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Schedule - Day 1

TIME ACTIVITY
09.05-10.00 Service Design Introduction

10.00-10.45 Starting with insights - pull vs push
10:45-11:00 BREAK

11.00-11.45  Service blueprinting | - Anatomy of a blueprint
11.45-12.30  Service blueprinting Il - Developing a concept
12.30-13.00 LUNCH

13.30-14.15  Developing the service and business proposition
14.15-14.30 BREAK

14.15-14.30  Overflow & Discussion



PART 1 —
AN
INTRODUCTION TO
SERVICE DESIGN




FROM AN
INDUSTRIAL TO A
SERVICE SOCIETY




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

Marshall McLuhan
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Industrialisation changed our relationship to products

Source: Google hosted Life magazine archive
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Mass production increased the standard of living

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

I

Industrial thinking: silos, top-down, command and control
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Approx. 70-857 of developed nations” GDPs come
from the services sector. (71.9% in Finland)

But now we live in a service economy

Sou ttps //www g /lb H/P blica /th -wo ldf ctboo l/g / -html
U.S.job gr wth h rt from The ected Compa yCC sed by @davegray @dachisgroup


https://www.cia.gov/library/publications/the-world-factbook/geos/as.html
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807 of companies believe they offer a great service
and only 8% of their customers agree.

Percentage of companies

100%

80%
80% pr oo

60%

“Delivery gap”
40%

20%
8%
O% ________________________________________________________________________________|
Companies that Companies whose
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 an opportunity

Source: Bain & Company, 2005: http://www.bain.com/bainweb/pdfs/cms/hotTopics/closingdeliverygap.pdf
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VS l

P

VS

Culture and service are the USP, not product



SERVICES ARE
MULTICHANNEL &
TIME-BASED
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Product experience
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Selling services as products is problematic
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People & transitions
‘;/> D \ are crucial to the

EXPBHEMCE
Mobile g

Web

People

Prlnt

Products (

\ E:] Other Services

Marketing ‘—/

Services are ecosystems - every part affects the whole




MIND THE GAPS
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Service gaps - Lavrans flying to New York with his family




Website-Call Center Gap
Website-System Error Gap
Website-Call Center Gap
Husband-Wite Expectation Gap

Call Center Staff-Check-In Staff Gap
Boarding Staff-Computer System Gap

The human service element finally wins
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Cracks can accumulate to form an experience crevasse



CREATING BETTER
SERVICES MEANS
CHANGING
CULTURES &
ORGANISATION




From command and control to the connected company

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

Gray, D. & Wal, T.V. (2012) The Connected Company. O’Reilly Media, Sebastopol, CA.
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Systems/tools and procedure shape organisational culture
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People/customer-oriented culture comes from the top




BEWARE OF
BOXES & ARROWS
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In reality, these represent
fiefdoms, budgets, buildings,
personality clashes, divisions and,
sometimes, collaborations.

. ;

Organisational charts - boxes and lines, hidden forces



Processes implying
physical movement

Processes performed
by the service
operator

Processes performed
by the user
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mrs ¥\ hat happens when
this breaks?

Human and/or
automated operations

John Enters

Receptionist
welcomes John

Entrance/reception

Ceptionist
forms John »

Receptionist
introduces John to -
room assistant

John is guidedk
the workstation

Working space

John works on

John Logs in his CV

Intranet

The system gets ready
for new users

The system verify J's
Identity and logs john in

. The billing person :
John leaves John's member John pays the \ John goes to pay John saves his SR The system Saves J's
| card is updated bill « processl(;:tifI John's e bill John logs out work > work in his directory
A A A
| | | ‘ |
l | | | | The system saves J's
| \ ' e T - - T T T T T T T -~ settings
| | \ \
| | l \
| | \ \
| :
1 EE - o
Back office ‘ | | \ A \ ‘
/\L J‘/\Y | | Room assistant runs
System the software to clean
Accounting | Space and back-up ! up the system
system registers Billing system L facilities |
payment maintenance I
Technical
maintenance &
upgrade

Process maps - boxes and arrows, hidden flows and obstructions

Morelli, N. (2002) Designing Product/Service Systems: A Methodological Exploration, Design Issues 18 (3), 3-17
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It’s difficult to deliver coherent service experiences like this

Image from The Connected Company. CC licensed by @davegray @dachisgroup
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Management

D

Turn this structure on its side...
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Customer SERVICE EXPERIENCES UNFOLD OVER TIME

>

®)

Product g
w

W

Marketing g
=

a°)

Sales =
(@)

=

Retail Z
2

m

—

v

Customer Service

Management ENTERPRISE BACK-END SUPPORTS THE DELIVERY OF EXPERIENCE

Change perspective & support experiences over time and channels




SOME GUIDING
PRINCIPLES



CRAFT A HUMAN
EXPERIENCE, NOT A

"USER"” EXPERIENCE,
ACROSS CHANNELS
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Everything is a microinteraction
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How do the individual experiences join up to make a whole?

Image Sources: Andy Polaine. London/RoW: Stefan Kellner
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Some touchpoints are thought through and branded
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Some touchpoints “just happen”™
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If you don't design it, somebody else will


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

Canberra Man Chains Himself To Optus Store,
Frustrated Over iPad Customer Service

. DANNY ALLEN N Share Discuss

Gizmodo just got off the phone with Laurence Kain, a small business owner who earlier this afternoon
took the extreme step of chaining himself to the Canberra City Optus store. He said his “peaceful protest”
was a last resort after unsuccessful attempts to switch the ownership of his iPad data account between
his businesses, despite three previous store visits and five hours on hold. Updated

At around 1pm, Kain entered the store with a camera crew and a stop watch timer. The protest lasted 22
minutes and 47 seconds. As you'd expect, security were quick to arrive and watched the situation while a
store employee spent 20 minutes on the phones with superiors to address the situation.

Speaking with Gizmodo, a still frustrated Kain laughed: "Spending time chaining myself to the counter in
an Optus shop isn't high on my priority list for a Friday afternoon. I'm not a nutcase that enjoys going
around chaining myself to shit."

If you don't provide communication channels, somebody else will




Observe customer frustrations - they are valuable data
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1 ——

Design for needs, not wants
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Understand trust — it’s fragile
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&« —Fake photo.
| made this up.

o v

Jane, 32, lawyer. Loves her BMW, reads the Financial Times, lives in Notting
Hill, London. Has a boyfriend, but no children yet and wants to get ahead in
her career first.. Likes the good things in life, needs information fast, is
constantly connected on her iPhone and iPad. Watches Homeland in the
evening with a bottle of Australian Cabernet Sauvignon.

Avoid demographic personas. Go for behaviours/actions instead.
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Design with people versus for people

Image source: livelwork
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Be personal, human and authentic
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Understand and stay on the customer’s preferred channel
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Align service delivery with customer expectations
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Look for unintended (non-)design. What is a “flat land toda”?
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Look for unintended (non-)design. What is a “flat land toda”?
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Twitter is currently down for Unplanned maintenance.

s ‘G&

&
s

L=

Fails are key touchpoints. Design them.
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Say sorry - apologies matter to people
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Actions speak louder than words...
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...because small acts make a difference

I Te o dimea i damay arantoc s rect. con


http://www.flickr.com/photos/joshuasmith/8678819416/
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A BIT MORE

Look for opportunities to demonstrate empathy
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Details are the tone of voice
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Iterate prototypes and test the service in real life with real people




©2015 Andy Polaine - Ratekoulutus Service Design Masterclass

Run pilot projects to bridge design, experience & business case
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Customer

Eé#«‘@ﬂﬂ

Product

Marketing

Sales

Retail

Customer Service

Management

Discover and embed service within the organisation’s culture
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Remember people’s lives exist in context



http://consumeconsume.com/post/13272453418

ACTIVITY 1

1. In your group, discuss the theme of mobility

- cars, bikes, public transport, air travel,
electro & smart vehicles.

2. 5 minute brainstorm to define a topic.
What are the key products and touchpoints,
service and experience elements?

3. Write each key point on a single sticky-not
and post all that material on the wall.



PART 2 -
STARTING WITH
INSIGHTS




INSIGHTS
RESEARCH -
THE UTOPIAN
VERSION
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Market Research
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100 Insights

We need to find the why and how, not just what
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Find out what people do, not what they say they want
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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 situation framing tool

Source: Statistical Data on Switzerland 201l - Federal Statistical Office FSO
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Qualitative research provides more actionable insights




SOME METHODS
AND TECHNIQUES
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S

Focus groups are mostly a waste of time
B Nl b0 ¥V 2,

ptkodak/296482828


http://www.flickr.com/photos/captkodak/296482828
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Recommended read: Interviewing Users by Steve Portigal
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“"What [I'm calling interviewing is also referred to by other names.
Regardless of nomenclature, these are the key steps in the process:

* Deeply studying people, ideally in their context

« Exploring not only their behaviors but also the meaning behind those
behaviors

» Making sense of the data using inference, interpretation, analysis,
and synthesis

* Using those insights to point toward a design, service, product, or
other solution”

Portigal, S., 2013, Interviewing Users
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Exploring people’s lives in context provides insights
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Guided, semi-structured interviews
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Bag/wallet/desk tour - lives and activities in context

Image: Lea Tschudi
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Service safari - experiencing and understanding other services




©2015 Andy Polaine - Ratekoulutus Service Design Masterclass

Self-Documentation - diaries and logbooks
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Cultural probes for inspiration

Image: http://www lickr.com/photos/gcbb/3234180323/in/photostream/


http://www.flickr.com/photos/gcbb/3234180323/in/photostream/
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Shadowing

Image:live|work
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Participant observation - becoming the customer/frontline staff
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Workshops with smaller groups/pairs
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Workshops with large groups
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Interview/workshop materials - visual thinking aids
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Events Timeline/Journey Map

Travel Timeline Record travel/holidays. Where did yu go ? Why did you go? What were the highlights? What were the problems?

-5YEARS NOW + 5YEARS
Trip to Trip to Trip to Trip to Trip to Trip to
Why? Why? Why? Why? Why? Why?
Highlights Highlights Highlights Highlights Highlights Highlights
Problems Problems Problems Problems Problems Problems

Materials - timelines
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Materials - Brand experiences sheets




WHAT TO
LOOK FOR...
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Capture front-line staff insights, workflows, expertise




What details break the whole system?
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What hacks are trying to modify behaviour?
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What are the signs of misaligned mental models?
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- What did you see and hear?

- What does it mean in terms of needs, motivations,
values and behaviours?

- What touchpoints are involved?
- How are the transitions between touchpoints?

- What are the opportunities & challenges?

Making sense of your observations



SOME INSIGHTS RESEARCH
IS BETTER THAN NONE.

SPREADSHEETS ARE A POOR
MEDIUM FOR CONVEYING
HUMAN EXPERIENCES.




ACTIVITY 2
FAUX INSIGHTS RESEARCH
1. Divide into pairs in your group

2. 5 minutes - interview each other about your
experiences with your chosen area

3. Add what you have learned to your other
sticky notes.

THICK PEN, ONE POINT PER POST-IT NOTE!



PART 3 —
FROM INSIGHTS
TO VALUES




SYNTHESIS -
MOVING FROM
DATATO CONCEPTS
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And this - Exposing the Magic of Design by Jon Kolko
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BYy; DODO — 5 —
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Daon Vi

DATA ORDER REFINE CONCEPT

Synthesis of the data into knowledge and insights




COLLATION &
SYNTHESIS
METHODS
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Discussion is clustering, analysis, synthesis, ideation
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Insights research blogs
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&« —Fake photo.

Made up nonsense.

o v

Jane, 32, lawyer. Loves her BMW, reads the Financial Times, lives in Notting
Hill, London. Has a boyfriend, but no children yet and wants to get ahead in
her career first.. Likes the good things in life, needs information fast, is
constantly connected on her iPhone and iPad. Watches Homeland in the
evening with a bottle of Australian Cabernet Sauvignon.

Avoid reverse engineering personas and principles
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———Real Photo

Real stories

&

N |

Lavrans (44) wants to fly from Oslo to New York with his family. He wants to book a seat for
his baby, but the web booking system doesn’t let him. He has to book with the wrong passenger
data and ends up with seats distributed throughout the cabin. This causes a lot of stress and he
receives different information from the website, call-centre, check-in & gate staff.

How might we impraove this?

Avoid reverse engineering personas and principles
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Insights boards - real people, behaviour & needs-based personas



POLAINE’S
FABULOUS FOUR
COLUMN SYNTHESIS
METHOD




EVIDENCE

Observation

“Quote”

Observation

\\Q uote”
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POLAINE’S FABULOUS FOUR COLUMN SYNTHESIS METHOD

INSIGHT

Summary of
the pattern

OPPORTUNITY/
IDEA

Specificidea in
response

Specificidea in
response

Specificidea in
response

Specificidea in
response

GUIDING
PRINCIPLE

Principle or
value
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Brand experience and touchpoints are developed from real needs

v \

Evidence from Insiaht Opportunity/ Brand Touchpoint
nsights
activity 3 Idea Experience design concept
“l was only a
da late th My Nice Bank.com
9 wi “We under‘Stﬂnd Cashflow a bit
my payment People Allow people- : tight? Don‘t
. people’s lives are worry - you can
and they want to be especially regular , be up to five days
COW\PlICO\‘ted and late with Your
charged me treated pPayers-a grace payment without
_ . are there to Denalty
$20 fee. | pay fairly period. helo.” iy
§120 & month P. [ | (|) —
already!” B

DZE N N N4

Outside-in: Concepts & proposition align with insights & needs




ACTIVITY 3 - FOUR COLUMNS

1. Try and cluster your “faux
insights” data

2. What ideas or opportunities do
you see for them?

3. Cluster those ideas into key
principles



PART & —
MAPPING THE
ECOSYSTEM



SERVICES ARE COMPLEX
AND OFTEN INTANGIBLE.

HOW MIGHT WE
"SKETCH” THEM?




HOW PRODUCT
DESIGNERS &
ARCHITECTS WORK




Jarn Utzon’s initial sketches of palm fronds



Jarn Utzon’s initial sketches of the Sydney Opera House



Jarn Utzon’s Sydney Opera House - a World Heritage Site



WHAT ARE SERVICE
DESIGNERS’
EQUIVALENTS?




User

Frontstage Touchpoint Channels

Backstage Processes/Support

Step

Experience

Face to Face

Print

Web

Mobile

Location

Product

Customer Service

LT. Department

3rd Party Service

Service Blueprint Template
Own Your Bank Data

Version 1.0

Aware

Marketing campaign across print, digital media, in-bank
and call-centre channels.

Made aware of
new services

"This looks great!
Finally a way to get
a better overview
of my spending.”

In Branch Staff

©2015 Andy Polaine - Ratekoulutus Service Design Masterclass

Join

Customer enters account number and bank and the rest of the
information is pulled across from the account. This should be

as painless and easy as possible.

Sign up to connect
personal data
service to account

After verification,
automatically pulls
int data.

"That's clever - it

ol automatically

eople with m e
ﬁnaﬁcial v pulled in my
information” details so I don't

have to.”

In Branch Staff

T

e AP

Call-center
authentication

Link account data
to visualisation
database.

Confirmation e-
‘mail, letter and
starter pack sent.

"I understand how
this all works so
easily."

Letter sent along
with personalised
starter pack.

Use

Default usage doesn't require much or any input from the
customer. Their spending and saving data is gathered for the
bank's processing in any case, so this just displays it back to
them in a variety of useful data-visualisation formats.

Log-into online

banking as usual.
Personal data now

Visualisations
available across

an option. channels

"This helps me
understand my
personal banking
better and saves
me money"

Online Banking

Monthly Booklet

Data Viz Online

- Secure printing
services for
monthly booklet.

- Distribution

Develop

More advanced usage allows for the connection to other bank

(even other institutions), manual entry of data or
transactions and communication and sharing of basic levels of
data. Also export of data.

Customer can
export their own
data in different
formats

Provide personal
data export
options

Leave

All data connection and gathering is deleted. Customer
receives confirmation of exactly what was deleted and how
they can re-instate the service if they wish. Also a link to a final
download of data archive and/or print version.

Request for Vgri[y reguest and Receives
personal data give option to confirmation of
deletion exporianal deletion
archive.
Data Deleted Letter

1

Disconnect data

account Delete data, send

confirmation e-

Provide archive mail and letter

link - time
expired

Sketching the platform, touchpoint, business model in a blueprin
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Concept development and storybaording
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Experience prototyping with interactive tangibles
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Iterate prototypes and test the service in real life with real people




RESEARCH &
CONCEPT
DEVELOPMENT IS AN
ITERATIVE PROCESS




ANALYSIS CONCEPTS

RESEARCH/
TESTING

Repeat - early and often

PROTOTYPING
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\]

Concept Business Model

From idea utopia to reality to re-design
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http://www.co-d.net/squiggle

BLUEPRINTING
SERVICE
ECOLOGIES



FROM OVERVIEW
TO DETAIL AND
BACK AGAIN
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Scrolling around long documents obscures important connections
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You cannot design the whole thing at this level of detail
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Overview with timeline
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Detail view, abstracted
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Alternative journeys
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Alternative journeys
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Alternative journeys



ANATOMY OF A
SERVICE BLUEPRINT
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Management

D

Turn this structure on its side...
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Customer SERVICE EXPERIENCES UNFOLD OVER TIME

>

®)

Product g
w

W

Marketing g
=

a°)

Sales =
(@)

=

Retail Z
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v

Customer Service

Management ENTERPRISE BACK-END SUPPORTS THE DELIVERY OF EXPERIENCE

Change perspective & support experiences over time and channels
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Exhibit1  Blueprint for a Corner Shoeshine

Standard
execution time SBrr]gzg o le?slﬁ o Buft g Collect
2 minutes A payment
Total 30 30 45 15
acceptable seconds seconds seconds seconds
execution time
5 minutes /\ —i\ Wrong
wax
Time
Frontstage and
backstage
A geen Clean Materials g
y customer | cpoes e.q.. pol

> Facilitating products

Facilitating services

Line of
visibility

and products
Not seen
by customer Select
but necessary and purchase

i 10 supplies
Y performance

The development of blueprinting

Shostack, G. L. (1982). How to design a service. European Journal of Marketing, 16(l), 44-63.
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Processes implying Intranet

physical movement Automated operations

Processes Performed The system gets ready
by the service for new users
operator Human and/or
Processes performed automated operations
by the user
The system verify J's
************ B Identity and logs john in
Entrance/reception Working space
John Enters Receptionist Receptionist Receptionist John is guidedk John works on

jp introduces John to P/ | the workstation John Logs in

. his CV
room assistant

welcomes John P informs John

The billing person

John leaves John's member John pays the John's [/John goes to pay John | John saves his The system Saves J's
; - t |
< card is updated il bill < processsifl onn's the bill ohnlogs ou work > work in his directory
i A A
| | | ‘ |
l | | | | The system saves J's
, \ ' e T - - T T T T T T T T settings
| | \ \
| | l \
| \ | | | :
1 | [ | - T — — — —
\ \ ‘ ‘
Back office ! | | | A | \
/\L J/\v | | Room assistant runs
System the software to clean
Accounting | Space and bacleup | up the system
system registers Billing system L— facilities !
payment maintenance T h‘ ical
echnica
maintenance &
upgrade

Process maps - boxes and arrows

Morelli, N. (2002) Designing Product/Service Systems: A Methodological Explorationl, Design Issues 18 (3), 3-17



Service Blueprint of Presby Neuro Clinic

PHYSICAL Front Waiting Front Waiting Front Hallway Exam MRI & Door Tag Waiting Check-out
EVIDENCE Desk Room Desk Room Desk Room Chart Room Room
o Check-out
PATIENT : : : : Follow to Wait in Answer : Ask Return . J
ACTIONS Kesppaies Exam Rm § Exam Rm J Questions Questions | Door Tag TZZ’Vi‘
Line of Interaction - - - - —=- == - - - - - - |-~ ——-—-——- - - - - - |- -- - -~
ONSTAGE
Call Escort to : Process &
%%Engﬂ Welcome Process Patient N Exam Rm A\S/Ltzgagst Checkoout
Line of Visibility
BACKSTAGE i
CONTACT Pa(il[ieetnt See _Other See pther Grab See -Other Pcaqlegﬁt Z}gc;zm See pther
PERSON Chart Patients Patients § DoorTag Patients Losation - Patients
Brings Chartin Grab Kassam
Door Tag To Be Chart
Back

Line of Internal Interaction

SUPPORT
PROCESSES

Seen Bin

Gets Quick

from Bin Review

Debbie’s
Chart Cart

Write Rm

Check
# on Patient
Schedule

Location

v

Dictation

Records/ Chart
Door Tag Schedule
Dsatabase System System Storage
ystem System

Lines of interaction and visibility

Records/
Database
System

Service Blueprint of Presby Neuro Clinic from Cliver, Hegeman, Lee, Libert, & Tennant



Rail Europe Experience Map

Guiding Principles

People choose rail travel because it is

convenient, easy, and flexible.

Customer Journey

©2015 Andy Polaine - Ratekoulutus Service Design Masterclass

Rail booking is only one part of people’s larger

travel process.

People build their travel plans over time.

and personable.

People value service that is respectful, effective

STAGES Research & Planning Shopping Booking Post-Booking, Pre-Travel Travel Post Travel
Enter trips Review fares : : ; : Share experience
RAIL EUROPE Research destinations, routes and products ?0nﬂrm De|t|yery Paytmem Rew?w & Wait for paper tickets to arrive Activities, unexpected changes
Select pass(es) ftinerary options options coniirm Follow-up on refunds for booking changes
Destination L
0ok up Ch
i ange Check ticket Share
pages eck ticke . .
time tables plans status E-ticket Print photos
at Station
Get stamp
raileurope.com Live chat for for refund
3 . questions
Plan with Map itinerary
interactive map (finding pass) Share
i . experience
May call if Buy additional (reviews)
DOING I tickets
difficulties
occur
. View
Blogs & ovak, : maps web/
Travel sites cor:fpare : Print e-tickets apps
airfare v v v -
athome Paper tickets — Plan/
-m 1 arrive in mail Look up confirm
Talk with oo —_— timetables Arrange activities Refqu(e;st I\]{Iall tl?ke;s
T 9 Research \ travel refunds or refun
searches hotels
e What is the easiest way to get around Europe? . I‘ want to get tlje best price, but I'm willing to pay a ¢ Do | have all the tickets, passes and reservations ® Do | have everything | need? e | just figured we could grab a train but there are * Trying to return ticket | was not able to use. Not
e Where do | want to go? little more for first class. | need in this booking so | don’t pay more * Rail Europe website was easy and friendly, but not more trains. What can we do now? sure if I'll get a refund or not.
THINKING e How much time should I/we spend in each ° ;"OSV m#CD will my whole trip cost me? What are my shipping? when an issue came up, | couldn’t get help. * Am | on the right train? If not, what next? e People are going to love these photos!
place for site seeing and activities? race-ors ) e Rail Europe is not answering the phone. How o What will | do if my tickets don't arrive in time? ® | want to make more travel plans. How do | e Next time, we will explore routes and availability
* Are there other activities | can add to my plan? else can | get my question answered? Y do that? more carefully.
® I'm excited to go to Europe! e It's hard to trust Trip Advisor. Everyone is * Website experience is easy and friendly! ® Stressed that I'm about to leave the country * | am feeling vulnerable to be in an unknown place in ® Excited to share my vacation story with
* Will | be able to see everything | can? S0 negative. e Frustrated to not know sooner about which and Rail Europe won't answer the phone. the middle of the night. ) ) my friends.
FEELING  What if I can’t afford this? * Keeping track of all the different products tickets are eTickets and which are paper tickets. o Frustrated that Rail Europe won't ship tickets ¢ S"esse? that the train won't arrive on time for my * A bit annoyed to be dealing with ticket refund
I don’t want to make th hoice. is confusing. Not tickets will arrive in time. connection. i i
. on't want 1o make the wrong cnoice o Am | sure this is the trip | want to take? Ot sure my tickets will arrive In time, to EUI'ODG. . . ‘ ‘ . Meeting DBOD|S who want to show us around is fun, issues when | ]UST gOT home.
® Happy to receive my tickets in the mail! serendipitous, and special.
Enjoyability Enjoyability Enjoyability Enjoyability Enjoyability Enjoyability
EXPERIENCE Relevance of Rail Europe Relevance of Rail Europe Relevance of Rail Europe Relevance of Rail Europe Relevance of Rail Europe Relevance of R3
Helpfulness of Rail Europe Helpfulness of Rail Europe Helpfulness of Rail Europe Helpfulness of Rail Europe Helpfulness of Rail Europe Helpfulness of Rail Europe
Opportunities
GLOBAL PLANNING, SHOPPING, BOOKING POST-BOOK, TRAVEL, POST-TRAVEL

Accommodate planning and

Enable people to plan over time. Visualize the trip for planning Arm customers with information Improve the paper ticket

Communicate a clear value

non-linear

~ain alahald Cuicte 2 Lo 2 Jon-finearbu
sources Cognitive walkthroughs Existing Rail Europe Documentation process {ime based

Chris Risdon’s customer journeYy map

adaptive path
ptive p



©2015 Andy Polaine - Ratekoulutus Service Design Masterclass

AWARE JOIN USE DEVELOP  LEAVE
JOURNEY/ | == —
OPERIENCE | = | | = =| = | =

|

E = — T— — JE—
o o RB || || |Fo| | =
=
-2 ge B = = =

g S— = =

= g | (= wek| [TEl |
Ll > e rrsmm—
= % = = =
< |
=

=<




©2015 Andy Polaine - Ratekoulutus Service Design Masterclass

AWARE  JOIN USE  DEVELOP  LEAVE
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But who is designing all the rest?
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Service Blueprint GJENSIDIGE

Ungdomspakken 1

$2000 for registrering

« EDB hindterer
identifikasjon etc. for
PUI

* NAV sender ut EU-
« Lindorf sjekker for Kortet innen 10 dager
etalin

anmerkninger

Example: Gjensidige

Laere om Bli kunde Bruke Utvikle late
) : Fi unnagjort alle kjedelige valg eller bekreftelser ved Informér om mulighetene for & forbli )
a Vi A n " - 3 4 2 A i Gjor det lett &
Gjor det enkelt & fortelle om 0g anbefale pal}ken til venner, Redusér antall valg og antall steg kunden ma foreta for & bli kunde til et minimum. forstegangs innlogging. Gjer det enkelt 4 flytte penger Gjensidige-kunde; BSU, 7 g
og enkelt for foreldre & gi pakken til sine barn. 5 A A 5 2 komme tilbake
inn pé konto og & spre det nye kontonummeret. forstehjemslén, ...
Fé pakken fra Fr tips av en verm Deltari . (aktivitet Fyller inn et skiema Mottarmeldingom | |53 ) or polden, fir Logger inn pé Apner komvolutten, far | Lo8gerinnpd
. Undersoker o Gérinn pi o Mottar bekreftelse pi Forventer & fa pakken ~pakke fra Posten. Tar o R pretter konto og  Forventer 4 fé kortet = giensidige.no, Firbekreftelse pd ~ Fir EU-kortetiPosten  Overforer penger fra Si opp gamle Bruke "Kreditt nir
foreldrene, med gratis  som allerede har s som er del av viral 3 Da nettet, og Klikker = . raskt forklart hvilke ~ gjensidige.no og ; ) raskt forklart hvilke ; . R 5
¢ ek alternativer pi nettet : altiorden.no 3 SMS og pi epost. innen 7 dager. med pass og henter ! bestiller kort innen 3 dager . aktivererkortog  samtykker i posten fra NAV annen banl forsikringer uhellet er ute
innbo-forsikring pakken markedsforing) Kiop! steg som gjenstdr. bekrefter avtale steg som gjenstér.
pakken. henter PIN-kode
g . “Pdi gjensidige.no fant 3 E 2l [ - p— 5 p
“Jog slipper & betale | LU sa detvar veldig | o "oy o okke Jeg forstod hua | s o jog ot pakken “Pakken kom litt . “Jeg firgjortunnaalt  “Deterlett & se Kortetkom ogsd litt| | “Bruksanvisningen  |uz,; cociar hug dette | “Dette haddejeg aldri | D¢ @jorde det lett for: i rlima i
. Jfort gjort, og har alt fas G pakken inneholdt og " “Dette ser enkelt ut, pSy ! fortere enn de hadde  forklarer hva jeg skal ! meg d flytte pengene, telefon i har jeg
alt selv og slipperd %y ; . som gjor at jeg slipper ! er pd vei, og ndr den fortere enn de hadde XLl det kjedelige med hvordan jeg skal ! i brevet gjelder og tenkt péi uten e ;
o fu trenger til en grei b " kunne kjope den der - - ikke lenge igjen nd g : - lovet, og jeg ser hva gjore, hvorfor og 5 . SR og distribuere pengene pd konto
velge o d tenke, til en grei 5 kommer’ [ noen fé klikk komme i gang sl A huorfor jeg fér det Gjensidige - z e
pris’ oris” og da. som gjenstdir hvordan’ kontonummeret mitt’ innen 30 minutter
Snakker m/venner
Z "
DM til foreldre Utleveringsseddel  Velkomstpakke Brev m/VISA-kort Samtykke-bekr.  Brev m/EU-kort Bytte bank-skjema
2 F ———
3 L Ea -
= -
= L
£ | = ' -
5 giensidige.no altiorden Velkomst-epost Javtale /forste_login /dine_kort Bytt bank-epost dine_lén
&
o —_— j—
o : ; b — - - -
= — — —
3
3 i
Utadrettet salg 03 100
Velkomst-SMS SMS-bekreftelse
Postkontoret
-
F
« Sende ut DM til « Pakken ligger « Sjekke om kunden er « Sende velkomst-SMS « Opprette eFaktura « Hindtere samtykke ~ + Handtere eFaktura «Taimot + Be om samtykke til &
foreldrene om tilbudet tilgjengelig som et “rod” eller onsket og med forventet for forsikringspremie for e-dokumenter henvendelse til 03100 ta vare pi
produkt p forsiden leveringstid og slik at denne ligger og vise vei frem til & opplysninger for
« Sorge for at selgerne under bide Forsikring « Innfriinternett-  informasjon om EU-  Klar nr kunden logger opprette kontokreditt fremtidig tilbud
kan fortelle om og Bank rabatt Kortet inn i nettbanken
o pakken til foreldre « Sende ut kreditt-
£ + Banneri + Handtere samtykke- + Undertrykke bekreftelse pi SMS
7« Handter mottak av kampanjefelt erkleering utsendelse av
£ sMStil 1960, og reisekort i $2000
mottak av bestilling « Elektronisk DM « Sende bestillingsdata
o via svardel fra DM til EDB « Trykke opp reisekort
3 « Sokemotor- hver maned og sende
7 optimalisering. til EDB
)
173
o + Pakken ligger « Hindtere merking ~ » Undertrykke vanlig « Hindtere akseptert ~ » Automatisk « Sorge for merking av « Hindtere aktivering « Sende e-post med « Opprette
a tilgiengelig som et avkunde epost-utsendelse avtale opprettelse avkonto  kunder slik at TAG avkort nytt kontonummer kontokreditt
& produkt pé forsiden ogbestillingavkort  sender ut riktig (som kan videre-
&0 under bide Bank og « Sende velkoms folgebrev med kortet « Héndtere henting av sendes) med vedlagt
S Forsikring epost med forsikrings- PIN-kode "Bytt bank"-skjema
_ﬁ 3 bevis, forventet ferdig utfylt
S leveringstid og
& passord
« EDB registrerer ny « EDB pakker og « Posten kontrollerer « TAG produserer « Lindorf sjekker for
bankkunde og sender sender ut pakken som  pass og leverer ut kortet og sender det til betalings-
datapakke direkte til J pakken kunden anmerkninger
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Briefing & Synthesis o Concepts
insights research Blueprinting

‘ Implementation
QOW;

Iterative
prototypes

Define Develop Deliver

Testing, measuring, refining

Where does Hhus fit into the pm«:ess"’
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ANALYSIS

Mapping out the complexity and dependencies of an existing service, pulling in user
insights and other research. Or as a template for which touchpoints to measure and

how.

BRAINSTORMING & IDEATION

Take a starting point or overall concept and expand the discussion to think about the
complexity and dependencies. Ideal in multi-disciplinary project teams.

ECOSYSTEM MAP

Using the blueprint as the overview doc in order to track and output customer
journeys, storyboards, channel and touchpoint specs. Important: everything is done in
the context of the overall service ecosystem.

Different uses for blueprints and journey maps



Service BlucprintTemplate ©2015 Andy Polaine - Ratekoulutus Service Design Masterclass

Own Your Bank Data

Version 1.0
Aware Join Use Develop Leave

Customer enters account number and bank and the rest of the Default usage doesn't require much or any input from the More advanced usage allows for the connection to other bank All data connection and gathering is deleted. Customer

Marketing campaign across print, digital media, in-bank inf tion is pulled f th ¢ This should b customer. Their spending and saving data is gathered for the (even other institutions), manual entry of data or receives confirmation of exactly what was deleted and how
and call-centre channels. :; 0;’;‘7;:::1 s l;a: ::IZS:SI.E;" € account. This should be bank's processing in any case, so this just displays it back to transactions and communication and sharing of basic levels of they can re-instate the service if they wish. Also a link to a final
P Y asp : them in a variety of useful data-visualisation formats. data. Also export of data. download of data archive and/or print version.
Made aware of . Frep " . Log-into online Customer can Verify re t and it
P Sign up to connect After Ver.mcalmn, Ccu.mrmatton e- Tt Visualisations ‘usto: ; ca Request for @ ify equest a Rece.IVeS )
Step personal data automatically pulls mail, letter and AT S export their own ersonal data give option to confirmation of
service to account int data. starter pack sent. Personal data now data in different B export final deletion
an option. channels formats deletion archive.
-
Q
7]
= "This looks t!
is Iooks great! B at' i [
Finally 2 wep to get "] trust these 'That's c{ever it ) 'This helps me
7ALE e eople with m automatically ' understand how understand my
Experience a better overview peop’e v pulled in my this all works so personal banking
of my spending.” financial ; , o
information"” details so I don't easily. better and saves
have to."” me money"
In Branch Staff In Branch Staff
Face to Face .
Online Banking Monthly Booklet '_- Data Deleted Letter
T T - '
= ; A a
¥ ] : E1EE h
g il 1
. - ra
(7]
2
% Data Viz Online
=
(3] Web
=
=1
8-
3,
=
(9]
5 = =4
= 4 1 =
o . AARRR =
o Mobile it
g i ] mdl
2 ° ° ° °
&

Location =
" P

Product
Call-center
authentication
Letter sent along

] Customer Service with personalised

& starter pack.

2

3
123
S

a

(1 Disconnect data

0 i account

8 fznvl:;,c;c;;::‘;iam Provide personal Delete data, send
o LT Department datab. data export Provide archive confirmation e-
& atabase. options li - mail and letter
P link - time

expired

3

L

17}

'ﬁ - Secure printing

‘g services for

3rd Party Service monthly booklet.
- Distribution

Imagine user journeys through the service based on research




GETTING STARTED
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AWARE 0T USE DEVELOP  LEAVE
JOURNEY/ ‘ “ J
EXPERTENCE
—
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% &
=
-~
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<
EI_
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E
L >
2 3
&
s .
o 1Y
-
T ~

Basic form is a grid. Names, channels, steps, etc. can change
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Use a white/blackboard (jazz hands are not mandatory)
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Getting Started - Spreadsheet
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Sticky notes and lots of wall space



Service Blueprin

Service Design Book Demo
VERSION 0.1

Write an overall Statement for the user
experience of this phase. What should we aim
for? What is this phase all about?

E:)2015 Andy Polaine - Ratekoulutus Service Design Masterclass client logo

Step Break the interactions
into steps and
o describe each activity.
Q
] E .
=l Experience .
user when we
get this right.”
Face to face Touchpoint title
specification Either write a
description of the
touchpoint, or put an
image/sketch here.
Link
Print
specification
Web The homepage
specification
e
1]
E View on-line
g
= Phone
= ——
(&) specification
Mobile
specification
Location
specification
\ . « Describe in short
Customer what has to happen to
Services support the user
experience for this
step.
+ Listing actions by
actions.
5]
2 g Action
2 IT-department  Gifieceription,
©
(=] Another action
— .
2 Afew more details.
) Third action
k] Described here.
2
=3
3
[==]

Third party

Make it as big as you need - AD or Al is good
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Service Blueprint Template

DISCOVER JOIN USE DEVELOP LEAVE

Experience

Steps

Channels

Or use a template

http://polaine.com/playpen/media/isal4/blueprint_template.pdf
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AWARE JOIN USE DEVELOP  LEAVE
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Generative: brainstorming from one key touchpoint idea outwards
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Or imagine a user journeys through the blueprint
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Or choose key touchpoints to develop based on insights research




ACTIVITY 4 - BLUEPRINT GRID
1. Post up and initial basic grid.

2. Imagine a customer journey

through your service. What are the
key touchpoints they experience?

3. Sketch each touchpoint on a
sticky note and place on grid.
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DAY 2



QUESTIONS?
CLARIFICATIONS?




PART 5 -
DEVELOPING
THE SERVICE
PROPOSITION
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A QUICK RECAP
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v \

Evidence from Insiaht Opportunity/ Brand Touchpoint

nsights

activity 3 Idea Experience design concept
“l was only a
day late Wlth My Nice Bank.com
“We under‘Stﬂnd Cashflow a bit
my payment People Allow people- , tight? Dot
, people’s lives are worry - you can
and they want to be especially regular complicated and be up to five days
omplic Q .

charged me treated pPayers-a grace Plicate ot

. , are there to Denalty
$20 fee. | pay fairly period. help.” *
$120 & month elp. [ | (|) —
already!” -

DZE N N N4

Outside-in: Concepts & proposition align with insights & needs
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Facts

Questions Stories

Idea

Thesis/
Statement

The Giudicd & Hunziker
“Hand" approach

Hend illustration by lconsmind.com
from the Moun Froject

The “Hand” Method
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Decide upon and start with the experience you want to deliver



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

SUM UP YOUR
PROPOSITION IN
ONE SENTENCE
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“A young man and woman from different social classes fall in love aboard an

ill-fated voyage at sea.” - Titanic

“"When a Roman general is betrayed and his family murdered by a corrupt

prince, he comes to Rome as a gladiator to seek his revenge” - Gladiator

Or try some from my friend Sean Miller: http://myscriptideas.tumblr.com

Screenwriters do this very well with loglines



http://myscriptideas.tumblr.com

Add visuals to communicate the proposition
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Add visuals to communicate the proposition
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Facebook in Three Acts:

1. A digital commons, upon which anyone who wishes may establish, free,
his or her own personal “page.”

2. Each page owner determines who is permitted access to his or her page.

3. Thus creating a worldwide community of “friends” who can interact
with other “friends” and communicate or share virtually anything they
want.

- Do the Work by Steven Pressfield

Or go for a three-act structure



Stil ANTWHERE
WITH SQUARE

GET A FREE CARD READER

SET UP IN MINUTES

’/" .\‘. ' / - _"\‘ f - “\.
(1 ) | 2 ) L3 )
\ /) \ / J
. ~ . s/ /

— — —

Sign up and request your free Download the free Square Plug in your Square Reader
Square Reader. Reqister app and start taking payments

Square - proposition, 1, 2, 3, how
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Proposition, value, how, examples
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Proposition, example, how
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What & how, value, offer
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https://www.telekom.de/is-bin/INTERSHOP.enfinity/WFS/EKI-PK-Site/
de DE/-/EUR/ViewCategoryTheme-Start?KeywordPath=katalog
%2Fentertain%2Fangebote&vpnr=TP7SYSTELELA0002

Huh? (And what about that URL?)



https://www.telekom.de/is-bin/INTERSHOP.enfinity/WFS/EKI-PK-Site/de_DE/-/EUR/ViewCategoryTheme-Start?KeywordPath=katalog%2Fentertain%2Fangebote&vpnr=TP7SYSTELELA0002
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ACTIVITY 5 - DEVELOP THE
PROPOSITION

« What is your core service activity? What kind of experience
should this service be?

« What elements are “the norm"™ but could be reimagined?

e What kind of experiences, services or paradigms could you
borrow from another sector and apply here (e.g., what would
be the Amazon.com or IKEA version of your service?)

* Generate your one-line logline and three key points



ITERATING FROM
CONCEPTTO
BLUEPRINT AND
BACK AGAIN
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Take slices through the blueprint to analyse coherency
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Multiple journeys can be mapped out
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Journey Summary

Aware Join Use

Break those journeys out as storyboards/summaries
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Phase/Step Summaries
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Service Blueprint for trykksaker
Ungdomspakken

€@ DM til foreldre som er gjensidigekunder

BESKRIVELSE

Ungdom som fremdeles har folkeregistrert adresse hos sine foreldre er dekket av deres innboforsikring. Derfor
kan eksisterende gjensidigekunder kjope Alt-i-orden-pakken til barna sine til en lavere pris. Denne DMen skal
kommunisere dette som en fordel, slik at pakken oppleves av foreldrene som noe fint man kan gi barna pé veien.

FUNKSJONSKRAV

Sendes ut pa sensommeren for studiestart.

Evt. legges ved arlig utsendelse av polisedokumenter eller lignende.

Det ma klargjores for mottak av:
= avklippbar svardel med bestilling av pakken
» SMStil 1960 for & bli oppringt av selger

INNHOLD
DMen skal inneholde:

= Et brev med tilbud om Alt-i-orden-pakken og avklippbar svardel
» Ferdigfrankert svarkonvolutt

Brevet skal:

» forklare at Gjensidige har en pakke som inneholder det unge voksne trenger av forsikring- og banktjenester

= forklare at de som gjensidigekunder kan kjope denne pakken til lavere pris fordi deres innboforsikring dekker
barpa enge de ikke melder flvttine til folkeregistere

Channel Specifications

Bor se ut som vanlig kommunikasjon fra Gjensidige.
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Design spec documents for individual touchpoints
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Customer journeys & pathways




©2015 Andy Polaine - Ratekoulutus Service Design Masterclass

1. Do people understand the service—what the new service is or does?
2. Do people see the value of the service in their life?
3. Do people understand how to use it?

4. Which touchpoints are central to providing the service?

Four initial things to look for (usually in this order)




PART 6 —
MAKING IT
TANGIBLE




STORYBOARDING &
EXPERIENCE
PROTOTYPING




CRASH COURSE IN
STORYBOARDING
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Drawing skills? If you can write, you can draw these.
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Try the Bikablo books
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Martin Scorsese’s storybaords for Taxi Driver




Martin Scorsese’s storybaords for Taxi Driver
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Keep it simple - pen and paper
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Tools:
Sketch sheet

I
Title \

Description

Create some sketch sheets for storyboarding context quickly
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FIGURE 3.18
Almost anything can be represented with basic shapes.

Kevin Cheng - See What | Mean
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Kevin Cheng - Use Variety

FIGURE 6.14

The view of the coffee
shop interior was high
angle instead of low
angle.

FIGURE 6.15
Comparing a close-up
using point-of-view
and one that doesn’t.
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FIGURE 6.27
The step-by-step transaction.

Kevin Cheng - Editing down a sequence
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FIGURE 6.28
Cutting the transaction
scene down by half.

Kevin Cheng - Editing down a sequence
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Emma Coats’s drawing from a film exercise
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1. Draw 20 thumbnail (ca. 2x3cm) boxes in your sketchbook
2. Watch the film sequence, freeze each edit

3. 20 seconds to sketch each frame

Exercise - Quickfire storyboarding



ITERATIVE
EXPERIENCE
PROTOTYPING
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IDEATION
Finding the right design: Making things tangible quickly helps
highlight problems with concepts and inspire new ideas.

EXPLAINING
Whether pitching to clients or explaining to customers and users, a
storyboard or concept video can usually explain the complex simply.

TESTING

Making the design right: Tangible experience prototypes help work
out what works and what does not and gives you answers to
unknowns.

Why experience prototype and storyboard?
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Figure 52: The Sketch to Prototype Continuum
The difference between the two is as much a contrast of purpose, or intent,
as it is a contrast in form. The arrows emphasize that this is a continuum,

not an either/or proposition.

Bill Buxton - Sketching User Experiences
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Prototyping - the suspension of disbelief

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


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

I
Title \

Description

Create some sketch sheets for storyboarding quickly
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Paper stencils

SOURCE: PLANET MONEY PROJECT - DAVE WRIGHT
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000 Browser Window

< [l » | http:/lwww.url.com ¢ Search

Do you need to test if

My great website pepi enderstand e O Search
content: )
Here is how this thing works: - ‘ o

(. Orisyour projctal
e Then do that about searching datast

* Then sign up here and pay me loads of money. |
Or about creating#

feedback/rating
mechanisms?

Rate this service

Aenean eu est. Etlam imperdiet turpis. Praesent nec augue. Curabitur
ligula quam, rutrum id, tempor sed, consequat ac, dui. Vestibulum Or about

accumsan community

connhections?

Aenean eu est. Etiam imperdiet turpis.
Praesent nec augue. Curabitur ligula
guam, rutrum id, tempor sed, consequat

What don‘t you know? Prototype and test for that.
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Design and prototype the interfaces
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Keep some things rough enough at first
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share what your neighborhood needs

Rough prototypes in context, with people

Source: Interaction 11 runner up - Izac Ross


http://www.flickr.com/photos/92523880@N00/
http://www.flickr.com/photos/shainemata/
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Placeit
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- .

Liveview
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Aufbewahrung des Tools im Medizinschrank

Experience prototype with more polished tangibles

Source: HSLU MA Design graduate, Sue Beck


http://www.flickr.com/photos/92523880@N00/
http://www.flickr.com/photos/shainemata/
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Experience prototype with interactive tangibles
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Experience prototype in situ
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Run pilot projects to bridge design, experience & business case
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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
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1. Do people understand the service—what the new service is or does?
2. Do people see the value of the service in their life?

3. Do people understand how to use it?

H. Which touchpoints are central to providing the service?

S. Are the visual elements of the service working?

6. Does the language and terminology work?

7. Which ideas do the experience prototype testers have for improvement?

What to look for while developing and prototyping
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pin.me/toolstips

More here



EXPLAINING:
CONCEPT
ANIMATIONS &
VIDEOS
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1. Do people understand what it is?
2. Do people understand its value to their lives?
3. Do people understand how it works?

K. Can you get across the values/personality in your
explanation?

What to look for when testing experience prototypes
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USER EXPERIENCE DESIGN

home [/ ashley browning / 2.744 product design

This is a storyboard that explores the experience of discovering and interacting with products that
inform the user about their state.

I [ B |
Mir 2000

Examples

SOURCE: USER EXPERIENCE DESIGN COURSE MIT



USE

The browser shows all
the books related to the
research.

The browser offers you
to sort the books by

- Availability

- Most borrowed

- Most commented
- Better graded

Chose the one you want
to get, find out where
you can get it
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Examples

SOURCE: DMI 2013 - DIEGO BECK, SEVERINE STEINER AND XENIA GELLER



Twitter
In Plain English

March. 2008

Examples




Examples

SOURCE: PHONEBLOCKS - DAVE HAKKENS



NEXTBUS STEFAN FRAEFEL
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Examples

SOURCE: ONLYCOIN.COM



Examples

SOURCE: pCELL - ARTEMIS.COM



DESIGNING AND
MEASURING
SERVICE BUSINESS
MODELS
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Briefing & Synthesis P J Concepts tot
insights research Business prototypes

Model Canvas

Implementation

Discover Define| Develop Deliver

\

Testing, measuring, refining

Process
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What customers say

What customers do

Measurement as part of the platform offering & experience
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« “"We are a new entry in the market, and need to give customers more for less.
Therefore we need to offer the best customer experience.”

e “The market is saturated and we need to focus on retaining customers, not
acquiring new ones. Therefore we need to offer the best customer experience.”

* “"Developing new features is expensive and doesnt provide us with significant
competitive advantage. Therefore we need to offer the best customer
experience.”

 “As a monopolist in our market, our customers love to hate us. Therefore we
need to offer the best customer experience.”

e “The reputation of our products suffers from our neglected customer service.
Therefore we need to offer the best customer experience.”

e Etc.

Uncover and communicate “self-evident” truths
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* New sales: increased acquisition of new customers

« Longer use: increased loyalty and retention of customers

 More use: increase in revenue for every customer

 More sales: increased sales of other services from the same provider
 More self-service: reduced costs

* Better delivery processes: reduced costs

e Better quality: increased value for money and competitiveness

Define what you want to measure before you start
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Retail

Call centre

Web

Product

Measure across different channels, over time - aggregate value




Streetcar

Customer

©2015 Andy Polaine - Ratekoulutus Service Design Masterclass

Streetcar ROI: Triple Bottom Line

Announced profitability within 18
months of launch.

Largest club ot its kind in the UK.

A car owner spends on average
£4,281.72 per year vs Streetcar users
at £2,523.20 per year.

(Royal Automobile Club figure)

Takes an average of 6 privately
owned cars off the road per
Streetcar.

Users drive 69% less.

63.5% of car club members either
give up their cars or don’t buy a
private vehicle.

Expands mobility options of
individuals and connectivity
between transport modes.
Reduces congestion and local
pollution.

Re-thinks a behavioural norm
(hassle-free mobility).

Supports a new social status.

Triple Bottom Line ROI - it’s not all about the money
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Case StUdy 1 Substance Misuse

0 WELLNESS g STABILITY g CAPABILITY 9 INTO WORK 6 SUSTAINED
WORK

MakeitWork 4 5 5 5 5 >
RBLI ‘Ngage |

Foundations 4 the Future : Lo : : : o
o . Lol . . ‘ .

e — | s s s .

James — e . Approached Voice NE

Background . Released from prison Oct '07. Became aware of Voice NE through social

James had an involvement with organised crime ' netvs_/ork.

and drugs that spanned 20 years. @ + Trained as Employment Support Worker (ESW)

Mentoring training to become ESW in the Foundations 4 the Future project.

: : : .. RBLI motivational training
sent.enc.e and g_amed support in developing ' Attended motivational/goal setting course entitled ‘Ngage.
motivation & skills for employment. '

@ i: Fork lift truck training
''* Jobcentre Plus identified high demand for skill.
Voice NE sourced the provider and funded the training.

| e ... Employed by Vantec

"' Vantec provide warehousing services for Nissan in Sunderland.

He approached Voice NE after serving a prison 0
9 months e

Make It Work
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For a cost of £180,000, the community saved £435,000— 1407 ROl

Substance use: average saving per user

£14,000 ¥ Personal costs
o £12,000
£ £10,000 ® Health and social externalities
& £8,000
®  £6,000 Economic output losses
= ’
§ £4,000 A
£2,000 ﬂ M Estimated Exchequer losses
£0
Wellness Stability Capability Into work  Sustained work M Estimated Benefits cost

Journey stage

Measured across multiple channels, savings add up
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Pitch and business model combined


https://www.youtube.com/watch?v=rS6fHW9pRek

The Business Model Canvas

Key Partners

Who are our Key Partners?

Who are our key suppliers?

Which Key Resources are we acquairing from partners?
Which Key Activities do partners perform?

MOTIVATIONS FOR PARTNERSHIPS

Optimization and economy

Reduction of risk and uncertainty

Acquisition of particular resources and activities

©2015 Andy Polaine - Ratekoulutus Service Design Masterclass

Key Activities

What Key Activities do our Value Propositions require?
Our Distribution Channels?

Customer Relationships?

Revenue streams?

CATERGORIES
Production
Problem Solving
Platform/Network

Backstage

Key Resources

What Key Resources do our Value Propositions require?
Our Distribution Channels? Customer Relationships?
Revenue Streams?

TYPES OF RESOURCES
Physical

Intellectual (brand patents, copyrights, data)
Human

Financial

Designed for:

Value Propositions

What value do we deliver to the customer?
Which one of our customer’s problems are we
helping to solve?

What bundles of products and services are we
offering to each Customer Segment?

Which customer needs are we satisfying?

CHARACTERISTICS
Newness
Performance
Customization
“Getting the Job Done”
Design

Brand/Status

Price

Cost Reduction

Risk Reduction
Accessibility
Convenience/Usability

Designed by:

Customer Relationships

What type of relationship does each of our
Customer Segments expect us to establish
and maintain with them?

Which ones have we established?

How are they integrated with the rest of our
business model?

How costly are they?

EXAMPLES
Personal assistance

Dedicated Personal Assistance
Self-Service

Automated Services
Communities

Co-creation

Frontstage

Channels N

Through which Channels do our Customer Segments
want to be reached?

How are we reaching them now?

How are our Channels integrated?

Which ones work best?

Which ones are most cost-efficient?

How are we integrating them with customer routines?

CHANNEL PHASES
1. Awareness
How do we raise awareness about our company’s products and services?
. Evaluation
How do we help evaluate our ion’s Value
. Purchase
How do we allow customers to purchase specific products and services?
. Delivery
How do we deliver a Value Proposition to customers?
. After sales
How do we provide post-purchase customer support?

Date: Version:

Customer Segments

For whom are we creating value?
Who are our most important customers?

Mass Market

Niche Market
Segmented
Diversified
Multi-sided Platform

Cost Structure

What are the most important costs inherent in our business model?
Which Key Resources are most expensive?
Which Key Activities are most expensive?

IS YOUR BUSINESS MORE

Cost Driven (leanest cost structure, low price value extensive

Value Driven (focused on value creation, premium value proposition)

SAMPLE CHARACTERISTICS
Fixed Costs (salaries, rents, utilities)
Variable costs

Economies of scale

Economies of scope

Connection ba

/- Revenue Streams

TYPES
Asset sale
sage fee
bscription [fles

m:,

For what value aj

nding/Renfiflo/Leasing

?
?

e Stre

FIXED PRICING
List Price

our customers really willing to pay?
urrently pay?

usiness

DYNAMIC PRICING
Negotiation (bargaining)

Product feature dependent Yield Management

Customer segment

dependent

Real-time-Market

Volume dependent

@ @ @ ‘ DESIGNED BY: Business Model Foundry AG

The makers of Business Model Generation and Strategyzer
This work is licensed under the Creative Commons Attribution-Share Alike 3.0 Unported License. To view a copy of this license, visit:
http://creativecommons.org/licenses/by-sa/3.0/ or send a letter to Creative Commons, 171 Second Street, Suite 300, San Francisco, California, 94105, USA.

U Strategyzer

strategyzer.com
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DANKE!

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