


SSSSSS

al
| design |
institute



Class 9
Multidisciplinary Design

Design is for everyone

Service Design

Design and policymaking



“design has become
too important to be
left to designers”

Tim Brown, “"Change by Design”



Multidisciplinary Design
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Service design is a process where designers
create sustainable solutions and optimal
experiences for both customers in unique
contexts and any service providers involved.
Designers break services into sections and
adapt fine-tuned solutions to suit all users’
needs In context.

Interaction Design Foundation



We are creating experiences for people, thus we
need to have consider their needs when design a
product or service. &
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Experiences add value to commodities
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Service Design Personas

Journey Majps
A few tools that we

can use in our System Maps
porojects (Stakeholder maps)




Personas

A persona is a profile
representing a particular
group of people, such as
a group of customers or
users, a market segment,
a subset of employees, or
any other stakeholder

group.

Interests

PERSONA TEMPLATE

Cycling, kayaking in Lake Travis

Motivations

lecognition from board
supervisors and g

Personal reward from

Jennifer D. Gephar[ Opportunity for raise or
PDrony n

Satisfying s and
Age 32 delivering optimal results
Occupation Finance Project Manager

Education MBA . .
Technology & Social Media
Location Austin, TX - _— _
She uses Apple devices
Status Singie Browses on her phone but
makes more action decisions

Challenges

Content-Type Preferences

Wall Street Journal



Aspirations

Business S

Business Growth Drivers

Mindset

“"Makong a website isn't
something 've ever
thought about doing
myself | dont even know

where t0 start”

Needs for a Website

Confidence Building & Website

Hesitations

“The technology is intimidating.
I've tried designers in the past
and don’t want to go down that
road again. Plus, | don't have a
big budget for this™

How Weebly Uniquely Serves




PERSONALITY "
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Nurse
Anne David | 26 yrs

€Q | love serving people
in whatever way i
can. My job doesn’t
end at work, | also
volunteer after

work. 9

0

Daily Routine
® = n Y ¥
Cook Work Socialize Walk Volunteer

Goals & Aspirations

Prevention of iliness
Social networking
Excercising discipline

Prevention of iliness
Social networking
Excercising discipline

Likes & Dislikes

Food Food

Service to mankind Service to mankind
ocial networking Social networking

Excercising Excercising




Persona 1: name

Demographic information Goals

Psychographic Marketing messaging

Quote information ;
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Journey Maps

A journey map allows
us to visualize the
experience of a person
over time, Interacting
directly or indirectly
with the product or
service

%

1. Old product breaks 2. Seeking advice in shop
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CUSTOMER JOURNEY MAP Example (Switching Mobile Plans)

JUMPING JAMIE

Scenario: Jamie needs to switch her current mobile plan.
She wants a plan that can save her money without having to

EXPECTATIONS

¢ Clear online information
* Ability to compare plan breakdowns

sacrifice usage limits.

e Friendly and helpful customer support

DEFINE COMPARE NEGOTIATE SELECT
1. Review current plan 3. Watches commercial 6. Calls current carrier to 8. Decides on a new plan
onTV tell them she is and calls customer

2. Define parameters
for new plan

“Iwonder ifl can

4. Researches companies
and offers on consumer
reports website

shopping around

7. Calls competitors to
see what they can offer

service to switch service

pay less.” 5. Uses current carrier

website tool to
compare options

“Well, | guess that

was all worth it.”

“Over it. I'm switch-
ing providers.”

\_/

“Ugh, why is this
so difficult?!”

“That offer seems
like a better deal.”

OPPORTUNITIES

* Compare alternate companys’ offers for her
o Breakdown current plan into $ amounts
o Customer support via text messaging/chat

INTERNAL OWNERSHIP + METRICS

e Cusomer Support Team: reduce average call time to 2 minutes
¢ Web Team: add funtionality to allow Jamie to compare plans within our site
¢ Marketing Team: track competing offers to create competitor database

NN/g



DOING THINKING FEELING

TOUCHPOINT

TIINA’S CUSTOMER JOURNEY

+ POSITIVE VIBES

- NEGATIVE VIBES

FOCUSED, EXCITED,

Sl ANXIOUS

“Where can | learn this”

“Am | fit/flexible /brave

enough to attend a class?”

“| want fo be able to do

that!”

Searching for more info
about the hobby. Searching
for a place fo try out pole
dancing.

Seeing an inspiring article,
blog post, picture or hearing
from a friend about pole
dancing.

SOCIAL MEDIA

o =10

INSPIRATION

ANXIOUS

“What should | bring and

wearg”

“What class should | start
with”

Booking a first tryout class
through the booking system.
Reading the FAQ for first-

timers.

=3 @
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TRYOUT

ANXIOUS, EXPECTANT

“How does everything work
here?”

“Am | fit/flexible /brave
enough?”

Arriving at the studio for
the first time. Paying and
changing clothes.

RECEPTION
CHANGING ROOM

FOCUSED, FRUSTRATED,

EXHAUSTED, PROUD THOUGHTFUL

HAVING FUN

“How long will it take me to
reach level x2”

“Is that safe?”
“Can | do thate”
“Ouch”
“Wow"

“Should | go again?”

“| can'’t believe | just did that” If | go, what are my

“This was more painful than | options?

imagined”

Reflecting on how she/he

did and on the experience.

Perhaps even planning for
the next time.

Making a decision about
booking the next course/
workshop/class.

Attending the class.

CHANGING ROOM

DECISION-

MAKING

‘ GREAT EXPERIENCE

POINT-OF-IMPROVEMENT



WHAT IS A TOUCHPOINT?

It is a point of contact that translates interactions between
human-human, human-system or system to system.

PEOPLE PLACE PROP PARTNER PROCESS
T N
@ W I @@ Go
Employees and The physical The objects and  Other businesses = Workflows and
other customers space or virtual collateral used to or entities that rituals that are
encountered while environment produce the help to produce or used to produce
the service is through which service encounter. enhance the the service
produced the service is Forms, products, service encounter encounter.
delivered signage, etc. Relates the

people, place,
props & partners.




STAGES m BOOK APPOINTMENT ARRIVE AND CHECK IN WAIT DURING SERVICING CHECK OUT FOLLOW-UP

* How much wal this comt?
* What's ncar me?

* How can | contact tham?
» Why Grocn Garaga?

* Appraharsna - Dot want to spond 2 lot.
* Annoyad - Cer trouble & nconveriant.

* Clugloss - I'm clucions sbout cars.

* Skaptical - Wil this raslly holp the planct?

Tham's lots of competition 50 knowing who 1o
trust is important.

* Sita is overwhaiming and herd 1o navigato
* Brokon inks

* Outdatod Info

Ol

» Aro thoy fadbic? Can | st show up?
* What's tho fastost wey to book an
appontrmont?

* Can | canod or eschadule? How?

* Frustratiod - don't want 1o jurmp through so
mary hoops st to got an appontmont.
* Hopalul - | hopa | gt tha tme | wart

* Rolaved - now that the appointment is sat

Apportrmonts can be booked by phore o
onlino but ¥ todious cithar weye

* Onfino form asks for & kot of nformaton

* Larga crodit car image at tha top is aleeming

* Onfina booking stll equires emad and
phona.

* Friondly attondant on $ho phona, but have
o go through automartad voioa first.

|5 & ansy to find and got thore?
* Whor do | park?
* Wherm do | go? Who do | talk 1o?

* How long will tha watt ba?
* How much wal this comt?

* Anxious - If I'm leto, wil thoy still ko me?

* Uncortan - Am | in tha placa?
ﬂ-bds&lwlﬂm%ru-mdqn

T T =

Chack-n is fast and friandly but & doasn't fosl
o the car is getting hugged.

= No adnowledgoment of finst-time customar
= Phone ringing constantly and loudly

= Custornar not infiormed that check-up is

included with o change, unti ha askad.

* What can | do whi | weit?

* Would | rathor wait hom o coma back kator?
* Wil & bo dona on tima? How will | know?

» Can | watch what thoy am doing to my car?
* How is rm1y sarvioo eoo-inondly?

* Surprised - t's specious and

* Borod - No magasinas/TV? But thom's Wi
* Skoptical - |5 al this gran stuff for roal?
* mpationt - how much longer will this tnka?

©

Wating arca is moro commfy than most but
mading product and graan facts gets old fst.
-m-m“bmm

* No indi of rmy osts |

* No entortainmant

* No acknowledgoment from st

>

* Wil a machanic tall mo axactly did thoy did7
* Wil | undarstand what s/ho is toling me?

* What is tha cost beaskdown?

* Ara thara othar tips for mantaining my car?

* Rdioved - It's finally dond

* Ralioved - The cost is as apectad.

* Desppoirtad - Didn't moect my mechanc?
* Chucloss - Don't undarstand what thoy did.

Checkout & fast an painioss but it docsn't

rEpia & huge dasino o retum.

* Knowladga and passion only came
aftar prompting.

* No char braskdown of what was dona,

how it swvas monay, or tha planct
* No reason 1o stay connactad botwaon vists

>X<

* Whara is my car? Is it in tho same spot?
* Whan will | nead 1o being my car n again?

* What saquircs mecharic, and what can | do
on my own?

* Hopoiul - Wil rmy car un batiar?
* Optimissic - Doas my car facl any difiront?
* Cautious - As thay gaing 1o spam my nbo?

GG is on socal natworks but them's no reason

to stay connactod batwoon visits.

* Nood bettor remindor than a sticker

* Emaiiod recopt & a daad and.

* Nothing to sham or connect with my nowly
grean-tunad o i



Experience Journey Map = Interaction




“Journey maps represent powerful boundary
objects that enable conversations about
services. In fields such as healthcare where
communication can be challenging, they can
move clinicians and patients toward mutual
understanding.”

— Mike Press



System Maps

A system map is a
visual or physical
representation of the
main constituents of
the system in which
an organization, a
service, or a
digital/physical

product is embedded.

@ Stakeholder map
@® Value network map

® Ecosystem map
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CARD
COMPANY

EE WHOLESALER

PROVIDER

b ONLINE
e ¢ VENDOR
EE EMPLOYER

a DELIVERY
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from “This Is Service Design Doing”
published by O'Reilly Media, Inc., 2018
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Summarizing the concepts

@ Design is for everyone

@® Service Design
@® Personas
@® Journey Maps

@® System Maps

]



Design and policy-making



Design and
policy-making

Public policy iIs difficult or
rather it's complex. It can

be extremely challenging
to accommodate people's

rights, needs and duties.




Design People



“Emphasis is on the process of designing
which leads to the creation of an appropriate
solution, be it a functional product, efficient
public service or public policy that genuinely
accommodates the perspectives of people on

the receiving end.”
— Design Councll



by Verena Kontschieder and illustrated by Margaret Hagan



" TTC L.abs About Designs Insights Events m# TTC:Toolkit

Making products for policymaking:
the value of user experience

Verena Kontschieder
Design, Policy & Innovation practitioner & Researcher

Calls to make public policy more ‘agile’ through innovation spaces, design
thinking or policy labs are omnipresent. But these initiatives frequently
remain siloed, without the required strategic momentum for an experience-
led policy design at scale. We can find inspiration in product development
processes, which hint at how policymaking approaches might be reinvented.



“Making products for policymaking: the value of user experience”

by Verena Kontschieder




How to use Design in Policy-Making?
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User research Build Collaborative Visualization and Ilterative
empathy working Shared understanding WOork



