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Customer Journey Map
Stakeholder Map

Persona

Service Design Thinking Process
Idea Generation Technique
Impact-Effort Matrix
nsnaunsosarUsTIuLLIAR
Customer Insight Form

Empathy Map Canvas

. Why-why Analysis

. Interview Guideline

. How might We.......coocovviviiieeee. ? (HMW)
. Prototyping Tools

. Service Blueprint

. Business Model Canvas

undetayausenaunsaau

1.

bk BN

Y 0o N oo

10.

11.
12.

eBook “gilon1seaniuuuinig”
http://www.tcdc.or.th/projects/ServiceDesignThailand/

https://webtoolkit.eovt.nz/guidance/service-design/tools/personas/

http://www.servicedesigntools.org/

http://www.servicedesigntoolkit.org/

http://www.thedesigngym.com/design-thinking-for-services-service-design-

blueprint-tools/

https://webtoolkit.eovt.nz/guidance/service-design/tools/personas/

http://www.servicedesignlab.net/methods-tools/

http://thisisservicedesignthinking.com/

http://www.practicalservicedesign.com/service-design-101/

https://www.interaction-design.org/literature/article/service-design-design-is-not-

just-for-products

http://servicedesign.net.au/toolkits/

http://www.tcdc.or.th/articles/business-industrial/22070/#What-is-Service-Design-
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Introduction and Service and Service design

(WUIAATBINITUSANS BNAALATNTEUIUASHRININISUSANTINL)

Introducing the Challenge and team forming
(nsoudsziuiinzeanuuunIsusnis wasmssiui)

Principle and development of service design thinking:

Service Design Basics and Tools
(Msasraumauaauinslmilaglindnnsnsdadeonuuumsuins : wénnsuaseiesdlaidoiu)
(Stakeholder map, Personas, Customer journey maps)

Customer Interview and Getting Insight
(Myafranaudausnmsludlagldndnnisnmsfini@eesnuuunisuinms : msdunualgnduaznisvaadilaigedn)

Service design thinking: Defining Problem (Framing Problem)

(MsadsiunnuaauinisiullagldudnnisnisAnidsesniuun1suinis: msnmusdgmiidesnisnuiniglag)

Service Design Thinking: Ideation

(MsadrawnanuAnusmMsindlagldndnnisnisAndeeaniuun1susnms: nsantemelmluazn1snaunseagnis
UsgliunaluIANAg)

Service Design Thinking: Prototyping and testing
(prototyping framework and overview, Tools for prototyping)

(MsasrsuuInnuAnuinsiudlaglduann1snisAn@eennuuunIsusns: MIaSNALLUULINAANITUSNS)

Service Design Thinking: Testing and Getting Feedback
(Invite Customers to test and get feedback)

(Msasrnanuanusnsnilagldndnn1sn1sAREINLUUNISUS NS NMSNAZBULLIAANISUS NS

Service Experience, Universal Design, and Service blueprint
(n3eenuuulszaUnsallunsinandamiuazusnis 1dnms Universal Design wazn1sdnvifiusiilanisuinisfiasn
Uszaumsalfiadmiugnd)

Designing service business model
(M3oanuuuzdLUUgsNausng)

10.

Testing and Getting Feedback

(MInedeULAZNISTUANNATILYDIgNAT)

11.

Team Service Design Presentation (msinauenisuinislna)
- Presentation 5 min/group
- Getting feedback 10 min/group

12

Wrap-up
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(4 days Activities AUV Melanie and Paolo o)

Morning 9-12 Afternoon 1-5pm
Fudi 1 9.00-9.15 1.00-5pm
NANITNATANELNEFNTTH Learning key tools and get started with the
challenge
9.15-9.30 Framing the challenge
Mapping of expectations Definipg the user group
(AHAIANIIRAEdndaNAansTN) Mapping key questions
Defining the topics, stakeholder map and user
930- 10.30 insights planning
Introduction to services and service
design 5:00-5.30 pm
Briefing students on assignment
10:30-10.45
Coffee Break
10:45-11:45
Service Design process and tools
Introduce the challenges and make
groups
12:00
Lunch break
Sufi 2 From insights to concept 1.00-2.00 Synthesis
Morning: Field work Lecture on synthesizing insights
Gathering insights in the field
2.00-5.00
Group session to analyze findings, clustering and
prioritization
Journey and profiles
Fuii 3 Role of service design and business | Ideation
models/Innovation models Creating innovative ideas using different
business and innovation models
Crafting customer experiences
Prototyping one scenario
Roleplaying the scenario
St a 9:00-10:30 13.00-14.00

Service Business Model

10:30-10:45

Team presentations and getting feedback
- Presentation 5 min/group




Coffee Break

10:45-12:00
Finishing of Prototypes

1213
Lunch

- Getting feedback 10 min/group

14:30
Coffee Break

14:45-16:00

Team presentations and getting feedback
- Presentation 5 min/group
- Getting feedback 10 min/group

16.00-16.30
Closing




A19819NMUANITNITIANINTTUENDUTHTSUHUANTS
(2 days Activities)

Morning 9-12 Afternoon 1-5pm
Fuii 1 9.00-9.15 1.00-4.00 pm
ANIsNATAIENANIIH From insights to concept
Field work
9.15-9.30 Gathering insights in the field
Introduction to services and service
design 4:00-5.30 pm
Back to the workshop and summarize finding
9.30- 10.30
Service Design Thinking Lecture on synthesizing insights
Group session to analyze findings, clustering and
10:30-10.45 prioritization
Coffee Break Journey and profiles
10:45-11:45
Introduce the challenges and make
groups
Framing the challenge
Defining the user group (Personal)
Mapping key questions
12:00
Lunch break
Sud 2 9.00-10.30 1.00-2.00

Ideation: Generate ldeas for new
service

10:30-10.45
Coffee Break

10:45-12.00
Prototyping

12:00
Lunch break

Prototyping (continue)

2.00-5.00

Presentation of the service prototype and
getting feedback
-Present 3-5 minutes/team

-Getting Feedback 5-10 minutesiteam

5.00-5.30
Closing
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AU | 31U Wiada Tnguszaed Wanidasaeu Ansaaunaz/ unasdayaliuiy
no| walvSeu..... visaLATasilanly
1 3 | Introduction and Wilafuguvesnis | Wemiidesaau 1.PPT (ves Melanie uaz/vie

Service and Service
design

WUIARUBINITUINTT BUIAALAY
ATEUIUNTIRILINITUSANS )
Introducing the
Challenge and team
forming
(vinseuUssifiuiiazaanuuums

UIns LLa%ﬂ'ﬁi’mﬁﬂJ)

U3NIT azng
ONLUUAITUSNNY

1. usnnYNANISTINAINTTY
a. Be present
b. Coachable
c. Playin Ful
2. UTIEBLemuuIAnNSUINITaYSRNLUUNIIUSINS
Twaa]

Energy: 1naglvimuluamivendelindsniilviiuseans
amlasesls”
F’/n1saau
-Lecture
VDO 8n@I08NNITODNLUUNITUINT
-Usznel nseumideluniseanuuunisuinig (Design
Challenge) néousamimleviaensiimssenuuunsuinisi
Inddesuiiolifiuiumaazaufnadieasse

3. vsnlandfazeentuunisusnsiu (Challenge) Wy “U-

Manual TCDQ)
2. Youtube ves TCDC 2

3. Youtube of Professor Birgit
Mager from KISD3

4.Youtube 4

5. Youtube Lecture from Marc
Stickdorn >

6. fregenseenuuunIsusns a@andisalu

Wadlne®

7. fvgnanisesnwuuntsuinis Holy
Vision CHANGE SMES "wasuud

"7

2 httpswww.youtube comwatch?time_continue=1&v=PZwwQgb47Ug

3 https/www.youtube.com/watch?v=f5oP RIU91g

4 https:/www.youtube.comwatch?v-BeEUemtdoJQ

5 https:/www.youtube.com/watch?v-LUsjjOtAwcs

8 https./www.youtube.com/watch?v-xmdgkF6066M&index-10&list=PLjhA24XAeM8hhVH15xL-ZHcdNe5 CABIO

7 https/www.youtube.com/watch?v-IGPQty-nvEs&t-154s

11


https://www.youtube.com/watch?time_continue=1&v=PZwwQgb47Ug
https://www.youtube.com/watch?v=f5oP_RlU91g
https://www.youtube.com/watch?v=BeEUemtdoJQ
https://www.youtube.com/watch?v=LUsjjOtAwcs
https://www.youtube.com/watch?v=xmdgkF6066M&index=10&list=PLjhA24XAeM8hhVH15xL-ZHcdNe5_CABI0
https://www.youtube.com/watch?v=lGPQty-nvEs&t=154s

AU | 31UIY Wiada Tnguszaen lomniifasdeu Fnsaounas/ unsstoyauiaiy
i | el Seu..... visaiazasilafld
3 Principle and . Wlavannis \Wowidasaau 1. Youtube voa TCDC o3110

development of service fuguwesns | 1. vdnmsuazaudayues Service Design Thinking nizumsves Service Design:
design thinking: AMLTIONIUY | 2. NEUIUNITVRY Service Design Thinking Exploration Phase®
Service Design Basics ASUSNNS 3. |a3esilovanludosiuie Stakeholder Map, Persona, 2. VDO am Yoetube Leclture
and Tools . @190 ez Customer Journey Map ves Mark Stickdorn ifear
(Myafraumuanuinslmilag Uszengld Asaou s Service Design Thinking?
Tdndnn1sn1sAnseankUUN1g P 3. fhegnanuddyveinisidilagnan
U3NS : vdnmsuazesosile \nseulanugY | 1. usIEe wazn1sairalszaunsallyiiugna
o) VINT9BALUY | 2, VDO nndymves United Airline 7
(Stakeholder map, msusnslmild 3. AnUURNTIATI2Y Stakeholder uag fviun Persona Jlasasusunasitonislildlagndn
Persona, Customer vaangugnAndiving vosaenstu’®
journey map) \Sasile

1. fheghaededioly Appendix n
2. wuunesy lugile TCDC

a. Stakeholder map

b. Persona

C. Customer Journey Map

8 https./www.youtube.comwatch?v=JMBzJCmtBKw&index=3&list-PLjhA24XAeM8hhVH15xL-ZHcdNe5 CABIO

9 https/www.youtube.com/watch?v-LUsjjOtAwcs&t-131s

10 https://www.youtube.com/watch?v=5YGc4z0qozo



https://www.youtube.com/watch?v=JMBzJCmtBKw&index=3&list=PLjhA24XAeM8hhVH15xL-ZHcdNe5_CABI0
https://www.youtube.com/watch?v=LUsjjOtAwcs&t=131s
https://www.youtube.com/watch?v=5YGc4zOqozo

1. dhegumsamainim Tu Appendix .

2. wuuwesy Insight Tu Appendix 1.

3. wuunesumsduasevideya (P.OINT) Tugileves
TCDC

4. MTIATIER Why-Why Analysis

AU | 31UY Wiada nQUszeen Wansasaau n1saauuaz/ unasdayaliuiy
no| walvigSeu..... VERIGER R ILE
3 3 Customer Interview and au1s0esuny | Wevfidesdau GLINEERRTY

Getting Insight nszLIuMIsAY | 1 nssuiumsiiudeyaiion Insight InteractionDesign.org "

(M3asuwanuAnu3nsindlay Foyagnin 2 etaddieluntsauniee foyaisislunisld Why-Why

Tdndnn1snsAnBosniuung o 4 - ¢ o cw v o 12

- . . . Tnglan1gddns | 3. AsesdionaznsiATIen AUATIENUDYAGNAT Analysis
UINIT : NTFUNIYUZNALAENIIN P o .
lodedn) dunwal 4. nsld Why-Why Analysis IDEO Won"kshop.

ANLlaEeEn N . Observation®

ANUN90LAT I .
. 15 mete Shopping Cart
uarduasizn | nasasu 1935013 .
. . Project 229 IDEO ™
JoyagnAnive | 1. UsIEe
Faudale | 2 VDO dedumsiinmwdnsingives IDEO
s 3. Anufuanmsdunivalgna
\THeanlé Lo |
4. WnUnUANITIATIZUNT Insight

(Insight) CELNIG)

1 hitps/www.interaction-design.org/literaturesarticle/stage-2-in-the-design-thinking-process-define-the-problem-and-interpret-the-results

12 http://gamestorming.com/wp-content/uploads/2011/02/5-ways-1.ipg

13 https://www.youtube.com/watch?v=-UULGI gBLA

1 https://www.youtube.com/watch?v=uhOg95BsyG8
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https://www.interaction-design.org/literature/article/stage-2-in-the-design-thinking-process-define-the-problem-and-interpret-the-results
http://gamestorming.com/wp-content/uploads/2011/02/5-ways-1.jpg
https://www.youtube.com/watch?v=-UULGI_gBLA
https://www.youtube.com/watch?v=uhOg95BsyG8

[J CA 4 s I .&' Ay ad " Y a a
AU | MUY Vel IngUsTaIn Weniidesdau ISn1sdeunaz/ YRR/ BHGRTHIGH]

a a vy a a A dg v

f . walvigSeu..... ERIGERRERRI

4. 3 | Service design thinking: | awnsainsiei Wemniidesaou nsl§ Empathy Map®
Defining Problem agvngnAuaziiun | 1. n1skd Empathy Map %38 Empathy Map Canvas Empathy Map Canvas for
(Framing Problem) Amualulgmi 2. msszylymisdesesnwuun1susnis Iaeld How might Download)*®
(msadauwnmnudnuinislmiles | daseenuuung WE eooooeeeeeeeeseeseeeeeeeeen mniaves IDEOY
I%Mé’ﬂmimiﬁm%qaaﬂLLpUﬂ']i UansTyl IDEO Workshop:
U3N1S: MsmuadamfNfesnisan .. ‘18

Q , ° ansaau 14350 Synthesis
il Technique ....How
- UsSYY

- AnUfuAnsly Empathy Map
- Anufuamsimunda lagld “How might we

LERRID
1. Empathy map canvas Tu Appendix n.
2. NTBUNT AATIER HOW Might We oo,

might we.. a1n Stanford™

15 https/www.uxpin.comsstudio/blogithe-practical-guide-to-empathy-maps-creating-a-10-minute-persona/

16 http.sxgamestorming.com/wp-content/uploads2017,07/Empathy-Map-Canvas-006.pdf

17 https://www.youtube.com/watch?v=xXsHIl VIhmY

18 https://www.youtube.com/watch?v=_TF3fwIXrpY

19 http://crowdresearch.stanford.edu/w/img _auth.php/f/ff/How might we.pdf

14



https://www.uxpin.com/studio/blog/the-practical-guide-to-empathy-maps-creating-a-10-minute-persona/
http://gamestorming.com/wp-content/uploads/2017/07/Empathy-Map-Canvas-006.pdf
https://www.youtube.com/watch?v=xXsHI_VlhmY
https://www.youtube.com/watch?v=_TF3fwlXrpY
http://crowdresearch.stanford.edu/w/img_auth.php/f/ff/How_might_we.pdf

AU | 31UY Wiada nQUszeen Wansasaau n1saauuaz/ unasdayaliuiy
N walvigSeu..... VERIGER R ILE
5. 3 | Service Design Thinking: | 1. landnnisfn | iewidesdeu Youtube 2231 TCDC e511e
Ideation lowensusnis | 1. %ann15Ues Idea Generation nszuaunsaes Service
(MsaumnpwAnuinsinilag Tl 2. MIARBTIATIEA vs. NSAALTIIUAUINTT Design: Creation Phase?°
Iwaﬂmimiﬂ@"fwaﬂ“’””m 2. Uszyndld 3. WVNNSIEANALDILAYNITA ILWIARNSUT ATl Ideo Workshop:
Usms: mianleelndiaznig o & - - . y . .
B N nanAsiuAs | 4. n1snaunseswAnn1susnsinag Tagld Impact-Effort Brainstorming?’
NAUNTDALNTUTELLUNG - 1 - .
LaAEn) AnlUinens Matrix uwannensld Impact-Effort
usAsludle Matrix22
3. awnsald n1saau 1935013
wn30latunis - U
NAUNTBILUIAN - AnUHuamsle Anwtadumunnis
NIl

- AnUfuinmsasiaunnAnnisuinis (dea
Generation)

- AnuftRmandunseauurdn Ingld Impact-Effort
Matrix

LEDRID

1. Empathy map canvas Tu Appendix f.
2. Post-it notes uay N3 iA3DUTEY
3. Data Cards Techniques

4. Impact-Effort Matrix Tu Appendix n.

5. Customer Journey

20 https://www.youtube.com/watch?v=000HjlEyn4k

2! https://www.youtube.com/watch?v=0cb1lbonXWc8&pbjreload=10

22 http://thetoolkitproject.com/tool/impact-effort-matrix#sthash.6Z6blapd.dpbs



https://www.youtube.com/watch?v=00oHjIEyn4k
https://www.youtube.com/watch?v=Ocb1bonXWc8&pbjreload=10
http://thetoolkitproject.com/tool/impact-effort-matrix#sthash.6Z6bIapd.dpbs

AU | U Wada WQUszaA Waniidassau I5n1saauwas/ YRR BHGRTHIGH
= a4 9gvya o 4 o dow
n | e liiSey..... wsawnsaliafly
6 3 Service Design Thinking: | 1. landnnisuas | iemiidesaau VDO 2e¢ TCDC :

Prototyping and testing
(prototyping framework
and overview, Tools for
prototyping)
(M3assuInNAnUINsmilay
Tindnn1snsAnseankuUN1g
U39 MIEPuLUULLNAANTS

U3n19)

AUEIAYUDINT
Prototyping Tu
ANSOOARUUNNS
UsNSny

2. @nsaldiaiesle
Tun3vin

Prototyping 1)

1. wann1slazAmNaAgYee Prototyping Tunis
AT¥UIUNTT Service Design Thinking agn15a0nluy
UIANT LM

2. wlialazfieg19wen139in Prototyping Laglasesiloly

nsdau 135S
- UsIeY

- WnUjuansly ns Prototype

=
GELRID)
1.mawsengunsailun1sdnvia Prototype Tu Appendix .

2.Prototyping Tools Tu Appendix n.

Service Design:
Implementation?3
IDEO Workshop:
Prototyping*
Design Thinking:
Paper Prototype®
Design Thinking:
Prototypes 2¢
Google for
Entrepreneur:
Prototyping Part 1>/
Google for
Entrepreneur:
Prototyping Part 228
Google for
Entrepreneur:
Prototyping Part 3%°

23 https://www.youtube.com/watch?v=I4etsIVIfiM&list=PLleixzf8jkyjrjRakG

rDXnbt6kBfhw3&index=4

2 https://www.youtube.com/watch?v=_TF3fwIXrpY

25 https://www.youtube.com/watch?v=85muhAaySps

26 https://www.youtube.com/watch?v=NXLKgUgr6ql

27 https://www.youtube.com/watch?v=IMjozg)S44M

28 https://www.youtube.com/watch?v=KWGBGTGryFk

29 https://www.youtube.com/watch?v=IlusOgox4xMI
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AU | 31UIY Wiada Inguszaen lomiidasdou FBnsaounas/ unsstoyauiaiy
i | el Seu..... visoiaTaaiiofld
7. 3 Service Design Thinking: | 1. iilanannis iilowniidosaay eI NRENIP M
Testing and Getting NAFDULUIANNTT - MANNISHAZANAAYUDI NAABULUIANNITUTNNT Prototype 3°
Feedback uimslmivazsu (Testing and Getting Feedback) Tun1snszuauns fethansmagey
(Invite Customers to Toyadaunauan Service Design Thinking Lagn15eenluuUsMsin Prototype 3"
test and get feedback) | 4o - ASEUIUNSMSVAEEU uar Mssudeyadoundu

(MIasLIANUAAUSNNSINLLRe
Tgndnn1snsAnaeanwuunis
UIN1T:N1SNAADULUIAANITUTNS

2. @315099NLUU
ANTNAFOULLIAR
AsUSNSe

(Feedback)

asaau 14735013
- USIEN
- AnUuRnasly n1s Testing wag nsiudeya
goundu (Feedback)
- msSudeyadountdu (10-15 wniidediv)
o TuiauaiwiAnnisusnsiug (3 wid)
o lgilanudnula 3 uit uazlvifhiaue
nau mneeululalaiduls TiAuduy
Usziiudigasluvhnisthuse
o Iﬁﬁﬂwandwauaﬂﬂuumﬁmfu
o Tiffilsueninfleslsiidesuiuuss

1A3a9ile

- NSESENNUNLINENISVAGOU Prototype

30 https://www.youtube.com/watch?v=yafaGNFu8Eg

31 https://www.youtube.com/watch?v=aDgbMOI1304



https://www.youtube.com/watch?v=yafaGNFu8Eg
https://www.youtube.com/watch?v=aDqbMOI13o4

AU | 31UIY Wiada Inguszaen Wanidasaau n1saaunas/ unasdayaliuiy
N walvSeu..... VERIGER R ILE
8. 3 Service Experience, Liglananmsves | iWenniidesdau

Universal Design, and
Service blueprint
(MseenuuuUszaunsadlunsld
HanSuLarUSN1S ©aNANS
Universal Design wagn153nvitiun
Fennmsuinsfiasnalszauniselia
dwiugnan)

Service Experience
(User Experience),
Universal Design,
ey Service
Blueprint Tunns
29NLUUNITUINNT
Twaa]

2. annsaussyndld
Lﬂ%aﬁﬁa Customer
Journey Way
Service Blueprint
Tun1seeniuu
ASEUIUNTUINST
adaUszaunnsainia
Tfiugndn

- vwannswazANdIAUa User Experience,
Service Experience, Universal Design, L&y
Service Blueprint Tun1seenuuuusnishul

- NITUIUNITNITERNLUY Customer Journey LLay
Service Blueprint Hieassuszaunisalfinviiy

anAn
Y

nsaeu 1938013
- U
- AnUfumansly nsesnwuu Customer Journey
WAZNIFINYI Prototype ﬁﬁmiaamwu Customer
Journey
- AnUfuRn1sdavin Service Blueprint v@s

ATEUIUNITNISUS NS b

\3asila
1. Customer Journey lu Appendix n. uazlugile
14 TCDC
2. Service Blueprint lu Appendix n. uazlugile
14 TCDC

3. eunslin Prototype iierhlinaaeuansey




° v oy o & Ay ax ) a a
AU | AU wdo ngUszaeA Wandesdau ISn1saaunaz/ YRR BHGRTHIGH
a ~ vy a a A dg v
7 Y. walvigSeu..... VERIGERIIRMIN
9 3 | Designing service - nlauazaseniin | enniidesseu fMeog193UluUgIiauInng 9N
business model fepuduius 1. nannswazANEAe9 Business Model TCDC?
(M3vaNUUUFULLLRINIUINT) Y9303AUTENOU | 2. egegUkuugIAIuIMT wae Revenue Models 7 BMC g TCDC”

P99 Business
Model

. Ussndld

Business Model
Canvas lun1s
DONULUUFULUY
gsnausmslndlv
ALz E

Vianmay
3. nszrvIunINIseRnkuuIUkuLgsAalagly Business

Model Canvas

nsaau 1935013
- s
- AnudEnasly nmseenuuugluuugsia lngld

Business Model Canvas

\3asila
1. Business Model Canvas u Appendix n.

Toyan15esu1ey BMC 37
!\/larketingOop34
Jayan15e5u1e BMC 210
Techsauce™

Download BMC *

10 Pitfalls of Business Model
by Ash®’

BMC by Alexander

Osterwalder™®

32 http://www.tcdc.or.th/articles/business-industrial/22834/#3-33714-3-111A-1iun89-'9304115N15"-H"U-Business-Model-Canvas

33 https://www.youtube.com/watch?v=h-aXdK9L4cA

34 https://www.marketingoops.com/news/biz-news/business-model-canvas/

35 https://techsauce.co/startup/business-model-canvas/

36 https://strategyzer.com/canvas/business-model-canvas

37 https://www.youtube.com/watch?v=5sn7pZXY5b4

38 https://www.youtube.com/watch?v=8GIbCg8NpBw
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10. 3 | Testing and Getting NAFDULLIAANIS n1saau 1935013
Feedback vinslwllouag - AnuoRnisld UsuwmnRnnisuinisival vedeu
(msmflauLLazmﬁUﬂ's’mﬁmﬁu lanSEUIUANS wwaRn uayiuteyadoundy
93gnAI) '
? Iteration
\3eile
1. gUnsaimsvi1 Prototype
2. aouivAABULLIANNITUINS
1. 3 | Team Service Design 1. awnsadnaue | nasaeu 1935013

Presentation (nsidwauenns

usnsl)

Presentation 5
min/group
Getting feedback
10 min/group

/group

LUIAANITUTNNS
Tmilgognaiule
2. ansalbideya
gaunaula
ROPRETREY

1. Anufunisld msdaueuwiannisuinisivg
a. Usaziimiaue 7-10 Wi

2. Anujdinislvideyadoundu
a. Wigiloueanuld 3 udl uaglvigiiaue
nou winaeululaldduls Ay
Usziiuiidesluyhnsthusie
b. Wiilsuanimovoylslununfniu
. Wigieuenindieglsiideasulss
\3adile
1. gUnsainsvi1 Prototype
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1. Customer Journey Map

Source: https://www.dragonl.com/terms/customer-journey-definition

Follow up from customer
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STAGES RESEARCH BOOK APPOINTMENT ARRIVE AND CHECK IN 'WAIT DURING SERVICING CHECK OUT > FOLLOW-UP

LI

KO

[T

» Woudk | rathor wait hor of coma back ks ?
Wil ba dna o tima? Herw wil | know?

» Can | werich what they am doing ta my car?
» Haw is my sarvica acorriondy

» Eurprisad - Ws specious and comicrinke
» Bored - No magezinas/TV? But thera's WiFL.
» Skoptical - Is all this gran stulf for oal?

» st - heow much kangee il this take?

®

Weifing erae s mona ooy than most but
and

$

acty  did?
» Wil | uderstand what e i toling mo?
= What is tha cost beaskaiown 7

= A thara athar lips for muintaining my cx?

= Raiicved - t's firally dond
» Adioved - The coat s s epectsd.

Deapp
= Clucloes - Dot undarstand what thay did.

Checkout s fast an peinkess but it doesn't
b )

* Aetfacts 0 ot rovert o my sorvis

Fepia
» Knowlordga and passion orly came

)

» How much vl this cost? ‘» fira thoy fndbic? Can | just show up? 1 it anay to find and got thers? » Whit can | do whila | weit?
» What's naar mo? » Wha's th fasioest wey io book an » Whor da | peric?
= How can | soniset tham? S » Whor da | go? Whe da | sk o7
THINKING » Wity (Gracn Geroge? = Can | cancd or eachadule How? = How long wil tha weit ba?
» How much wl this ost?
+ ippuhareie - Don't want to spond a kot » Frustratod - don't wert i jurmp thrmugh so » Ansious - I 'm ket wil thoy =il ko ma?
» Annoyed - Cor troule & ncomverniart., ety hoaps st io gt an sppantment. *Urcersn -l nth i
+ Chcions - ' clcions about care » Hopolul - 1 hapa | got tha fima | wert looks diffarart than athar suto shope.
FEELING + Shaplical - Wil this ranlly holp the plerce? » Fiokiavad - now that the appointmant i s » frec :;:mmb.‘m
of 50 knowing who i b bockad by phons o Chack- s fast and friandly but & doasrt fosl
tnust is important. anling but it todious ithar werg. ko the car is geting hugged.
» Siba is overwhsiming end herd o novigais ‘» Oirlin form sk for o kot of Mo first
CUSTOMER EXPERIENCE *Erokon inks = Laga croclt car imaga a tha fop is alseming -Hnnmm-dhq + Mo indieatien
+ Outriated Info ‘= Oriing biocking sfll mequires emai and [ Mo
phona. nidad\iﬁ:ld-muﬂhd-d

cmmmhmml-n
1299 through eufomated

Source: https://www.dragon1.com/terms/customer-journey-definition

= o achknowlodgomont from. seaf

= Mo chaar

. E Isitinte ol 7

» Whar will | i o bring my cax in again?
= What maquircs. mochanic, and what can | do
o my oemT

» ool - Will my car nn battar?
» Dipfimisia - Doms my car fasl any difierant?
» Gautious - Am fhay going i spam my inbax?

GE s on sockl networks but thes's no mason
‘o sty connectod batwean visits

= Nead batter raminder than a sticker
» Emaiiod rocoipt s a daad and.

Tow it s monay, o tha pngt
» Mo ronman i sty connadtad bobwaon vits

B
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2. Stakeholder Map

719819 Stakeholder Map

legislates egislates
@ fnegotiate
Immigration
I'll provide you Lawyer Q legislates
with skills and
i government
income. @ Doctor/Nurse
provide/teach fepresents .
Paay healthcare legisates We will
Employers give formal
employ allows into schools School education.
Administrator
| need to learn to
collaborate

feel like part of

administers

the community.<4%

support/educate Q e
immigrant
supports
]
Cultural Association . support 1\ teach/socialize
Members
Family
, ’ support/share , support
Friends
Congregation
We will support
you and help Q
you learn. (N
Neighbors

Source: https://www.pinterest.com/pin/76490893649765777/

School
Teacher

Tutors

teaches

Q Q

Classmates
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Stakeholder Mind-Map:

Stick the post-it notes around the design challenge, and group them according to similar
interests or needs.

Fah or
group  womer's roup
Jog walkirs

suppliers partners Mathers.
withchidren
school

P-tppes  inisooland
ega users
customers

staff

Uity

companies Local
outrory

providers E

Touris Board Pivas

develooer

users/
beneficiaries

ety
fattorry AT,
! Pleress

Stakenolger
Identification

Sutiedly
Cowsavalor

Stakeholders
inthe forest

Toun courct

vidife Ty Volurtear
i
Teoromic
Fovesty cnd v
audit local interest Rk

OTolps (aountoin

bhgoncen  tiosen
; boards y ras ecrsaton POMKES

steering unions [ — Scachl/

aroups reguiatory media s/ sy e3dET

Mincrity
Hhric vistors

Stakeholder Onion Map:

Stick the post-it notes around the design challenge, with those that are closest to the
challenge, or are most influential, in the center and the least further out.

Financial INDIRECT
beneficlary 2
Clty Hall
GVITAS Uban Flanners
Bixa Shops Constuction
Moo do Funchal Landscaers
Oivers
Cizens of
Students
Mageira CORE Expariancad
Falice. Cammulers. i
"0 Funchal
Aciive
PR Visitors Fuopk Fianc]
7 Pucpla who wart
e S Hoallh 9
b:m":; / Insuanes. bikibibiy Bike Tieves
—— Bike Femas
Tour Operetors

Stakeholder 2x2 Map:

Using a 2x2 grid, organize your stakeholders in different matrices. Typically, the axes are
Strength of Interest and Power (or Influence on Success), but you can try other factors.

Low Strength of interest High
High Low | [Inform Consult
Keep Manage
Satisfied Closely »
@
5 g
g 2
& 5
o
x &
Monitor Keep 2
(Minimum Effort) Informed E
Low
High | | 1hvolve Partner
Low Interest High '

Source: http://tdded.businessinnovationfactory.com/sites/default/files/pdf/TD4Ed_Stakeholder%20Mapping.pdf
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3. Persona

Personas

| ‘ 4
? SPOrts co"@ctor

1

Source: http://www.servicedesigntools.org/tools/40
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& 3‘
K1 -

3

CHRIS

Overloaded

Confident
seeker of support

navigator of services

early adopter

anatytical

resourceful

expects the best SavV

NING

Unfamiliar

seeker of services
de '3‘43'1'1! lined willing social LINT e
. =i | : Ll]fOC}}liid

UNSUre unessaming

Source: https://webtoolkit.eovt.nz/suidance/service-design/tools/personas/

SHONA

Disenfranchised
critic of the system

s StUGGIING
headstrong

o

FRED
Reluctant
navigator of the system
in crisis confusad
overwhelme
distressec

emotionally d»‘:p’léiaj
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4. Service Design Thinking Process

service DesioN | HINKING

Services should be experienced
through the customer’s eyes

1. USER CENTRED i"{ """ a 5. HOLISTIC

The entire environment of 8 ‘ ' ’

\' 3 SEOUENC}NG service should be considered
The service should be visualised a5 an o
a sequence of Interrelated action
\ ‘n. P. ‘ ‘ A

2. CO-CREATIVE
4. EVIDENCING
All stakeholders should be included
in the sewvice design process Intangibie sewvices should be visualised

in terms of physical artefacts

https://www.pinterest.com/pin/21814379428075818/

UNGCERTAINTY j' PATTERNS JI INSIGHTS CLARITY j' FOCUS

RESEARCH CONCEPT PROTOTYPE DESIGN

https://www.slideshare.net/jakoblies/ti-sdt-schneider-sd-basics-english-uxc-cph-042014-ss
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5. Idea Generation Technique: Data Card Technique

<

aunsad

9

1. n32A1Y A5 (W39 Post-it uulug)) Alay 20 ey
2. Marker U1nién

3.l
FunaU
181 Problem figasnnsazaanwuunisudnisiu wuzlilidiudnay
(HOW MIGNt WE ...ttt ve e )
1. s0Ud 1:

a. WauBnvesiiuusiazau Anlownenisusnisnasuidymliduandt auaz 10 lewde lae
1 1 ladglinisiiu 3 Wil Aty amianuafe 25 Wil

o

Tadugy @unsadeuesuiedinld) liduae wiawnsadenealiauiulide
ladetusoatu Solution vesleym

n

WU LLﬁ%ﬂ’J’]&IL%’]

o

Taigasusziiuindulamenavsely

—

ARUBNNTBU AISARASIVIaRALan

lusgnindnloelifesny Jasalvisoniumaiy

o W

wSaudnhllulgilidulades

D.

2. 3@UN 2:

.9’

Waudnusazaulyg laidensvun

o

warliwsazAuAnlamenIsUSNsiug dnAuas 10 lawiy 1IaIrUA 20 Wi
anu1sanaganlatfustaavsawiauls

o

annsaelUifevanelafefandnfvanun isuiudulomelndle
e. Tuszninsdnlofelidomiie Fa15allag d1eaunishia

3. \flelglowienamunaudy
a. Tusazitunilowetamualudely Impact-Effort Matrix
b. udagiuanunse Sort ledefimieusudndesuneuld
c. Tuthanmidliiesed aufoudntuuiarlodfiold wertesuinleifetmualior
1u Impact-Effort Matrix



6. Impact-Effort Matrix

High
Qu/i(lz_ko\\I/vV in Strategy /
| Hanging Requires
m Erilt Planning
P
a Thankless
f Forget it -'rl'ahsirlik/
About
Low Effort High'

More detail: https://pabial.wordpress.com/2014/02/18/using-the-impacteffort-matrix-for-decision-making/

The |m pa Ct / Eﬁ:O rt MatrIX (also Action Priority Matrix)

List all activities/projects

Impact HIGH

Low

A

Quick Wins

Major Projects

Fill ins

Thankless tasks

Low

Effort

HIGH

\/

Popularized by www.xplane.com (Dave Gray)

Adapted by : TUZZit (v1.0)

See more: http://thetoolkitproject.com/tool/impact-effort-matrix#sthash.aAZ6LyDw.dpbs
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7. N150aUNI89 UssiutulAnn1suSNs vy
Tun1sUszliunulfn @uisanilalag

1. Impact-Effort Matrix
2. MntudmienunAnlaenisliusasauUsadiu Gamefiduoseu lifesnnilas) Tnels
a. ustazauld indninefduns videdniiuin videasldaininesyn Tundngm vie Check
iPSanegn (dudazanasiv) uuwnAniidiesey
b. shlUiefidazsuuudous 10 azuuy weneenuulzlideq
c. andnfiu Pefuguariiasziin unAamadu adeads viedeidonlsstunielsl
d. mynesliigi Persona vesgnAnUszney
e. %Wﬂijju‘li"wﬁwﬁaﬂLLU’Jﬁﬂﬁ%@U‘ﬁﬁ@ w38 dnfavianeuuifnunUsznauanduuiifn
UIN1slny
3. 91Nt Tludewhnszuauns Compose Idea Tagld Customer Journey 1ntae



8. Customer Insight Form

User groups/profiles

Group name

Behavioral
characteristics

Needs

Keywords

The Overachievers

Continuously busy

Little time for extra activities
Highly educated

Little patience

Quick and straight forward service
Preferrably digital

Swartphone, courage, timetable

Group name

Behavioral
characteristics

Needs

Keywords

The easy and joyful

Basily follow good avertisements offering
benefits

Laugh a Lot

Bujoy conversation and spend Lots of time
socializing

Pay attention to detail

Entertalnment, crowded places, vm/wtg of
food,

Fun, engaging, easy going

Group name

Behavioral
characteristics

Needs

Keywords

Group name

Behavioral
characteristics

Needs

Keywords
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User groups/profiles

Group name

Behavioral
characteristics

Needs

Keywords

Group name

Behavioral
characteristics

Needs

Keywords

Group name

Behavioral
characteristics

Needs

Keywords

Group name

Behavioral
characteristics

Needs

Keywords
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Synthesizing insights

What did you see, read, experience? (Describe the context)

What did someone say? (Re-inforcing what you saw,
read with a quote from a user)

What is the underlying motivation of people’s behavior that
drive action?

What is the dilemma, what does that mean? (Why is
something happening)

insight in a compelling descriptive statement

Summarize this thinking into what this means for a service? Language matters, choose words which illustrate the




Synthesizing insights

What did you see, read, experience? (Describe the context)

People were queuing at Starbucks and
getting frustrated because they were in a
hurry and couldnt get fast enough to order
their take away coffee

What did someone say? (Re-inforcing what you saw, read
with a quote from a user)

“This is such an inefficlent place, t wish
they would have a better system to get cus-
towmers through quickly or at least for us to
kinow how long it takes”

What is the underlying motivation of people’s behavior that drive
action?

Staff was so busy that they didnt even pay atten-
tion to many people coming in at the same time.

What is the dilemma, what does that mean? (Why is something
happening)
interviews and observation showed that walting

tlmes and peak times were not communicated any-
where at Starbuckes.

insight in a compelling descriptive statement

Tallke moret Show morel

Summarize this thinking into what this means for a service? Language matters, choose words which illustrate the

Better communication of expected waiting times and peak tives to prepare customers in advance
could yietd better customer satisfaction and increase pre-order service for Starbucks.




Summarized key insights

Talk woret Show woret Give me peace!
Better communication of expected waiting
thmes and peak times to prepare customers
in advance could yield better customer sat-
isfaction and increase pre-order service for
Starbucks.

Customers want to find times to just be by
themselves and not interrupted by the
anyone

Mornings of focus, evenings of joy

During the morning times people yearn
to be able to focus on thelr own stuff while
during evening times they are open for
entertainment and joyful activities




Summarized key insights




Design Principles (How insights guide the design of services)

Come up with a set of guiding principles the service must fulfil in order to translate the insights into

experiences for design

Contlinuous commumnteation

Peaceful moments are always available

paytime adjustiments of service




Design Principles (How insights guide the design of services)

Come up with a set of guiding principles the service must fulfil in order to translate the insights into
experiences for design




9. Empathy Map

Designed for: Designed by: Date: Version:
Empathy Map Canvas
WHO are we empathizing with? GOAL What do they need to DO?
Wha is the person we want to understand? What do they need to do differently?
What is the situation they are in? What job(s) do they want or need to get done?
What is their role in the situation? What decision(s) do they need to make?

How will we know they were successful?

What do they THINK and FEEL?

PAINS GAINS
What are their fears, What are their wants,
frustrations, and anxieties? needs, hopes and dreams? What do they SEE?

What do they see in the marketplace?

What do they see in their immediate envirecnment?
What do they others saying and doing?

What are they watching and reading?

What do they HEAR?

What are they hearing others say?
What are they hearing from friends?
What are they hearing from colleagues?
What are they hearing second-hand?

What do they SAY?

What have we heard them say?

What can we imagine them saying?
What other thoughts and feelings might motivate their behavior?

What do they DO?

What do they do today?
What behavior have we observed?
What can we imagine them daing?

Last updated an 16 July 2017. Download a copy of this canvas at http://gamestorming.com fempathy-map/ @ 2017 Dave Gray, xplane.com

Source: http:/gamestorming.com/empathy-map-canvas-006/



10. Why-Why Analysis

1.

Iisguensveslaymiiae

2. pumaudamepeesls (Why assi 1)
3.
4

Tuusignmg lraumindumsizegls (Why a5 2)

. vhegatiaulauszann 5 A1 enUIa Mg a3eY (Root Cause) TasanuNTSaluLAREELS

wagazthanvnilunmiawily (Solution)

Dur company is going Tn the wrong

Wm. ]
v

Sheddw ! o "beta
WHY o | ?Vobc\uc%f Customery product

l [ bad bad ° ‘ot tested
\N‘l\\ﬁ = desugh l producl

‘ foo 3] wo ¢ “ho budge
Wi\\g . —p w;f\l\g el | markc’fmg for Tests

W‘A\g 7———>

no budgel | | ["0other
LMI tor it « ?% ucts

5! ot seen 7 rs Iemder—
l"\o ﬁéﬁﬁt—,ﬁm as mporfj ship

S

Source: http://gsamestorming.com/wp-content/uploads/2011/02/5-ways-1.jpg
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11. Interview Guideline
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%azgmﬁm@u@lﬁﬁ: http://customerdevlabs.com/2013/11/05/how-i-interview-customers
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12. HOW might We.....coevieueerteeereeereeeeeseenenes

An overworked to feel good When things pile up he feels

husband about recycling behind. And ultimately the
big pile on the curb feels
more like generating waste
than doing good.

HMW reduce the size of the recycling pile?

HMW make the husband feel good about a big pile?

HMW reduce the amount of work involved in gathering all the house piles?
HMW eliminate the overflowing recycling bins?

HMW make the husband feel ahead of the game?

HMW make the husband feel less overworked?

HMW make recycling feel less like waste?

Source: http://www.startyouridea.today/img/hmw.png

“How Might We” statement
Create a seed that is broad enough that there are a wide range of solutions but
narrow enough that the team has some helpful boundaries.

Too narrow

“HMW create a cone to eat ice cream without dripping” s
ey

Too broad 9

“HMW redesign dessert”

—

“HMW redesign ice cream to be more portable.”

Source: https://ssl.fashionsnap.com/the-posts/images/2016/11/20161103btrax3.png
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METHOD
“How MIGHT WE” QUESTIONS

fAIEY

How MIGHT WE -

WHY create how might we questions

"How might we" (HMW) questions are short questions that launch brainstorms. HMWs are seeds for your
ideation that fall out of your point-of-view statement, design principles, or insights. Create a seed that is broad
enough that there are a wide range of solutions but narrow enough that the team is provoked to think of
specific, unique ideas. For example, between the (possibly) too narrow "HMW create a cone to eat ice cream
without dripping” and the too broad "HMW redesign dessert” might be the properly scoped "HMW redesign
ice cream to be more portable.” It should be noted, the the proper scope of the seed will vary with the project
and how much progress you have made in your project work.

HOW to generate how might we questions

Begin with your Point of View (POV), insights, or problem statement. Create small actionable questions that
retain your unique and specific perspective. Write these questions beginning with the phrase, "How might
we.." It is often helpful to brainstorm the HMW questions before the solutions brainstorm. For example,
consider the following POV and resulting HMW statements.

Challenge: Redesign the ground experience at the local international airport
POV: Harried mother of three, rushing through the airport only to wait hours at the gate, needs to entertain
her playful children because "annoying little brats” only irritate already frustrated fellow passengers.

Amp up the good: HMW use the kids' energy to entertain fellow passenger?

Remove the bad: HMW separate the kids from fellow passengers?

Explore the opposite: HMW make the wait the most exciting part of the trip?

Question an assumption: HMW entirely remove the wait time at the airport?

Go after adjectives: HMW we make the rush refreshing instead of harrying?

ID unexpected resources: HMW |everage free time of fellow passengers to share the load?

Create ananalogy from need or context: HMW make the airport like a spa? Like a playground?

Play against the challenge: HMW make the airport a place that kids want to go?

Change a status quo: HMW make playful, loud kids less annoying?

Break POV into pieces: HMW entertain kids? HMW slow a mom down? HMW mollify delayed passengers?

d. OD0D
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13. Prototyping Tools
13.1 https://proto.io/

eResource X { 2 Emerald In: X { B (4) Faceboc X ' DB Personas| ¢ X | ER ServiceDes X { G SemiceBluc X Y OC The 20Min X { (4] 9 BestProt X / () Protoio-F X diim  —

C [ @ seowrs | EPETPENR N

touch [ The Startup Ecosyste: @) Innovation in science [} Center For Entrepren < Development Progr=. M Technology Entrepre B8 Suranaree University  (E) Innovation Manager:  [3 www.ut-ie.com/artic

proto.lo Demos  Pricing  Customers  Enterprise  Blog Sian n
Prototypes that feel real.

Create fully interactive high- fldehty prototypes that look and work exactly like your app should.
No coding required.

= protaso

Py

OnGuminas — Sy onasureng

Discover smoothies

P

P

sy-dribbble_attac...png  ~ behance service bl...jpg  ~ 8NnnfkD.jpg o service blueprint.png o Service_Design_Bl...png Show all

13.2 https://popapp.in/

eResource X { I Emeraldin: X | 7 (4) Faceboc % ' BB Personas|c X | EHl ServiceDes X ( G SemiceBlue X | ZC The 20 Min X 9BestProt X / fif POP-Prot X (i —

(AN o</ /marvelapp com/p

touch [ The Startup Ecosyste: @) Innovation in science  [l] Center For Entrepren <= Development Progr= M Technology Entrepre Suranaree University  (B) Innovation Manager: [ www.ut-ie.com/artic

POP has joined Marvel! Click here to read the news!

ﬂy__m Features Stories Explore Pricing Enterprise Blog Sign In m

- P@P

L]
Prototyping on paper
POP helps you transform your pen and paper ideas into an interactive
iPhone or Android prototype.
Contact Enterprise Sales

@ sy-dribbble_attac..png @ behance service bl...jpg ™ @ 8NnnfkD.jpg & @ service blueprint.png = @ Service_Design_Bl..png ~ Show all
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133 https://origami.design/

e-Resource X { M2 Emerald In: X ( F3 (4) Facebor X ' BE Personas|® X  EM Service De: X ( G Semice Blu: X | 2C The 20 Min X 9BestProt X / W OrigamiSt. X il et X
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touch [J8 The Startup Ecosyste: @) Innovation in scienc: Center For Entrepren <~ Development Progr= M Technology Entrepre: 8 Suranaree University () Innovation Manager [ www.ut-ie.com/artic »

}“ Learn Examples Documentation Community

Design Prototyping
with Origami Studio
Explore, iterate, and test your ideas. A new tool for

designing modern interfaces, built and used by
designers at Facebook. Get started today for free.

Download Origami Studio for Mac [ Watch Tutorial

& sy-dribbble attac..png A | @ behancesenvice bl..jpg A = E snmnfkDjpg

~ [ service blueprintpng A & service_Design_Bl..png  ~ Showall | X

13.4 https://www.flinto.com/

e-Resource: v X ( 2 Emeraldinsigt X ( 3 (4) Facebook X ' T2 Personas|Ser X ( ER Service Desigr X ( G ServiceBluepr X ( 2C The 20 Minut- X / [ Flinto-AppF X Gt — X
& C | 8 Secure | https://www.flinto.com R4 g

touch The Startup Ecosyste: @) Innovation in scienc Center For Entrepren  «~ Development Progr=. W Technology Entrepre. 8 Suranaree University (@) Innovation Manager: [} www.ut-iecom/artic »

Flinto lets designers quickly make interactive prototypes of their mobile,

desktop, or web apps.
Next-generation prototyping tool with custom The Web-based prototyping app that defined a
animations, gestures, and Sketch import. category. Super fast and super easy.
Learn More n Mc
Showall | X

[ gy-dribbble sttac..png A 6 pehanceservicebl..jpg ~ | B gNnnfkDjpg A | B serviceblueprintpng  ~ | [® Service Design Bl..png ~

See more: https://www.smashingmagazine.com/2016/09/choosing-the-right-prototyping-

tool/
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14. Service Blueprint
Ex. Service Blueprint 984 behance
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Advertising
databay

Source: https://www.behance.net/callery/6123887/Soothee-Service-conce

t

Post-exetution
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SERVICE BLUEPRINT
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15. Business Model Canvas
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Learning about Business Model Canvas

https://www.youtube.com/watch?v=2FumwkBMhlL o
2. http://ecorner.stanford.edu/videos/2875/Tools-for-Business-Model-Generation-Entire-
Talk

https://strategyzer.com/

https://www.alexandercowan.com/business-model-canvas-templates/
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List of Books for Service Design

Design Doing:
Applying Service
Design and Design
Thinking in the Real
World

Markus Edgar
Hormess

Adam Lawrence

Jakob Schneider

List | Names of The Picture Authors Recommendation (Forward)
Books
1 Service Design: Andy Polaine This book is a great introduction to service design by people
From Insight to Ben Reason who shaped this approach from its early years on. It explains
Implementation many established tools and methods with encouraging real-
Lavrans Lgvlie. life cases. The authors succeed in generating a mix of inspiring
hands-on examples that motivates the reader to instantly try
some of the methods, while its content is based on well-
researched scholarly literature. -Marc Stickdorn, editor and
. co-author of This Is Service Design Thinking
2 This is Service Marc Stickdorn This book, assembled to describe and illustrate the emerging
Design Thinking: field of service design, was brought together using exactly the
Basics, Tools, Cases same co-creative and user-centred approaches you can read
SERVICE and learn about inside. The boundaries between products and
?531&”«-; services are blurring and it is time for a different way of
s thinking: This is service design thinking.
3 This Is Service — Marc Stickdorn New Book, Not yet available.




Business: A
Practical Guide to
Optimizing the
Customer
Experience

A Practical 3
Guide to Optimizing the  JIK
Customer Experience

(Authon), Lavrans
Lgvlie (Authon),
Melvin Brand Flu
(Author)

List Names of The Picture Authors Recommendation (Forward)
Books

4 Design a Better o v Patrick Van Der Pijl | Design a Better Business introduces readers to the double

NI , SKILL I . . . . .
Business: New FOR STRATEGY ANDINNOVATION R (Authon), Justin loop design process, a practical approach to creating and
Tools, Skills, and Q sQ Lokitz (Author), growing value using collaborative and generative practices
Mindset for BETTER \ o Lisa Kay Solomon that anyone can learn and immediately try with their
Strategy and / (Author), Erik van organizations. You'll learn personal insights from thought
Innovation BUSINESS a der Pluijm leaders such as Steve Blank on innovation, Alex Osterwalder
(Designer), on business models, Nancy Duarte on storytelling, and Rob
MIEEY Maarten van Fitzpatrick on questioning, among others.
Lieshout (Designer)
5 The Service The Servicel Ao o Lucy Kimbell This is an action-oriented book for managers and
. I . crn-:l(i)‘(~ thinkix?g )

Innovation ;::;;;:ﬁ(n i e v (Author) entrepreneurs who want new ways to tackle the issues they
Handbook: Action- face in terms of developing and delivering services.
oriented Creative
Thinking Toolkit 19 The book builds a powerful philosophy for understanding
for Service ‘>D’>@’9@‘> @ what is unique about service innovation.
Organizations L

6 Service Design for Ben Reason Service Design for Business helps transforming customer's

experience and keep them engaged through the art of
intentional service design. Written by the experts at Livework,
this practical guide offers a tangible, effective approach for
better responding to customers' needs and demands, and
provides concrete strategy that can be implemented
immediately. Highly visual and organized for easy navigation,
this quick read is a handbook for connecting market factors to
the organizational challenge of customer experience by
seeing your company through the customers' eyes.




Ideas: Through

Lean User
Research

(Authon),

Noam Lamdan
(llustrator)

List Names of The Picture Authors Recommendation (Forward)
Books
7 The User's Donna Lichaw Successful design is a series of engaging moments structured
Journey: (Authon), over time. The User’s Journey will show you how, when, and
Storymapping why to use narrative structure, technique, and principles to
Products That Eva-Lotta Lamm ideate, craft, and test a cohesive vision for an engaging
People Love (lllustraton) outcome. See how a story first approach can transform your
product, feature, landing page, flow, campaign, content, or
product strategy.
8 Interviewing Steve Portigal Interviewing is a foundational user research tool that people
Users: How to (Author) assume they already possess. Everyone can ask questions,
Uncover right? Unfortunately, that's not the case. Interviewing Users
Compelling provides invaluable interviewing techniques and tools that
Insights enable you to conduct informative interviews with anyone.
You'll move from simply gathering data to uncovering
powerful insights about people.
9 Validating Product Tomer Sharon Validating Product Ideas Through Lean User Research by

Tomer Sharon contains new methods for understanding
customers, gathering hidden insights, and ultimately building
amazing products. If you're a novice, this book will give you
the tools to leapfrog your competition. If you're savvy, this

book will catch you by surprise with techniques you should
have been using years ago. Overall, | haven't been this excited

about a Lean book in years.-Trevor Owens, entrepreneur,
founder, and CEO at Javelin, author of The Lean Enterprise




List Names of The Picture Authors Recommendation (Forward)
Books

10 Sprint: How to Jake Knapp “Sprint offers a transformative formula for testing ideas that
Solve Big (Author), works whether you're at a startup or a large organization. Within
;Lovt)lﬁjn;;air;djlsft John Zeratsky five da:;s, you;ll move frclrln id(:]a to pro';otypettlo dedciilion, Zavingt
Five Days (Authon), Braden | YOU @nd your team countless o'urs an c‘oun. ess dollars. A mus

Kowitz (Authon read for entrepreneurs of all stripes.» —Eric Ries, author of The
Lean Startup

11 Sense and - Jeff Gothelf «Sense and Respond offers compelling, real-world examples and
Respond: How (Author), practical advice on what I've seen firsthand: how implementing
Successful RSE%’[‘%EN% Josh Seiden agile practices and fully embracing a test-and-learn approach to
Qrganizations -, (Authon) innovation can drive results and create new opportunities—
Listen to 2 regardless of the industry you work in.»
Customers and ,#W
Create New Jarrcoma s omssoen Noelle Eder, Executive Vice President, Card Customer Experience
Products and Operations, Capital One
Continuously

12 Sketching User : ‘ Bill Buxton This book aims to spark the imagination while encouraging the
Experiences: Sketching User (Author) use of new techniques, breathing new life into user experience

Getting the Design
Right and the
Right Design
(Interactive
Technologies)

Experiences

Bill Buxton

design.
-Covers sketching and early prototyping design methods suitable

for dynamic product capabilities
-Thorough coverage of the design sketching method which helps

easily build experience prototypes[Jwithout the effort of

engineering prototypes which are difficult to abandon
-Full of case studies, examples, exercises, and projects, and access

to video clips that demonstrate the principles and methods
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List Names of The Picture Authors Recommendation (Forward)
Books

13 From Products to Laurie Young It sets out in plain language many of principles and
Services: Insights From Products (Authon) practices around the internal workings of service
and experience tof"frymis organization's that design schools just don't teach you
from companies @ about. HR, operations, service marketing and the
which have important differences between service business units and
embraced the other business functions.
service economy i

14 Unfolding the [ : Dan Roam Unfolding the Napkin, helps readers put Roam's principles
Napkin: The (Authon) into practice with step-by-step guidelines. It's filled with

MARRLE ! Stepbystep g .

Hands-On Method ¢ 3 detailed case studies, guided do-it-yourself exercises, and
for Solving @ ! : plenty of blank space for drawing. Roam structured the
Complex Problems | == book as a complete four-day visual-thinking seminar, taking
with Simple L : readers step-by-step from "l can't draw to "Here is the
Pictures picture | drew that | think will save the world.

15 The Back of the _DAN ROAM Dan Roam The Back of the Napkin, the international bestseller that
Napkin (Expanded THE 5ACK of THE (Author) proves that a simple drawing on a humble napkin can be

Edition): Solving
Problems and
Selling Ideas with
Pictures

more powerful than the slickest PowerPoint presentation.
Drawing on twenty years of experience and the latest
discoveries in vision science, Roam teaches readers how to
clarify any problem or sell any idea using a simple set of
tools.




List

Names of The
Books

16

The Art of
Opportunity: How
to Build Growth
and Ventures
Through Strategic
Innovation and
Visual Thinking

17

Change by Design:

How Design
Thinking
Transforms
Organizations and
Inspires
Innovation

18

The Art of
Innovation:
Lessons in
Creativity from
IDEO, America's
Leading Design
Firm

Picture

THE ART OF

OPPORTUNITY

HOW TO BUILD GROWTH AND VENTURES THROUGH
STRATEGIC INNOVATION AND VISUAL THINKING

@ MARC SNIUKAS  PARKER LEE  MATT MORASKY

WILEY

Authors

Recommendation (Forward)

Marc Sniukas
(Author), Parker
Lee (Authon),
Matt Morasky
(Author)

The visual frameworks and research-based methodology
presented in The Art of Opportunity merge business design
thinking and strategic innovation to help you change your
growth paradigm. Youwll learn creative and practical methods
for exploring growth opportunities and employ a new
approach for identifying what “opportunity” looks like in the
first place. Put aside the old school way of focusing on new
products and new markets, to instead applying value creation
to find your new opportunity, craft your offering, design your
strategy and build new growth ventures.

TIM BROWN

Tim Brown
(Authorn)

This book introduces the idea of design thinking, the
collaborative process by which the designer(]s sensibilities and
methods are employed to match peoplells needs not only with
what is technically feasible and a viable business strategy. In
short, design thinking converts need into demand. It[Js a
humanlicentered approach to problem solving that helps

people and organizations become more innovative and more
creative.

e
The Art
®
Innovation

Tom Kelley

Tom Kelley
(Author),
Jonathan Littman
(Author), Tom
Peters (Foreword)

The Art of Innovation really teaches by telling great stories--
mainly, of how the best ideas for creating or improving
products or processes come not from laboriously organized
focus groups, but from keen observations of how regular
people work and play on a daily basis.
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List Names of The Picture Authors Recommendation (Forward)
Books
19 The Field Guide to IDEO.org (Author) | A step-by-step guide that will get you solving problems like a
Human-Centered THE designer.
FIELD GUIDE
Design
20 101 Design r_# M Vijay Kumar 101 Design Methods approaches the practice of creating new
Methods: A @® : r B (Author) products, services, and customer experiences as a science,
Structured ‘:ﬁ; . rather than an art, providing a practical set of collaborative
Approach for - 1 O 1 Q tools‘and metho<?ls for planning and.defining successful new
Driving Innovation Design Methods offerings. Strategists, managers, designers, and researchers
in Your who undertake the challenge of innovation, despite a lack of
Organization established procedures and a high risk of failure, will find this
an invaluable resource. Novices can learn from it; managers
can plan with it; and practitioners of innovation can improve
the quality of their work by referring to it.
21 Innovating for * LUMA Institute This handbook is your essential resource for innovation. It's a

People Handbook
of Human-
Centered Design
Methods

Innovating

for People

LUMA INSTITUTE

(Authorn)

compact reference book describing thirty-six methods of
Human-Centered Design, organized by way of three key design

skills. Each featured method includes a brief description; a

pictorial example; a listing of benefits; a sampling of method
combinations; and a quick guide with helpful hints for initial
application. The full collection of methods is small enough to

digest quickly, yet large enough to address myriad challenges.




List Names of The Picture Authors Recommendation (Forward)
Books
22 Ten Types of TEN TYPES OF Larry Keeley The Ten Types of Innovation explores these insights to
Innovation: The I_N_N_l]_VATLllli_ ’ .’ (Authon), diagnose patterns of innovation within industries, to
Discipline of BUILOING SREANTHROUGHS “' g, ,,v/’ identify innovation opportunities, and to evaluate how
Building ’.:,‘ ’/ ’/‘"‘! Heler:\ Walters firms are performing against competitors. The framework
- ¢ A r .
Breakthroughs ¢ . ’h,‘ ‘,‘ff (Author), has proven to be one of the most enduring and useful ways
v :,/" / Ryan Pikkel to start thinking about transformation.
| ] g <
(Authon),
LAY KEELEY
Brian Quinn
(Author)
23 Doblin Innovation Doblin (Author, Introducing a better set of building blocks, Innovation

Tactics Cards

Foreword)

Tactics. These cards are a tool for exploring and constructing
new offerings and businesses. Innovation is often equated
with creativity. But it's the disciplined use of proven tools

and methods combined with creative thinking that
maximizes innovation impact. For this reason, Doblin has

developed structured, systemic, easy-to-use cards to engage
innovators and focus their ideation activities. They are
based on our Ten Types of Innovation framework, which
helps organizations think comprehensively about
innovation. This card set includes 114 individual Innovation

Tactic cards and an overview of ways to use the Innovation
Tactics Cards.




List Names of The Picture Authors Recommendation (Forward)
Books
24 ZIG ZAG Creativity 5 & & Keith Sawyer The ZIG ZAG card deck contains 48 techniques and four
Cards 289 Author
¢ ) games that are guaranteed to help you get through
” ~ ~ impasses, generate new ideas, and exercise your creative
Z A G brain. These creativity cards bring you the latest scientific
research, as captured in Keith Sawyer's book ZIG ZAG:
GREATER CREATIVITY!
25 Gamestorming: A e e Dave Gray This book includes more than 80 games to help you
i Authon), . .
Playbook for me ( ) break down barriers, communicate better, and generate
Innovators, = _ , I .
Sunni Brown new ideas, insights, and strategies. The authors have
Rulebreakers, and rmln . - .
APlaybook for Innovators, (Author) identified tools and techniques from some of the world’s
Cha ngema kers Rulebreakers, and Changemakers ’ ) i )
: < most innovative professionals, whose teams collaborate
Jamf\s Macanufo and make great things happen. This book is the result: a
Author . .
( ) unique collection of games that encourage engagement
o and creativity while bringing more structure and clarity
e e to the workplace.
26 Visual Meetings: e David Sibbet Visual Meetings explains how anyone can implement
How Graphics, (Authon) powerful visual tools, and how these tools are being

Sticky Notes and
Idea Mapping Can
Transform Group
Productivity

hy

How GRAPHICS, STICKY

¢ NOTES £ IPEA MAPPING
CAN TRANSFORM

GROVP PROPUCTINVITY

w2 {5 (EE] AlZ%

used in Silicon Valley and elsewhere to facilitate both
face-to-face and virtual group work. This dynamic and
richly illustrated resource gives meeting leaders,
presenters, and consultants a slew of exciting tricks and

tools.




List Names of The Picture Authors Recommendation (Forward)
Books

27 Jobs to be Done: Anthony W. Ulwick | Why do so many innovation projects fail? What are the root
Theory to Practice JOBS (Author), Alexander | causes of failure? How can they be avoided? Since 1990, Tony

TO BE Osterwalder Ulwick has pioneered an innovation process that answers
DONE (Foreword) these questions. In 1999, Tony introduced Clayton Christensen
ANTHONY W. ULWICK to the idea that “people have underlying needs or processes in
‘ . their lives, that they are addressing in some way right now”—
an insight that was to become Jobs-to-be-Done Theory.

28 Jobs to Be Done: A Stephen Wunker Jobs to Be Done offers a far more precise and effective
Roadmap for J UBS T0BE (Author), approach: determining the drivers of customer behavior-those
Customer- ) functional and emotional goals that people want to achieve.

Jessica Wattman L . .
Centered Packed with similar examples from every industry, this
] 4 ROADMAP (Authon), . . . X X
Innovation SR caigR M complete innovation guide explains both foundational
77 David Farber concepts and a detailed action plan developed by innovation
»b, (Author) expert Stephen Wunker and his team. From unlocking
§
s,(,,(,w,m.mm\mfmw customer insights to ideation to iteration.
29 The Business Oliver Gassmann The brains behind The Business Model Navigator have

Model Navigator:
55 Models That

Will Revolutionise
Your Business

The Business
Model
Navigator

\odels 7,
A /70/

Z
s
2

L

&
N\
LT

(Authon),

Karolin
Frankenberger
(Authorn), Michaela

Csik (Author)

discovered that just 55 business models are responsible for

90% of the world's most successful businesses. These 55

models - from the Add-On model used by Ryanair to the
Subscription model used by Spotify - provide the blueprints

you need to revolutionize your business and drive powerful
change.
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List Names of The Picture Authors Recommendation (Forward)
Books
30 Scaling Lean: 1 Ash Maurya Scaling Lean offers an invaluable blueprint for modeling startup
Mastering the Key ASH MAURYA (Authorn) success. Yowll learn the essential metrics that measure the output
Metrics for MASTERING THE KEY METRICS of a working business model, give you the pulse of your company,
Startup Growth ' o | communicate its health to investors, and enable you to make
SCALI N G | precise interventions when things go wrong.
31 Monetizing Madhavan This book lays out nine rules for monetizing innovations, built on
Innovation: How AR THE Ramanujam the lessons Simon-Kucher & Partners has learned through
Smart Companies MONETIZING (Author), Georg conducting more than 10,000 projects on behalf of companies
Design th Tacke (Author .
esign the acke (Authon around the world. This deep body of knowledge allows the authors
Product Around i o ) ] o
. S to identify issues and solutions in new product monetization. Case
the Price opas® A% B
g studies showcase how some of the world's most innovative
companies like Uber, Porsche, LinkedIn, Drager, Optimizely, and
Swarovski have used principles outlined in this book.
32 Hooked: How to T — Nir Eyal (Author), | Why do some products capture widespread attention while others

Build Habit-
Forming Products

HOOKED

How to Build
Habit-Forming Products

NIR EYAL

Ryan Hoover
(Editon

flop? What makes us engage with certain products out of sheer
habit? Is there a pattern underlying how technologies hook us?
Nir Eyal answers these questions (and many more) by explaining
the Hook Model—a four-step process embedded into the products
of many successful companies to subtly encourage customer
behavior. Through consecutive “hook cycles,” these products reach
their ultimate goal of bringing users back again and again without
depending on costly advertising or aggressive messaging.




List Names of The Picture Authors Recommendation (Forward)
Books
33 Designing for the Kim Goodwin This comprehensive, full-color volume addresses all of these and
Digital Age: How % 4 (Author), Alan more with detailed how-to information, real-life examples, and
to Create H i DESIGNING FOR ¥ C . . . . .
o Create Human THE DIGITAL AGE - ooper exercises. Topics include assembling a design team, planning and
Centered Products HOWTO CREATE HUMAN-CENTERED ] (Foreword) conducting user research, analyzing your data and turning it into
and Services personas, using scenarios to drive requirements definition and
design, collaborating in design meetings, evaluating and iterating
your design, and documenting finished design in a way that works
for engineers and stakeholders alike.
34 Measuring the Saco i William Albert Measuring the User Experience was the first book that focused on

User Experience,
Second Edition:
Collecting,
Analyzing, and
Presenting
Usability Metrics
(Interactive

Technologies)

Measuring

the User Experience

Collecting, Analyzing, and Presenting Usability Metrics

(Author), Thomas
Tullis (Author)

how to quantify the user experience. Now in the second edition,
the authors include new material on how recent technologies have
made it easier and more effective to collect a broader range of
data about the user experience.




List Names of The Picture Authors Recommendation (Forward)
Books

35 Handbook of e/ ubio s Do Gt Jeffrey Rubin Whether it's software, a cell phone, or a refrigerator, your
Usability Testing: Handbook Of (Author), Dana customer wants - no, expects - your product to be easy to use. This
How to Plan, Usablllty Chisnell fully revised handbook provides clear, step-by-step guidelines to
Design, and (Authon), Jared help you test your product for usability. Completely updated with
Conduct Effective TeStlng Spool current industry best practices, it can give you that all-important
Tests Elgvnv tgeSIgn (Foreword) marketplace advantage: products that perform the way users

E?ficctglrédggts expect. You'll learn to recognize factors that limit usability, decide
s. A ND T where testing should occur, set up a test plan to assess goals for
your product's usability, and more.

36 Launch: Using John Spencer Something happens in students when they define themselves as
Design Thinking to (Authon), AJ makers and inventors and creators. They discover powerful skills-
Boost Creativity Juliani (Author) | problem-solving, critical thinking, and imagination-that will help
and Bring Out the them shape the world's future ... our future.

Maker in Every

Student LAUNCH: Using Design Thinking to Boost Creativity and Bring Out
the Maker in Every Student provides a process that can be
incorporated into every class at every grade level .. even if you
don't consider yourself a "creative teacher.

37 The Innovator's The 9 George Couros In The Innovator's Mindset, George Couros encourages teachers
Mindset: Empower [e) (Author) and administrators to empower their learners to wonder, to
Learning, Unleash é Q explore-and to become forward-thinking leaders. If we want
Talent, and Lead a g 4” °'s innovative students, we need innovative educators. In other
Culture of §C nt words, innovation begins with you. Ultimately, innovation is not
Creativity ® about a skill set: it's about a mindset.

George Couros
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38 The Growth THE Annie Brock A complete and easy-to-follow guide for inspiring every student
Mindset Coach: A GROWTH (Authon), Heather | with the power of growth mindset
Teacher's Month- M NDSET Hundley (Authon)
by-Month
Handbook for
Empowering
Students to
Achieve

39 Ready-to-Use lﬁ?g&gg gsns Mary Cay Ricci Ready-to-Use Resources for Mindsets in the Classroom provides
Resources for Mimel C‘o € (Authon educators with tools they need to help students change their
Mindsets in the thinking about their abilities and potential. The book features
Classroom: ready-to-use, interactive tools for students, teachers, parents,
Everything administrators, and professional development educators. Parent
Educators Need resources include a sample parent webpage and several growth
for Building mindset parent education tools.
Growth Mindset
Learning
Communities

40 Strategic Design Natalie W. Nixon This book is an introduction to an integrative approach using the

Thinking:
Innovation in

Products, Services,

Experiences and
Beyond

(Editor), Joseph H.

Hancock
(Contributor)

lens of design thinking as a way to see the world. The focus is on
process instead of solution, and on connecting disparate ideas
instead of getting bogged down by silos of specialization. Through
this book, students will be introduced to design management,
strategic design, service design, and experience design.
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41 Research Design: John W. Creswell
Qualitative, =N (Author)
. . " \\
Quantitative, and ﬂ‘ -
Mixed Methods ¢ \
Approaches, 4th HESEAHGH
Edition < DESIGN
JOHN W. CRESWELL ®
42 The Service Tenny Pinheiro This book is a practical guide that explores how startup
Startup: Design P (Authon), Joel entrepreneurs and business leaders, who hold no Design degrees,
Thinking gets Lean SERVICE Stein (Editor), can integrate Service Design into their development cycles in
w Lucas Toledo order to create sustainable, desirable and profitable new services.
i (llustrator)
3 Crossing the OO LT K Geoffrey A.Moore | In Crossing the Chasm, Geoffrey A. Moore shows that in the

Chasm, 3rd
Edition: Marketing
and Selling
Disruptive
Products to
Mainstream
Customers (Collins

Business
Essentials)

CROSSING
THE
=

=)
) .

GEOFFREY A. MOORE

(Authon)

Technology Adoption Life Cycle—which begins with innovators
and moves to early adopters, early majority, late majority, and
laggards—there is a vast chasm between the early adopters and
the early majority. While early adopters are willing to sacrifice for
the advantage of being first, the early majority waits until they
know that the technology actually offers improvements in
productivity. The challenge for innovators and marketers is to

narrow this chasm and ultimately accelerate adoption across
every segment.
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