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

Start with the people



"Really everything I 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 GRiD Compass Computer

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



The ubiquity of screens paradox



PRODUCTS
VS
SERVICES



Source: Google hosted Life magazine archive 

Industrialisation changed our relationship to products



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

Mass production increased the standard of living



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

Marshall McLuhan



Industrial thinking also shaped education ...

Image Source: Nationaal Archief, The Hague



... 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

Image: http://www.flickr.com/photos/popofatticus

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


We live in a service economy

70-80% of developed nations’ GDPs come from the 
services sector.

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



The delivery gap is a business opportunity

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

1

Closing the delivery gap

How to achieve true
customer!led growth
Most companies assume they’re consistently

giving customers what they want. Usually,

they’re kidding themselves. When we recently

surveyed 362 firms, we found that 80% believed

they delivered a “superior experience” to their

customers. But when we then asked customers

about their own perceptions, we heard a very

different story. They said that only 8% of

companies were really delivering. (See figure 1.)

Why does this “delivery gap” exist at so many

companies? It’s not because business leaders

fail to recognize the importance of their 

customers. In fact, more than 95% of

management teams we’ve surveyed claim to 

be customer focused. We’ve found that the

delivery gap exists for two fundamental reasons.

The first is a basic paradox in business: 

Most growth initiatives damage the most

important source of sustainable growth—

a loyal, profitable customer franchise. When 

a business tries to increase its revenue per

customer, it tends to do things, like raising

transaction fees, that end up alienating 

its core group of buyers. It compounds 

the problem when it tries to expand its 

customer base, as pursuing new customers

distracts management from serving the 

all-important core. 

The financial software powerhouse Intuit

briefly succumbed to this paradox, despite 

its long record of excellence in customer 

service. In 2001, its TurboTax program held

an enviable 70% of the retail market for tax-

preparation software and 83% of the online

market. But then Intuit began doing little

things, such as boosting the price on tech-

support calls and limiting software licenses 

to one computer, which annoyed its cus-

tomers. Retail growth flattened. As more 

web-based tax-preparation sites sprang 

up, online buyers started jumping ship. 

Their loyalty had grown paper-thin. In 

2003, TurboTax’s online market share

declined precipitously. 

The second reason the delivery gap exists 

is that good relationships are hard to build.

It’s extremely difficult to understand what

customers really want, keep the promises 

you make to them and maintain the right 

dialogue to ensure that you adjust your

propositions according to customers’ chang-

ing or increasing needs. And it’s only going

to get harder. (For further reading, see “The

Consumer of 2020,” by James Allen and

Darrell Rigby, Global Agenda, January 2005.)

Figure 1:  Identifying the delivery gap

Companies that
believe they provide

a superior proposition

Companies whose 
customers agree
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Percentage of companies
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80%

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

“I am a broken
record when
it comes to say!
ing, ‘We have 
to focus on the
consumer.’...
I don’t think the
answers are just
in the numbers.
You have to get
out and look.” 

– A.G. Lafley, 

CEO, Procter & Gamble

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



Industrial thinking – top-down, command and control
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Services are still thought of with an industrial mindset



You can't project the past into the future

Image: http://www.paleofuture.com/

http://www.paleofuture.com
http://www.paleofuture.com


But top-down approaches don’t work in these structures



We need to move from industrial to network mindsets 

“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



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

Service-Dominant Logic - Vargo & Lusch

From: Kimbell, Lucy (2009), Service-dominant Logic and Design for Service

Evolving to a new dominant logic for marketing

Pre-1900

Goods-centred model

of exchange

21st Century

Service-centred model

of exchange

Concepts: tangibles,

static and discrete

transactions

Concepts: intangibles,

competences, dynamics,

exchange processes and

relationships

Value is embedded in objects Value is co-created in dynamic

exchange relationships

Adapted from Vargo and Lusch 2004: 4, Fig 1

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


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

Lucy Kimbell’s reordering of Buchanan

From: Kimbell, Lucy (2009), Service-dominant Logic and Design for Service

The Four Orders of Design (Buchanan 2001; 1992)

Symbols Things Action Environments

and systems

Interaction design

Experience design

Graphic design

Communication

design

Product design

Industrial design

Engineering

design

Environment

design

System design

Designing for service

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


Moving from command and control to networks

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



Turn this model on its side...
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...and you get customer journey and channels

Product

Customer

Marketing

Sales

Retail

Customer Service

Management



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”



Many are not poorly designed



If you don’t design it, somebody else will

Image source: http://www.flickr.com/photos/atoach/

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


Details create the experience & personality



Many are culturally specific

Image Source: http://www.!ickr.com/photos/tosthekid/

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


Services enable interactions between people

Image: Lavrans Løvlie



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?

Image source: Flickr user Jon Large





Interaction with backstage people, services & systems

Image source: http://www.materialiste.com/culture/inside-amazon

http://www.materialiste.com/culture/inside-amazon
http://www.materialiste.com/culture/inside-amazon


Somewhere in an Amazon.com warehouse...

Image: Lucas!lm 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
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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.



Traditional exchange of value

customersenterprise

promise

value

agents

environments
people
print

products
interfaces



Service exchange of value through channels

customersenterprise

promise

value

agents

environments
people
print

products
interfaces

tools and infrastructure utility & experience

feedback feedback

provision

us
e

provision
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e



We know this from digital services and platforms...



... disrupting traditional channels.



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

Image source: http://consumeconsume.com/post/13272453418

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


FUTURE 
CHALLENGES



WICKED PROBLEMS: 
PROBLEMS WORTH 
SOLVING
A HANDBOOK & 
A CALL TO ACTION

BY JON KOLKO

Wicked Problems

wickedproblems.com



PHOTO: FLICKR USER SMIG44





PHOTO: FLICKR USER 
QUESTION_EVERYTHING



NETWORKS 
REFLECT THE 
CONNECTED 
ECONOMY



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

Industrialisation has shifted to other countries



Chicken Processing Factory, China
Source & © Edward Burtynsky

Here are your chicken nuggets



Fabric manufacturing plant, China
Source & © Edward Burtynsky

Your H&M clothes



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

Your old mobile phones



CAN DESIGN 
SOLVE THESE 
PROBLEMS?



NO.



HOW CAN DESIGN 
HELP SOLVE SOME 
OF THESE 
PROBLEMS?



Design can influence behaviour



PHOTO: MORE ASSOCIATES

Design can make the complex simple ...



PHOTO: RUSSELL DAVIES

... and the invisible visible



PHOTO: MORE ASSOCIATES

Helping people see things differently



WWW.THISISINDEXED.COM

Making sense of complexity

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


FLIGHTPATHS BY AARON KOBLIN

Making connections visible



Rank Territory Value
158 Niger 0.03
159 Mali 0.03
160 Ethiopia 0.02
161 Chad 0.02
162 Rwanda 0.02
163 Togo 0.01
164 Burundi 0.01
165 Liberia 0.01
166 Somalia 0.01
167 Tajikistan <0.01

MOST AND LEAST US$ OF NET TOY IMPORTS

Technical notes

© Copyright 2006 SASI Group (University of Sheffield) and Mark Newman (University of Michigan)

US$ worth of toys imported annually per person living in that territory*

Rank Territory Value
1 Andorra 340
2 Greenland 57
3 United States 51
4 Iceland 48
5 Norway 48
6 Niue 39
7 Luxembourg 36
8 New Zealand 36
9 Cyprus 35
10 Canada 33
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Toy Imports

www.worldmapper.org

Produced by the SASI group (Sheffield) and Mark Newman (Michigan)

“Is there a present that a child or family member just has to have and you can’t find it in any store?”

Most imports of toys (US$ net) are to
the United States, followed by the
United Kingdom. Toys are fun but not
necessities. Thus toy imports give an
indication of disposable incomes.

The lowest imports of toys (US$ net)
per person are to territories in Africa
and also Tajikistan (in the Middle East).
Central Africa, Southeastern Africa,
Southern Asia and Northern Africa
contain the poorest territories in the
world.

The highest imports of toys (US$ net)
per person are to territories in Western
Europe, North America, Asia Pacific
and Eastern Europe.

• Data source: United Nations Conference on Trade
and Development, 2002.

• *There were no net toy imports recorded for 33
territories.

• The toys category includes sporting goods.
• See website for further information.

Territory size shows the proportion of worldwide net imports
of toys (in US$) that are received there. Net imports are imports
minus exports.  When exports are larger than imports the
territory is not shown.

Map 058

Kidsource, 2000

REGIONAL NET TOYS EXPORTS
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http://www.worldmapper.org © Copyright 2006 SASI Group (University of Sheffield) and Mark Newman (University of Michigan).

Making connections visible

http://www.worldmapper.org
http://www.worldmapper.org


Design for access rather than ownership



Breaking down barriers to access

Source: Reboot - Banking the Unbanked



Ready for Zero -Helping change behaviour

http://vimeo.com/29862030
http://vimeo.com/29862030
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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



Quantitative data can be a useful framing tool

Em
pl

oy
m

en
t 

an
d 

In
co

m
e

Persons in employment by type of authorisation and gender in ’000
1991 1995 2000 2007 2008 2009

Total 4 136 3 996 4 116 4 440 4 536 4 568
Swiss 3 080 3 010 3 142 3 289 3 331 3 334
Foreigners 1 055 987 974 1 151 1 205 1 234

Permanent residents 555 563 592 585 604 610
Temporary residents 179 203 183 279 316 339
Seasonal workers 1 85 38 23 − − −
Cross-border workers 182 147 142 203 214 220
Temporary visitors 21 18 19 65 50 46
Other foreigners 33 17 15 20 21 19

Men 2 423 2 306 2 320 2 461 2 496 2 497
Women 1 713 1 690 1 796 1 979 2 040 2 071

1 As of 1.6.2002 seasonal work permits are no longer issued

Large increase in number of employed women
Between 2004 and 2010 the number of women in employment 
(+10.2% to 2.060 million) grew more than that of men in employ-
ment (+8.4% to 2.528 million). Women are increasingly combining 
career and family life and mainly work part-time. In 2009, 57.8% 
of women worked part-time (2004: 56.8%). In contrast, only 13% 
of men work part-time, although this percentage has also increased 
slightly since 2004 (+2 percentage points). The tertiarisation of the 
economy has also contributed to the increased number of women in 
employment, as 86.7% of working women work in the tertiary sector 
in 2009 (men: 64.3%).
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1 New calculation method from 1991 onwards

Labour force
as % of the permanent resident population

1
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1991 1995 2000 2005 2010

People in part-time employment
as % of the employed persons

Total

Men

Women

0.0
0.5
1.0
1.5
2.0
2.5
3.0
3.5

1960 1970 1980 1990 2000 2009

Agriculture

Industry, 
business

Services

People employed1 by economic 
sector in millions

1 New calculation method from 1975 resp. 1991
 onwards

Employed persons according to 
employment status 1 
2nd Qtr, permanent resident population, 
in ‘000

2009 2010
Total 4 268 4 282
Self-employed 558 571
Family workers 93 85
Employee 3 383 3 398
Apprentice 234 228

1 Sociological definition

FSO, Statistical Data on Switzerland 2011 11

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



But field research provides more usable insights



Source: Jan Chipchase - Future Perfect

People’s lives and contexts matter to service design



Needs, motivations, behaviours
Image Source: Andy Polaine



What motivates and modifies behaviours?



What behavioural systems already exist?



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

Research can also become design content



Research can also become design content



Photo: http://www.flickr.com/photos/parl/70999185/

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

http://www.flickr.com/photos/parl/70999185/
http://www.flickr.com/photos/parl/70999185/


Synthesis of the insights



EXPECTATIONS 
VS
REALITY



Design for Emotions & Shared Experiences



Expectations versus...



... reality



Time perception is about situations and emotions
Source: thetruthabout on Flickr



If you go here ...
Source: thomas-merton on Flickr



... you expect this
Source: kevinomara on Flickr



You expect to eat fast – waiting is a service failure

Source: amanky on Flickr



If you expect this ...
Source: http://www.gigipadovani.it

http://www.gigipadovani.it
http://www.gigipadovani.it


... then too fast is a service failure
Source: stlbites on Flickr



From: Opodo <Registration@opodo.com>

Subject: Welcome to Opodo

Date: 27 August 2007 15:10:42 GMT+01:00

To: Andrew Polaine <apolaine@gmail.com>

About Us Privacy Security Terms & Conditions Affiliates Site map Contact us

Payment methods:Visa/MasterCard/American Express/Switch/Delta

 

  

 

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:

Speed up the booking process

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

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:

Opodo Offers: regularly updated low air fares picked for our customers from some of the

world's best airlines

Our simple search process for flights, hotels, car rental and package holidays, which ensures

you get what you want, when you want it

Destination guides, including climate, maps, recommended places to visit, and lots of local

travel tips

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

If you have any questions, please take a look at our FAQs, by using this link. 

Yours sincerely,

The Opodo Team

www.opodo.co.uk

email: use our email form

Tel: 0871 277 0090 (calls will be charged at 10p per minute)

Fax: 0871 277 0089 (faxes will be charged at 10p per minute)

If you need to contact Opodo while you are abroad, please call us on + 44 116 263 3404 (international call

rate applies).

 

Opodo
Not In Address Book

Fast mail



Slow mail
Image Source: Andy Polaine



Time information allows for options & decisions

Image Source: Andy Polaine



Time information helps change perception ...
Source: jmpznz on Flickr



... as does the context
Source: lfcastro on Flickr



BLUEPRINTING 
SERVICE
ECOLOGIES



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



Turn this to get to the blueprint
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Turn this to get to the blueprint
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Customer journey and channels

Product

Customer

Marketing

Sales

Retail

Customer Service

Management
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 We can map and analyse the results in blueprints
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Start by filling in the touchpoints
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Choose key touchpoints to develop based on value...
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Take slices through the blueprint to analyse
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 Take a user journey



Break out into journey summaries, specifications



EXPERIENCE 
PROTOTYPING



What is the experience you want to deliver?
http://www.flickr.com/photos/schaazzz/

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


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

Prototyping – the suspension of disbelief

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


Work out stages through storyboards & summaries



Design and prototype the interfaces



Place sketches in context

Source: Interaction ’11 runners up - Tom Haynes & Jane Leibrock



Keep some things rough enough at first



b0rrowbox
share what your neighborhood needs

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

Prototype interactions in context, with people

Source: Interaction ’11 runner up - Izac Ross

b0rrowbox
share what your neighborhood needs

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


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

Experience prototype with more polished tangibles
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Source: HSLU MA Design graduate, Sue Beck

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


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...

Let’s go!



Thank You!

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

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

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