
Z hdk
Zürcher Hochschule der Künste
Bachelor of Arts in Design

Service Design
Kick-Off
Service Design | 9th of March 2026

Florian Wille | Nicole Foelsterl



Check-in
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What is Service Design?
_



What is Service Design

What is a service?

Products of economic activity that 
you can’t drop on your foot, 
ranging from hairdressing to 
websites. – The Economist



What is Service Design

What is a service?

«A service is something 
that helps someone  

to do something.» – Lou Downe



What is Service Design

A crowdsourced definition



What is Service Design

What is a service?

Service design applies design 
methods and craft to the definition 
and orchestration of products, 
communications, interactions, 
operation, culture, and structure of 
an organization. – Jamin Hegeman



What is Service Design

What is a good service?

1. Is easy to find
2. Enables a each user to complete the outcome they set out to
3. Clearly explains its purpose
4. Sets the expectations a user has of it
5. Works in a way that's familiar
6. Requires no prior knowledge to use
7. Is agnostic of organisational structures
8. Requires the minimum possible steps to complete
9. Is consistent throughout
10. Has no dead ends
11. Is usable by everyone, equally
12. Encourages the right behaviors from users and staff
13. Responds to change quickly 
14. Clearly explain why a decision has been made
15. Makes it easy to get human assistance

← Lou Downe | Good Services, 2020 



Jamin Hegeman – Designing for Multi-touchpoint Experiences

http://de.slideshare.net/jaminhegeman/multi-touchpoint-experiences


What is Service Design

What is a service?

Jamin Hegeman – Designing for Multi-touchpoint Experiences

http://de.slideshare.net/jaminhegeman/multi-touchpoint-experiences


_

Levels of Zoom
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Jamin Hegeman – Designing for Multi-touchpoint Experiences ↑

https://www.slideshare.net/slideshow/multi-touchpoint-experiences/23625621


Richard Buchanan, (1992) Wicked Problems in Design Thinking



5 Principles of Service Design Thinking

1. HUMAN CENTRED-CENTERED  
Services should be experienced through the customer‘s eyes

2. CO-CREATIVE 
All Stakeholders should be included in the service design process

3. SEQUENCED  
The service should be visualized as a sequence of interrelated actions

4. VISUAL 
Services are essentially intangible in nature and should be visualised in 
terms of ‘physical elements’

5. HOLISTIC  
The entire environment of a service should be considered







Examples
_



Service Design 2013

File not available



Service Design 2025

Find on Filerserver: /Volumes/DDE/BDE_VIAD/01_ABGABEN/25_FS/Sem4_Service_Design/Fabrikant_Jallow_Kampus_Wang/EF_LJ_NK_GW_Video



Service Design 2025

Find on Filerserver: /Volumes/DDE/BDE_VIAD/01_ABGABEN/25_FS/Sem4_Service_Design/Blumer_Frey_Renner/PB_NC_LR_Video



Your Lecturers
_



• Lecturer in the field of storytelling, video 
and service design @ IAD and the CAS 
Facilitating Innovation

• Researcher at the institute for design 
research

Lecturers

Nicole Foelsterl
Lecturer & Researcher



• Lecturer for at ZHdK for: 
Interaction, UX, Service Design  
Design Facilitation

• Researcher at ZHdK

• Design Strategist at dreipol

Lecturers

Florian Wille
Lecturer / Researcher and Design Strategist



Course Structure
_



_

Course Structure

24

WEEK 1 – Exploration WEEK 2 – Ideation WEEK 3 – Prototyping

MON TUE WED THUR FRI

SERVICE 
IDEATION

SERVICE 
EXPLORATION

Presentation of 
Service Concepts

MON TUE WED THUR FRI MON TUE WED THUR FRI

Team 
MentoringKick Off Team 

MentoringTeam Mentoring Kick Off W2 Kick Off W3

SERVICE 
PROTOTYPING
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WEEK 4 - Enactment & Evaluation WEEK 5 - Evaluation & Communication

MON TUE WED THUR FRI MON TUE WED THUR FRI

SERVICE 
ENACTMENT

SERVICE 
COMMUNICATION

Final 
Presentation

Dry Run  
Presentation

Kick Off 
W4

Kick Off

Editing  
Mentoring

Team 
Mentoring

Workshop  
„Storytelling“

Service  
Testing



_

Design Teams



Deliverables
• Service concept in the form of video scenarios 
• Testable prototype 
• Action plan & recommendations 
• Summarized service concept handout complemented with 

visual explanations 
• Service documentation



Channels of Communication
Where to find information and contacts



Channels of Communication

E-Leaning via Paul

paul.zhdk.ch

@florian: 
anpassen

https://paul.zhdk.ch/course/view.php?id=3267


Channels of Communication

Miro

miro.com

- Miro main course board
- One board for each Team

https://miro.com/app/board/uXjVG3Wg42g=/?share_link_id=888674570752


Channels of Communication

2nd Year Calendar

Calendar online

https://calendar.google.com/calendar/embed?src=dj4j72oa54sgt3b7t57eq39mq0@group.calendar.google.com&ctz=Europe/Zurich


Topic & Collaboration Partner
_
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Our Collaboration Partner

Sensability



Topic

Aim of the Project

Goal of the Service Design Course :: Developing an inclusive 
service concept that raises awareness of barriers faced by 
people with disabilities while highlighting opportunities for 
action.

The focus is on how people without disabilities can recognize barriers and actively contribute to their removal – in 
everyday work life, in public spaces, and in institutional contexts.

34



Topic

Key Questions

By the end of the service, customers should have been confronted with at least  
20 barriers from different types of disabilities:

a) structural, physical, and architectural

b) technical and technological

c) institutional, operational, and organizational in nature

For each of these barriers, an example of an easily implementable solution is presented.

35



Collaboration Partner 

Involved Parties



Collaboration Partner

Terms

Rights regarding the collaboration outcomes:

• Sensability has the right to use the results of this 
collaboration

• The copyright remains with the students
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Collaboration Partner

Payment

This collaboration will earn the IAD BA program CHF 5.000,-

38



Resources
Platforms & Books



Resources

Service Design Tools

servicedesigntools.org

https://servicedesigntools.org/


Resources

Strategyzer

www.strategyzer.com

https://www.strategyzer.com/library


Resources

#TISDD Method Library

https://www.thisisservicedesigndoing.com/methods

https://www.thisisservicedesigndoing.com/methods


Book Tipp

by Dark Horse

Diemut Bartl; Dark Horse Innovation (Firma), 2017. Digital Innovation Playbook. Murmann Publishers GmbH



Book Tipp

by Giff Constable

Talking to Human / Testing with Humans by Giff Constable



Book Tipp

by Stickdorn / Hormess / Lawrence / Schneider

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



_

Worth Reading
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Lou Downe; Good Services, 2020



Service Exploration
_
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Sanders, E. B. N. (2001). Virtuosos of the experience domain. Proceedings from IDS Education Conference.

_

Design Research Principles



_

Design Research Principles
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Learn Ask Look Try

These methods involve 
background research into your 
area of enquiry, providing a 
context for your first hand 
research in the later stages.

These methods enlist people’s 
participation to elicit information 
relevant to the project.

These methods are focused 
around observing people to 
discover what they do rather than 
what they say they do.

These methods create simulations 
to help empathize with people, and 
later help with the process of 
evaluating proposed designs.



Desk Research
Learn



Service Exploration

Desk Research

- Research what competitors are doing
- Research trends
- Gather quantitative data (demographic data, …)
- …

51



Shadowing & Observation, 
Contextual Inquiry
Look



Immersion
Try



Interviews
Ask
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_

Qualitative Data | Example: Interviews



Talking to Humans

#talkingtohumans
talkingtohumans.com

10 Tips to Remember

DOs DON’Ts
Go in prepared. Know your goals and 
questions ahead of time. Don’t have an endless list of questions.1
Be smart about who you target. Work 
from your hypotheses on market and 
early adopters.

Don’t take a shotgun approach, talking 
to anyone with a pulse.2

Talk to one person at a time. If you 
bring a note taker, they should remain 
quiet.

Don’t do focus groups.3
Prepare yourself to hear things you 
don’t want to hear.

Don’t let your excitement and optimism 
bias what you hear.4

Get stories on past behavior. Don’t ask people to speculate (i.e. 
“would you pay for X?”)5

Ask for advice. Don’t pitch unless you actually try to 
close for real money.6

Listen. 95% of the conversation should 
be them talking.

Don’t talk so much, and don’t be afraid 
of silences. Let them think.7

Follow your nose and drill down when 
something of interest comes up.

Don’t feel like you have to rigidly stick 
to a script.8

At the end of the interview, ask for 
introductions to more people to speak 
with.

Don’t leave empty handed if you can 
help it.9

Look for patterns and use judgement. Don’t take any one conversation 
literally.10
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10 Tipps
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Worth Reading
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Deliverables Week I
_



Service Exploration

Research Strategy

61

Define the objective and research questions  
It should be specific, actionable and practical 
 

Choose the appropriate research method based on the objectives  
 

Define the target group and participants



Deliverables Week 1

Bring to Thursday Mentoring
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• Documentation of desk - research
• Documentation of «field» materials (findings of interviews/shadowing)
• Analytical Deliverables  

first drafts of Journey Map and/or a Systems- / Stakeholder- / Value Network Map 
• Adhoc service scenarios
• Documentation of «opportunity areas»

https://servicedesigntools.org/tools/journey-map
https://servicedesigntools.org/tools/system-map
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Thank you!

Florian Wille
florian.wille@zhdk.ch

Nicole Foelsterl 
nicole.foelsterl@zhdk.ch

mailto:florian.wille@zhdk.ch
mailto:nicole.foelsterl@zhdk.ch

