


IDENTIFY YOUR PRODUCT- AS- A- SERVICE ADVANTAGE
INTRODUCTION

Why identify your PaaS advantage?
PaaS business models are more suitable for some product and 
customer segments, which makes it important to carefully consider what 
and who to target. Here, you will assess how the product(s) in your 
future PaaS offering relates to different product and customer 
characteristics that make PaaS more or less challenging to implement. It 
is designed to help you identify potential challenges early on, and 
explore their potential to be addressed through eg, changes in product 
design, product segment, or customer segment.

What tools are included in this part of the methodology?
Product assessment form and ideation exercise
Customer segment assessment form

What do you need before starting the exercises?
A clear idea of the product(s) you would like to include in your 
Product- as- a- Service offering

What to think about?
The product and customer segment characteristics found in the forms 
have been developed to work across sectors.

That being said, always think about the specific context of your product 
and solution to assess which characteristics might be more or less 
important for you to consider.



EVALUATE YOUR PRODUCT'S "AS- A- SERVICE" POTENTIAL
STEP 1

1 Which characteristics best describe the product 
you will include in your PaaS offering? 

Task A: 15 min
Draw a ring around the characteristic that corresponds to your product. 
Please note: not all characteristics have to be "advantageous" but if a lot 
of them are challenges you may consider to choose a different product.
Task B: 5 min
Put dots on the characteristics that are possible to influence.

High- value products 
could generate the 
revenue needed. 

Customers might be 
willing to pay for access 
of products they can't 

otherwise afford 

The provider can
deliver added value 

through its capabilities
in maintenance

and repair

The provider is better 
positioned to reduce 
use- related costs and 

thus reduce the 
customer’s TCO

Products that last for 
several reoccurring

use- cycles are better
fit for PaaS

Only paying for what
you use becomes 

attractive if there is a 
large difference between 

ownership time and 
actual use time

Customers are
more prone to prefer 
owning status iteams, 
especially customized 

ones with high
emotional attachment

Customers typically 
prefer owning highly 

personal products, eg. 
Products related to 
personal hygiene

The provider can only 
reap the long- term 

advantages of PaaS if
a product has a modular 

design and is fit for 
recirculation

Smart integrated product 
enables the utilization

of data to provide 
insights on product use 

and provide added
value to the customer

Higher material value 
enables the provider to 

capture financial
value from recirculation

Higher cost of
ownership makes

PaaS more compelling 
to customers

Cheap

ADVANTAGEOUS

CHALLENGING

Hint! 
More detailed descriptions of the product characteristics can be found in chapter three of the report.

Low complexity 
and/or cost of 
maintenance

and repair

Use- phase 
resource input 

constitute 
minimal part of 

TCO

Frequently
used

Low material
value after use  Consumable High emotional 

involvement Personal Non- modular 
product design

Analog
product

Expensive
High complexity 
and/or cost of 
maintenance

and repair

Resource input 
constitute 

considerable
part of TCO

Infrequently
used

High material 
value after use  Durable Low emotional 

involvement Non- personal Modular
product design

Smart
integrated 

product

Low insurance 
cost

High insurance 
cost



IDEATE ON HOW TO SOLVE CHALLENGES
STEP 2

2 Is it possible to influence or work around 
more challenging product characteristics?

Task: 20 min
Take a closer look at the challenging product characteristics from the 
previous task and discuss how you can influence or work around them 
with help from the questions below. Collect your ideas on sticky notes 
under each characteristics.

Can you use a higher 
quality or superior 
product segment?

Can you bundle your 
offer with services that 

still makes PaaS 
attractive to the 

customer?

Are there ways
you can improve 

efficiency to ensure 
your operations are

still viable if the price
is low?

Are there other ways
to deliver added 

customer value (e.g., 
access to technical 

expertise) ? 

Are there other
ways to reduce the 

customer's total
costs compared to 

ownership (e.g. 
maintenance costs, 

insurance costs, etc.) ?

Can you target a 
customer segment

that uses the product 
less frequent?

How might you
ensure a PaaS offer

is financially attractive
to the customer 

compared to 
ownership? 

Are there ways to 
reduce potential 

inconvenience with 
renting/sharing/leasing 
if the product is used 

often?

Is there potential to 
make the product 

involved more 
durable/reusable? 

How can you ensure 
that the product's 

performance do not 
decline over time?

How can you
help people keep

the product is good 
condition?

How can you
ensure the product
is repairable (e.g. 

ensure easy access
for repair/replacement 

of components with 
short life- span/high 
failure rate, etc.) ?

Is there a potential
to raise the after- use 
value of the product 
(e.g, replacing low

value components or
material to those

of higher value, etc) ?

 Are there any fully 
functional components 
with high value ready

to be harvested?

Can you help people
to emotionally detach?

 Is it possible to 
standardize this type

of product?

Does the offer need to 
be customised or can 
the product(s) become 

more standardized? 

Can you remove 
undesirable traces

of use? 

Can you reduce
feeling of unease?

Is there a way to
add modularity to

the product in order
for it to be adaptable, 

upgradable or 
repairable? 

Is there a way to 
connect the product
and harvest data? 

If yes - can data be 
used to provide added 

value value to your 
customer?

SOURCE:
Use2Use Circular Designs Ideation pack, www.use2use.se/circular- designs- ideation- pack/
Read more about circular product design strategies, for product life- extension here: www.researchgate.net/figure/Circular- 
design- strategies- Bakker- et- al- 2014- Bocken- et- al- 2016_fig1_321026456 Bakker, C., Hollander, M. den, Hinte, E. van, & 
Zijlstra, Y. (2014). Products that last. product design for circular business models. Delft: TU Delft library.

Are there other
ways to reduce the 

customer's total
costs compared to 

ownership?

Cheap
Low complexity 
and/or cost of 
maintenance

and repair

Use- phase 
resource input 

constitute 
minimal part of 

TCO

Frequently
used

Low material
value after use  Consumable High emotional 

involvement Personal Non- modular 
product design

Analog
product

Low insurance 
cost

https://www.use2use.se/circular-designs-ideation-pack/
https://www.researchgate.net/figure/Circular-design-strategies-Bakker-et-al-2014-Bocken-et-al-2016_fig1_321026456
https://www.researchgate.net/figure/Circular-design-strategies-Bakker-et-al-2014-Bocken-et-al-2016_fig1_321026456


B2B

B2C

B2G

ASSESS YOUR CUSTOMER SEGMENT
STEP 3

3 Customer segment assessment
Task: 20min
Fill out the form below and use the guidance to think about which 
type of customer, on a high- level , might be a good fit for your PaaS 
offering.

Will you need to spend significant resources 
on building close customer relationships and 
getting customers do understand your value 
proposition?

Do you need to customise your Product- as- a- 
Service offering to each customer?

Do you have the capabilities to handle many 
low- value transactions efficiently?

Is your organization digitally matured, i.e. can 
you automatise administration, customer 
relations, and logistic flows?

Is your customer and/or end- user (depending 
on who you will interact the most with) likely 
to have a high digital maturity?

Yes No

Yes No

A B
Spending significant human and/or financial resources on customer 
relationships and interactions (e.g. face- to- face meetings or other 
types of close personalised communicaiton) is more feasible if you 
have a larger buyer (more common for B2B/B2G). 

Customising an offer to fit the specific need of a customer, time or 
resource- consuming, is more viable if you have a large buyer (more 
common for B2B/B2G)

As B2C is associated with many low value transactions, they can 
increase administrative burden unless handled efficiently using e.g. 
automation and digital technologies.

Digital maturity will help when designing all types of offerings, but are 
critical for B2C segments as operations, administration, and sales 
need to be highly cost- efficient.

A low digital maturity amongst your customer and/or end- user may 
make it difficult to improve efficiency in sales and operations. 
Spending human and/or financial resources on customer 
relationships is more feasible if you have large buyers which 
provides a single point of contract, less geographic dispersion, and 
higher sales volume (more common for B2B/B2G). 

QUESTION GUIDANCE

YesNo

YesNo

YesNo

Hint!
If you come across any challenges when 
thinking about these questions, can you 
think of ways to work around them?

Perhaps your organisation can build new 
capabilities or invest in technologies to 
support efficient administration etc.?

Did you mostly answer "A" ? Then 
targeting B2B and/or B2G segments 

is likely most suitable.

Did you mostly answer "B" ? 
Then the potential is high for your 
business model to fit all segments 

your offering is relevant to.




