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Start with the people

Image source: Smithsonian's Cooper-Hewitt, National Design Museum



"Really everything | had done wasn’t very interesting or
important. The thing that was really important was what was
happening between me and the software on the screen.”

Bill Moggridge on the GRiIiD Compass Computer

Image source: Smithsonian's Cooper-Hewitt, National Design Museum



The ubiquity of screens paradox




PRODUCTS
VS
SERVICGES




Industrialisation changed our relationship to products

Source: Google hosted Life magazine archive



Mass production increased the standard of living

Ford assembly line at rest during a strike, September 1945
Source: Google hosted Life magazine archive



“We shape our tools and
thereafter our tools shape us.”

Marshall McLuhan



Industrial thinking also shaped education ...




... In order to shape people for the roles they would play.

Assembly Line At Texas Instruments,1959.
Source: Google hosted Life magazine archive



We still use the same ways of thinking ...




... albeit clothed in new technologies
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70-80% of developed nations’ GDPs come from the
services sector.

In Germany, home nursing sector is bigger than the
entire German automotive industry.

We live in a service economy




80% of companies believe they offer a great service
and only 8% of their customers agree.

Percentage of companies
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believe they provide customers agree
a superior proposition

Source: Bain Customer-Led Growth diagnostic questionnaire, n = 362;
Satmetrix Net Promoter database, n = 375

The delivery gap is a business opportunity

Source: Bain & Company: http://www.bain.com/bainweb/pdfs/cms/hotTopics/closingdeliverygap.pdf



Management

D

Industrial thinking - top-down, command and control




Services are still thought of with an industrial mindset




You can't project the past into the future

Image: http://www.paleofuture.com/
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But top-down approaches don’t work in these structures




“For the culture of industrialism, in
which an individual’s submission to
routine Is what is most valued, a
network society is something of a
disaster.

The industrial mindset is too brittle
to cope with the way that networks

operate.”

- Pat Kane (2004), The Play Ethic

We need to move from industrial to network mindsets




Evolving to a new dominant logic for marketing

Adapted from Vargo and Lusch 2004: 4, Fig 1

Service-Dominant Logic - Vargo & Lusch

From: Kimbell, Lucy (2009), Service-dominant Logic and Design for Service
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The Four Orders of Design (Buchanan 2001; 1992)

Graphic design Product design Interaction design Environment

Communication Industrial design Experience design design

design System design

Engineering
design

Lucy Kimbell’s reordering of Buchanan

From: Kimbell, Lucy (2009), Service-dominant Logic and Design for Service
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Moving from command and control to networks

Johnson, Steven. Future Perfect: The Case for Progress in a Networked Age. New York: Riverhead Books, 2012



Management

Turn this model on its side...




Customer

Product

Marketing

Sales

Retail

Customer Service

Management

...and you get customer journey and channels




Product & single screen experiences

Image source: live|work



Services are experienced in an ecology...

Image source: live|work



THE NATURE OF
SERVICES




Service experiences unfold over time

Image Sources: Andy Polaine. London/RoW: Stefan Kellner



With multiple touchpoints




With multiple touchpoints




Some touchpoints are thought through and branded




Some touchpoints “just happen”
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Design & Kunst

Many are net poorly designed



If you don’t design it, somebody else will



http://www.flickr.com/photos/atoach/
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Details create the experience & personality




Many are culturally specific

Image Source: http://www.flickr.com/photos/tosthekid/


http://www.flickr.com/photos/tonyarmstrong
http://www.flickr.com/photos/tonyarmstrong

Services enable interactions between people

Image: Lavrans Lovlie



Co-producing value



If you don’t provide channels, somebody else will




Relationships and conversations between people




Are people trying to use a website or buy something?




What is the underlying motivation and meaning?







Interaction with backstage people, services & systems

Image source: http://www.materialiste.com/culture/inside-amazon
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Somewhere in an Amazon.com warehouse...

Image: Lucasfilm Ltd



Third party services form part of the experience too




This means designing with people versus for people

Image source: live|work



Boxes vs Arrows

Image source: live|work



PEOPLE

AWARE

JOIN

USE

DEVELOP

LEAVE

Track the user journeys over time
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Track them through the different channels
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Align backstage services to deliver those experiences



Give people the right tools and environment...




...and they will create individual value...




...that develops into aggregate value.
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Traditional exchange of value
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Service exchange of value through channels




We know this from digital services and platforms...




... disrupting traditional channels.




...obut don’t forget people’s lives beyond the screen.



http://consumeconsume.com/post/13272453418
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FUTURE
CHALLENGES




Wicked Problems

acad

wickedproblems.com
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PHOTO: FLICKR USER
QUESTION_EVERYTHING



NETWORKS
REFLECT THE
CONNECTED
ECONOMY




Industrialisation has shifted to other countries

Cankun Factory, Xiamen City, 2005
Source & © Edward Burtynsky



Here are your chicken nuggets




Your H&M clothes



Your old mobile phones

Cell phones #2, Atlanta 2005
Source & © Chris Jordan



CAN DESIGN
SOLVE THESE
PROBLEMS?







HOW CAN DESIGN

HELP SOLVE SOME
OF THESE
PROBLEMS?




Design can influence behaviour




Design can make the complex simple ...

PHOTO: MORE ASSOCIATES



... and the invisible visible




Helping people see things differently

PHOTO: MORE ASSOCIATES



Making sense of complexity


http://www.thisisindexed.com
http://www.thisisindexed.com

Making connections visible



Toy Imports

4 lceland 48 161 Chaa 0.02

Land area 5 Norway 48 162 Rwanda 0.02 |
Technical notes . ) Niue http://www.worldmapper.org © Copyright2006 SASIGEoIp (Uning'ty of Sheffield) and Mark Newman (University pf Michigan). :
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Design for access rather than ownership
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Breaking down barriers to access




Ready for Zero -Helping change behaviour
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UNDERSTANDING
PEOPLE &
RELATIONSHIPS



Service Design Insights, Blueprints, Experiences & Prototypes



Product & single screen experiences

Image source: live|work



Service experiences

Image source: live|work



To design services, we need to understand them



People employed’ by economic
sector in millions

3.5
3.0

2.5 | Industry, | Services
2.0 | business

1.0 ¢ \—~_\w_
0.5 | Agriculture

1960 1970 1980 1990 2000 2009

1 New calculation method from 1975 resp. 1991
onwards

Quantitative data can be a useful framing tool

Source: Statistical Data on Switzerland 2011 - Federal Statistical Office FSO



But field research provides more usable insights



People’s lives and contexts matter to service design

Source: Jan Chipchase - Future Perfect



Needs, motivations, behaviours




What motivates and modifies behaviours?



What behavioural systems already exist?



Research can also become design content

1994: Antirom - Levi’s Kiosk “Street” section



Research can also become design content




Observation
Structured Interviews
Fly on the wall
Shadowing

Home/work process tour
Cultural probes ™
-~

Shifts, work arounds
Service safari

Mystery shopper
Insights workshops
Co-Design workshops
Experience prototyping

Service Design uses a variety of research methods

‘ -
Photoiﬁr)://' ww.flickr.com/photos/parl/70999185/
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Synthesis of the insights



EXPECTATIONS
VS
REALITY




Design for Emotions & Shared Experiences




Expectations versus...







Time perception is about situations and emotions

Source: thetruthabout on Flickr



If you go here ...



... you expect this




You expect to eat fast — waiting Is a service failure




If you expect this ...

Source: http://www.gigipadovani.it
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... then too fast is a service failure
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let the joumey begin

Dear Andrew Polaine,

Welcome to Opodo your online travel service. We offer you access to over 500 airlines, more than 65,000
hotels, 7,000 car rental locations, plus holidays and travel insurance, all on an easy to use, customer-friendly

site. Visit www.opodo.co.uk regularly to keep up to date on our latest offers.
Your user name is apolaine

In keeping with our Privacy and Security policies, we will not email you your password. If at any stage you
forget your password, use this link.

MAKING THE MOST OF OPODO
Now that you've registered, you can use My Opodo to:

e Speed up the booking process

e Organise your personal travel, save all your flight, hotel and car bookings

e Receive Fare Alert emails - just select your favourite destinations and we'll let you know when
the price changes

There's also the rest of the site for:

L/ C U O] U TU 7 7 7 V 12

travel tips
e Our email newsletter for our latest weekly deals on flights, holidays, cars and hotels






Time information allows for options & decisions

Image Source: Andy Polaine



Time information helps change perception ...




... as does the context

Source: Ifcastro on Flickr



BLUEPRINTING
SERVICE
ECOLOGIES



Figure 5. Blueprint for a Simple Service Corner Shoeshine
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The development of blueprinting

Shostack, G. L. (1982). How to design a service. European Journal of Marketing, 16(1), 49-63.
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Management

Turn this to get to the blueprint




Customer

Product

Marketing

Sales

Retail

Customer Service

Management

Customer journey and channels
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We can map and analyse the results in blueprints
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AWARE JOIN USE DEVELOP LEAVE
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Choose key touchpoints to develop based on value...
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Take slices through the blueprint to analyse




AWARE JOIN USE DEVELOP LEAVE
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Take a user journey



SEQUENCE. SUMMW

| u 1
-~ F'&E m_\F(j; Ti' f,,., 1
=== ' 4=
@% - - Z T :Y )‘
11
| S

Break out into journey summaries, specifications



EXPERIENCE
PROTOTYPING




What is the experience you want to deliver?


http://www.flickr.com/photos/schaazzz/
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Prototyping — the suspension of disbelief

http://www.flickr.com/photos/shainemata/
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Work out stages through storyboards & summaries



Design and prototype the interfaces



Place sketches in context



Keep some things rough enough at first



share what your neighborhood needs

Prototype interactions in context, with people

Source: Interaction 11 runner up - Izac Ross
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Aufbewahrung des Tools im Medizinschrank

Experience prototype with more polished tangibles

Source: HSLU MA Design graduate, Sue Beck
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User journeys — what are the parts of the service to be acted
out?

Touchpoint tangibles/props - the things the user will interact
with & experience

People - users, service providers, etc.

Tools to document the prototype (cameras, laptop, etc. - things
that are not props).

You need at least these four



Is the service proposition clear?

Do people understand its value?

Do people understand how it works?

Are the tangibles clear - the visual material, objects, etc.?

What does it feel like to go through the process? Wait times,
excitement...

What to look for




Rinse and repeat — prototype early and often



And now, let’s have a go at It...



Thank You!

andy@polaine.com
@apolaine
www.polaine.com

http://www.rosenfeldmedia.com/books/service-design/

Notes: http://www.pin.me/iedbcn12
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