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In the past decade, digital technology has changed 
the way we connect, run businesses, and deliver public 
services. With new uncertainties such as climate change, 
global pandemics, and social problems such as the 
imbalance of information or the invasion of privacy, the 
world is in the midst of chaos. In such times, what is 
important is to not react recklessly to threats and change, 
but instead to tackle them swiftly and securely by creating 
a democratic future where the possibilities of people and 
society blossom.

Fujitsu is transforming itself from an IT company to 
a digital transformation company and operating as an 
organization that generates social value. Fujitsu is moving 
away from delivering solutions that solve problems that lie 
before us. Instead, the company is committed to delivering 
transformations, which will at times overwrite the rules 
in the market or in society, to dramatically change user 
experience using digital technologies.

Our experiences since COVID-19 forced us to overwrite 
many existing norms in our lives and work, and these 
experiences may have been a factor in prompting this 
transition. Every day before this calamity, we packed into 
trains, went to designated offices for designated hours, 
and went home on another overcrowded train. COVID-19 
upended that lifestyle. Every employee is now connected 
online with internal and external stakeholders and 
communicates and delivers remotely. Such an autonomous 
workstyle has become the new normal. Many of us today 
have welcomed these new ways of working. Ironically, it 
wasn’t existing technological solutions that sparked such 
transformations and changes in norms and routines. 
Rather, it was a terrible, unwanted guest disguised in the 
form of a prehistoric infectious agent—a virus.

Such changes in prerequisites and preconceived 
notions are the imminent transformations in our society 
that leave lasting effects. Yet we are capable of bringing 
about this change without relying on another outbreak. 
Instead, we can turn to the power of design. Design is 
the avenue to realizing a sustainable society using the 
power of technology available to us. Design pushes us to 
envision a hopeful future from an individual and societal 
perspective and widens possibilities for actualizations 
without being limited to how society is today. Fujitsu’s 
Human Centric Experience Design (HXD) has been 
crystallized from all of our design experience. It intelligibly 
democratizes the power of design and navigates us to 
scalable digital transformations for our society. Moving 
forward, I commit that such a structured design approach 
along with agile approaches will continue to materialize  
the scalable software and business sense befitting next 

generation design.
I must emphasize that the purpose of design is not 

to superficially make over our products or services, nor is 
design a tool to produce eccentric ideas. Instead, design is 
a mindset that every individual should adopt to cultivate 
innovation and contemporary business literacy.

In the twenty-first century, there is an increasing 
demand for corporations to clearly define and articulate 
their purpose and role in society. People are interested in 
and paying attention to which organizations contribute to 
creating values for them. Corporate leaders also recognize 
that for companies to accomplish sustainable and long-
lasting growth, it is extremely important for them to 
explicitly present the why of their companies and to fulfill 
their promises and obligations to people and society. 
We should no longer be trapped in customer needs of 
the past or old business concepts and routines. The 
transformational design mindset requires us to steer 
away from old constraints. It instead guides us to achieve 
important goals that people and society aspire to. Every 
organization should constantly foster and promote this 
design mindset, since it is the ultimate source of power 
and drive that shapes a better future.

This book was specially designed and edited to include 
materials that foster the growth of such a transformative 
design mindset and offer support and guidance for the 
process. These materials are based on the research 
outcomes and the philosophy of Fujitsu’s strategic 
partner, Politecnico di Milano’s design department, 
along with Fujitsu’s know-how gained from our own 
practices. We believe this combination will provide you 
with tangible knowledge on how design has evolved 
across industries and various fields. My belief is that to 
bring about transformation at the required speed and 
scale, it would be vital for the act of design to become 
an organizational culture that rejects utter dependence 
on a handful of experts.

Mr. Takahito Tokita, Fujitsu’s CEO and CDXO (Chief 
Digital Transformation Officer), proclaimed on the July 1 
CEO bulletin that design is a crucial corporate management 
resource and must be applied to Fujitsu’s strategies and 
philosophy in every aspect of the business process. 
We hope you, the reader of this book, will cultivate a 
design mindset and become a leader of design-driven 
transformation today, shoulder to shoulder with other 
transformation leaders who may not be part of the 
company, and we hope you share this path in realizing 
a more fulfilling society. By blending together the digital 
realm with the power of design, we look forward to 
creating a yet unfathomable but brilliant world. 

Foreword

Tetsuya UDA

Head of Design 
Center
Fujitsu Limited

001Foreword



Foreword

Chapter 1   The Value of Design Today - Venanzio Arquilla

1. The Meaning of Design

1.1     Defining design

1.2     Strategic design

1.3     Human-centered design

2. Design Evolution

2.1     The origin of design

2.2     Design and mass production: new industrial processes and chair No. 14 by Thonet

2.3     Postwar conversion and new opportunities for industrial production: the Vespa scooter 

2.4     The advent of polymers and a new generation of products

2.5     2007: The smartphone is born

2.6     A new generation of smart products: artificial intelligence (AI) and the Nest thermostat 

2.7     Conclusions 

3. A New Role of Design

3.1     From design to design thinking and the evolution of the design discourse

3.2     John Maeda and three types of design

3.3     The many faces of design: how different companies leverage design to innovate

4. The Value of Design

4.1     Design generates tangible returns

4.2     Design as a strategic asset: role and evolution of design functions within organizations

Chapter 1  Key Takeaways

Glossary

Chapter 2   Design Thinking and Its Evolution - Cabirio Cautela

1. The Design Thinking Approach: It's Birth and Rise

2. Design Thinking Evolution: Four Different Models

2.1     Design thinking as creative problem solving (CPS)

2.2     Design thinking as sprint execution

2.3     Design thinking as creative confidence

2.4     Design thinking as innovation of meaning

3. Meaning as a Source of Competitive Advantage

4. Fujitsu Human Centric Experience Design (HXD): The Fujitsu Approach

4.1     Fujitsu design philosophy

4.2     Introducing Fujitsu Human Centric Experience Design and its context

4.3     Five phases of Fujitsu HXD (the process)

4.4     Mindset and method components

4.5     Integrating co-creation into Fujitsu HXD

4.6     Fujitsu’s path towards Human Centric Experience Design

Chapter 2  Key Takeaways

Fujitsu Case Studies

001

005

031

Contents Transformation by Design
Planning Design Strategies and Services for the Next Generation Digital Challenges

(Politecnico di Milano)

(Politecnico di Milano)



059

077

097

124

125

Chapter 3   Design and AI in the Age of Digital Transformation - Gianluca Carella (Politecnico di 
Milano) & Elena Marengoni

1. Why Digital Transformation Today?

1.1     What is digital transformation?

1.2     Evolution of digital transformation through cases and practices

2. The Rise of AI: Evolution and Future Scenarios

2.1     Introducing artificial intelligence 

2.2     AI: State of the art 

2.3     AI: Business opportunities

3. Innovating with AI and the Role of Design

4. The Ethical Challenges of AI

Chapter 3  Key Takeaways

Fujitsu Case Studies

Chapter 4   Envisioning the Future: Scenario-Building Techniques - Gianluca Carella (Politecnico di 

Milano) & Elena Marengoni

1. An Introduction: To Futures Studies in Design

1.1     Futures Studies: what it is

1.2     Scenario building and its relation to the future

1.3     History of scenario techniques

2. Characteristics of Scenario Building

2.1     What form scenario takes

2.2     How scenario is expressed and the importance of adopting it

3. The Value of Scenario Building for a Technology Company

4. Applying Scenario Building

4.1     A qualitative approach to scenario building

4.2     Key characteristics

4.3     How to apply scenario building: a step-by-step process

4.4     Scenario building use

4.5     Risks and shortcomings

Chapter 4  Key Takeaways

Fujitsu Case Studies

Chapter 5   Designing the Intangible: Services and Service Design Methodologies and Tools
- Gianluca Carella (Politecnico di Milano) & Elena Marengoni

1. Introducing Services and Their Evolution

1.1     Services, the heart of modern economies: what are they?

1.2     Services: a field in constant evolutions that provides new opportunities for service companies

1.3     The evolution of services in the digital era

2. Designing a Service

2.1     Introducing service design

2.2     The importance of service performance and designing performance evaluation

3. Adopting Service Design Tools

3.1     Service Offering Map

3.2     User personas

3.3     User journey map

3.4     Zoom out, zoom in: creating use case storyboards

3.5     Service blueprint

Chapter 5  Key Takeaways

Fujitsu Case Studies

Afterword

References





Today, global economies are dominated by services; technology 
is creating even more opportunities to create meaningful service 
experiences for users. The ability to envision and implement 
complex systems and services is key for companies today. This 
chapter presents a few relevant trends in the field of services, 
describes the structure and the components of a service, and 
presents the most important service design tools, such as service 
offering maps, user personas, user journey maps, and service 
blueprints.

CHAPTER

5
Designing the Intangible: 

Services and Service Design 
Methodologies and Tools

Gianluca  Carel la  (Pol i tecnico  d i  Mi lano)
& Elena Marengoni
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1.1
Services, the heart of modern economies:
what are they?

While the end of the 19th century was marked by the 
industrial revolution and the subsequent distribution 
and diffusion of new physical goods, the end of the 20th 
century saw the rise of services. In a market saturated with 
physical products, services emerged as an opportunity 
for differentiation and gave companies a chance to stay 
ahead of their competitors.

Over the last few decades, services have become an 
essential component for the economic growth of a large 
number of countries across the globe. Almost all countries 
have experienced an increase in the contribution that 
the service sector brings to their national economies 
and to their GDP, with low- and middle-income countries 
growing at the fastest pace. By contrast, the contribution 
of the manufacturing and agricultural sectors has declined 

1.

globally, marking a clear shift to the so-called service era.

Services play a central role in the public sector as much 
as in the domain of enterprises. Today, governments, 
policy makers, and public stakeholders are confronted 
with new and increasingly complex challenges concerning 
societal, economic, ethical, and environmental aspects. In 
order to successfully deal with this complexity, new tools 
are needed and the public sector is turning to service 
design for help. Not only is service design contributing 
to the creation of frontline services to improve the life 
of citizens and communities, but in some instances it is 
also contributing to policy design. 

But what exactly is a service and how can it be 
defined?

Traditional definitions of service tend to stress the 
difference between physical goods and services by 
outlining some key characteristics that set them apart 
from the world of physical objects.     

Introducing Services and
Their Evolution
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)LUVW�RI�DOO��DV�WKH�FRPPRQ�XVH�RI�WKH�ZRUG�VXJJHVWV��
D� VHUYLFH� LV� WKH�DFW� RI� SHUIRUPLQJ�GXWLHV� WKDW� FDQ�KHOS�
VRPHRQH�HOVH��)URP�DQ�HFRQRPLF�VWDQGSRLQW��VHUYLFHV�DUH�
GHILQHG�DV� “PHDQV�RI�GHOLYHULQJ� YDOXH� WR� FXVWRPHUV�E\�
IDFLOLWDWLQJ�RXWFRPHV�FXVWRPHUV�ZDQW�WR�DFKLHYH�ZLWKRXW�
WKH�RZQHUVKLS�RI� VSHFLILF� FRVWV� DQG� ULVNV”� �,QIRUPDWLRQ�
7HFKQRORJ\� ,QIUDVWUXFWXUH� /LEUDU\� �� ,7,/��� 6HUYLFHV� DUH�
WKHUHIRUH� WKRVH� FRPSOH[� V\VWHPV�EDVHG�RQ�SURFHVVHV�
WKDW�FRRUGLQDWH�WKH�DFWLRQV�RI�PXOWLSOH�DFWRUV�LQ�RUGHU�WR�
GHOLYHU� HIILFLHQW� VROXWLRQV� DQG�PHDQLQJIXO� H[SHULHQFHV�
WR�WKHLU�XVHUV�

'HILQLQJ�ZKDW�PDNHV�D�VHUYLFH�LV�QRW�HDV\��EXW�WKH�H[LVWLQJ�
OLWHUDWXUH�RQ�WKLV�WRSLF�KDV�WUDGLWLRQDOO\�UHOLHG�RQ�IRXU�PDLQ�
FKDUDFWHULVWLFV��LQWDQJLELOLW\��KHWHURJHQHLW\��LQVHSDUDELOLW\��
DQG�SHULVKDELOLW\��DOVR�NQRZQ�DV�WKH�IHIP framework��

Intangibility.�6HUYLFHV�DUH� LQWDQJLEOH�SHUIRUPDQFHV�

WKDW�IDFLOLWDWH�DQ�RXWFRPH��$OWKRXJK�SK\VLFDO�REMHFWV�

DUH� RIWHQ�SDUW� RI� WKH� VHUYLFH� V\VWHP�DQG�SURYLGH�

DQFKRU� SRLQWV� WR� WKH� XVHU� H[SHULHQFH�� WKH� YDOXH�

WKDW� VHUYLFHV� JHQHUDWH� IRU� WKHLU� XVHUV� LV� W\SLFDOO\�

QRW�PDWHULDO�� DV� LW� OLHV� LQ� WKH� DFWLRQV� SHUIRUPHG�

E\� D� VHUYLFH� SURYLGHU�� )RU� LQVWDQFH�� LI�ZH� ORRN� DW�

VHUYLFHV�LQ�WKH�ILHOG�RI�HGXFDWLRQ��ZH�FDQ�TXLWH�HDVLO\�

REVHUYH�WKDW� “WKH�SURFHVV�RI�HGXFDWLQJ�RU�RSHUDWLQJ�

LV� LQWDQJLEOH�DQG�QRW� WKH� WHDFKHU�� WKH�ERRNV�RU� WKH�

LQVWUXPHQWV”� �0RHOOHU���������ZKLFK�DUH� WKH�PHDQV�

XVHG�E\�D�SURYLGHU�WR�UHDFK�D�VSHFLILF�RXWFRPH��

$OVR��VHUYLFHV�W\SLFDOO\�GR�QRW�UHVXOW�LQ�WKH�RZQHUVKLS�

RI�PDWHULDO�JRRGV��5DWKHU�� WKH\� UHVXOW� LQ� WKH�DFFHVV�

WR� WKH� LQWDQJLEOH� YDOXH� WKDW� FDQ�EH� IDFLOLWDWHG�E\�

SK\VLFDO�DUWLIDFWV�DV�ZHOO��FDU��RU�ELNH�VKDULQJ�VHUYLFHV�

DUH�D�FODVVLF�H[DPSOH�LQ�WKLV�UHJDUG�

Heterogeneity.� &RPSDUHG� WR� SK\VLFDO� SURGXFWV��

VHU Y LFHV� DUH� FRQI URQWHG� ZLWK� WKH� FKDOOHQJH� RI�

PDLQWDLQLQJ�KRPRJHQHRXV�TXDOLW\�VWDQGDUGV��7KLV� LV�

SDUWLFXODUO\� WUXH� IRU� ODERU�LQWHQVLYH�VHUYLFHV��ZKHUH�

WKH�KXPDQ�IDFWRU�FDQ�FUHDWH�YDULDEOH��KHWHURJHQHRXV��

VHUYLFH�TXDOLW\��$V�D�FRQVHTXHQFH�� WKH�HYDOXDWLRQ�RI�

VHUYLFH�SHUIRUPDQFH�EHFRPHV�SDUWLFXODUO\�FRPSOH[�

I n s e p a r a b i l i t y. � ,Q � V H U Y L FH V � � S URGXF W LRQ � DQG�
FRQVXPSWLRQ� W\SLFDOO\� KDSSHQ�DW� WKH� VDPH� WLPH��

GHWHUPLQLQJ� DQ� LPPHGLDWH� RXWFRPH� IRU� WKH� XVHU�

�H�J���PHGLFDO� VHU YLFHV�� RU� WKH� XVHU ’V� UHVRXUFHV�

�H�J��� ILQDQFLDO� VHUYLFHV��� 7KH�XVHU�PXVW�EH� LQ� WKH�

SUHVHQFH�RI�WKH�VHUYLFH�SURYLGHU�IRU�WKH�VHUYLFH�WR�EH�

SHUIRUPHG�

Perishability.� 7KH�FRQFHSW�RI�SHULVKDELOLW\� UHIHUV� WR�
WKH�LGHD�WKDW�LI�D�VHUYLFH�LV�QRW�FRQVXPHG�LQ�D�FHUWDLQ�

PRPHQW�RU�WLPHIUDPH��LWV�YDOXH�LV�ORVW��DV�WKHUH�LV�QR�

SRVVLELOLW\�WR�VWRUH�D�VHUYLFH�RU�LWV�XQXVHG�FDSDFLW\�IRU�

ODWHU�XVH��7KLV�LV�WKH�FDVH�IRU�WUDQVSRUWDWLRQ�VHUYLFHV��

ZKLFK�UHO\�RQ�D�VSHFLILF�VFKHGXOH�WR�RSHUDWH��/LNHZLVH��

KHDOWKFDUH� VHU YLFHV� UHO\� RQ� WKH� FDSDFLW \� RI� WKH�

PHGLFDO�VWDII�DQG�WKH�SURFHGXUHV�RU�DFWLRQV�WKH\�FDQ�

SHUIRUP�ZLWK�WKH�DYDLODEOH�UHVRXUFHV����

1.2
Services: a field in constant evolutions that
provides new opportunities for
service companies

2XU�VRFLHWLHV�DUH�WUDQVIRUPLQJ�UDSLGO\�WKDQNV�WR�WKH�DGYHQW�
RI�QHZ�WHFKQRORJLHV�DQG�WKH�HYROXWLRQ�RI�RXU�KDELWV�DQG�
FRQVXPSWLRQ�EHKDYLRUV�LQ�PDQ\�GLIIHUHQW�GRPDLQV�RI�RXU�
OLYHV��6HUYLFHV�SHUPHDWH�RXU�OLYHV�DQG�DUH�DOO�DURXQG�XV��
WKH�QHHGV�WKDW�ZH�XVHG�WR�VDWLVI\�ZLWK�SK\VLFDO�SURGXFWV�
DUH�QRZDGD\V�DGGUHVVHG�E\�VHUYLFH�VROXWLRQV��DQG�VHUYLFHV�
DUH� EHFRPLQJ�PRUH� FRPSOH[� DQG� VRSKLVWLFDWHG�� )URP�
IDVKLRQ� WR�PRELOLW\�� IURP� IRRG� WR� WRXULVP�� VHUYLFH� LV�
JDUQHULQJ� LQFUHDVHG�DWWHQWLRQ� LQ� HYHU\� LQGXVWU\��ZKLFK�
LV�DOVR�VSUHDGLQJ� WR� WKH�EXVLQHVV�WR�EXVLQHVV� VHFWRU�DV�
ZHOO��7KHVH�WUDQVIRUPDWLRQV�DUH�FUHDWLQJ�QHZ�RSSRUWXQLWLHV�
IRU�FRPSDQLHV�WR�SURYLGH�YDOXH�WKURXJK�VHUYLFHV�DQG�WR�
HYHQ�WUDQVIRUP�WKHLU�EXVLQHVVHV��VKLIWLQJ�IURP�D�SURGXFW�
EDVHG�WR�D�VHUYLFH�EDVHG�RIIHULQJ��

Bike sharing: 
an example of 
how services 
permeate our 
lives
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Skillshare

New consumer habits are arising
Consumer behavior and forms of consumption, in 
general, have changed significantly in the past few 
decades. The rise of certain sharing economy models is 
tangible proof that the consumer-firm dyad is no longer 
the only dominant economic paradigm. Consumers are 
given more and more opportunities to exchange value 
independently or to become co-creators of value within 
a service ecosystem. This is often supported by digital 
platforms that make this exchange easier. 

At the same time, a growing number of individuals 
have become interested in playing a role as creators 
or co-creators of value. This is often referred to as the 
prosumer movement, a social phenomenon that sees 
consumers becoming producers or, more generally, 
enacting processes of production that typically belong 
to firms. 

Services rely by nature on a shared creation of value 
between the provider and the receiver, due to the fact 
that they are produced and consumed at the same time. 
New and more distributed service models typical of the 
sharing economy simply amplify the number and type of 
these exchanges. This is what Airbnb does by leveraging 
a network of private intermediaries for accommodations 
all around the globe.

Example:
Skillshare, learning from other users
Consumers become producers as they are enabled to 
share with other users their knowledge or skills through 
a digital platform. The platform allows them to promote 
their content, build a community, and earn money through 
their teaching activities.

The transformation of consumer behaviors is also 
evident in the rise of new forms of ownership and new 
perceptions of the idea of ownership itself. Not only 
is there a growing interest and trust in open systems 
that connect one user to the other, but there is also a 
clear shift from a concept of permanent ownership to a 
concept of temporary access. A typical example is bike- 
or car-sharing services, whether public or private, but 
new access-based models have begun to spread in more 
unexpected sectors as well.

Example:
Rent the Runway, a subscription fashion service 
Users subscribe for a fixed fee to receive premium clothes 
that they can wear as many times as they want and they 
can return to swap for new ones. This model gives users 
access to items that would otherwise be much more 
expensive and leverages the desire of users to change 

 Rent the Runway
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WKHLU�VW\OH�RYHU�WLPH�DQG�WU\�RXW�QHZ�RSWLRQV�

$QRWKHU� NH\� SKHQRPHQRQ� WKDW� LQIOXHQFHV� WKH� ILHOG� RI�
VHUYLFHV� LV� WKH�JURZLQJ� LPSRUWDQFH�RI� H[SHULHQFH�DV�D�
GLVWLQFW� IRUP�RI� LQWDQJLEOH� YDOXH� WKDW� XVHUV� DUH�PRUH�
DQG�PRUH� LQWHUHVWHG� LQ� DQG� DUH�ZLOOLQJ� WR� SD\� IRU�� $V�
$PHULFDQ� HFRQRPLVWV� %�� -RVHSK� 3LQH� DQG� -DPHV� +��
*LOPRUH�SXW� LW� LQ� WKHLU� QDPHVDNH�ERRN� ��������ZH� OLYH�
LQ�DQ�H[SHULHQFH�HFRQRP\��LQ�ZKLFK�H[SHULHQFHV�DUH�DQ�
LPSRUWDQW�GLIIHUHQWLDWLRQ�DVVHW��DV�WKH\�DUH�XQLTXH�WR�HDFK�
LQGLYLGXDO��DQG�WR�VSHFLILF�FRQWH[WXDO�FLUFXPVWDQFHV��DQG�
FDQQRW�EH�UHSOLFDWHG�LQ�WKH�H[DFW�VDPH�ZD\��([SHULHQFHV�
DUH�GLVWLQFW�IURP�VHUYLFHV��DOWKRXJK�VHUYLFHV�FDQ�EH�WKH�
VWDJH� RQ� ZKLFK� H[SHULHQFHV� WDNH� SODFH�� $V� WKH� WZR�
DXWKRUV�VD\�

([SHULHQFHV�KDYH�DOZD\V�EHHQ�DW� WKH�KHDUW�RI� WKH�

HQWHUWDLQPHQW�EXVLQHVV����� %XW� WRGD\� WKH� FRQFHSW�

RI� VHOOLQJ� DQ� HQWHUWDLQPHQW� H[SHULHQFH� LV� WDNLQJ�

URRW� LQ�EXVLQHVVHV� IDU� UHPRYHG� IURP� WKHDWHUV�DQG�

DPXVHPHQW�SDUNV���

1RW�DOO�FRPSDQLHV�DUH�GLUHFWO\�FKDUJLQJ�WKHLU�FXVWRPHUV�IRU�
WKH�H[SHULHQFHV�WKH\�RIIHU��<HW�DQ�LQFUHDVLQJ�QXPEHU�RI�

FRPSDQLHV�UHFRJQL]H�WKH�YDOXH�WKDW�FRPHV�IURP�LQYHVWLQJ�
LQ�WKH�FUHDWLRQ�RI�XQLTXH�H[SHULHQFHV�DURXQG�D�SURGXFW�
RU�VHUYLFH�

Example:
Nomad Travel and Airbnb Experiences,
leveraging the value of experiences
2QFH�D�FKDLQ�RI�VWRUHV�VSHFLDOL]HG�LQ�WUDYHO�DQG�FDPSLQJ�
SURGXFWV�� 1RPDG� 7UDYHO� KDV� LQYHVWHG� LQ� RIIHULQJ� LWV�
FXVWRPHUV�PRUH� WKDQ� MXVW� WKH� WRROV�� 7KH\� RIIHU�ZKDW�
WKH�FXVWRPHUV�UHDOO\�ZDQW��ZKLFK�LV�D�PHPRUDEOH�WUDYHO�
H[SHULHQFH��7KH\�ZHQW�IURP�EHLQJ�D�VWRUH�WR�EHFRPLQJ�
FRXQVHORUV� IRU�D�QLFKH�PDUNHW�RI�DGYHQWXURXV� WUDYHOHUV�
LQWHUHVWHG�LQ�VHHNLQJ�DGYLFH�IURP�RWKHU�H[SHUW�WUDYHOHUV��
7KH\�DOVR�VWDUWHG�RIIHULQJ�SDFNDJHV�IRU�DGYHQWXURXV�WULSV��
UHO\LQJ� RQ� D� QHWZRUN� RI� VHOHFWHG� SDUWQHUV� LQ� YDULRXV�
FRXQWULHV��

,Q�PRUH� UHFHQW� \HDUV��$LUEQE�KDV� ODXQFKHG�$LUEQE�
([SHULHQFHV��D�VHUYLFH�RIIHULQJ�WDUJHWHG�DW�DQ\�WUDYHOHU�
LQWHUHVWHG�LQ�DEDQGRQLQJ�WKH�FODVVLF�YLVLWRU�PHQWDOLW\�LQ�
IDYRU�RI�D�PRUH�H[SHULHQFH�GULYHQ�DSSURDFK��7KH�ODWHVW�
DGGLWLRQV� WR� WKH� $LUEQE� ([SHULHQFHV� RIIHULQJ� LQFOXGH�
XQLTXH�DQG�FUHDWLYH�WRXUV�DQG�DFWLYLWLHV�WR�PHHW�DQLPDOV�
LQ�WKHLU�KDELWDW�

Nomad Travel 

Airbnb Animal
Experiences
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1.3
The evolution of services in the digital era 

New opportunities for the world of services also largely 
arise from the advent of digital technologies. In the digital 
era, the meaning of the word service is changing as well. 
Traditional definitions focus on the differences between 
services (which are intangible and can’t be owned) and 
physical goods (which can be owned and consumed). 
However, today these boundaries are extremely blurred. 

Indeed, the role that smartphones play in our lives 
reflects that they aren’t just physical products. They have 
become service platforms through which we can access a 
variety of functionalities that support our daily activities, 
such as mobility, shopping, and finance management. 
In this new scenario and thanks to the technology that 
is embedded in them, products become intelligent and 
they become a key asset in the delivery of services, while 
a proliferation of new touchpoints occurs.

Companies are responding to this development in 
different ways. Product companies face the need to shift 
their mindset. Instead of focusing on the efficiency of 
their production lines, they have to invest resources in 
the creation of meaningful experiences for their users and 
in the orchestration of the complex systems that enable 

Nike+

such experiences. Service companies have received a 
boost from the advent of new technologies, but several 
industries have also seen the rise of new disruptive players 
that propose entirely new service models (e.g., N26 in 
the banking industry). As discussed in chapter 3, the 
evolution of a company’s offering (whether an upgrade 
or a more radical intervention) and the change of internal 
organization in light of the opportunities offered by new 
technologies is referred to as digital transformation.

Example:
NikePlus membership, augmenting the product 
offering
Nike, known for its footwear and sports gear, today offers 
customers much more. Nike+ is a membership-based club 
that offers a range of services that help users to monitor 
their training, get advice from experts, and have access 
to an exclusive range of products. This stretches and 
extends the value that Nike provides (not just clothing, 
but also data and valuable information) and makes it 
far less replaceable. 

Example:
Gjensidige, leveraging digital technologies to 
improve the service experience 

Gjensidige
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Gjensidige is a Norwegian insurance company that in 
the past years has heavily invested in service design 
in order to make a typically complex service easier to 
understand and approach. They have radically transformed 
their language, visual identity, contracts, processes, and 
even insurance products. They pursued an objective to 
redefine the idea of trust itself, which is the foundation 
of any insurer-customer relation. For more information, 
see the end of this chapter.

Example:
N26, disrupting the banking experience
German N26 came in as a disruptor in the banking industry, 
proposing an entirely new model based exclusively on 
digital touchpoints. As they claim, they “stripped the way 
that people manage their money down to the basics,” not 
only removing all physical components and investing in 
the creation of more efficient service experiences but 
also focusing on acting as a partner for their customers 
to help them achieve their financial goals. 

As in the case of N26, more and more services are 
becoming entirely digital and barely imply human 
interactions. This challenges some of the characteristics 
through which services have traditionally been defined. 
Digital services still represent a source of intangible 
value, but they often allow for more homogeneous and 
controllable service quality, while also enabling hyper-
personalization. Also, they give customers continuous 

access and extended delivery capacity, which contrasts 
the idea that a service cannot be stored or pre-produced. 

Principles similar to those described above apply 
to the public sector. Today, governments and public 
stakeholders are often in a more open dialog with 
design, service design in particular, and have begun to 
embrace its methods and tools. Countries such as the 
UK and Estonia have often been regarded as best-in-
class examples of good service design, the former for 
its investment in service guidelines, the latter for the 
digitalization of almost all its services. However, more 
governments are taking action today, though the breadth 
of innovation efforts may vary. While in some cases 
it concerns public administration services at large, in 
others it focuses on specific areas, such as healthcare, 
mobility, and education.

N26
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Frontstage

Backstage

Support
Processes

2. Designing a Service

2.1
Introducing service design

The term service design made its first proper appearance 
in an article called "How to Design a Service," published by 
the European Journal of Marketing in 1982, and written 
by bank executive G. Lynn Shostack. She acknowledged 
the importance of defining new models to create 
successful services, and pointed out that services are 
different in nature from products and deserve a dedicated, 
methodological approach. 

The 1980s and 1990s saw a flourishing of literature 
on the topic and the consolidation of a service design 
approach, based on the ability to envision and create 
complex systems. Total Design, published in 1991 
by authors Bill Hollins and Gillian Hollins, marked an 
important milestone for the service design methodology. 
The end of the 1990s and the beginning of the 2000s 
witnessed the evolution of the practice and the opening 
of service design studios.  

The discourse around service design was first 
concerned with defining why services could be an object 
of design, then with how services should be designed, 
and eventually with the integration with other adjacent 
practices. Also, service design was born with a primary 
focus on the service experience (user-service interaction). 

Later on, it expanded into the realm of organizational 
processes and all the mechanisms that enable the 
delivery of a service. This has also generated interest in 
theories of organizational activation and change. In its 
evolution, service design has also been influenced by 
participatory design, which has further strengthened the 
focus of the discipline on understanding user needs and 
the involvement of users in the design process. 

In essence, service design can be described as a 
process of orchestration of the different components and 
layers of service in order to facilitate a certain outcome 
for the customer. As such, the design and maintenance 
of service is definitely not the prerogative of designers, 
but it is a collective endeavor that brings together the 
user, business, and technology perspective in order to 
deliver value. 

Service design is an activity that largely requires 
systems thinking and the ability to deal with complexity 
in order to make a service more than the sum of its 
components. In fact, creating a service means being 
able to simultaneously orchestrate the frontstage of 
the service, customer interactions and customer-facing 
activities, and its backstage, the ensemble of actions 
and processes that customers never see but enables the 
delivery of the service.

Stage theory
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Also, the creation of service is concerned both with 
the what (the value offered by the service) and the how 
(the way it is delivered to users). The theory of multilevel 
service design acknowledges this by identifying three 
levels of service design activity:

1. Designing the service concept
Designing a service concept means identifying the value 
proposition of service and defining the boundaries of 
the service offering and its potential relation with other 
existing services that tackle adjacent aspects of the user 
experience. The creation of a service concept needs to 
stem from a deep understanding of the problem space, 
the context, and the needs of the user.

Example:
Babylon Health, improving the patient's experience
Babylon Health is a digital platform that provides support 
to patients by allowing them to check their symptoms, 
receive a remote consultation or a health check via their 
mobile phone. Getting medical advice thanks to an AI-
enabled system is the value that the company intends 
to provide to its users. However, the service exists in the 
broader context of medical care and must deal with how 
to direct patients towards their next step, either further 
monitoring or access to medical care (adjacent value area). 

2. Designing the service system 
The creation of the service system refers to the definition 
of the user experience and its key steps. It also refers 
to the orchestration of touchpoints, service actors, and 
systems that can enable the delivery of such experiences.  

The act of designing a service system and its 
components is not just a response to user needs but 
can have a high strategic value as well. For instance, 

Babylon Health

touchpoints and actors play a key role in shaping the 
perception of a company and in enacting a certain 
company strategy. Therefore, they should be chosen 
carefully and according to clear strategic directions.

Example:
Starbucks, curating the design of
touchpoints to meet local taste
Each Starbucks store is different. The famous coffee brand 
has always tried to adapt the design of the space, its 
touchpoints, and products to local needs and tastes. 
Upon entering the Italian market, which is dominated 
by a strong coffee culture, they realized the importance 
of creating a unique and highly refined experience that 
could prove truly attractive for visitors. 

The building that was chosen to host the Reserve 
store of Milan conveys a sense of grandiosity; every single 
object and moment of the experience is designed to 
reinforce such atmosphere. A very different scenario can 
be observed in classic Starbucks stores, where the use of 
digital touchpoints to order and pick up food and drinks 
is widespread, pushing the experience in the direction of 
increased efficiency and speed. By adapting to different 
user needs, Starbucks has demonstrated the ability to 
make a highly strategic use of their touchpoints.

Looking at the way service design has evolved as a 
discipline, it is important to note that more and more 
service design projects have turned their interest towards 
employees rather than customers and end-users of a 
service. Many firms today recognize the importance of 
taking care of the experience that employees have when 
working for them, and investments made on this front 
are on the rise.

105Designing the Intangible: Services and Service Design Methodologies and Tools



Example:
Welcome to the Jungle Kit,
serving enterprise users with smart solutions 
Welcome to the Jungle is a French start-up that has 
developed an application to make recruitment easier, 
especially for technology companies. It allows companies 
to curate their profile and get exposure, while providing 
a comprehensive digital solution. In fact, the platform 
assists talent acquisition and HR departments throughout 
the hiring process by managing job offers, tracking 
applications, and easing onboarding.

3. Designing the service encounter
A service encounter is any interaction that the customer 
has with the service and its touchpoints. As such, it is 
the more detailed part of service design, because it is 
concerned with the definition of every single action or 
task performed by the user. It also covers the design of 
interfaces and backstage service processes that enable 
such actions.

It is important to note that the design of processes isn’t 
just an operational challenge concerned with efficiency 
and speed of service. It can also have a direct impact on 
the quality and the perception of the experience that is 
delivered to the user along with the overall perception of 
the brand or the service. For Starbucks, this has meant 
making the act of writing the customer’s name on the 

cup an iconic moment. In the digital realm, and for 
entertainment services like Netflix and Spotify, it may 
mean understanding how to program algorithms that 
can present content in a relevant and personalized way 
to users. 

2.2
The importance of service performance and 
designing performance evaluation

In essence, services are performances delivered in 
real-time to the user. Guaranteeing service quality is 
challenging because it is strictly related to their intangible 
and heterogeneous nature, especially in services that 
heavily rely on human interactions.

For this reason, the evaluation of quality is an 
even more important activity for service firms, as it can 
help companies have a clear picture of their service 
performance and constantly improve it. Digital services 
certainly provide more possibilities for quality control, 
but the perceived quality of a service experience is far 
more complex than the objective performance of a 
programmable system. 

For instance, if a user is managing their insurance 
plan through an online portal, the speed at which the 
operation is performed will only provide a partial view 
of service quality. The way information is visualized 

Starbucks 
Reserve store in 
Milan
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Welcome to 
the Jungle Kit

and presented to the user will also affect the perceived 
experience positively or negatively, depending on the 
expectations of the customer. 

Also, quality must be looked at in the context of the 
value the company intends to offer and the expectation 
that it intends to create for its customers. As such, it is a 
highly strategic activity that can enable decision makers 
to prioritize certain service improvements over others.

Example:
Airbnb review system,
prioritizing strategically relevant metrics 
Airbnb recognizes the importance of its network of 
hosts in keeping the service reputation high amongst 
its users. Also, they acknowledge that accommodation 

Airbnb review 
system

isn't a mono-dimensional experience and that there are 
specific aspects that can influence the experience of 
the guest. According to this logic, Airbnb has changed 
its review system from an overall 5-star scale to a 
more refined set of parameters: location, check-in, 
cleanliness, communication, value, and accuracy. This 
kind of approach provides much more detailed feedback 
and has the potential to empower the company to 
look at the big picture and strategically plan service 
improvement initiatives. 
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3. Adopting Service Design Tools

,Q�7KLV�,V�6HUYLFH�'HVLJQ�'RLQJ��*HUPDQ�FRQVXOWDQW�DQG�
WUDLQHU�0DUF�6WLFNGRUQ��������WDONV�DERXW�WKH�YDOXH�DQG�
WKH�OLPLWDWLRQV�RI�VHUYLFH�GHVLJQ�WRROV�LQ�WKHVH�WHUPV�

$� QHZ� MRXUQH\�PDS� GRHV� QRW�PDUN� WKH� HQG� RI� D�

VHUYLFH�GHVLJQ�SURMHFW��$Q� LGHDWLRQ�ZRUNVKRS� LV�QRW�

FR�GHVLJQ��$�VXUYH\�RI�\RXU�HPSOR\HHV�GRHV�QRW�UHYHDO�

WKHLU� UHDO�QHHGV�� -XVW� OLNH�EXLOGLQJ�D�KRXVH�VKRXOGQ
W�

HQG�ZLWK�DQ�DUFKLWHFW
V�SODQ��D�VHUYLFH�GHVLJQ�SURMHFW�

VKRXOGQ
W�HQG�ZLWK� LGHDV�RQ�SDSHU�����0DQ\�VHUYLFH�

GHVLJQ� WRROV�DUH�PLQG�KDFNV� WKDW�KHOS�XV� UHIUDPH�
SUREOHPV�LQ�D�ZD\�WKDW�KXPDQV�FDQ�KDQGOH�EHWWHU�

9LVXDOL]DWLRQ�SOD\V�D�NH\�UROH�LQ�VHUYLFH�GHVLJQ��,W�DOORZV�
WHDPV�WR�EUHDN�GRZQ�WKH�FRPSOH[LW\�RI�WKH�VHUYLFH�LQWR�
VPDOOHU� FRPSRQHQWV��PDNH� WKHP� WDQJLEOH�� UHGXFH� WKH�
FRJQLWLYH�ORDG��DQG�FUHDWH�PRUH�RSSRUWXQLWLHV�IRU�FURVV�

IXQFWLRQDO� FROODERUDWLRQ�DQG�DOLJQPHQW�� 6HUYLFH�GHVLJQ�
LV� D�PHDQLQJOHVV� DFWLYLW\� LQ� WKH� DEVHQFH� RI� D� VKDUHG�
PHWKRGRORJ\��PLQGVHW�� DQG� SURFHVV�� )RU� WKLV� UHDVRQ��
VHUYLFH� GHVLJQ� WRROV� DUH� GHILQLWHO\� LPSRUWDQW� IRU� WKH�
FUHDWLRQ� RI� D� VKDUHG� ODQJXDJH� DQG� WKH� HOLPLQDWLRQ� RI�
VLORV�DQG�EDUULHUV�

6HUYLFH� GHVLJQ� SUDFWLWLRQHUV� UHO\� RQ� D� VHW� RI�ZHOO�
NQRZQ� WRROV��:KLOH� LW� LV�DOZD\V� LPSRUWDQW� WR�XVH� WKHP�
FULWLFDOO\�DQG�FXVWRPL]H�WKHP�IRU�VSHFLILF�SURMHFW�SXUSRVHV��
LW� LV� DOVR� LPSRUWDQW� WR�EH�DZDUH�RI� WKHLU� LQWHQGHG�XVH�
DQG�DUFKHW\SLFDO�IRUP��7KLV�FDQ�KHOS�IDFLOLWDWH�D�VKDUHG�
XQGHUVWDQGLQJ�DPRQJVW�WHDP�PHPEHUV��,Q�WKH�IROORZLQJ�
VHFWLRQ��VRPH�RI�WKH�PRVW�FRPPRQ�VHUYLFH�GHVLJQ�WRROV�
DUH�SUHVHQWHG�

Service offering 
map template

Core
Proposition

Feature
Cluster

Single
Feature

Single
Feature
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3.1
Service Offering Map

7KH VHUYLFH RIIHULQJ PDS DLPV WR YLVXDOL]H ZKDW D�
VHUYLFH�SURYLGHV�WR�LWV�XVHU��E\�XQSDFNLQJ�WKH�FRUH�YDOXH�
SURSRVLWLRQ�RI�WKH�VHUYLFH�LQWR�FOXVWHUV�RI�IXQFWLRQDOLWLHV��
7KHUH LVQ’W D VWDQGDUG YLVXDOL]DWLRQ� IRU VXFK D WRRO� WKH�
VHUYLFH�RIIHULQJ�PDS�FDQ�WDNH�WKH�IRUP�RI�D�GLDJUDP�RU�
D UDGLDO PDS� RU LW FDQ VRPHWLPHV EH PRUH YHUEDO DQG�
GHVFULSWLYH��7KH�LPDJHV�RQ�SDJH�����DQG�����VKRZ�RQH�
RI�WKH�SRVVLEOH�YLVXDO�WHPSODWHV�IRU�WKLV�WRRO�

When can it be used?

0DSSLQJ�WKH�RIIHULQJ�RI�D�QHZ�VHUYLFH�DQG�SULRULWL]LQJ�

IXQFWLRQDOLWLHV

0DSSLQJ�DGMDFHQW�DQG�XQWDSSHG�DUHDV�RI�YDOXH�WKDW�

FDQ�EHFRPH�RSSRUWXQLWLHV� IRU�JURZWK�IRU�DQ�H[LVWLQJ�

VHUYLFH

0DSSLQJ�WKH�RIIHULQJ�RI�DQ�H[LVWLQJ�VHUYLFH�LQ�RUGHU�WR�

LGHQWLI\�DUHDV�RI�LPSURYHPHQW

How to build it?
'HVSLWH�WKH�DEVHQFH�RI�D�XQLILHG�VWDQGDUG�IRU�WKLV�WRRO��
WKHUH�DUH� VRPH� FRPPRQ�JXLGHOLQHV� IRU�KRZ� WR�EXLOG�D�
VHUYLFH�RIIHULQJ�PDS��)LUVW�RI�DOO��LW�LV�LPSRUWDQW�WR�FUHDWH�
D�VHQVH�RI�KLHUDUFK\��H�J���IURP�WKH�FHQWHU�WR�WKH�ERUGHUV�
RI� WKH�PDS��RU� IURP�WRS� WR�ERWWRP��DQG�WR�YLVXDOL]H�DW�
OHDVW�WKH�WKUHH�IROORZLQJ�OD\HUV��

1. Value proposition: � D� VLQJOH� VWDWHPHQW� WKDW

FDSWXUHV�WKH�SURPLVH�RI�YDOXH�DQG�WKH�PDLQ�SXUSRVH

RI�WKH�VHUYLFH

2. Functional clusters:�FOXVWHUV�RI�IXQFWLRQDOLWLHV�WKDW�
SUHVHQW�ZKDW�WKH�VHUYLFH�RIIHUV�WR�LWV�XVHUV�DQG�ZKDW�

DFWLRQV�RU�RXWFRPHV�LW�HQDEOHV�DW�D�PDFUR�VFDOH

3. Single features:�HDFK�FOXVWHU� LV�EURNHQ�GRZQ�LQWR
LQGLYLGXDO� IXQFWLRQDOLWLHV�ZKLFK�GHVFULEH� WKH�VLQJOH
DFWLRQV�RU�RXWFRPHV�WKDW�WKH�VHUYLFH�HQDEOHV

Service 
Offering Map 
BonAppetour

Description of
the Experience

Specifications

Place Map

Reviews
Personal
Profile

Biography

Hosts Book a
Dinner

Browse
Cities

Guests

Set Menu
Preferences

Become  an
Ambassador

Online
Payment

Add a
Review

Verify Hosts

Search for
a Date

Traditional
Food

Multicultural
Cuisines

Home
Restaurant

Be Chef
for a Day

BlogFood

Travel

Culture

Dining Tips

BonAppetour
Experiences

Online
Platform
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3.2
User personas

8VHU�SHUVRQDV��RU�SHUVRQDV��DUH�FRQFHSWXDO�UHSUHVHQWDWLRQV�
RI�XVHUV�� 3HRSOH�DUH� FRPSOH[�� DQG� WKHLU�EHKDYLRUV�DQG�
PRWLYHV� DUH� VRPHWLPHV�XQIDWKRPDEOH�� WKHLU� QDWXUH� LQ�
FRQVWDQW�HYROXWLRQ��8VHU�SHUVRQDV�DUH�DQ�HVVHQWLDO�WRRO�
WKDW� FDQ�KHOS�GHVLJQHUV� WR�GLVHQWDQJOH� WKLV� FRPSOH[LW\�
DQG�EXLOG�D� FOHDU�XQGHUVWDQGLQJ�RI�XVHUV�E\� IUHH]LQJ�D�
PRPHQW�LQ�WLPH��3HUVRQDV�DUH�ILFWLRQDO�GHVFULSWLRQV�EXW�
WKH\�DUH�JURXQGHG� LQ� UHDO� XVHU� UHVHDUFK�� DQG� WKH\�DUH�
WRROV�WKDW�DOORZ�GHVLJQ�WHDPV�WR�SUHVHQW�XVHU�QHHGV� LQ�
D�QDUUDWLYH�IRUP��

+RZHYHU��GHSHQGLQJ�RQ�WKHLU�XVH��SHUVRQDV�VKRXOG�VWUHVV�
FHUWDLQ�XVHU�YDULDEOHV�PRUH�WKDQ�RWKHUV����

)RU� H[DPSOH�� FHUWDLQ� SURMHFWV� PD\� EHQHILW� IURP�
SXWWLQJ�VRFLR�FXOWXUDO�DVSHFWV�WR�WKH�IRUHIURQW��EHFDXVH�
WKH\�DUH�SDUWLFXODUO\� UHOHYDQW� HLWKHU� IRU� WKH� LQGXVWU\�RI�
UHIHUHQFH��H�J���IRRG��RU�WKH�VSHFLILF�IRFDO�LVVXH�WKDW�WKH�
WHDP�LQWHQGV�WR�WDFNOH��)RU�LQVWDQFH��D�WHDP�LQWHUHVWHG�
LQ� EXLOGLQJ� D� VFDODEOH�PRGHO� IRU� D�PRELOLW\� VHUYLFH� LQ�
GLIIHUHQW� FRXQWULHV�RU� FLWLHV� FRXOG�EHQHILW� IURP�EXLOGLQJ�
D�VHW�RI�SHUVRQDV�RUJDQL]HG�E\�JHRJUDSK\��,Q�WKLV�FDVH��
VRFLR�FXOWXUDO� DVSHFWV�ZRXOG�EH� WDNHQ� LQWR� DFFRXQW� DV�
SULPDU\�YDULDEOHV�

2WKHU�SURMHFWV�PD\�GHDO�ZLWK� VHUYLFHV� WKDW� WHQG� WR�
KDYH�OHVV�FXOWXUDO�YDULDELOLW\��ZKLOH�WKH�VSHFLILF�EHKDYLRU�RU�
DWWLWXGH�RI�WKH�SHUVRQ�LV�ZKDW�GHWHUPLQHV�GLIIHUHQW�QHHGV�
DQG�XVDJH�SDWWHUQV�� ,Q� WKLV� FDVH�� LW� FDQ�EH� LQWHUHVWLQJ�
WR� DEVWUDFW� XVHU� SHUVRQDV� WR� WKH� OHYHO� RI� EHKDYLRUDO�

DUFKHW\SHV�WKDW�DUH�GHILQHG�E\�WKHLU�GLVWLQFWLYH�WUDLW��)RU�
H[DPSOH��ZKHQ�EXLOGLQJ�SHUVRQDV�IRU�EDQNLQJ�VHUYLFHV��
ORRNLQJ� DW� WKH�ZLGH� UDQJH�RI� XVHU� DWWLWXGHV—IURP� WKH�
PRUH�DVVLVWHG�WR�WKH�PRUH�DXWRQRPRXV�RQHV—FDQ�RIIHU�
LQWHUHVWLQJ� LQVLJKWV�� 7KLV� FDQ� KHOS� GHYHORS� D� VHUYLFH�
H[SHULHQFH�FDSDEOH�RI�FDWHULQJ�IRU�WKLV�YDULHW\�RI�QHHGV�

)LQDOO\��WKHUH�PD\�EH�VLWXDWLRQV�LQ�ZKLFK�XVHUV�GLIIHU�
IURP�RQH�DQRWKHU�EHFDXVH�RI�WKHLU�VSHFLILF�UROH�RU�WDVNV��
WKLV�LV�SDUWLFXODUO\�UHOHYDQW�IRU�FRPSDQ\�XVHUV�DQG�LQ�WKH�
GHVLJQ�RI�%�%�VROXWLRQV��)RU�LQVWDQFH��D�WHDP�WKDW�LQWHQGV�
WR� GHVLJQ� D� SDWLHQW�PDQDJHPHQW� VHUYLFH� IRU� KRVSLWDO�
SHUVRQQHO�ZLOO�QHHG�WR�WDNH�LQWR�DFFRXQW�WKH�QHHGV�RI�D�
YDULHW\�RI�GLIIHUHQW�XVHU�W\SHV�DQG�SURIHVVLRQDOV�WKDW�PD\�
LQWHUDFW�ZLWK�WKH�VROXWLRQ�DW�GLIIHUHQW�WLPHV��%XLOGLQJ�D�VHW�
RI�XVHU�SHUVRQDV�ZLWK�WKLV�ORJLF�FDQ�EH�SDUWLFXODUO\�KHOSIXO�

When can they be used? 

%XLOGLQJ�HPSDWK\�ZLWK�XVHUV�DQG�XQGHUVWDQGLQJ�WKHLU�

QHHGV�WR�FRPH�XS�ZLWK�D�FOHDU�VHUYLFH�SURSRVLWLRQ

&RPSDU LQJ� GLI IHUHQW� XVHU� SHUVRQDV� WR� VXSSRUW�

VWUDWHJLF� GHFLVLRQ�PDNLQJ� DQG� WKH� GHILQLWLRQ� RI�

VWUDWHJLF�SULRULWLHV

)DFLOLWDWLQJ�WKH�GHVLJQ�RI�PHDQLQJIXO�XVHU�H[SHULHQFHV�

WKDW�WDNH�XVHU�QHHGV�LQWR�DFFRXQW�DW�HYHU\�VLQJOH�VWHS

User persona 
template

Portrait

Name

Attitude

What motivates me My mindset

Key Needs

Activities
Roles/Responsibilities/Tasks

A Day in the life

DEMOGRAPHIC INFO
(Age, country, income, ...)

Quote
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User persona 
BonAppetour

How to build them
User personas are typically the output of user research or 
other more indirect forms of research (e.g., interviewing 
stakeholders) aimed at gathering information around the 
user and their needs. As such, the type of information 
that the team intends to display in the user persona 
should be defined up front, prior to conducting research. 
The creation of user personas relies on the comparison 
and clustering of insights coming from different research 
participants and their consolidation into a set of distinct 
and unique profiles.

3.3
User journey map

The user journey map (also called a user journey) is a 
step-by-step representation of how a user interacts with 
a service or system through its touchpoints and over 
time. It always takes the perspective of a specific type 
of user (it may also reflect the differences between user 
personas) and takes into account the entire timeline of 
the service, including the phases that occur before and 
after the interaction with the service.

User journey 
template

Before

Step 1

Actions

Touchpoints

Experience / Emotional Journey

...

During After

Marcus

The curious
connoisseur

26, lives in Milan with his girlfriend.
He recently graduated and works in an office. 
He loves food and has always cultivated this 
passion through cooking courses and by 
reading about it every day. He dreams about 
being able to open his own restaurant one day.

A Typical Day
* Getting up and doing some workout 

before heading to the office
* Reading the news and checking out 

some interesting recipes
* Spending the day at the office
* Planning the evening meal and 

getting the ingredients or planning to 
dine out 

Key Drivers
* Desire for novelty
* Interest in understanding ‘how it is 

made’ and discovering the stories of 
other people

* Passion for odd food experiences 
and openness to some risk

Key Expectations 
(in relation to food experiences)
* Authenticity
* Sense of surprise
* Friendliness

“I almost take a scientific interest in
food. For me, going out for dinner 
easily compares to performing
research activities.” 
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Discover 
BonAppetour 

Marcus hears from a 
friend about a 

website that offers 
special dining 

experiences. He 
becomes interested 

in this service

He searches for the 
website and starts 

exploring the 
different features of 

this experience. 
Then he decides to 

register as a 
member.

He selects the city 
and the time he 

wants to dine at and 
then selects the 

offer he loves the 
most from a list. 

Marcus contacts the 
host through the 
website to ask for 
some changes on 

the menu. 

Marcus selects the 
number of guests, 
then submits the 

payment info. Now 
he needs to wait for 
the host’s approval 

of his booking 
request.

Marcus gets to the 
location by following 
the instructions and 

the digital map 
provided by the host 
via email. Then, the 

host welcomes 
Marcus at his place.

Marcus helps out 
the host during the 
cooking process and 
they finally enjoy a 

nice meal all 
together.

Marcus reviews the 
experience and 

offers some 
suggestions for the 
improvement of the 

service itself

He shares his 
experience on social 

networks and 
connects with the 

BonAppetour 
community.

Explore and 
register

Select and contact 
the host

Booking
request

Reach the location 
and meet the host

Enjoy the
meal

Review of the 
experience

Share the 
experience

Steps

Step Name

Activities

Touchpoints

When can it be used?

$QDO\]LQJ� DQ� H[LVWLQJ� VHUYLFH� H[SHULHQFH� �DV�LV�

PDSSLQJ�� WR�XQFRYHU� LWV�VWUHQJWKV��SDLQ�SRLQWV��DQG�

RSSRUWXQLWLHV

&RPSDULQJ� WKH� MRXUQH\V�RI� GLIIHUHQW�XVHUV�RU�XVHU�

SHUVRQDV�WR�XQFRYHU�RSSRUWXQLWLHV�RU�SULRULWL]H�GHVLJQ�

DFWLYLWLHV

(QY L V L RQ LQJ � DQG � V NH W FK LQJ � RX W � QHZ � V H U Y L F H�

H[SHULHQFHV��WR�EH�PDSSLQJ��

How to build it

����7KH�XVHU� MRXUQH\� LV�EXLOW�RQ�D� WLPHOLQH��)LUVW�� LW� LV�

LPSRUWDQW� WR�define the timeframe� WKDW� WKH�XVHU�
MRXUQH\� LQWHQGV� WR� UHSUHVHQW��LQ� IDFW��D� MRXUQH\�FDQ�

WDNH�SODFH�RYHU�WKH�FRXUVH�RI�PLQXWHV�RU�\HDUV��

��� 7KH�XVHU� MRXUQH\�GHSLFWV�D� VHTXHQFH�RI�DFWLRQV�

�VWHSV��WKDW�DUH�FOXVWHUHG�DURXQG�PDFUR�VWDJHV�RI�WKH�

H[SHULHQFH��defining, labeling, and clustering these 
steps�FRUUHFWO\�LV�HVVHQWLDO�WR�EXLOG�D�FOHDUO\�UHDGDEOH�
PDS�

���2QFH�WKH�WLPHOLQH�KDV�EHHQ�EXLOW��WKH�XVHU�MRXUQH\�

FDQ�EH� filled in with descriptive information� WKDW�

User journey 
BonAppetour
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Discover 
BonAppetour 
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special dining 
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this experience. 
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register as a 
member.

He selects the city 
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Marcus contacts the 
host through the 
website to ask for 
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the menu. 
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number of guests, 
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he needs to wait for 
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of his booking 
request.

Marcus gets to the 
location by following 
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provided by the host 
via email. Then, the 

host welcomes 
Marcus at his place.

Marcus helps out 
the host during the 
cooking process and 
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nice meal all 
together.
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experience and 
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He shares his 
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BonAppetour 
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Explore and 
register

Select and contact 
the host

Booking
request

Reach the location 
and meet the host

Enjoy the
meal

Review of the 
experience

Share the 
experience

Steps

Step Name

Activities

Touchpoints

FDQ�KHOS� UHDGHUV�XQGHUVWDQG�KRZ� WKH�H[SHULHQFH�

WDNHV�SODFH��)RU�HDFK�VWHS��FROXPQ��� LQIRUPDWLRQ� LV�

PDSSHG�DFURVV�PXOWLSOH� OD\HUV��ZKLFK�PD\� LQFOXGH�

YHUEDO� GHVFULSWLRQ� RI� WKH� DFWLRQV� SHUIRUPHG� E\�

WKH� XVHU�� WRXFKSRLQWV�� VWRU\ERDUG� YLVXDOL]DWLRQ��

XVHU�HPRWLRQV��HWF�� 7KH�DPRXQW�DQG� W\SH�RI� OD\HUV�

FDQ�FKDQJH�GHSHQGLQJ�RQ� WKH�SXUSRVH�RI� WKH�XVHU�

MRXUQH\�
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Luca heard about a website that 
provides special dining experience
from his friend and he became 
interested in this service.

He contacts with the host through
the website to ask whether he can
change some parts of the menu.

Luca meets the host and is welcomed. He gives some help to the host
during the cooking process, and
is finally served a nice meal.

Luca reviews the experience
and leaves some suggestions.

He shares his experience on social network 
and connects to the BonAppetour community.

Luca contacts with the customer
service staff through WhatsApp to
ask whether he can get his money
back if he cancels the reservation.

Luca selects the number of guests,
then submits the payment information. 
All he needs to do now is waiting for 
the host to approve his booking request.

Luca finds a way to get to the location
on certain time

He searched for the website and 
registered as a member.

He searches for a city and time he
wants to dine, then clicks on one
offer from the list.

He reads the experience overview to
see what’s on the menu, the location,
and the personal information of the host.

01 02 03 04

05 06 07 08

09 10 11 12

Luca heard about a website that 
provides special dining experience
from his friend and he became 
interested in this service.

He contacts with the host through
the website to ask whether he can
change some parts of the menu.

Luca meets the host and is welcomed. He gives some help to the host
during the cooking process, and
is finally served a nice meal.

Luca reviews the experience
and leaves some suggestions.

He shares his experience on social network 
and connects to the BonAppetour community.

Luca contacts with the customer
service staff through WhatsApp to
ask whether he can get his money
back if he cancels the reservation.

Luca selects the number of guests,
then submits the payment information. 
All he needs to do now is waiting for 
the host to approve his booking request.

Luca finds a way to get to the location
on certain time

He searched for the website and 
registered as a member.

He searches for a city and time he
wants to dine, then clicks on one
offer from the list.

He reads the experience overview to
see what’s on the menu, the location,
and the personal information of the host.

01 02 03 04

05 06 07 08

09 10 11 12

Luca heard about a website that 
provides special dining experience
from his friend and he became 
interested in this service.

He contacts with the host through
the website to ask whether he can
change some parts of the menu.

Luca meets the host and is welcomed. He gives some help to the host
during the cooking process, and
is finally served a nice meal.

Luca reviews the experience
and leaves some suggestions.

He shares his experience on social network 
and connects to the BonAppetour community.

Luca contacts with the customer
service staff through WhatsApp to
ask whether he can get his money
back if he cancels the reservation.

Luca selects the number of guests,
then submits the payment information. 
All he needs to do now is waiting for 
the host to approve his booking request.

Luca finds a way to get to the location
on certain time

He searched for the website and 
registered as a member.

He searches for a city and time he
wants to dine, then clicks on one
offer from the list.

He reads the experience overview to
see what’s on the menu, the location,
and the personal information of the host.

01 02 03 04

05 06 07 08

09 10 11 12

Luca heard about a website that 
provides special dining experience
from his friend and he became 
interested in this service.

He contacts with the host through
the website to ask whether he can
change some parts of the menu.

Luca meets the host and is welcomed. He gives some help to the host
during the cooking process, and
is finally served a nice meal.

Luca reviews the experience
and leaves some suggestions.

He shares his experience on social network 
and connects to the BonAppetour community.

Luca contacts with the customer
service staff through WhatsApp to
ask whether he can get his money
back if he cancels the reservation.

Luca selects the number of guests,
then submits the payment information. 
All he needs to do now is waiting for 
the host to approve his booking request.

Luca finds a way to get to the location
on certain time

He searched for the website and 
registered as a member.

He searches for a city and time he
wants to dine, then clicks on one
offer from the list.

He reads the experience overview to
see what’s on the menu, the location,
and the personal information of the host.

01 02 03 04

05 06 07 08

09 10 11 12

Luca heard about a website that 
provides special dining experience
from his friend and he became 
interested in this service.

He contacts with the host through
the website to ask whether he can
change some parts of the menu.

Luca meets the host and is welcomed. He gives some help to the host
during the cooking process, and
is finally served a nice meal.

Luca reviews the experience
and leaves some suggestions.

He shares his experience on social network 
and connects to the BonAppetour community.

Luca contacts with the customer
service staff through WhatsApp to
ask whether he can get his money
back if he cancels the reservation.

Luca selects the number of guests,
then submits the payment information. 
All he needs to do now is waiting for 
the host to approve his booking request.

Luca finds a way to get to the location
on certain time

He searched for the website and 
registered as a member.

He searches for a city and time he
wants to dine, then clicks on one
offer from the list.

He reads the experience overview to
see what’s on the menu, the location,
and the personal information of the host.

01 02 03 04

05 06 07 08

09 10 11 12

Luca heard about a website that 
provides special dining experience
from his friend and he became 
interested in this service.

He contacts with the host through
the website to ask whether he can
change some parts of the menu.

Luca meets the host and is welcomed. He gives some help to the host
during the cooking process, and
is finally served a nice meal.

Luca reviews the experience
and leaves some suggestions.

He shares his experience on social network 
and connects to the BonAppetour community.

Luca contacts with the customer
service staff through WhatsApp to
ask whether he can get his money
back if he cancels the reservation.

Luca selects the number of guests,
then submits the payment information. 
All he needs to do now is waiting for 
the host to approve his booking request.

Luca finds a way to get to the location
on certain time

He searched for the website and 
registered as a member.

He searches for a city and time he
wants to dine, then clicks on one
offer from the list.

He reads the experience overview to
see what’s on the menu, the location,
and the personal information of the host.

01 02 03 04

05 06 07 08

09 10 11 12

8VH�FDVH�
%RQ$SSHWRXU

3.4
Zoom out, zoom in:
creating use case storyboards

0DUF�6WLFNGRUQ��������DIILUPV�

<RX�FDQ�WKLQN�RI� WKH�VFDOH�RI�D� MRXUQH\�PDS� OLNH�WKH�

]RRP� OHYHOV� RI� D�PDS��$�PDS�RI� D�ZKROH� FRXQWU\�

KHOSV�\RX�WR�QDYLJDWH�RQ�D�ELJJHU�VFDOH��ZKLOH�D�PDS�

RI�D�UHJLRQ�RU�D�PDS�RI�D�FLW\�KHOSV�WR�ILQG�D�VSHFLILF�

GHVWLQDWLRQ��<RX�QHHG�ERWK�LI�\RX�ZDQW�WR�GULYH�IURP�

RQH�SODFH�WR�DQRWKHU�

:KLOH�WKH�XVHU� MRXUQH\�PDS�DLPV�WR�EXLOG�D�ELJ�SLFWXUH�
RI�WKH�VWHSV� LQ�WKH�XVHU�H[SHULHQFH��ZLWKRXW�YLVXDOL]LQJ�
DOO�RI� WKH�SRVVLEOH� WXUQLQJ�SRLQWV�DQG�YDULDEOHV��GHVLJQ�
WHDPV�ZKR�QHHG� WR� YLVXDOL]H� VXFK� FRPSOH[LW\� FDQ�RSW�
IRU�PRUH�GHWDLOHG�H[SHULHQFH�YLVXDOL]DWLRQV�E\�EXLOGLQJ�
XVH�FDVH�VWRU\ERDUGV��

$�XVH�FDVH�GHVFULEHV�D�VSHFLILF�VLWXDWLRQ�LQ�ZKLFK�D�
VHUYLFH� FDQ�EH�XVHG�DQG� LV� W\SLFDOO\�GHILQHG� WKURXJK�D�
XVHU�JRDO��)RU�H[DPSOH��D�QHZ�FXVWRPHU�QHHGV�WR�FUHDWH�
D�EDQN�DFFRXQW��WKLV�XVH�FDVH�LV�GHILQHG�ERWK�E\�D�VSHFLILF�
W\SH� RI� XVHU� �D� QHZ� FXVWRPHU�� DQG�E\� D� VSHFLILF� JRDO�
�FUHDWLQJ�D�EDQN�DFFRXQW���

7KH� XVH� FDVH� VWRU\ERDUG� YLVXDOL]HV� DQG� GHVFULEHV�
DOO� RI� WKH� VWHSV� WKH� FXVWRPHU� JRHV� WKURXJK� DQG� WKHLU�
VLQJOH� LQWHUDFWLRQV�ZLWK� VHUYLFH� WRXFKSRLQWV��8VH� FDVHV�
DUH�SDUWLFXODUO\�XVHIXO� IRU� GHILQLQJ�ZKDW� IXQFWLRQDOLWLHV�
DUH�QHHGHG�IRU�D�VHUYLFH�WR�RSHUDWH�

3.5
Service blueprint

7KH� VHUYLFH� EOXHSULQW� LV� DQ� RSHUDWLRQDO� WRRO� WKDW�
GHVFULEHV�ZKDW� DFWLRQV� DQG�SURFHVVHV� DUH� UHTXLUHG� WR�
GHOLYHU�D�FHUWDLQ�H[SHULHQFH�RU�VHUYLFH�� ,W�EXLOGV�RQ� WKH�
XVHU� H[SHULHQFH�GHSLFWHG� LQ� WKH�XVHU� MRXUQH\�EXW� GLJV�
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Luca heard about a website that 
provides special dining experience
from his friend and he became 
interested in this service.

He contacts with the host through
the website to ask whether he can
change some parts of the menu.

Luca meets the host and is welcomed. He gives some help to the host
during the cooking process, and
is finally served a nice meal.

Luca reviews the experience
and leaves some suggestions.

He shares his experience on social network 
and connects to the BonAppetour community.

Luca contacts with the customer
service staff through WhatsApp to
ask whether he can get his money
back if he cancels the reservation.

Luca selects the number of guests,
then submits the payment information. 
All he needs to do now is waiting for 
the host to approve his booking request.

Luca finds a way to get to the location
on certain time

He searched for the website and 
registered as a member.

He searches for a city and time he
wants to dine, then clicks on one
offer from the list.

He reads the experience overview to
see what’s on the menu, the location,
and the personal information of the host.

01 02 03 04

05 06 07 08

09 10 11 12
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Service 
blueprint 
template

Physical
Evidence

line of interaction

line of visibility

line of internal
visibility

Customer
Actions

Frontstage
Actions

Backstage
Actions

Support
Processes
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Customer
Journey

Host

Guest

Platform

Discover
BonAppetour  

Takes a flyer with a 
discount code

Inserts all the 
information to
create a profile 

Searches for a date 
and a host looking 

at the menu

Submits a booking 
request for specific 

day and a time

Gets ready to reach 
the location of the 
appointment and

meet the host 

Lives the experience Offers feedback on 
the experience

Sends pictures to 
some friends

Provides more details, 
as requested 
by the guest

Approves (or not) 
the booking request 

Goes to buy all the 
ingredients

Cooks for
the guest

Gets notified about 
the review and 

reads it

Puts the guest and 
the host in contact

via chat 

Approves the 
request to create a 

new account

Manages the 
payment process
by transferring 

money 

Displays all the 
information about 

the location

Updates the host’s 
profile

Explore and 
register

Select and contact 
the host

Booking
request

Reach the location 
and meet the host

Enjoy the
meal

Review of the 
experience

Share the 
experience

Line of Interaction

PXFK�GHHSHU��,W�VKRZV�KRZ�WKH�DFWLRQV�WKDW�WDNH�SODFH�
EDFNVWDJH�DUH�FRQQHFWHG�WR�WKH�H[SHULHQFH�GHOLYHUHG�WR�
WKH�XVHU�IURQWVWDJH�DQG�YLFH�YHUVD��7KH�VHUYLFH�EOXHSULQW�
LV�PDGH�RI� VHYHUDO� DQG�SURJUHVVLYHO\�GHHSHU� OD\HUV�� DV�
VKRZQ�LQ�WKH�WHPSODWH�EHORZ�

When can it be used?

$QDO\]LQJ�RU�PDSSLQJ�FXUUHQW�SURFHVVHV� LQ�RUGHU� WR�

HYDOXDWH� WKHLU�TXDOLW\�RU�HIILFLHQF\�DQG�GHILQH�QHZ�

RSSRUWXQLWLHV�

'HVLJQLQJ� WKH�SURFHVVHV�DQG� WKH�RSHUDWLRQDO� OD\HU�

IRU� D� QHZ� VHUYLFH�� HQVXULQJ� ERWK� HII LFLHQF\� DQG�

GHVLUHG�XVHU�H[SHULHQFH��DFFRUGLQJ�WR�D�VHW�RI�GHILQHG�

H[SHULHQFH�SULQFLSOHV

How to build it
-XVW� OLNH�D�XVHU� MRXUQH\�RU�XVH�FDVH��D�VHUYLFH�EOXHSULQW�
PDS�YLVXDOL]HV�D�VHTXHQFH�RI�DFWLRQV�WKDW�RFFXUV�RYHU�WLPH��
7KH�GHILQLWLRQ�RI�WKH�WLPH�VFDOH�DQG�XQLW�RI�DQDO\VLV�RI�WKH�
VHUYLFH�EOXHSULQW�GHSHQGV�RQ� LWV�SXUSRVH��DQG� LQ�VRPH�
VLWXDWLRQV��PRUH�WKDQ�RQH�PDS�PD\�EH�QHFHVVDU\�LQ�RUGHU�
WR�JLYH�D�FRPSOHWH�RYHUYLHZ�RI�KRZ�WKH�VHUYLFH�ZRUNV�

$� VHUYLFH� EOXHSULQW� W\SLFDOO\� EHJLQV�ZLWK� D� WULJJHU�
DFWLRQ��HLWKHU�SHUIRUPHG�E\�WKH�XVHU�RU�E\�DQRWKHU�VHUYLFH�
DFWRU���)URP�WKDW�SRLQW�RQ��WKH�VHUYLFH�H[SHULHQFH�XQIROGV�
DFFRUGLQJ� WR�D�SUHGHILQHG�VFULSW��7KHUH�PD\�EH� WXUQLQJ�
SRLQWV�DQG�YDULDWLRQV��ZKLFK�QHHG�WR�EH�FDSWXUHG�E\�WKH�
VHUYLFH�EOXHSULQW�

Service blueprint 
BonAppetour 
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Customer
Journey

Host

Guest

Platform

Discover
BonAppetour  

Takes a flyer with a 
discount code

Inserts all the 
information to
create a profile 

Searches for a date 
and a host looking 

at the menu

Submits a booking 
request for specific 

day and a time

Gets ready to reach 
the location of the 
appointment and

meet the host 

Lives the experience Offers feedback on 
the experience

Sends pictures to 
some friends

Provides more details, 
as requested 
by the guest

Approves (or not) 
the booking request 

Goes to buy all the 
ingredients

Cooks for
the guest

Gets notified about 
the review and 

reads it

Puts the guest and 
the host in contact

via chat 

Approves the 
request to create a 

new account

Manages the 
payment process
by transferring 

money 

Displays all the 
information about 

the location

Updates the host’s 
profile

Explore and 
register

Select and contact 
the host

Booking
request

Reach the location 
and meet the host

Enjoy the
meal

Review of the 
experience

Share the 
experience

Line of Interaction

Example  
Gjensidige: reinventing insurance (from 2009)
*MHQVLGLJH� LV� D�1RUZHJLDQ� LQVXUDQFH� FRPSDQ\� WKDW�

XQGHUZHQW� D�PDMRU� WUDQVIRUPDWLRQ� RI� WKHLU� VHU YLFH�

RIIHULQJ�� VHUYLFH� H[SHULHQFH�� LQWHUQDO� SURFHVVHV�� DQG�

RUJDQL]DWLRQDO� FXOWXUH�� ,Q������� WKH\�HPEDUNHG�RQ�D�

MRXUQH\�WR�SXUVXH�FXVWRPHU�FHQWULFLW\�DQG�PDNH�WKH�WRROV�

DQG�PHWKRGV�RI�VHUYLFH�GHVLJQ�WUXO\�SDUW�RI�WKH�FRPSDQ\’V�

'1$���

7KH�XUJH� WR� LQYHVW� LQ�D� UDGLFDO� WUDQVIRUPDWLRQ�FDPH�

I URP� XQGHUVWDQGLQJ� D� FRPPRQ� SDLQ� SRLQW� IRU� WKH�

LQGXVWU\�� KRZ� VWUHVVIXO� DQG�QHJDWLYH� WKH� H[SHULHQFH�

RI�GHDOLQJ�ZLWK� LQVXUDQFH�ZDV� IRU� WKH�XVHU��*MHQVLGLJH�

XQGHUVWRRG�WKDW�EXLOGLQJ�D�EHWWHU�FXVWRPHU�H[SHULHQFH�

ZDV�QRW�RQO\�QHFHVVDU\�WR�DYRLG�OHWWLQJ�XVHUV�GRZQ��EXW�LW�

FRXOG�DOVR�FUHDWH�D�VLJQLILFDQW�FRPSHWLWLYH�DGYDQWDJH��

Some of the implemented changes include 
the following:

6KRUWHQLQJ�DQG�UHGHVLJQ�RI�WKH�LQVXUDQFH�FRQWUDFW��

5HGHVLJQ�RI� WKH�DJHQW� FODLP�KDQGOLQJ� V\VWHP�DQG�

LPSURYHPHQW�RI�VHUYLFH�JXLGHOLQHV� IRU� WKH�DJHQWV� WR�

SURYLGH�EHWWHU�VXSSRUW�WR�FXVWRPHUV�

'HOLYHU\�RI�D�SRVW�FDOO�UHFDS�HPDLO�WR�VXSSRUW�GHFLVLRQ�

PDNLQJ�DQG�HQVXUH�WUDQVSDUHQF\�

6LPSOLILFDWLRQ�RI� WKH�RIIHULQJ��QXPEHU�RI� LQVXUDQFH�

SURGXFWV��DQG� LQFUHDVHG�UHOHYDQFH�RI� WKHVH�SURGXFWV�

IRU�FXVWRPHUV�
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5HGHVLJQ� R I � WKH� ZHEVLWH� Z LWK� QHZ�� I U LHQGO LHU�

QDYLJDWLRQ�DQG�WRQH�RI�YRLFH�

As a result of this process, 
they were able to measure its positive impact:

&XVWRPHU� VDWLVIDFWLRQ� LQFUHDVHG� IURP���WK� WR���WK�

SODFH�LQ�WKH�QDWLRQDO�FXVWRPHU�VDWLVIDFWLRQ�UDQNLQJ�

%HWZHHQ������DQG������� WKH� UDWH�RI� VDOHV�SHU� FDOO�

JUHZ�E\�����

2YHU� WKH� VDPH� SHU LRG� RI� W LPH�� WKH� VKDUH� SU LFH�

GRXEOHG�

&URVV�IXQFWLRQDO� FROODERUDWLRQ� LQFUHDVHG�DQG�PDGH�

LW�SRVVLEOH�WR�FUHDWH�QHZ�LQVXUDQFH�VROXWLRQV�IRU�QHZ�

FXVWRPHU�VHJPHQWV�

'HWDLOHG�PHDVXUHPHQW�RI� WKH�FXVWRPHU�VDWLVIDFWLRQ�

LQGH[�SHU�WRXFKSRLQW��L�H���LQFUHDVHG�JUDQXODULW\��
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Description of
the Experience

Specifications

Place Map

Reviews
Personal
Profile

Biography

Hosts Book a
Dinner

Browse
Cities

Guests

Set Menu
Preferences

Become  an
Ambassador

Online
Payment

Add a
Review

Verify Hosts

Search for
a Date

Traditional
Food

Multicultural
Cuisines

Home
Restaurant

Be Chef
for a Day

BlogFood

Travel

Culture

Dining Tips

BonAppetour
Experiences

Online
Platform

Key Takeaways

1.  Introducing Service and Their Evolution

,Q�WKH���VW�FHQWXU\� we live in a service economy��,Q�D�PDUNHW�VDWXUDWHG�ZLWK�SK\VLFDO�SURGXFWV��VHUYLFHV�UHSUHVHQW�D�

VLJQLILFDQW�RSSRUWXQLW\�IRU�GLIIHUHQWLDWLRQ�IRU�FRPSDQLHV�DFURVV�GLIIHUHQW�LQGXVWULHV��7RGD\��VHUYLFHV�DFFRXQW�IRU�PRVW�

RI�WKH�*'3�LQ�QXPHURXV�FRXQWULHV�DURXQG�WKH�JOREH�DQG�KDYH�ODUJHO\�RYHUWDNHQ�PDQXIDFWXULQJ�DQG�DJULFXOWXUH��

6HUYLFHV�UHIHU�WR�WKH�FRPSOH[�V\VWHP�WKDW�HQFRPSDVVHV�WKH�SURFHVV��VWDNHKROGHUV��DQG�DFWLRQV�WKDW�DUH�UHTXLUHG�WR�

GHOLYHU�PHDQLQJIXO�H[SHULHQFHV�DQG�VROXWLRQV�IRU�XVHUV��

The concepts of ownership and consumption themselves are shifting��JLYLQJ�ULVH�WR�QHZ�VFHQDULRV�RI�GLIIXVHG�
RZQHUVKLS��UHQWLQJ�DQG�VKDULQJ�VHUYLFHV��DQG�FR�SURGXFWLRQ�RI�YDOXH��LQ�ZKLFK�XVHUV�EHFRPH�VHUYLFH�SURYLGHUV�

Services, digital ones in particular, are propelling change across industries:�ZKLOH�SURGXFW�FRPSDQLHV�VHHN�QHZ�

RSSRUWXQLWLHV�WR�DXJPHQW�WKHLU�RIIHULQJ�WKURXJK�VHUYLFHV��VHUYLFH�FRPSDQLHV� ORRN�IRU�ZD\V�WR�VWD\�FRPSHWLWLYH�DQG�

LPSURYH�VHUYLFH�TXDOLW\�DQG�H[SHULHQFH��1HZ�HQWUDQWV�ZKR�FDQ�GULYH�WUDQVIRUPDWLRQ�WKURXJK�GLJLWDO�VHUYLFHV�LV�DEOH�

WR�GLVUXSW�PDUNHWV�ZLWK�LQQRYDWLYH�VHUYLFH�PRGHOV�

2. Designing a Service

,QLWLDOO\�� WKH�SULPDU\� IRFXV�RI�VHUYLFH�GHVLJQ�ZDV�WR� IRFXV�RQ�WKH�XVHU�VHUYLFH� LQWHUDFWLRQ��EXW� ODWHU�H[SDQGHG� LQWR�

FRQVLGHULQJ�WKH�RUJDQL]DWLRQDO�SURFHVV�DQG�V\VWHP�RI�HQDEOLQJ�DQG�GHOLYHULQJ�VHUYLFHV�

Service design takes place at the intersection of design, technology, and business�LQ�RUGHU�WR�PD[LPL]H�LWV�YDOXH��

6HUYLFH�GHVLJQ�LV��LQ�IDFW��WKH�orchestration�RI�DOO�WKH�GLIIHUHQW�OD\HUV�RI�D�VHUYLFH��LWV�YDOXH�SURSRVLWLRQ�DQG�RIIHULQJ��
WKH�FXVWRPHU�IDFLQJ��IURQW�VWDJH��H[SHULHQFH�DQG�LQWHUDFWLRQV��DQG�WKH�EDFNVWDJH�SURFHVVHV�

:LWKLQ� WKH� UHDOP�RI� VHUYLFH�GHVLJQ��experience is considered a key differentiator�� ,W� LV� VRPHWKLQJ� WKDW�XVHUV�

LQFUHDVLQJO\�VHHN�DQG�DUH�PRUH�DQG�PRUH�ZLOOLQJ�WR�SD\� IRU�� ,QYHVWLQJ� LQ�D�EHWWHU�XVHU�H[SHULHQFH�FDQ�KDYH�JUHDW�

VWUDWHJLF�YDOXH�DQG�EULQJ�VLJQLILFDQW�UHWXUQV��6HUYLFH�GHVLJQ�KDV�EHFRPH�LQFUHDVLQJO\�FRQFHUQHG�ZLWK�WKH�GHVLJQ�RI�

HPSOR\HH�H[SHULHQFHV��WRR�

3. Adopting Service Design Tools
Service design�PDNHV�XVH�RI�D�VHW�RI�VSHFLILF�GHVLJQ�tools��ZKLFK�DUH�PRVW�HIIHFWLYH�ZKHQ�adopted by the entire 
organization��DFURVV�WHDPV�DQG�GHSDUWPHQWV��7KH�IROORZLQJ�DUH�VRPH�RI�WKH�PRVW�LPSRUWDQW�RQHV�

3.1 Service offering map:�YLVXDOL]HV�WKH�VHUYLFH�RIIHULQJ�E\�XQSDFNLQJ�WKH�FRUH�YDOXH�SURSRVLWLRQ�RI�WKH�VHUYLFH�LQWR�
FOXVWHUV�RI�IXQFWLRQDOLWLHV
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Portrait

Name

Attitude

What motivates me My mindset

Key Needs

Activities
Roles/Responsibilities/Tasks

A Day in the life

DEMOGRAPHIC INFO
(Age, country, income, ...)

Quote

Before

Step 1

Actions

Touchpoints

Experience / Emotional Journey

...

During After

3.3 User journey map:�D�V\QWKHWLF�VWHS�E\�VWHS� UHSUHVHQWDWLRQ�RI�KRZ�D�XVHU� LQWHUDFWV�ZLWK�D�VHUYLFH�RU�V\VWHP�

WKURXJK�LWV�WRXFKSRLQWV�DQG�RYHU�WLPH

3.2 User persona:�D�FRQFHSWXDO�UHSUHVHQWDWLRQ�RI�XVHUV�JURXQGHG�LQ�UHDO�XVHU�UHVHDUFK�WR�SURYLGH�D�VQDSVKRW�RI�NH\�
XVHU�QHHGV�DQG�EHKDYLRUV

3.4 Service blueprint:�DQ�RSHUDWLRQDO�WRRO�WKDW�GHVFULEHV�ZKDW�DFWLRQV�DQG�SURFHVVHV�DUH�UHTXLUHG�WR�GHOLYHU�D�FHUWDLQ�
H[SHULHQFH�RU�VHUYLFH

Physical
Evidence

line of interaction

line of visibility

line of internal
visibility

Customer
Actions

Frontstage
Actions

Backstage
Actions

Support
Processes
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