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Most important things to agree on to kick off effective team project Team name Bold Car Date
and get members to know each other better
o
GOALS B2 ROLES & SKILLS
Digital Design,
Prototyping
Create an MVP over the + test it with Mark Marie
of a car-sharing course of at least CEOQ Design
service the weekend 5 people Operations -
Pl Storytelling
User interviews
Learn to build Bob
quick interactive SCEnIEEL Crefate 2| proof /’_ Development PHP / JS/
prototypes Ruby on Rails of concept Ruby / HTML
PURPOSE Al
Make people
more connected
: v —
) VALUES by making 3= RULES & ACTIVITIES
transportation
cheaper and
easier
/ Communica-
Loyalty tion via Slack
Trust Start time 9am,
Quick check-ins finish time 9pm
Quality 2 times a day
Decision making
-- trying to reach
Transparency CONSENSUS
Humor otherwise -
voting

http://theteamcanvas.com/use/
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Roles, Actors, Personas,
Mindsets

Design Competence




Term from service design that describes all
actors on the "front stage".




A user role (or role for short) combines a set of
individual rights of a software or in an
operating system. User roles are used to avoid
having to define the individual rights of the
aforementioned areas individually for each
user: Instead of assigning the same individual
rights directly to many users, a user role Is
defined that contains the rights to be assigned.

Examples: Administrator, Editor, Contributor,
etc.

compare: https.//de.wikipedia.org/wiki/Benutzerrolle


https://de.wikipedia.org/wiki/Benutzerrolle

Persona

Personas are a tool to help us put ourselves in
the shoes of users. Personas contain names,
biographies, specific needs, everyday joys and
challenges, desires and passions.

The persona is not a single user we have
spoken to, but rather a composed character

that represents our synthesised knowledge of
our user group.

Compare: Digital Innovation Playbook, page 106



USER PERSONA

John Doé

“| care deeply about'animal rights and
to help them live happier lives”

Image: https:/helpcrunch.com/blog/customer-driven-marketing-strategy/

ABOUT

John is a graduate student at UCLA

who cares deeply about animal rights.

He spares his own time to volunteer
at the local animal shelter and to
promote pet adoption. He wishes to
order some design artifacts to raise
awareness at his school.

NEEDS

® Create designs that promote animal
adoption

® Order design artifacts such as
posters, badges and buttons to
distribute them to students

¢ Help with the crowdfunding

SOCIAL MEDIA ACTIVITY

FACEBOOK

SNAPCHAT

AGE 28
OCCUPATION Ph.D Student
INCOME Less than $50k
STATUS Single
LOCATION Los Angeles, CA
FRUSTRATIONS

® Some vendors charge way too
much for the designs

® Connecting with the local vendors
require extra time on his end

* |f he ends up not getting the funds,
he has to put in his own money

CURRENT FEELINGS

Stressed

PERSONALITY

PASSIONATE MOTIVATIONAL

GIVING LOVING OPTIMISTIC



https://helpcrunch.com/blog/customer-driven-marketing-strategy/

Personas

Pitfalls

Personas are often enriched with demographic data that say little about the motivation
and problems or mindset of the target group.

Who is this?
- spend a lot of time in London
- like international travel, dogs, sports cars, good wines
*+ +65 years old
- male
* married
- several children
- over 1 million annual income
+ owns several luxury cars

11



Personas

Fallstricke

Personas are often enriched with demographic data that say little about the motivation
and problems or mindset of the target group.

Image: Gala Image: laut.de


http://laut.de

M i N d set S Mindsets or Mindset Segmentation helps to

group users according to intention &
Why | How | Pro & Cons motivation - without demographic by-products.



Ir

Emotionen:

- gekrankt

- gedemutigt
- rachelUstigt
- wltend

T —

lch weiss mir zu helfen
(abgeklart, technisch affin)

Y

N2

"DIE ERWISCHEN WIR!"

| Fuhlt sich massiv gekrankt /

v

Ich will Rache
(fur mich)

'S Anzeige erstatten

Emotionen:
- frustriert
- hilflos

- traurig

- gestresst

v’

|

&

"PACKT DIE VERBRECHER!"

Frustriert (nicht schon wieder /
warum immer ich?)

| Unternimmt nichts

| Bendatigt Informationen &

"ICH WILL NICHT, DASS DAS
JEMANDEM PASSIERT"

"WIE KOMME ICH AUS DIESEM
SCHLAMASSEL RAUS?"

Ich brauche Hilfe

Emotionen:
- hilfsbereit
- bestimmt
-voller
Tatendrang
- witend

I ——

Mochte positiven Impact
Damit &5 anderen nidht passiert

Will Feedback, welche Korsequenzen
die Meldung hat.

Idee: Ruckmelden, wenn eine
Phishing-Seite vorm Netz genommen

x

| Meldung

Emotionen:

- gestresst

- verzweifelt
- hilflos

- Uberfordert

T —

Ich will eine gerechtere

a Welt (fur andere)

Attachments einfach
anhdngen:

- Malls per drag & drop
reinziehen

- Attachments von eMalls



https://helpcrunch.com/blog/customer-driven-marketing-strategy/
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Lokale Besuchende
sucht was fur lokale Kultur relevant und wichtig ist.

three hours - three museums”

o, e »
. Das nervt/stért mich, wenn ich mich durchs Museum bewege!
Wohnt in der Nahe, unregelmassige*r Mitglied, regelmassige*r Besucher*in :
Besucher*in "kenne das Museum E
‘I vorm Giacometti - wie meine Wesrentasche" :
des chummt uf instagram” D e o o o o e o o
Casual Besucher ¢ Kunstinteressierte
will unterhalten werden will gebildet werden
wohnt im Umkreis von 300km, kommt
fur Tages- /Wochenendausflug
"Die drei Stunden Autofahrt fur einen Togim
: Kunsthaus haben sich gelol.mt" . Das brauche ich um, mich im Museum zurecht zu finden.
K 5 4 :
| Tourist*in der/die ein strammes ~ Kunstaffine Tourist*in :
: Programm abspult L 'ChERKBEDIS T oL ;
: “three days - three countries RELLI :

Touristen

: Das nervt/stért mich, wenn ich mich durchs Museum bewege!
suchen das Typische und Einmalige




Mapping Relations



Stakeholdermap

CREDIT
$ CARD
COMPANY

E WHOLESALER PRODUCT
REVIEW

PROVIDER

" ONLINE
VENDOR

BE cwpLoves

STAKEHOLDER MAP
DELIVERY
Gl COMPANY @ TELCO

&  FULFILLMENT
PROVIDER

A stakeholder map visualizes all major stake-
holders of a certain experience, service, physical
or digital product, or system. It takes a cer-

tain perspective, often exemplified through the
stakeholder in the center of the map. You can add
relationships between actors. If a map visual-
izes the exchange of values between actors, it

is often referred to as a value network map (see
next illustration).

Marc Stickdorn; This is Service Design Doing: Applying Service Design Thinking in The Real World. O’Reilly | Page 60



Value Network Map

CREDIT
$ CARD

COMPANY

E WHOLESALER

69

PRODUCT
REVIEW
PROVIDER

3 @
I Venoor (O
©
(2

&  FULFILLMENT

PROVIDER
(&)

EMPLOYER

VALUE NETWORK MAP/
@ “ DELIVERY ECOSYSTEM MAP

COMPANY
If you include actors beyond people and argani-

zations in a map, such as “IT Backend System,”
a stakeholder map or value network map
becomes an ecosystem map. This allows you to
visualize not only human-human interactions,
but also human-machine and machine-

@ Value network maps visualize the exchange o machine interactions.
of values between stakeholders.

Ecosystem maps can include actors beyond
classic stakeholders (people and organizations),
such as interfaces, platforms, systems, places, etc.

Marc Stickdorn; This is Service Design Doing: Applying Service Design Thinking in The Real World. O’Reilly | Page 61
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https://medium.com/design-bootcamp/why-how-you-should-always-build-stakeholder-maps-715195ec89fb
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Mapping Experiences
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Experience Mapping

What can experience mapping do?

Creating a common frame of reference for the customer
experience.

Building organization-wide knowledge about customer
behavior and needs across different channels.

Identification of specific areas for idea generation and
innovation.

Distribute key customer insights in a usable and easy-to-
understand form.

Further development of the organization towards customer-
oriented thinking.

23



EXPERIENCE MAP Example (Pregnancy)

TRIMESTER 15T 2ND 3RD
ANXIETY Positive Pregnancy Tests Fetal Development and
LEVELS + Gender Detemination =~ =~~~ ~ ~ — — T T T T T 7 7 >
3D Ultrasound
COMMON Urine analysis ——————— o Fetal Heartbeat Monitoring —————————————— >
TESTS
Maternal Serum Alpha-fetoprotein screening,
Chorionic Villus Sampling hCG, estirol, inhibin
Glucose Tolerance Tests — — — — — — — — — — — — — — — >

Fetal Non-Stress Tests

SHARING Partner Other Friends/Work Obvious in Public
Close Friends/Family

PLANNING Name Generation Maternity Leave Plans Birthing Classes
Nursery and Supplies Prep Baby Shower + Hospital Bag

PHYSICAL
EXPERIENCE

NN/g

https:/www.nngroup.com/articles/ux-mapping-cheat-sheet/

24



ADAPTIVE PATH'S GUIDE TO
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Experience Mapping
The four steps to making sense of
cross-channel customer journeys

UNCOVER THE TRUTH

Study customer behavior and
interactions across channels
and touchpoints

T Adaptive Paths Guide to
Experience Mapping.

CHART THE COURSE

Collaboratively synthesize key
insights into a journey model

=

TELL THE STORY

Visualize a compelling story
that creates empathy and
understanding

USE YOUR MAP

Follow the map to new ideas
and better customer experiences



RESEARCH DISCOVERY

Qualitative Quantitative Qualitative Quantitative

>

[/ 4

¥ THINKING FEELING

S

—

A

% DEVICES RELATIONSHIPS

A

-

=

/M PLACE TIME TOUCHPOINTS
Doing What actions Thinking How do Feeling What emotions
are customers taking people frame and do people have
to meet their needs? evaluate their along their journey?
What are their key experience”? What What are the highs?

Adaptive Paths Guide to behaviors? do they expect? The lows?

Experience Mapping.—
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Time Indicator

@

Role 1
- @ "mwm

Customer

Media-
Touchpoint

I

Role 2

Waitress

Media-
Touchpoint

I

Role 3

Cook

Media-
Touchpoint

@
=

Role 4

Manager

Media- Lo
Touc'hpoint _‘@ ’

Fail Line

Emotions



http://www.servicedesigntools.org/tools/35

Rail Europe Touchpoints by Channel

Research

Stage & Planning

Channels
Website

Call Center

Mobile

Communication
Channels (social
media, email, chat)

Customer Relations

Non-REIl Channels

Non-linpar, ro time
restrictions

Maps

Test intineraries
Timetables
Destination Pages
FAQ

General product

& site exploration
Order brochure
Plenning (Produc:s)
Schedules

General questicns

Trip ideas

Chat for web nav help

Trip Advisor
Travel hlogs
Social Media

General Google
searching

ﬁ Linear process ,W

Shopping

Schedule look-up
Price look-up
Multi-city look-up

Pass comparison

Site navigation help

Schedules

FB Comparator
Email questions

Chat for website nav nelp

Airline comparison
Kayak

Direct rail sites

Non-linear, but
time based

Booking
—_—

Web bocking funnel
- Pass

- Trips

- Multiple Trips

Automated booking payment
Cust. Rep booking

Site navigation help

Mabile trip booking

Chat fcr booking support

Expedia

Pre-Travel
(Documents)

I\,

Select document option (from
availzble options)

- station e-tickaet
- home print e-ticket
- mail ticket

Call re: ticket options
Request ticket mailed

Reslove problems (info, pay-
ment, etc.)

Email confirmations
Email for general help
Hold ticket

Travel

Contact page for email or phone

Call with questions regarding
tickets

General calls re: schedules,
strikes, documents

Access itinerary
_cok up schedules
Buy adcitional tickets

Ask questions or resolve prob-
ems re: schedules anc tickets

Travel Blogs
Direct rail sites

Google searches

Post-Travel

Complaints or compliments
Survey

Request for refund, escelaticon
from call center.

Trip Advisor
Review sites

Facebook



Rail Europe Experience Map

Guiding Principles

Pecple choose rail travel because it is

ccnvenient, easy, and flexible.

Customer Journey

Rail booking is only one
travel process.

pert of pcople’s larger

People build their travel plans over time.

Pcople value service tha: is respectiul,
effective and personable.

Lens

FXPFRIFNCF
Helpfulness of Ral Eurcpe

IHdmomuam

Quantitative
Informatioin

STAGES Recearch & Planning Shopping Post-Booking, Pre-Travel Travel Post Travel
ErlOc tnpe Ranview fares Gontrm Delvery Payment Review & Share axpernence
Rps.earrhcesl'natims.mnssandpmducts ------------------------------------------------------------ itin . tons frm Wai?fﬂ’mnﬁrﬁ(‘.kp.fs toarive Activties, unm:pactgdchanges appBINAIDBNNNQNNBIRANMNINANNONANNNNNILNNIN]
Selact passies) inérary :: OpUionS optons con Follow-up an refunds ‘or booking ¢ :
Destination/ — Look up Sha
. tme tables . , re
pam// \ Frint e-lickets Chanye C-ticket P-in: ___ phetos
[ \ a home pleans .t Station /- N\
|' | _ S\ y \ T\Ceck ticket / \ Get stanp / \
|\ ra"wrop‘.com ) /> ‘\ —';:ec&::;::. S m—— ',' \ f \ '|| saws \ I 1 ," ﬁ\fa refund [ ||
Plan with \\ / Map iinerary I ‘ | -.\ ) '\\ \§ //" N, S |\| f \ //
DOING interactivemap ffinding pass) \_ _/ S el o Share ~___
experience 0 U rn ey
) (reviews!
e By addtiona Model
dificuities 4N ) tickets
occur \ 7\ View
/" \ le ‘.l — - J | \ - ‘\< —— /’\
/ N\ ‘ - - o \ / g | m/ / \ —=_ / N
/ \ Blcgs & Kayak, cormpare : activities ~_~ \ ' ) e ( \
\ i i Travel sites — &_  arfare H H H Reseerch N ) “ ] ==/ Plan/ { \ \ g J
\\ // l/ \ hotes Pa[.:ﬂr ‘C"net? Lmk Up . / mfm ll‘\ /J \\‘ --./
Tak with | [web ] arive in mai tmetables  Arran aclivities Request ~~ Mail tickete
A N /./ Resaarch fravel rafunds for refund
searcres ~ hotes
e Wha is the easiest way 10 get around Europe? * I wart to get tre best price, butI'm wiling to pay a » DO | have all the tickets, passes and resenations ¢ Do | have everytung | need” e 1just figured we could grab a train but there are * Trying 10 returm tickel | was nct aoke 1o use. Not
e Wnere do | wantto Jo? lithe maore for fist class, I néed In this DoOKING SO | CoN't pay mxre * Kall Europe website was easy and frendly, but rot mare frahs, What can we do now? sure It I'll get a refund or not,
THINKING » How much time shculd IA'we spenc ineach * Howmuch will my whole trip ccet me? What are my shipping? when an issue came up, | coulant gat help. » Am | on tre rght train? if no:, what next? » Peoplz are going 0 love these photos!
place for ste seeing ard ectivties? tracka-0f? _ 5 « Rai Curope is rot answering the phane. | low « What wil 1 do It my tnCKe‘IS dont an\é in time? o lwant ‘o make moe travel plans, | low do | « Next ime, we will explore routes and avadabiity - .
* Are there other acivites  can add to my plan’? olco can | get my question anewearec? do that? more sarfuly. u a I a I Ve
« |I'm excitad to go to Europe! « Its hard to trust Trip Advisor. Everyone s » Websi:e experience is easy and fiiendly! « Stressed that I'm about to leave the country * |am feeing vuineable to be in an unknown place in » Excited to share my vacation story with
« Wil | be ablz to see everything | car? S0 Negetive. * Frustrated to not know sooner akou: which ard Rai Eurode wen't answer the phone. the middie of he night, my friands.
FEELING » What f | can't afford this? * Keeping track of all fhe diffzrent products tickets ar2 eTic<ets and which are paper tickets. « Frus¥ratad that Rail Europe won't ship tickats ® Stressed trat e tran wont amve ontime for Mmy * A bit annoyed to be dealing with tizket refund
o Al sue Dis s Ui lrip | wanl (o Llake? - * Mceeting poopb who want to chow us arcund is fun, :
* Happy 10 receive mry tekats in the mail! sarendipitous, and spectl.
Helpfulness of Rail Europe Help‘ulness of Rail Europe Helpfulness of Rail Zurope Helpfulness of Rail Europe I

Opportunities
G L 3 /. | PLANINING, SHOREING,, B0 1M S POST-BOOK, TRAVEL, POST-TRAV | /15—

Communicate a clear Help people get the help Support people in creating their Enable people to plan overtime.  Visualize the trip for planning Arm customers with information Improve the paper ticket Accommodate planning and

value proposition. they need. own solutions. and booking. for making decisions. experience. bocking in Europe too.

STAGE: hitiad visit STAGES: Glotal STAGFS: Glahal STAGES: Panning. Shopping STAGES: Ptanninyg. Shopping STAGES: Shopping, Baoking STAGES: Post-Booking, Travel, Poet-Faval STAGE: Travelrg

Make your customers into better, Engage in social media with Connect planning, shopping and  Aggregate shipping with a Proactively help people deal Communicate status clearly at Ta k e awa ys

more savvy travelers. explicit purposes. booking on the web. reasonable timeline. with change. all times.

STAGES: Globa STAGES: Glotal STAGES: Panning Shopping Booking STAGE: Booking STAGES: Pogt-Bookng, Traveling STAGES: Past-3ocking, Fost Traved
Infformation + Stakeholder interviaws » Customer Experence Survey Ongoirg, 9 Linsar w Non-linear, but
+ Cognitive walkthroughs v Existing Ral Europe Documertation non-linear process ime basec

sources

Expenence Map for Rail Europe | August 2011

adaptive path



Adaptive Paths Guide to
Experience Mapping.—

Rail Europe Experience Map
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Journey Maps

Al 1. Old product breaks 2. Seeking advice in shop 3. Purchasing online 4. Waiting for delivery 5. Setting up product 6. In
TOM

R/< =

=] A

)0

®)

@ a a 0 o ®

Marc Stickdorn; This is Service Design Doing: Applying Service Design Thinking in The Real World. O’Reilly | Page 45
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J o u r n ey M a ps Experience-centered journey maps visualize the overall experience from

a customer perspective (e.g., moving from one apartment to another). In
contrast, product-centered journey maps only focus on touchpoints, the
interaction between a customer and a product/service/brand.

EXPERIENCE-CENTERED JOURNEY MAP

3 Renting new apt Planning move Changing utilities Packing boxes Moving belongings Receiving package Setting up phone Reading r

e
.....................
..............

-
-
o
_______
...................................
.....
-
-
-

PRODUCT-CENTERED JOURNEY MAP

g Comparing online Purchasing online Receiving package Plugging in phone Calling se

Marc Stickdorn; This is Service Design Doing: Applying Service Design Thinking in The Real World. O’Reilly | Page 53



Journey Map / Service Blueprint

PHYSICAL
EVIDENCES

CUSTOMER
ACTIONS

Cancelling contract

LINE OF INTERACTION

FRONTSTAGE
ACTIONS

LINE OF VISIBILITY

BACKSTAGE
ACTIONS

INTERNAL INTERACTION

SUPPORT
PROCESSES

CUSTCM
DEDCDEATINES

Corporate website
and live chat

Comparing online

Promoting
advantages of
new contract
compared

to competitors

Online webshop
and confirmation
email

Purchasing online

Receiving order and
initiating shipment

Invoice handling
and account setup

Product box with
phane, printed
manual, cables, and
accessotries

Receiving package

Processing order
and shipping

- product

Marc Stickdorn; This is Service Design Doing: Applying Service Design Thinking in The Real World. O’Reilly | Page 55

Phone, printed
manual, and
support website

Phone and
printed manual

Plugging in phone Calling service staff

l

Handling complaint
and creating
support ticket

I

Opening ticket and
assigning external
support staff

Automated account
activation when
phone logs in

Resolving technical
issue and notifying
frontstage

Having troub



Experience Mapping

Book Tip

OREILLY"

Mapping
Bxperiences

A COMPLETE GUIDE TO CREATING

James KKalbach

ADAPTIVE PATH'S GUIDE TO

TROUBLE SPOT

LOW POINT

HIGH POINT

adaptive path
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From Problem to Ideation

Design Competence



Problem Definition

Collecting Problems & Challenges S e YWY 0 N
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Choosing a problem and
determining causes and

effects with the «problem e
tree» method.
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Problem Definition

VT
&\ Effects & Impact

Collecting Problems & Challenges S ——
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Problem Definition

The «<How Might We» Question

HOW MIGHT WE?

Converting the problem statement into a
question by introducing it with the words

"How might we..."?

41



Ideation

Design Studio

Diversity is key to good solutions

Design Studio © 90

“0w tn It is important to keep this very timeboxed. Have someone own the timer. Do 2 or 3 iterations, or until you have no new ideas.
3-5 people in each group is a good number. If possible have several teams, they will come up with different ideas, and you will be even more innovative!

6 )ér>§§gi¥

S L
\ g
v
llluminate 1.Sketch 2. Present 3. Critique Pick your winners
Set the framing for the design studio. Sketch on the ideas that YOU have, from YOUR Present your different ideas for your group in brief, If you think the idea is brilliant, you can say that. Depending on the reason for the Design
What is the focus? Is it a specific perspective. Use a big A3 paper, fold it in 4 squares, dont dig into details. Present the bad ones as well, But dont start elaborating into the idea in a Studio you might want to dot vote with your
problem on your sprint planning, is it sketch one idea in each square. This should be done the probably led you towards a new better idea. discussion... just steal the idea and build on it! team on the most interesting ideas to bring
innovation for a new market, is a flow of quietly, one and one. with you and work with in the sprint, or do a
a specific persona, or is it a interaction 30 seconds presentation per person (and then do No negative critique is allowed, but you can ask prototype for, test with real users, create a
design problem? Pick a time keeper in each team. critique for each person directly in 30 sec as in nr 3) for some short explanation on the idea. business case with, or a technical spike you
want to do because you found some risks you
4 minutes. Set the timer. 30 sec critique for the person presenting (not for where un aware of.
1 minute in each square. each listener)

Dot vote with 3 votes each on what you want
Second and third iteration, you might want to sketch Step 2 and 3, is one minute in total per person. to move forward with.
more focused on one idea and use the full paper.

© Never kill ideas, all are good! © Build on ideas from others!
¢ Keep time hoxes! 2-3 iterations o Remember, your firstidea are
always throw aways!

MNM POSTER BY

PEUPLE mia.kolmodin@dandypeople.com FREE DOWNLOAD @ .

Agile Coach, Trainer and Speaker  blog.dandypeople.com o

SA
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Set the framing for the design studio.
What is the focus? Is it a specific
problem on your sprint planning, is it
innovation for a new market, is a flow of
a specific persona, or is it a interaction
design problem?

1. Sketch

Sketch on the ideas that YOU have, from YOUR
perspective. Use a big A3 paper, fold it in 4 squares,
sketch one idea in each square. This should be done
quietly, one and one.

Pick a time keeper in each team.

Second and third iteration, you might want to sketch
more focused on one idea and use the full paper.

Pres
dont
the |
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res,
done

atch

O

2. Present

Present your different ideas for your group in brief,
dont dig into detalls. Present the bad ones as well,
the probably led you towards a new better idea.

30 seconds presentation per person (and then do
critique for each person directly in 30 sec as in nr 3)

O

O

If you think the idea is brilliant, you can say that.
But dont start elaborating into the idea in a
discussion... just steal the idea and build on it!

No negative critique is allowed, but you can ask
for some short explanation on the idea.

30 sec critique for the person presenting (not for
each listener)

Step 2 and 3, is one minute in total per person.
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Ideation

Provocation Ideation by frog design

What do we take for ) Form the opposite
granted? of you assumptions

—

Create provocative
ideas
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Ideation

Prioritize ldeas Impact

- +
Feasability
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Thank you!

Florian Wille
florian.wille@zhdk.ch hdk

Zurcher Hochschule der Kiinste
Zentrum fur Weiterbildung
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