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Service Design is an eminently practical guide to designing services that 

work for people. It offers powerful insights, methods, and case studies to 

help you design, implement, and measure multichannel service experi-

ences with greater impact for customers, businesses, and society.

“For anyone making the journey into the world of service design, this book, informed by its authors’ 
hard-won knowledge and field experience, should be your first stop.”

JESSE JAMES GARRETT
Author of The Elements of User Experience

“A great introduction to service design by people who shaped this approach from its early years on.”

MARC STICKDORN
Editor and Co-Author of This Is Service Design Thinking

“An easy-to-read introduction to service design, with great examples from one of the world’s leading 
service design agencies. A ‘must read’ for anyone who wants to become familiar with service design 
in theory, methods, and practice!”

PROF. BIRGIT MAGER
President, Service Design Network gGmbH

“There’s no better way to learn about service design than from those who have built it from the 
ground up.”

MARK HUNTER 
Chief Design Officer, Design Council (UK)

Cover Illustration by Lotta Nieminen

www.rosenfeldmedia.com

MORE ON SERVICE DESIGN
www.rosenfeldmedia.com/books/ser vice-design/
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Powers of Ten by Ray & Charles Eames
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THE DHL CHECKBOX 
a THE BENT LAMP



I sent this Louis Poulsen PH 5 Lamp to the UK



But it arrived like this



One checkbox propelled me into another world
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www.parcelforce.com
Parcelforce Worldwide
Claims Centre
PO BOX 491
Wakefield
WF1 gAP

Telephone: 01 924 294280
Fax: 01924 294301
www.parcelJorce.com

Yours faithfully

,c4_

Z1.c)ar .(>

Dear Sir/\zladam

Thank you for your claim form that you have recently sent to our Claim Centre.

Regretfully, we are unable to accept a claim on an import Express Mail item. Any
claim for delay, loss or damage needs to be submitted by the sender in the county of
origin and I have therefore returned your claim form to you.

I am sorry for any further inconvenience this will cause.

Parcelforce Worldwide Claims Manager

Pilcdltorce Worldwide and Parcelforce are trading nams of Royal Mail Group Ltd'
parcdforce Worldilide, Parcetforce and the Parcdforce Woridrilide globe logo are regisle€d trade rwks of Royal Mail Group Lid.
Registered Number 4138203. Registered in England md Wales. Registered office: 1OO Victoria Embankment, London, EC4Y oHQ.
Parcetfore Worldwde is a GLS network partner

I ended up caught between two sets of regulations and policies



DESIGN TO THE 
POWER OF TEN



APIs & libraries are UX for programmers & engineers

LOW LEVEL



Fingertip

UI ELEMENT



Finger

UI CLUSTER



Hand

APP



DEVICE

Hands
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Life

ECOSYSTEM



Lives

NETWORK



Population

NATIONAL 
REGULATORY 
SYSTEMS



Populations & Governments

GLOBALISATION  
& 

INTERNATIONAL 
LAW

Rank Territory Value
191 Bangladesh 1.5
191 Congo 1.5
193 Niger 1.3
193 Central African Republic 1.3
195 Burundi 1.2
196 Iraq 1.0
197 Democratic Republic of Congo 0.9
198 Ethiopia 0.7
199 Myanmar 0.5
199 Tajikistan 0.5

MOST AND FEWEST INTERNET USERS

Technical notes

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

Internet users per 1000 people in 2002

Rank Territory Value
1 Iceland 648
2 Sweden 573
3 Republic of Korea 552
4 United States 551
5 Denmark 513
5 Canada 513
7 Finland 509
8 Netherlands 506
9 Singapore 504
10 Norway 503

Land area
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Internet Users 2002

www.worldmapper.org

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

“We [strive] to achieve a ‘warm-hearted digital  world’ where everybody, including the elderly, the young, men
and women, enjoys ubiquitous access to communications technologies for the greater good ...”

During the 12 years from 1990 to 2002,
people using the Internet increased
in number by 224 times. By 2002 there
were 631 million Internet users
worldwide.

The distribution of Internet users
worldwide has changed remarkably
over just a dozen years. In 1990
Internet users were mainly found in
the United States, Western Europe,
Australia, Japan and Taiwan. By 2002
people living in Asia Pacific, Southern
Asia, South America, China and
Eastern Europe were notable Internet
users. A not insignificant number of
Internet users are also shown to be
in Northern Africa, Southeastern
Africa and the Middle East.

• Data are from the United Nations Development
Programme’s 2004 Human Development Report.

• Internet users have access to and use the Internet.
• See website for further information.

Territory size shows the proportion of worldwide Internet
users who lived there in 2002.

Map 336
Yeon Gi Son, 2006

INTERNET USERS IN 2002
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Terrestrials

CLIMATE CHANGE 
WEALTH 

POVERTY 
HEALTH 

DEVELOPMENT 
PEACE 

SECURITY



Extra Terrestrials?

SPACE

PHOTO: FLICKR USER HALFBEAK (AND YES, THAT’S LEGO)



ONE TOUCHPOINT 
CAN WRECK AN 
ECOSYSTEM



Nice touchpoint, now what about the rest of the experience?



Hi MYKI! You look modern and cool. Just tap then?



Oh. Okay.



How about swiping? No?



Wave it about a bit?



Sorry, can’t quite read that…

PHOTO: JANINE SISSON 



Maybe the machine will help? Oh dear.



I’ll try the official website. Oh.

Source: http://ptv.vic.gov.au/tickets/myki/touching-on-and-off/



Aha! Slow card readers huh?



Original budget, AU$350 million. AU$1.5 billion later…

Space shuttle launch $426 million

Mars Rover mission $777 million

Market value of Virgin Australia airline $1.46 billion

Total assets of Ford Motor Company, Australia $1.5 billion 

Source: https://sites.google.com/site/cheaperthanmyki/home



MACRO & MICRO 
OR 
META VS MATTER*

*DAN HILL



MacGuffins, Trojan Horses and Dark Matter



“If it’s too easy to get an idea 
accepted, you’re probably doing 
it wrong. You’re probably not 
disturbing the dark matter 
enough.” 

- Dan Hill, Dark Matter and Trojan Horses 



MOVING BETWEEN 
THE LAYERS



Zooming out increases area of complexity, not just the level

PUBLIC TRANSPORT 
INFRASTRUCTURE NATIONALLY

PUBLIC TRANSPORT 
INFRASTRUCTURE CITYWIDE

CAR SHARING 
SERVICE

CAR SHARING 
WEBSITE



PUBLIC TRANSPORT 
INFRASTRUCTURE CITYWIDE

Each layer is has overlapping scope and elements



`

PUBLIC TRANSPORT 
INFRASTRUCTURE NATIONALLY

PUBLIC TRANSPORT 
INFRASTRUCTURE CITYWIDE

CAR SHARING 
SERVICE

CAR SHARING 
WEBSITE

Reality is more complex - boundaries are blurred, layers entwined



HELP! THESE 
PROBLEMS ARE TOO 
COMPLICATED!



Wicked Problems

CLIMATE CHANGE 
WEALTH 

POVERTY 
HEALTH 

DEVELOPMENT 
PEACE 

SECURITY



PHOTO: FLICKR USER SMIG44

A million acts of design and thoughtlessness



CANKUN FACTORY, XIAMEN CITY, 2005 
SOURCE & © EDWARD BURTYNSKY

Outsourced industrial production



CELL PHONES #2, ATLANTA 2005 
SOURCE & © CHRIS JORDAN

Your old cell phones



“Fixing climate change or the world financial 
crisis is not your f*****g job!”

What are the limits of service or UX design?



Whose job is it then?



(SERVICE) DESIGN A 
THE CIRCULAR 
ECONOMY



British Telecom and The Circular Economy

Source: http://www.nesta.org.uk/event/smart-resources-new-forms-open-data-more-circular-economy



Smaller package, less waste, fewer returns, better CX

Source: https://www.youtube.com/watch?v=3HHx0fDecUU



GOVERNMENT



Home

Discovery

0
User needs are researched

and identified

Learn more about the

discovery phase

Alpha

3
A core service is built to

meet the main user needs

Learn more about the alpha

phase

Beta

16
The service is improved,

then tested in public

Learn more about the beta

phase

Live

6
The service is public and

works well. It’ll be

continually improved to

meet user needs

Learn more about the live

phase

Digital services so good people prefer to use them

The Government Digital Strategy and departmental digital strategies commit us to the

redesigning and rebuilding of 25 significant ‘exemplar’ services. We’re going to make

them simpler, clearer and faster to use. All these are to meet the Digital By Default

Service Standard by April 2014 and be completed by March 2015.

This dashboard shows you which transactions are in the programme, what progress is

being made, and the estimated scale of the digital service.

You can read more about the transformation programme on our blog.

This month’s highlights

Civil claims went live

Prison visit booking went live

Next month

View driving licence goes live

Registered Traveller Service moves into public beta

Digital Transformation

Government is building digital services that are simpler,

clearer and faster to use. We’re starting with these 25

services. You can follow our progress on this page.

A quick look at Register to vote, which went live in June 2014:

GOV.UK

Digital services so good people prefer to use them



Home Crime, justice and the law

Driving and transport Benefits

Businesses and self-employed Employing people

Passports, travel and living abroad Education and learning

Working, jobs and pensions Housing and local services

Crime, justice and the law Money and tax

Births, deaths, marriages and care Disabled people

Citizenship and life in the UK

Services and information

How government works

Departments

Worldwide

Policies

Publications

Announcements

Departments and policy

GOV.UK

Visit someone in prison

Is there anything wrong with this page?

Last updated: 12 September 2014

Staying in touch with someone in prison

Find a prisoner

Find a prison

Assisted Prison Visits Unit

Elsewhere on GOV.UK

Search

Make a request to visit someone in prison in England and Wales.

Contact the prison     if you can’t request a visit using this service.

You don’t need a Visiting Order (VO) number to request a visit.

You’ll need:

the prisoner number

the prisoner’s date of birth

the dates of birth for all visitors coming with you

You can only visit a prisoner if they want you to visit them.
Your identity will be checked on arrival to make sure you’re on
the visitor list.

Your visit will be confirmed by email within 3 working days.

Start now

What you need to knowBefore you start

Using design tools and research to show the silos and joins



UX/Service Design as a Trojan Horse for cultural change

“We do not want to continue running 
government as a series of disjointed silos.  

Instead, we are increasingly focusing on an 
idea called ‘Government as a platform’”. 

— Sir Jeremy Heywood, Cabinet Secretary & Head of the Civil Service

Source: https://civilserviceleaders.blog.gov.uk/2014/09/26/more-than-just-websites/



HUMANITARIAN AID, 
PEACE, 
DEVELOPMENT & 
SECURITY



UNIDIR & The Policy Lab

The Security Needs Assessment Protocol: 

Improving Operational Effectiveness through 

Community Security

Derek B. Miller and Lisa Rudnick

UNIDIR
Designed and printed by the Publishing Service, United Nations, Geneva

GE-08.00757 — April 2008 — 4,730 — UNIDIR/2008/4
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The Security Needs Assessment Protocol project of the United Nations Institute for 
Disarmament Research is working to improve operational effectiveness—meaning the 
impact and sustainable success of any undertaking designed to effect social change in a 
community—in humanitarian, development and security operations by improving the design 
of field-level activities that pertain to community security. 

The project aims to create a systematic and rapid means of assessing local security problems 
as they are understood by community members themselves. This Protocol could be applied 
by interested agencies to conduct cooperative cultural research in the community, and then 
use the knowledge gained to better align resources with local needs.



Reboot.org - Service design for humanitarian aid 



WE ALREADY HAVE 
MOST OF THE TOOLS



UX Australia 2013 - Andy Polaine - Service Design Blueprinting Workshop 
Experience Map for Rail Europe  |  August 2011

STAGES

DOING

FEELING

Research & Planning Shopping Booking Post-Booking, Pre-Travel Travel Post Travel

People choose rail travel because it is 
convenient, easy, and flexible.

Rail booking is only one part of people’s larger 
travel process.

People build their travel plans over time. People value service that is respectful, effective 
and personable.

EXPERIENCE

Rail Europe Experience Map

Kayak, 
compare 

airfare

Google 
searches

Research 
hotels

Talk with 
friends

Relevance of Rail Europe

Enjoyability

Helpfulness of Rail Europe

Paper tickets 
arrive in mail

• I’m excited to go to Europe! 
• Will I be able to see everything I can?
• What if I can’t afford this?
• I don’t want to make the wrong choice.

• It’s hard to trust Trip Advisor. Everyone is 
so negative.

• Keeping track of all the different products 
is confusing.

• Am I sure this is the trip I want to take?

• Website experience is easy and friendly!
• Frustrated to not know sooner about which 

tickets are eTickets and which are paper tickets. 
Not sure my tickets will arrive in time.

• Stressed that I’m about to leave the country 
and Rail Europe won’t answer the phone.

• Frustrated that Rail Europe won’t ship tickets 
to Europe.

• Happy to receive my tickets in the mail!

• I am feeling vulnerable to be in an unknown place in 
the middle of the night.

• Stressed that the train won’t arrive on time for my 
connection.

• Meeting people who want to show us around is fun, 
serendipitous, and special.

• Excited to share my vacation story with 
my friends.

• A bit annoyed to be dealing with ticket refund 
issues when I just got home.

View 
maps

Arrange 
travel

Blogs & 
Travel sites

Plan with 
interactive map

Review fares

Select pass(es)

Enter trips Confirm 
itinerary

Delivery 
options

Payment 
options

Review & 
confirm

Map itinerary
(finding pass)

Destination 
pages

May call if 
difficulties 

occur

E-ticket Print 
at Station

Web

raileurope.com

Wait for paper tickets to arriveResearch destinations, routes and products

Live chat for 
questions

Activities, unexpected changes

Change 
plans

Check ticket 
status

Print e-tickets 
at home

web/
apps

Look up 
timetables

Plan/
confirm 
activities

Web

Share 
photos

Share 
experience 
(reviews)

Request 
refunds

Follow-up on refunds for booking changes

Share experience

Buy additional 
tickets

Look up 
time tables

Stakeholder interviews
Cognitive walkthroughs

Customer Experience Survey
Existing Rail Europe Documentation 

Opportunities

Guiding Principles

Customer Journey

Information 
sources

RAIL EUROPE

THINKING

• What is the easiest way to get around Europe?
• Where do I want to go?
• How much time should I/we spend in each 

place for site seeing and activities?

• I want to get the best price, but I’m willing to pay a 
little more for first class.

• How much will my whole trip cost me? What are my 
trade-offs?

• Are there other activities I can add to my plan?

• Do I have all the tickets, passes and reservations 
I need in this booking so I don’t pay more 
shipping?

• Rail Europe is not answering the phone. How 
else can I get my question answered?

• Do I have everything I need?
• Rail Europe website was easy and friendly, but 

when an issue came up, I couldn’t get help.
• What will I do if my tickets don’t arrive in time?

• I just figured we could grab a train but there are 
not more trains. What can we do now?

• Am I on the right train? If not, what next?
• I want to make more travel plans. How do I 

do that?

• Trying to return ticket I was not able to use. Not 
sure if I’ll get a refund or not.

• People are going to love these photos!
• Next time, we will explore routes and availability 

more carefully.

Ongoing, 
non-linear

Linear 
process

Non-linear, but 
time based

Communicate a clear value 
proposition.

STAGE: Initial visit

Connect planning, shopping and 
booking on the web.

STAGES: Planning, Shopping, Booking

Arm customers with information 
for making decisions.

STAGES: Shopping, Booking

Improve the paper ticket 
experience.

STAGES: Post-Booking, Travel, Post-Travel

Make your customers into better, 
more savvy travelers.

STAGES: Global

Proactively help people deal 
with change.

STAGES: Post-Booking, Traveling

Support people in creating their 
own solutions.

STAGES: Global

Visualize the trip for planning 
and booking.

STAGES: Planning, Shopping

Enable people to plan over time.

STAGES: Planning, Shopping

Engage in social media with 
explicit purposes.

STAGES: Global

Communicate status clearly at 
all times.

STAGES: Post-Booking, Post Travel

Accommodate planning and 
booking in Europe too.

STAGE: Traveling

Aggregate shipping with a 
reasonable timeline.

STAGE: Booking

Help people get the help they 
need.

STAGES: Global

GLOBAL PLANNING, SHOPPING, BOOKING POST-BOOK, TRAVEL, POST-TRAVEL

Relevance of Rail Europe

Enjoyability

Helpfulness of Rail Europe

Relevance of Rail Europe

Enjoyability

Helpfulness of Rail Europe

Relevance of Rail Europe

Enjoyability

Helpfulness of Rail Europe

Relevance of Rail Europe

Enjoyability

Helpfulness of Rail Europe

Relevance of Rail Europe

Enjoyability

Helpfulness of Rail Europe

Mail tickets 
for refund

Get stamp 
for refund

Chris Risdon’s customer journey map

Customer journey and experience mapping
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Service Blueprint
Ungdomspakken

Lære om

A
kt

iv
it

et Få pakken fra 
foreldrene, med gratis 

innbo-forsikring

Får tips av en venn 
som allerede har 

pakken

Undersøker 
alternativer på nettet

Deltar i ... (aktivitet 
som er del av viral 

markedsføring)

Går inn på 
altiorden.no

Fyller inn ett skjema 
på nettet, og klikker 

Kjøp!

Mottar bekreftelse på 
SMS og på epost.

Forventer å få pakken 
innen 7 dager.

Mottar melding om 
pakke fra Posten. Tar 
med pass og henter 

pakken.

Åpner pakken, får 
raskt forklart hvilke 
steg som gjenstår.

Logger inn på 
gjensidige.no og 
bekrefter avtale

Oppretter konto og 
bestiller kort

Forventer å få kortet 
innen 3 dager

Åpner konvolutten, får 
raskt forklart hvilke 
steg som gjenstår.

Logger inn på 
gjensidige.no, 

aktiverer kort og 
henter PIN-kode

Får bekreftelse på 
samtykker i posten

Får EU-kortet i Posten 
fra NAV

Overfører penger fra 
annen bank

Si opp gamle 
forsikringer

Bruke "Kreditt når 
uhellet er ute"

O
p

p
le

ve
ls

e

“Jeg slipper å betale 
alt selv og slipper å 

velge”

“Hun sa det var veldig 
fort gjort, og har alt 
du trenger til en grei 

pris”

“På gjensidige.no fant 
jeg raskt en pakke 

som gjør at jeg slipper 
å tenke, til en grei 

pris”

“Jeg forstod hva 
pakken inneholdt og 
kunne kjøpe den der 

og da.”

“Nå vet jeg at pakken 
er på vei, og når den 

kommer”

“Pakken kom litt 
fortere enn de hadde 

lovet”

“Dette ser enkelt ut, 
ikke lenge igjen nå”

“Jeg får gjort unna alt 
det kjedelige med 

noen få klikk”

“Det er lett å se 
hvordan jeg skal 
komme i gang”

“Kortet kom også litt 
fortere enn de hadde 
lovet, og jeg ser hva 

som gjenstår”

“Bruksanvisningen 
forklarer hva jeg skal 

gjøre, hvorfor og 
hvordan”

“Jeg forstår hva dette 
brevet gjelder og 

hvorfor jeg får det”

“Dette hadde jeg aldri 
tenkt på uten 
Gjensidige”

“De gjorde det lett for 
meg å flytte pengene, 

og distribuere 
kontonummeret mitt”

“Jeg tar bare én 
telefon så har jeg 
pengene på konto 

innen 30 minutter”

Snakker m/venner

A
n

si
kt

 t
il

 a
n

si
kt

DM til foreldre Utleveringsseddel Velkomstpakke Brev m/VISA-kort Samtykke-bekr. Brev m/EU-kort Bytte bank-skjema

T
ry

kk
sa

ke
r

gjensidige.no /altiorden Velkomst-epost /avtale /første_login /dine_kort Bytt bank-epost /dine_lån

In
te

rn
et

t

Utadrettet salg 03 100

T
el

ef
on

Velkomst-SMS SMS-bekreftelse

M
ob

il

Postkontoret

St
ed

Fo
rs

ik
ri

ng

• Sende ut DM til 
foreldrene om tilbudet

• Sørge for at selgerne 
kan fortelle om 
pakken til foreldre

• Håndter mottak av 
SMS til 1960, og 
mottak av bestilling 
via svardel fra DM

• Pakken ligger 
tilgjengelig som et 
produkt på forsiden 
under både Forsikring 
og Bank

• Banner i 
kampanjefelt

• Elektronisk DM

• Søkemotor-
optimalisering

• Sjekke om kunden er 
"rød" eller ønsket

• Innfri internett- 
rabatt

• Håndtere samtykke-
erklæring

• Sende bestillingsdata 
til EDB

• Sende velkomst-SMS 
og med forventet 
leveringstid og 
informasjon om EU-
kortet

• Undertrykke 
utsendelse av 
reisekort i S2000

• Trykke opp reisekort 
hver måned og sende 
til EDB

• Opprette eFaktura 
for forsikringspremie 
slik at denne ligger 
klar når kunden logger 
inn i nettbanken

• Håndtere samtykke 
for e-dokumenter

• Håndtere eFaktura • Ta i mot 
henvendelse til 03100 
og vise vei frem til å 
opprette kontokreditt

• Sende ut kreditt-
bekreftelse på SMS

• Be om samtykke til å 
ta vare på 
opplysninger for 
fremtidig tilbud

B
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• Pakken ligger 
tilgjengelig som et 
produkt på forsiden 
under både Bank og 
Forsikring

• Håndtere merking 
av kunde

• Undertrykke vanlig 
epost-utsendelse

• Sende velkomst-
epost med forsikrings-
bevis, forventet 
leveringstid og 
passord

• Håndtere akseptert 
avtale 

• Automatisk 
opprettelse av konto 
og bestilling av kort

• Sørge for merking av 
kunder slik at TAG 
sender ut riktig 
følgebrev med kortet

• Håndtere aktivering 
av kort

• Håndtere henting av 
PIN-kode

• Sende e-post med 
nytt kontonummer 
(som kan videre-
sendes) med vedlagt 
"Bytt bank"-skjema 
ferdig utfylt

• Opprette 
kontokreditt

3.
 p

ar
t

• EDB registrerer ny 
bankkunde og sender 
datapakke direkte til 
S2000 for registrering

• Lindorf sjekker for 
betalings-
anmerkninger

• EDB pakker og 
sender ut pakken som 
PUM

• NAV sender ut EU-
kortet innen 10 dager

• Posten kontrollerer 
pass og leverer ut 
pakken

• EDB håndterer 
identifikasjon etc. for 
PUM

• TAG produserer 
kortet og sender det til 
kunden

• Lindorf sjekker for 
betalings-
anmerkninger

Lære om Bli kunde Bruke Forlate 
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Gjør det enkelt å fortelle om og anbefale pakken til venner,  
og enkelt for foreldre å gi pakken til sine barn. 

Redusér antall valg og antall steg kunden må foreta for å bli kunde til et minimum. 

Få unnagjort alle kjedelige valg eller bekreftelser ved 
førstegangs innlogging. Gjør det enkelt å flytte penger 

inn på konto og å spre det nye kontonummeret. 

Gjør det lett å 
komme tilbake 

Utvikle 

Informér om mulighetene for å forbli 
Gjensidige-kunde; BSU, 

førstehjemslån, … 
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Blueprints mapping complex macro and micro service experiences



Source: live|work

Rapid, inexpensive experience prototyping & iterative development



Triple Bottom Line ROI

Streetcar ROI: Triple Bottom Line
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Economic Environmental Social

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)

63.5% of car club members either 

give up their cars or don’t buy a 

private vehicle.

Re-thinks a behavioural norm 

(hassle-free mobility).

Supports a new social status.

Takes an average of 6 privately 

owned cars off the road per 

Streetcar.

Users drive 69% less.

Expands mobility options of 

individuals and connectivity 

between transport modes.

Reduces congestion and local 

pollution.



Life Cycle Analysis

Source: Nathan Shedroff, Design is the Problem, Rosenfeld Media



Rank Territory Value
191 Haiti 286
192 Mali 245
193 Madagascar 244
194 Myanmar 239
195 Niger 236
196 Yemen 224
197 Guinea-Bissau 210
198 Malawi 173
199 Sierra Leone 171
200 Bangladesh 162

MOST AND LEAST FUEL USE

Technical notes

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

kilogram of oil equivalent used per person per year

Rank Territory Value
1 Luxembourg 13077
2 United Arab Emirates 12441
3 Equatorial Guinea 12091
4 Iceland 11970
5 Bahrain 11304
6 Qatar 10845
7 Israel 10760
8 Canada 9096
9 United States 8682
10 Singapore 7827
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Fuel Use

www.worldmapper.org

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

“Currently, vehicles account for about two-thirds of annual fuel use in the United States - twice the consumption
rate in Europe.”

Each year the fuel equivalent of
11 567 000 000 000 kilograms of oil is
used around the world. Fuel includes
gas, coal, oil, nuclear, wood, and other
materials. As one kilogram of these
materials produces a different amount
of energy, more useful comparisons
can be drawn by comparing power.
This is done by measuring power as
what one kilogram of oil could
produce, which is 4 kilowatt hours.

Worldwide fuel consumption averages
1853 kilograms of oil equivalent per
person per year. The highest per
person fuel users (in Luxembourg) use
almost a hundred times more fuel per
person than the lowest fuel users (in
Bangladesh).

• Data are from the United Nations Development
Programme’s Human Development Report.

• Data refer to 2001.
• See website for further information.

Territory size is proportional to the percentage of world
fuel usage that occurs there.

Map 119

Terry Costlow, 2003

TOTAL REGIONAL FUEL USE IN 2001
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HTTP://WWW.WORLDMAPPER.ORG © COPYRIGHT 2006 SASI GROUP (UNIVERSITY OF SHEFFIELD) AND MARK NEWMAN (UNIVERSITY OF MICHIGAN).

Visualisation of macro effects

http://www.worldmapper.org


PHOTO: RUSSELL DAVIES

Making invisible micro behaviours visible



Design to influence behaviour is not new



Fluidly move between and across the layers - macro to micro



Design for the connections in-between, you must



A future in which services designed with as much care as products



S E R V I C E  D E S I G N 
From Insight to Implementation

b y A N DY  P OL A IN E ,  L AV R A N S  LØ V LIE ,

a n d BE N  R E A S ON   fo r e w o r d  b y  J o h n  Tha c k a ra

Service Design is an eminently practical guide to designing services that 

work for people. It offers powerful insights, methods, and case studies to 

help you design, implement, and measure multichannel service experi-

ences with greater impact for customers, businesses, and society.

“For anyone making the journey into the world of service design, this book, informed by its authors’ 
hard-won knowledge and field experience, should be your first stop.”

JESSE JAMES GARRETT
Author of The Elements of User Experience

“A great introduction to service design by people who shaped this approach from its early years on.”

MARC STICKDORN
Editor and Co-Author of This Is Service Design Thinking

“An easy-to-read introduction to service design, with great examples from one of the world’s leading 
service design agencies. A ‘must read’ for anyone who wants to become familiar with service design 
in theory, methods, and practice!”

PROF. BIRGIT MAGER
President, Service Design Network gGmbH

“There’s no better way to learn about service design than from those who have built it from the 
ground up.”

MARK HUNTER 
Chief Design Officer, Design Council (UK)

Cover Illustration by Lotta Nieminen

www.rosenfeldmedia.com

MORE ON SERVICE DESIGN
www.rosenfeldmedia.com/books/ser vice-design/

SE
R

VIC
E

 D
E

SIG
N

 by  PO
LAIN

E, LØ
VLIE, and R

EASO
N

THANK YOU! 

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

mailto:andy@polaine.com
http://www.polaine.com

