent the cal-

culation and manual to the treasurer, chairman, and for my supervisors for feedback. After 

the interviews I added some new details to both of them and corrected my calculations. 

Some of these details were developing ideas I got from the interviews. 

 

At the beginning of week 14 I made the benchmarking of three companies. These compa-

nies are Lindström Oy, Astiavuokraamo Oy Jubilee and Berendsen Textile Service Oy. 

The outcome of this in the theoretical part of thesis. 

 

On Wednesday the 6th of April and on Friday the 8th of April I picked customers in Haaga 

campus facilities for interviews. The interviews were executed as a semi-structured inter-

view with specific questions. The total of interviewed was 10 customers and three stake-

holders. Five customers had used the rental work wear service and five had not. One of 

the users had also a friend’s story to tell and one of the non-renters only took some extra 

lessons in Haaga campus. One of the users is a present member of the board but was not 

a member at the time of using the service. In the end of the week I summarized the inter-

views. 

 

On Monday the 11th of April I tested the manual of the service process at Pore ry’s office. 

The testing happened as partly pre-written scene of a customer service situation. In the 

testing I was observer. My friend who had no connections to Haaga-Helia nor Pore ry was 

the seller. The customer’s role was presented by deputy member of the board. Before the 

test, the seller had six minutes of getting her familiar with the office and the manual. At the 

same time I gave two different roles to the customer, one entering as a new customer and 

another returning the product back. Creating a reminder was left out in the testing. The 
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manual functioned as supposed except a small description of the path to the internal con-

trol system needed some adding. The main issues coming from the testing was the facili-

ties of the office, the preservation of the work wears was not prima, the products were not 

in a logical order, and some of the products were wrinkly. The products were also kept 

near the floor on a self with an overalls mark. Pore ry’s own representative’s shirts where 

among the rental work wears. During the testing, suggestion of short instructions were 

brought up. For the steps of process I added own short instructions to be placed on the 

wall but I leave the decision of using them to the board. These short introductions are at-

tached to the manual (Appendix 14). 

 

On Thursday the 14th of April I bought a plastic folder for the manual. First we agreed with 

the chairman and treasurer to laminate the manual but then I suggested a plastic folder 

with a transparent cover and printing the manual on thicker paper. This way the possible 

updates are easy to make. The publication of the manual happened on 19th of May. The 

publication of the manual will be a printout and will be also saved on the computer in Pore 

ry’s office and Google Drive. An email abouts new tool will be sent to the members of the 

board. The calculations will be saved on the computer at the office. The time schedule of 

this project is listed in a Table 2. 
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Table 2. Time schedule of the project 

Spring of 2016 What 

The end of May in 2015 Draft proposal emerged 

Autumn of 2015 The frames of the project started to take shape 

The end of year 2015 The search of theoretical part started 

Week 10 The concreate planning of the thesis started  

The Commissioning Agreement was made with student association 

Pore ry 

Week 12 & 13 Planning the interviews 

Week 13  Interviewing the treasurer and searching background information 

Sending the invitations 

Searching information to benchmark 

Making the calculations & Designing the manual 

Week 14 Benchmarking three companies 

Feedback of the manual and continuing designing with it 

Interview part 1 & Interview part 2 

Summary of the interviews 

Preparing the manual 

Week 15 Testing the manual 

Correcting the manual and calculations 

Purchasing the folder for the manual 

Week 20 Printing the manual and the publication of it by emailing to mem-

bers of the board 

Handing over the calculations 
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5 Discussion  

The aim of this thesis was to determine the rental work wear concept and its process with 

a help of tools, the manual and the calculations. With the tools Pore ry can better define 

the goals of the rental work wear service and strengthen the information flow inside the 

association. From the ethical perspective I protect the identity of my interviewees. My own 

experiences as a treasurer may have an effect on the reliability even though I tried my 

best to be objective during this project and interviews. For example the rental agreement 

is made for a period or eight weeks not for two months as it came up in the interview. In 

this chapter I summarize the project with conclusions and suggestions for the service pro-

cess and further research. I end the chapter with my personal learning. 

 

5.1 My conclusions 

Generally the customers were satisfied with the current service system. Stakeholders and 

the treasurer had noticed some developing points. Some feedback after the first year of 

the service concept has been given to the student association but this was ignored. De-

velopment needs feedback (Laamanen, Tinnilä 2009, 62). With the help of identifying the 

steps of the rental work wear process (see Figure 1) the service can be improved. To en-

sure the improvement of the service all members of the board need to be involved and 

understand the impact of the accessibility. Accessibility in this case symbolizes the mar-

keting mix P called place. Having the manual easily accessed, helps to create a strategy 

pattern described earlier. For the return of deposit a time line needs to be defined. Sup-

porting processes such as inventory and marketing could be signed to another member 

than the treasurer.  

 

The pricing divided the customers while the stakeholders wished for decreasing of the 

rental fee. Even though one customer described the service being sincere I doubt that a 

bit. The first idea of the rental fee’s amount of a set does not meet the current and today 

the rental fee is double then the first idea for a member and quadruple for a non-member. 

There are no existing calculations for the pricing in Pore ry’s office to explain this differ-

ence compared to the first idea. The idea of the pricing has transferred from mouth-to-

mouth. The decisions of new product purchase has been based on a feeling. Hanging on 

assumptions is not valid information and hurts the processes in the long run. With the pric-

ing example C (Appendix 7), Pore ry is able to earn few cents and answer the demand. 

The low price gives the opportunity to improve the stakeholders’ requirements of work 

wear in the kitchen. 
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Not returning products was the first sight of a weak service process I noticed as treasurer. 

Improving the service with adding small details alone does not help the whole picture. 

Also the new curriculum was easy to blame on when the problem exists on behaviours 

and attitudes. The best time testing the manual will be on the autumn when new students 

starts at the Haaga-Helia University of Applied Sciences. Chances of the pricing cannot 

be implement before this, in the name of equal treatment. In my mind ending the concept 

is an opportunity cost that cannot be measured in short time or based only in a feeling. 

 

To implement the pricing example C (Appendix 7), I suggests it to be during the summer 

2016. The high deposit will cover the loss if the work wear is not returned. The low rental 

fee would help against the decreasing demand. New pricing would mean new pricelists, 

updates to the cash register system, and updated Excel. The marketing tools given to 

janitor’s office would also be updated. This all could be done before the summer holidays. 

Estimated time for these tasks are together five hours. The updated work clothes would 

be sold out with a discount perhaps at the janitor’s office. Before the new period at the 

Haaga-Helia starts, the board members would sit down together and go through the steps 

of service process. The board would together decide the time limit for returning the depos-

it. 

 

5.2 Suggestions for the service process and further research 

The manual is made for current service process but in benchmarking I noticed that all 

three companies explained their service path. In my mind this idea would be a good addi-

tion to the concept and my suggestion can be seen as Appendix 12. The Appendix is a 

figure explaining the steps of the service path from the customers’ perspective. 

 

The facilities of the office would need some changes. If the products are not stored with 

respect, the negligence will easily transmit to the customers. Hanging the clothes on a 

rack gives more professional impression and helps retaining the quality. The current lay-

out in the office provides the possibility to add a rack between the television and the sofa. 

 

The current steps of sales are protecting Pore ry’s trade but not the customer. Only one 

copy is made of the rental agreement and no receipt is given when customer returns the 

products. A small print of the agreement could be added to the receipt and to the bottom 

of the agreement a trimming edge would change the unequal arrangement. When the 

customer returns the product the edge would be given. These two aspects came from the 

testing of the manual. 
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Accessibility is a problem. One way to correct this is to add a new channel to reach the 

customers. This channel could be an online form or a specific sales day in the beginning 

of the course. This would require a commitment from the stakeholders and the board. Flu-

ent information flow from both side, responsibility, and flexibility are examples of the 

commitment. The new channel would mean in the steps of the service process facing 

changing to customer encounter and a new step would come, the step of delivery. 

 

During the interviews I crossed the new learning concept called Place to Be Haaga. It is a 

new experimental culture were students, teachers, companies, and industry idols of Hos-

pitality interact with each other. For the moment the cooperation partners are Dieta, Elec-

trolux, Eskimo Finland, Fiskars, Food Camp Finland, Kespro, Leijona Catering, Metos, 

Paulig and Pinto Design. (Karmavuo 2016.) As customer 6 suggested, sponsoring could 

be a valid option. In the calculations I noticed the logos being more expensive than the 

actual products. The current logo of the T-shirts are in front but with the apron on, it’s hid-

den. The logos from the sponsors and Pore ry’s own could be in the back of the T-shirt 

and still having one logo on the apron, Haaga-Helia’s logo. To compete with the clothes 

shops the colour of the T-shirt could be bright green instead of the white. White colour is 

also sensitive and stains are easily notable. With a low rental fee and unique clothing 

Haaga-Helia University of Applied Sciences could demand uniform clothing besides the 

professional clothing. Getting support for the purchase there should be no reason for Pore 

ry to continue the work wear service. This could also be a new subject for a further re-

search. 

 

Before Pore ry takes part of this, I suggest the board to measure their availability to com-

mit and determine the promises they are able to give and keep. I have opened the discus-

sion with the possible joint venture of rental work wear. 

 

5.3 My personal learning  

During this thesis I confirmed again my thoughts over the bad habits people working in the 

Hospitality industry have implementing hasty new services and not improving the low in-

formation flow. During this thesis I strongly started to believe that half battle is half 

planned. 

 

At the beginning of the thesis I found myself believing that the outcome of profitability 

would stay negative. Defining the steps of the process made me realize that the biggest 

problems lies on the attitudes and with word-of-mouth information. With the help of the 

manual the correct information will receive new members of the board. This manual was 
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not laminated in case new steps emerge. With the proper definition and planning a small 

income can be profitable in the long run. With the help of my calculations the future plan is 

easier to determine providing valuable information.  

 
I executed my thesis in quite fast time. I learned the value of prioritizing and planning with 

the tools I was given from one of my supervisor. Also sticking to the plan and having some 

unplanned gaps were aspects I went through. In overall I liked the project and was able to 

be in help with new board. 
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Appendices 

Appendix 1. Old price list inside the Pore ry’s office, taken 8th of April 2016 
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Appendix 2. Marketing tools provided to janitor’s office, taken 8th of April 2016 
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Appendix 3. Product purchases in 2013 and 2014 

 



 

 

38 

Appendix 4. Current Income 
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Appendix 5. Pricing example A 
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Appendix 6. Pricing example B 
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Appendix 7. Pricing example C 
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Appendix 8. Semi-structured interview questions (Finnish) for the specialist  
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Appendix 9. Semi-structured interview questions (Finnish) for the stakeholders 

 



 

 

44 

Appendix 10. Semi-structured interview questions for the customers 
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Appendix 11. Letter of invitation send by email 
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Appendix 12. Description of the service path 
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Appendix 13. List of Interviewed 
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Appendix 14. Manual of the service process of rental work wear 



 

 

49 

 

 



 

 

50 



 

 

51 

 

 



 

 

52 

 



 

 

53 

 



 

 

54 

 



 

 

55 

 



 

 

56 

 



 

 

57 

 



 

 

58 

 



 

 

59 

 



 

 

60 

 



 

 

61 

 


