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TIME

9:00-10:30

10:30-11:00

11:00-12:30

12:30-14:00

14:00-15:30

15:30-16:00

16:00-17:30

SCHEDULE

ACTIVITY

Service design, finding the right level &

the anatomy of a service blueprint

E-mail/coffee break

Blueprinting as a tool to analyse and brainstorm/develop

service concepts
Lunch (so long? How much do you plan to eat?)

Taking journeys through the blueprint to develop design,

storyboards & backstage business model

E-mail/coffee break

Sketching, pitching & wrap up



FROM AN
INDUSTRIAL TO A
SERVICE SOCIETY




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

Marshall McLuhan



Industrialisation changed our relationship to products
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Mass production increased the standard of living
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Management

I

Industrial thinking: silos, top-down, command and control
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SERVICES ARE
MULTICHANNEL &
TIME-BASED




Product experience



People & transitions
D are crucial to the
‘;/> \ experience
Mobile
Web

People

Prlnt

Products

\ [:1 Other Services

Marketing ‘—/

Services are ecosystems - every part affects the whole
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Great UX design doesn't help if it's different every time
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EXIT TICKET
WITH YOU

Thank You!
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https://secure.flickr.com/photos/rdolishny/2760207306/

BEWARE OF
BOXES & ARROWS



Australian Government

IP Australia
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Terry Moore
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Bernadette Leonard
xecutive Support Team Leader

Philip Noonan \

| Executive Su;

In reality, these represent
fiefdoms, budgets, buildings,

Marjorie

Doug Pereira
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David Johnson

Business and Information Management Solutions Growp

)

Carole Shiclds
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Chloe Hyland
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Organisational charts - b

~ Matthew Forno
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Carla Dunn )
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personality clashes, divisions and,
sometimes, collaborations.

Celia Poole
Customer Operations Group

Robyn Foster
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victor Portelli
Patent & Plant Breeder's Rights Group

Bernadette Leonard
Executive Support Assistant

== Graeme Jones
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— Rod Miller
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— Gavin Lovie
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=~ Elaine Wagstafl
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=~ Kumudu Ramasundara
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== John Braybrooks
TMAD Examination £

“=Michael Arblaster
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Executive Support Assistant

= George Vuckovic
Patent Examination A

= Gillian Jenkins
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= Phil Spann
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“Teri Jenkins
Business Development & Quality Management

oxes and lines, hidden forces




Processes implying
physical movement

Processes performed
by the service

mrs ¥ hat happens when
this breaks?

operator
Processes performed

Human and/or
automated operations

by the user

John Enters

Receptionist
welcomes John

Entrance/reception

Receptionist
jp introduces John to
room assistant

John is guided%
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 AR The system Saves J's
L | card is updated bill ¢ processgilsI John's the bill John logs out work | 2 work in his directory
A A A
’ | | ‘ |
| | | | | The system saves J's
| | ' e - - T - - - T - - -~ - settings
| | \ \
| ‘ | \
| | \ \
| :
» S T
Back office ! | | | A | \
u | i
/\ /\v | | 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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News 24 Sep - 2 Oct - Rome Clampine - 9 Oay Rusway Closurs

Cheap Fiights  Destinations  Ryanair Hotels  Special OfMers
Cheap Flights o

London Stansted - £ East Midlands - £
Brro 18 LaRochelle 18
Dudapost T2 18 Dwblin 22
Derry 18 Knock ireland West 22
Gdansk 18 Krakow 27
Genoca 18 Rioca 27

BOARDING PASS RYANA

CUSTOMER COPY - PLEASE RETAIN FOR FRODUCTION AT YOUR DEPARTURE AND DE $TINATION ARPORT.

EU/EEA AN
OTHER ¢

ANDREW FR 9773 STN ==
POLAINE 15 JUN 2012 40

KARLSRUHE BADEN-BADEN - LONDC
STANSTED

REFERENCE NO. S|4Q9N
GATECLOSES  07:10

DEPT TIME 07:40

NATIONALITY
UNITED KINGDOM

1 CABIN BAG ONLY - 55 X 40 X 20 CM (MAX 10 KG)

WARNING

HANDBAG, BRIEFCASE, LAPTOP, $HOF PURCH. 3, CAMERASETC. MU ST BE CARRIED UNTHIN YOUR 1 CABIN BAG

Extra/oversized cabin baggage will be refused at the boarding gste, or where avsilable, placed in the hold of the airoaft for .
of £/€50. If you are unsure, check at the Bag Drop desk before going through security. N.B. There is no baggage allowance {c
or chedked) associated with the purchase of an extra seat.

CHECK THE AIRPORT MONITORS FOR BAG DROP DESK + BOARDING GATE INFORMATION

RYANAIR
GIFT YOUCHERS

IMPORTANT REMINDERS!

- Please read

# Each passenger must present their valid photo 1D (a5
specified as accepted in our General Conditions). Driving
licences are not accepted.

® Fassengers with pre-booked specisl assistance must
present this boarding pass at the sirport specisl assistance
desk and again to assistance staff at the amival airport.

# Bag Dvop deshs close strictly 40 minutes before the
scheduled flight departure time.

® EU Reg 281-Article 14.1-If you are denied boarding or if
your flight is cancelled or delayed for st least two hours,
ask at the Ryanair desk or view online the text stating your
rights, particularly with regard to compensation and
azsistance. =

London

i
Rest of the world ')

How do the individual experiences join up to make a whole?

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



WORKSHOP BRIEF



IMPORTANT MESSAGE!

MANY PEOPLE DEEPLY REGRET NOT TAKING OUT TRAVEL INSURANCE! IS
IT WORTH THE RISK?

FLYING WITH RYANAIR IS CHEAP, FALLING ILL ABROAD IS NOT...

€2,223 WAS THE AVERAGE MEDICAL COSTS FOR RYANAIR INSURED PASSENGERS

INSURERS DEAL WITH 6,500 MEDICAL EMERGENCIES PER WEEK

NO THANKS, I WILL TAKE YES, PLEASE ADD COVERTO MY
THE RISK BOOKING

COVER INCLUDES (FROM JUST €7.10)
// Medical and Repatriation / Cancellation |/ Baggage

(plus many other benefits designed to provide you with peace of mind when travelling abroad)

Dark Ul
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Image Source: dolanh on Flickr






Close the vest at the fro
pull the straps tight.

Robot demontstrations




UK Border
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Welcome to England



Welcome to San Francisco



Welcome to Gothenburg Landvetter Airport, Sweden




Boards Gate 57

3H 25M

On Time

First & 1A

American Airlines




REINVENT THE EXPERIENCE OF AIR TRAVEL FOR 2030.

This is just 16 years from now, so no flying cars or Star Trek transporters, but enough
time for innovations in communications and customer experiences, as well as the
reduction of resource consumption, to become the norm. Go for:

1. Some quick and dirty insights research (go out and speak to people, use your social
networks).

2. The logline. A one line headline and a brief introductory description of what your
concept is.

3. Create a service blueprint that details how people may use the service across
relevant channels and touchpoints. What backstage elements need to be in place?

K. Visualise how the service might appear in key touchpoints as a storyboard or
sequence of sketches

5. Pitch the idea in a three-minute presentation

Workshop brief



TASK 1

QUICK & DIRTY INSIGHTS
RESEARCH AND BRAINSTORMING

Some ideas here:
http://uxmag.com/articles/quickpanel-air-travel

http://pln.me/uxweek14



ANATOMY OF A
SERVICE BLUEPRINT




Find the right level
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Management

D

Turn this structure on its side...



g m‘a

Customer SERVICE EXPERIENCES UNFOLD OVER TIME

Product
Marketing
Sales

Retail

STINNVHI ITdILTNN SSOYIV

Customer Service

Management ENTERPRISE BACK-END SUPPORTS THE DELIVERY OF EXPERIENCE

Change perspective & support experiences over time and channels




Exhibit1  Blueprint for a Corner Shoeshine

Standard
execution time Er:gzg o é‘gfslﬁ o Buf g Collect t
2 minutes A paymen
Total 30 30 45 15
acceptable seconds seconds seconds seconds
execution time
S minutes f\ Eqi Wrong
wax
Time
Frontstage and
backstage
A Seen Clean Materials g
y customer shoes (.g., polj

> Facilitating products

Line of

Facilitating services
visibility

and products
Not seen
by customer Select
but necessary and purchase

: to supplies
Y performance

The development of blueprinting

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



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 guided% John works on

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

his CV

welcomes John P informs John

\

| Room assistant runs
System ‘ the software to clean

\

. The billing person .
John leaves John's member John pays the John' John goes to pay John | John saves his The system Saves J's
: : t — |-
< card is updated <+ bill < processgilsl onn's the bill onhn logs ou work > work in his directory
A A A
’ | | ‘ |
| | | | | The system saves J's
| \ ' e - - - - T - T T T T I settings
| | \ \
| ‘ | \
| | \ \ ‘ |
| | I \ _ [
\ \ \ ‘
Back office 1 | | | A \
\
\

Accounting Space and bacleup up the system
system registers Billing system L facilities
payment maintenance I
Technical
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 & Exam MRI & Door Tag Waiting Check-out
EVIDENCE Desk Room Desk Room Desk Room Chart Room Chart Room Room

o Check-out

PATIENT : : : : Follow to Wait in Answer Ask Return :
ACTIONS Sign In Wait Check-in Wait Responds § £ = irRm N Exam Rm | Questions Questions | Door Tag ng’vg

Line of Interaction

ONSTAGE Call e V(.:h?Ck Meet Dr. Process &
CONTACT Welcome Process Patient Exam Rm AsLtaQi(it Kassam Check-out

PERSON

Line of Visibility

BACKSTAGE i
CONTACT patient | See Other see Other see Other | patiert | kascam See Other
PERSON Chart Patients Patients Patients Lecsitai Bin Patients

Line of Internal Interaction

SUPPORT

PROCESSES

Brings
Door Tag
Back

Debbie’s

Chart Cart

Records/

Database
System

Chartin
To Be
Seen Bin

Write Rm
# on
Schedule

Grab
Chart
from Bin

Kassam
Gets Quick
Review

Check
Patient
Location

Schedule
System

Lines of interaction and visibility

Dictation

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

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.

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



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




Service Blueprint
Ungdomspakken K

GJENSIDIGE

Lzare om Bli kunde Bruke Utvikle late
q 5 Fa agjort alle kjedelige valg eller bekreftel d Infc é lighetene for & forbli 5 a
Gjor det enkelt 4 fortelle om og anbefale pakken til venner, . N S, ¥ . Gt s I e S LT i g A (s it Gjor det lett &
o= 5o Redusér antall valg og antall steg kunden ma foreta for & bli kunde til et minimum. forstegangs innlogging. Gjor det enkelt 4 flytte penger ;
og enkelt for foreldre 4 gi pakken til sine barn. i komme tilbake
inn pd konto og & spre det nye kontonummeret.
. o ) ) Mottar melding om ) Logger inn pé
Fipakkenfra || Fartipsavenvenn Undersoker Deltar{....(aktivitet Garinn pd Fyllerinn ett skjema 3/ 1o+ bekreftelse pi Forventer & & pakken pakke fra Posten. Tar _Apner pakken, fir Logger inn pi Oppretterkontoog  Forventer & fi kortet APner konvolutten, fir - “0 i, " Far bekreftelse pd ~ Fir EU-kortetiPosten  Overforer penger fra Si opp gamle Bruke "Kreditt nar
foreldrene, med gratis  som allerede har dersok som er del a viral : pé nettet, o Klikker ¢ v rasktforklart hvilke  gjensidige.no og : ) raskt forklart hilke ; ! D e n
‘ ed alternativer pé nettet ! altiorden.no : SMS og pé epost. innen7dager.  med pass og henter ! bestiller kort innen 3 dager ! aktiverer kortog  samtykkeri posten annen bank forsikringer uhellet er ute!
innbo-forsikring pakken markedsforing) Kjop! steg som gjenstar.  bekrefter avtale steg som gienstir.
pakken. henter PIN-kode
. - “Pa gjensidige.no fant . . 1 - p— .
it | LR sk S O CELURTEe N G e “Pakken kom litt “Jeg far gjortunnaalt  “Det er lett i se el | ERSOHED e o o | i g | ik i G i e D
Lbetale ot gjort, og har alt raskt en pak pakken inneholdt og et jeg at b ‘Dette ser enkeltut, 9" DT ° fortere enn de hadde forklarer hva jeg skal ! p meg d flytte pengene, telefon s har jeg
alt selv og slipper d g " som gjor atjeg slipper ; er pa vei, og nér den fortere enn de hadde enkelt ut, © = et kedeligemed ~ hvordan jeg skal ! ! brevet gielder og tenkt pa uten yite,
- du trenger til en grei **"" J 2 kunne kjope den der ¢ & ikke lenge igjen nd elige me Jeg skal lovet, og jeg serhva  gjore, hvorfor og : . tkt pd uter og distribuere pengene pi konto
velge Al a tenke, til en grei d kommer lovet noen fa klikk komime i gang T 4 hvorfor jeg far det’ Gjensidige - ; hoto,
pris’ s og da. som gjenstr hvordan kontonummeret mitt innen 30 minutter
Snakker m/venner
DM til foreldre Utleveringsseddel  Velkomstpakke Brev m/VISA-kort Samtykke-bekr.  Brevm/EU-kort Bytte bank-skjema
5 —— == rom - . —
E —
e : £ - c:
2 — ¥ ] =
& | " = - S
5 giensidige.no /altiorden Velkomst-epost /avtale /forste_login /dine_kort Bytt bank-epost /dine_lan
= - .
S — e S e
3
]
Utadrettet sa 03 100
Velkomst-SMS SMS-bekreftelse
Postkontoret

g
/

« Sende ut DM til + Pakken ligger « Sjekke om kunden er » Sende velkomst-SMS » Opprette eFaktura « Handtere samtykke  + Handtere eFaktura «Taimot + Be om samitykke til &
foreldrene om tilbudet tilgjengelig som et “rod” eller onsket  og med forventet for forsikringspremie for e-dokumenter henvendelse til 03100 tavare pi
produkt pé forsiden leveringstid og slik at denne ligger og vise vei frem il & opplysninger for
« Sorge for at selgerne under bide Forsikring « Innfri internett-  informasjon om EU-  Klar nér kunden logger opprette kontokreditt fremtidig tilbud
kan fortelle om og Bank rabatt kortet inn i nettbanken

« EDB registrerer ny « EDB pakker og
bankkunde og sender sender ut pakken som
datapakke direkte til PUM
52000 for registrering

* NAV sender ut EU-
« Lindorf sjekker for kortet innen 10 dager
betalin
anmerkninger

« Posten kontrollerer
pass og leverer ut
pakken

+ EDB handterer
identifikasjon etc. for
PUM

« TAG produserer
Kortet og sender det til
kunden

Example: Gjensidige

pakken til foreldre « Sende ut kreditt-
« Banner i + Handtere samtykke- + Undertrykke bekreftelse pé SMS.
+ Handter mottak av Kkampanjefelt erklering utsendelse av
SMS til 1960, og reisekort i S2000
mottak av bestilling « Elektronisk DM « Sende bestillingsdata
= via svardel fra DM tlEDB « Trykke opp reisekort
b5} + Sokemotor- hver mined og sende
z optimalisering til EDB
i
g « Pakken ligger « Hindtere merking ~ » Undertrykke vanlig « Hindtere akseptert ~ » Automatisk « Sorge for merking av « Hindtere aktivering « Sende e-post med 0]
a tilgjengelig som et avkunde epost-utsendelse opprettelse avkonto  kunder slik at TAG! avkort nytt kontonummer kontokreditt
& produkt pé forsiden ogbestillingavkort  sender ut ikt (som kan videre-
& under bide Bank og « Sende velkom: folgebrev med kortet « Hindtere henting av. sendes) med vedlagt
s Forsikring epost med forsikrings- PIN-kode "Bytt bank"-skjema
bevis, forventet ferdig utfylt
% leveringstid og
g passord

« Lindorf sjekker for
betalings-
anmerkninger




Aware Jolin

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

Step Break the interactions
into steps and
describe each activity.
EXperlence “A quote from the
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.

Experience steps: what are people thinking when we get it right?

specification




Web The homepage

specification
p)
T) View on-line
2
= Phone
O specification

Each step on a channel is a touchpoint to be designed




» Describe in short
CUStomer what has to happen to
SerVice S support the user
experience for this
step.

» Listing actions by
actions.

Action
Brief description.

IT-department

Another action
A few more details.

Third action
Described here.

Backstage processes

Third party

Include the backstage elements required to support the experience




User

Frontstage Touchpoint Channels

Backstage Processes/Support

Imagine user journeys through the servi

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

Step

"This looks great!
Finally a way to get
a better overview

EXP erience of my spending."”

In Branch Staff

Face to Face u
-

(¢
S
Print @

Web i —
pum—

Mobile

| 3&37"”\( .Com
Location a A

o f
Product
Customer Service
LT Department
3rd Party Service

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.

Use Develop

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.

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.

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.

Sign up to connect After verification, Confirmation e-
personal data automatically pulls mail, letter and
service to account int data. starter pack sent.

"That's clever - it

T
et;ujél‘il;;em automatically "I understand how
e pulled in my this all works so
i details so I don't easily.”
have to.”
In Branch Staff

B stwest.com
>

Call-center

authentication
Letter sent along
with personalised
starter pack.

Link account data
to visualisation
database.

Log-into online

Customer can

banking as usual. Visualisations export their own
Personal data now available across data in different
an option. channels formats
"This helps me
understand my
personal banking
better and saves
me money"”
Online Banking Monthly Booklet —_‘
-
(J
.
)
-
DataViz Online
.
[CTeeN
1333
33
[cVeS
L]
Provide personal
data export
options

- Secure printing
services for
‘monthly booklet.

- Distribution

Request for Verify request and Receives

personal data give option to confirmation of

deletion export final deletion
archive.

0

Data Deleted Letter

Disconnect data
aceount Delete data, send
Provide archive con:{zrmanon e-

i i mail and letter
link - time
expired

ce based on research




Iterative

Briefing & ;
g Synthesis orototypes

insights research Blueprinting

“ ‘ Implementation

Concepts

Discover Define Develop

Testing, measuring, refining

Where this fits into a process



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



GETTING STARTED



AWARE JOIN USE DEVELOP LEAVE

JOURNEY/

EXPERIENCE
—
Z
i

% A

=

Z

= -
=
a
O
o

LLd >

s &

<

= "

— Y
-
< _~

Basic form is a grid. Names, channels, steps, etc. can change




- -
."
g . R -

Use a white/blackboard (jazz hands are not mandatory)

= | . | || .



Blueprint Draft for Book Demo

Aware Join Use Develop

Word of Mouth Friend Recommends Dialogue Mentor Friend

- ) {
Lorem ipsaom dolor sit amet, Class aptent tacitt soclosqu 1. Suspenclisse nec est st Class aplent tactli socrosqu
' : f LSy . :

) ' y > » ) ! ) . : .
conseclietur adipscing it ad tora torquent per armwet I '1|:~c'.:\',n-ll'-ll“'.'f" it {efora forguent pet
Integer a gravida dolor conuia nostra Susperndisse porta medus in onudia nostra, per moeplos

) e nocn

- ) N , - | | ’ . h
Y l,,lu.-.!,. Y fociies fucts

, Sign-up Call meque vehicula
Customer Service Ut velit purus, mollis in
Vestibulum ante ipsum sollicinudin quids, accumsan 2. Nullam nec purus vitae dui Customer Forum

) " . " f a— Y - ’ y
primis in fauctbus orct i leclus faucibus fealisis fringilla ut Lorem ipsum dolor sit amel

0 s o tier ! 1% !'.. 14
lectus v“.“ arn fawctbies onsecT ey ..I‘ CLINg €58

Poster Fill in Form

Ut lacinia, dui sttt amel UT veltl purus, moliis in

» '.' - e ' | ]
aussmod fobort [RECgEr a gravidd dogor

2 solls firt ¢ 1s foy 4 f
convallis bibendum, metus RRCTRIRaIn quis cechus Sed dictum nisi eget mi

’

. foye ) " . » . " . 5 A 4
nune vuiputate nunc, ne seTnper moncus. Prodr

interdum massa diam

Sign-Up In-App

v..l'u,‘l..'f PRITUS d diam

Lorem psum dolor si amed, ol

v pretuom pharetra?
Mobile consectetur adipiscing elit Connect to Contact
Ut velit purus, mollis in Inteyer a gravida dolor Viestibdum in vehicula erat Ut tacinia, dui sit amet
soliicitudin qis, aocumsan Cras gociamsan femxn odio onvallis bibendum, metus
n lectus in sagittis nune vwlpulate nunc, ne
' I".V"'::II mas am
Website Sign-Up Onli
1gn-uUp vunine
Class aptent taciti sociosqu Ut lacinia, dui sit amet Contract
ad litora torquent per comvallis ibendum, mefius Nam vartus ultricies mi, aq
|""'-""l'i n <"."f.'l" riRee {0s nunc ¥ l',' WIGIe NUNC, R ocomm !!'Il cros (:":H.’.'l rit Sharc Dala
MNimenaeos interdum massa diam novt. In frinailla facilisis Ut velit PUrus, my s n
1) ' f " : 4
risus, eged mattis ank SOEICITUAIN quis (ecius

. | ’ $
LeSTIDLN T 206

Smartphone

pramis in Jaucions ore

Getting Started - Spreadsheet

VOt lN) Vewond!

Leave

Customer Rep Call
1. Suspendesse nec ext st

N N
amet fius ewsmiodd portiitor

SLSTC LSSy ,-n.r'.'.x:r.('-;'.l'!

3 ]
IO POSUETE Jauciius B
g i '
2. Nullam nec purus tatae dun
faucthus focilisis frinagilla ut

Take my data
|’ A.' : l'.:!' }"H'l.\ 4 ',.'~ m
sollicitudin qunis, docurmsan

17 ectus

Thanks

" y
Veshibuliom ante (psum

primis in faucibus ores



ky notes and lots of wall space




Service Blueprint Template
DISCOVER JOIN USE DEVELOP LEAVE

Experience

Steps

Channels

Or use a template




Or use a window and pretend you are in Star Wars



Service Blueprint

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?

client logo

Step Break the interactions
into steps and
o describe each activity.
o)
Z] E .
=) Xperience “A quote from the
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
specification
1]
o) View on-line
=
=
k= Phone
@f]  soecification
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.
v
7| IT-department Acion
] p Brief description.
Q
8 Another action
a, Afew more details.
& Third action
s Described here.
12}
3
5]
[==]

Third party

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




AWARE JOIN USE DEVELOP LEAVE

JOURNEY/ | e —
OPERRIINGE | = | | = = =| | =
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Start by defining the experience - what are customers thinking?




AWARE JOIN USE DEVELOP LEAVE

| | l | I
JOURNEY/ — —
EXPERTENCE | === = = = =
—
-~
—
A &
=
-~
< -
=
o
O
o
L >
g B
&
= "
oo 1Y
1 —
T ~

Generative: brainstorming from one key touchpoint idea outwards



AWARE JOIN USE DEVELOP LEAVE

| ” ! | |
JOURNEY/ | = —_
EXPERIENCE | == = = = | =
|
— —— —— —_— _
., 5 |RB| k| R Fm| | =
= —
<C . B
-2 g2 = = & E
5 — | [ag; Ry
2 sy | | = [aea| [Tl | a
N
% |
<C Ll
Y-
< _~

Or choose key touchpoints to develop




AWARE JOIN USE DEVELOP LEAVE

| ‘ i | l
erne (= | | =| |= = |=
= — —_— —
” Eg DE! =R A AT, >
2 | |
R R e B = =N = |/ =

BACKSTAGE

Or imagine a user journeys through the blueprint




TASK 2:
BUILD UPTHE INITIAL GRID &
CREATE AN INITIAL CONCEPT
PROPOSITION



DEVELOPING THE
SERVICE
PROPOSITION




Decide upon and start with the experience you want to deliver

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


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

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

 Where are the cracks between the different elements of the
services and how could those transitions be improved?

 Can you mitigate for the lows and enhance the highs?
* What elements are “the norm” but could be reimagined?

« 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?)

Some questions to consider



SUM UP YOUR
PROPOSITION IN
ONE SENTENCE




“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

Screenwriters do this very well with loglines




LIFE IS IN
THEIR HANDS-

EXPLODES
LIKE

DYNAMITE!

Add visuals and the proposition is clear
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Add visuals to communicate the proposition



Trapped in time.
Surrounded by evil.
Low on gas. g8

Add visuals to communicate the proposition

R T




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



SELL ANYWHERE
WITH SQUARE

GET A FREE CARD READER

SET UP IN MINUTES

O O &

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

Square - proposition, 1, 2, 3, how



2 Hi, Andy! ~ @ wish Lists 24/7 Support v (3 English v (§) AUD ~ | List your space

oY Ve U VY

T

4 [ V '.'- . J
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Proposition, value, how, examples
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How it works Join for free .

Klike 1.2k Rent a car Rent out your car ¥ Follow Gwhipcar

Rent cars from real people in your neighbourhood

O Find a car in... Search...

~ Ken's Audi A5 T Fsi
h Sport ésp
£20 per hour

ok kR

i EIT77) Dom opeen BT nmesanvs MIAEE Moo S ovoecews 09

How it works

{0

B8

£} See what you could drive E) Book a time E) Pick up your WhipCar

Find the perfect car for your Tell the car owner when you Collect the keys in person at a
trip. Search by location, price, need the car. Owners also like time that suits you. Fully insured,
make and model. to know a bit about your trip. with breakdown cover included.

Find out more...

Proposition, example, how




Res dential Customers Business Suewin About Swisscom =2 L] = o,
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Packages Mobile m TV Internet Fixed network Moere. Help & Support

The best films —

Now there’s always something that

you like.

With Swisscom TV what you want & always on When you want. Whesever you
want, Your favonrite TV series, Live Sport Events, top film Righlights, your holiday
photos, news or the weather - Swisscom TV brings great entertainment to your
TV, tablet, smartphone or computer

© Swisscom TV on PC, tabliet and NATEL®

Current offers = Celis ot
Swisscom TV light Swisscom TV start Swisscom TV basic Swisscom TV plus
Starter paciage Compact paciage Basic package Complete paciage
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I'VE MADE A
BLUEPRINT, NOW
WHAT?
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Take slices through the blueprint to analyse coherency




AWARE JOIN USE DEVELOP LEAVE
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Multiple journeys can be mapped out




Journey Summary
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Break those journeys out as storyboards/summaries




A1 Start of the Day

Sales agents prepare for the day and understand how well they are doing against targets
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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
barna enge de ikke melder flviting til folkeregistere

Channel Specifications

Bor se ut som vanlig kommunikasjon fra Gjensidige.



Service Blueprint for intermnett Ungdomspakken

© Produktside og skjema

ann e Fertee

) - NSNS - LD S

= ALT | ORDEN -
Skalf deg en gunstig bank 0g gode forsiringer pa 1,2 3 -“‘A .

1. Fortell kat om deg selv

Ea' Rd e B R T TN S . ey Wt s
CPDOT g e i it 8l Jeg R see e ey o W

e et Ml Mt e

1. Sett suereren pobhen dn

(se flere skjermbilder: Flash steg 1, Flash steg 2 og bele siden)

BESKRIVELSE
Alt-i-orden er et nytt produkt og trenger en egen side som beskriver pakken og der man kan kjope pakken direkte.

FUNKSJONSKRAV

Produktet skal kunne kjopes pA nettet giennom et skjema ph denne siden - ikke giennom kalkulatorene. Dette
skjemaet er en Flash som ligger pd selve produktsiden.

Skjema i Flash: (Steg 1, Steg 2)

skal la kunden velge til og fra de dekninger som er valgfrie

skal kalkulere og vise prisen dynamisk

bor viere i to steg, of be om kontaktinfo i steg 2 for at skjema ikke skal bli avskrekkende langt
vise priser per ir, men oppsummere totalen per mined

Opplysningene fra skjema skal sendes til EDB,

Ved mottatt bestilling skal EDB:

* registrere ny bankkunde

s sende opplysninger direkte inn | S2000 for & registrere ny forsikringskunde
* pakke reisekort og GO3 i pakken og sende den ut i PUM-konvolutt

Design spec documents for individual touchpoints




Retail

Call centre

Web

Product

Measure across different channels, over time - aggregate value




ITERATIVE
EXPERIENCE
PROTOTYPING



FRAN MQ
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Design and prototype the interfaces
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Place sketches and ideas in context

T

D )uﬁers«;yp - Tom Haynes & Jane Leibrock
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Keep some things rough enough at first







" source: live|work
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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



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?



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




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?

Concentrate on 1-4 for today



STORYBOARDING &
EXPERIENCE
PROTOTYPING




Again, start with the experience

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


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

CRASH COURSE IN
STORYBOARDING
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Drawing skills? If you can write, you can draw these.




Martin Scorsese’s storybaords for Taxi Driver




Martin Scorsese’s storybaords for Taxi Driver



Tools:
Setchshe \

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

Kevin Cheng - See What | Mean



THAT'LL BE
$5.00 PLEASE!

THAT'LL BE
$5.00,FLEASE!
T
i

FIGURE 6.14
The view of the coffee
shop interior was high

i ‘ angle instead of low
l angle.

\
cCe\PT
— ‘
vard \
S 20#
1, FIGURE 6.15
ot Comparing a close-up
\ using point-of-view
| \ \ i I\ and one that doesn’t.

Kevin Cheng - Use Variety
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FIGURE 6.27
The step-by-step transaction

Kevin Cheng - Editing down a sequence



FIGURE 6.28
Cutting the transaction
scene down by half.

Kevin Cheng - Editing down a sequence
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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



1. Develop your experience, service and business proposition

2. Storyboard (or prototype) 4-5 key stages of the customer
journey

3. Using this journey, pitch your business proposition to customers
as well as clients/investors.

« What is the proposition and experience?

e How does it look and work?

e« What is the business model?

Pitch Iteration



TASK 3

STORYBOARD & SKETCH THE PITCH



ALIGNING
BUSINESS, SERVICE
AND CUSTOMER
NEEDS
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Concept Business Model

From idea utopia to reality to re-design



« “"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




« 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



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

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 NR

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?
2. Evaluation
How do we help evaluate our i 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 ~ _JQ

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

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

Economies of scale

Economies of scope

extensive

@ @ @ ‘ 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.

~ Connection ba

/- Revenue Streams

TYPES
Asset sale
sage fee

bscription [ffes

mff

For what value &

nding/Renfflo/Leasing

our customers really willing to pay?
urrently pay?

.business

FIXED PRICING DYNAMIC PRICING
List Price Negotiation (bargaining)
Product feature dependent Yield Management
Customer segment Real-time-Market
dependent

Volume dependent

@ Strategyzer

strategyzer.com



CREATING BETTER
SERVICES MEANS
CHANGING
CULTURES &
ORGANISATION




THE
ONNECGTED
COMPANY

DAVE GRAY

Author of Gamestorming; SVP, Dachis Group
wiTs THOMAS VANDER WAL

O REILLY

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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Projektauswertung KoE3 Za0901 Za09
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01.01.2013 31.12.2099 HE =
2014 5 mE
1 12 1 2
Ertrdge Dritter Vorvorjahre Vorjahr Aktuelles Jahr TOTAL IST Kalkulation +/- CHF +/- 3
Ertrdge Dritter
Beitrdge Bund
Beitrdge Kantone (ohne Konkordat)
Beitrage Konkordat HSLU/PHZ -45,600 -45,600 -33,300 -12,300 36.
Ertrdge IC und IV
Abgrenzung Dritte/Bund/Kantone
Abgrenzung HSLU 7,800 -7,800
Ausserordentliche Ertridge
* -37,800 -7,800 -45,600 -33,300 -12,300 36.
Personalkosten intern 26,025 8,260 34,285 R 11,760 52
Personalkosten extern 2,065 2,065 2,065
Personalnebenkosten
* 26,025 10,325 36,350 227525 13,825 61.
Raumkosten
Gerdte- und Mobiliarkosten 430 430 430
Informatikkosten 1,013 220 1,233 1,500 -267 -17.8
Unterrichts- und Projektkosten 74 74 1,000 -927 -92.7
Administrationskosten 27 27 27
VWerbe- und PR-Kosten 1,000 -1,000 -100.
iibrige Betriebskosten
Finanzkosten
Abschreibungen
ausserordentl. Kosten
* 1,516 247 1,763 3,500 -1,737 -49.
** 27,541 10,572 38,113 26,025 12,088 46.4
*hk -10,259 2yl 2 -7,487 -7,275 -212 2

Systems/tools and procedure shape organisational culture
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COMPANIES ARE MADE
OUT OF PEOPLE

Be people oriented, not just customer/user oriented




Konsemnsjef Helge Leiro Baastad (nr. 3 fra v.) vil at Gjensidige skal ha et mer intimt
forhold tll kundene enn konkurrentene. Her sitter han 130 andre Gjensidige-ledere
samliet pa eft rom og ringer 1000 filfeldig utvaigte kunder for a fa vite hva de
egentlig mener om forsikringsseiskapet FOTO: JON-ARE BERG-JACOBSEN

People/customer-oriented culture comes from the top
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Design for the connections in-between, you must




DESIGN BY DIVISION

O

O——0 .
Ly < B S0
E : t E SEPARATE TASKS

P RoCEDURE
DIVISION OF LABOR POLILY
SPECIALIZATION PROCESS
(POGMA)

(TERRITORY)

It’s difficult to deliver coherent experiences like this

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




ORGANIZING
PRINCIPLES

O
O
FUNCTIONS,
P ROTOCO LS O
STANDARDS &

SERVICES

POPDULAR ORGANIZATION

Build on shared principles, not dogma

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



QUESTIONS?

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




