
—

—

Service Design
Service Design | 30. April 2019

Florian Wille | Jürgen Späth | Stefano Vannotti



_

Today’s schedule
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Kick Off

9:00 - 10:00

Independent 
Exploration

10:00 - 17:00
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Content

• Your Lecturers 

• What is Service Design 

• Examples 

• Course Structure 

• Channels of communication 

• Service Exploration
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Your Lecturers
_



• Professor at IAD
• Co-Founder & Managing Director of 

Projekttriangle Design Studio

Lecturers

Jürgen Späth
Professor / Managing Director



• Lecturer at IAD & CAS Design Methods & Design 
Technologies

• Design Strategist at dreipol

Lecturers

Florian Wille
Lecturer, Industrial & Interaction Designer



• Lecturer in the field of Interaction Design, Service 
Design and Design Methodology

• Coordinator of the Minor Program in Master of Arts 
in Design

• Chief Strategist of Departement Design
• Head of the CAS Design Thinking and the MAS 

Strategic Design
• Head of further education and services in design

Lecturers

Stefano Vannotti
Lecturer / Researcher / Strategist



What is Service Design?
_



watch on youtube

https://youtu.be/br4-pqJZXv8


�10Jamin Hegeman – Designing for Multi-touchpoint Experiences

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


_

An Industry Tale…

A large manufacturer of 
industrial machines was 
building state of the art 
machines… 
…but so did many others.

�11Deckel Maho DMU 60 Mono BLOCK
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An Industry Tale…

So they improved on the 
design to create a unique 
feature… 
…and get copied in no time.

Deckel Maho DMU 60 Mono BLOCK
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An Industry Tale…

They improve the usability of 
their products… 
…and competitors take years 
to follow.

DMG MORI, DMU 65 Mono BLOCK
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An Industry Tale…

They start to build a service 
infrastructure… 
…and establish a unique 
value proposition.

DMG MORI, Celos Data Management



_

CAS Design Technologies

_
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Schindler, Experience Design, (2015)

http://schindlercreations.com/en/


�16Richard Buchanan, (1992) Wicked Problems in Design Thinking



Philipps healthcare, Strategic Design



�18http://www.servicedesigntools.org/tools/35

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


�19http://www.servicedesigntools.org/

http://www.servicedesigntools.org/


�20https://strategyzer.com/

https://strategyzer.com/


�21Stickdorn, M., & Schneider, J. (2012). This is Service Design Thinking. BIS Publishers.



�22Diemut Bartl; Dark Horse Innovation (Firma), 2017. Digital Innovation Playbook. Murmann Publishers GmbH



Buchtipp

Giff Constable

_
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5 Principles of Service Design Thinking

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

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

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

4. EVIDENCING 
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
_



_

Amazon Key



Service Design 2016

Find on Filerserver: /Volumes/DDE/BDE_VIAD/01_ABGABEN/17_FS/Sem4_Service_Design/Dobler - Rainolter - Richner/AD-CR-KR_Video



Service Design 2016

Find on Filerserver: /Volumes/DDE/BDE_VIAD/01_ABGABEN/16_FS/Sem4_Service_Design/Guthruf-Müller-Poli-Weibel/TG_NM_SP_AW_video



Service Design 2013

File not available



Course structure
_



_

Course Structure
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WEEK 1 WEEK 2 WEEK 3

MON TUE WED THUR FRI

SERVICE 
IDEATION

SERVICE 
EXPLORATION

Presentation of 
Service Ideation

MON TUE WED THUR FRI MON TUE WED THUR FRI

Team MentoringKick Off Meeting with  
Cooperation Partner

Presentation of 
Service Exploration

Team Mentoring



_

Course Structure
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WEEK 4 WEEK 5 WEEK 6

MON TUE WED THUR FRI MON TUE WED THUR FRI MON TUE WED THUR FRI

SERVICE 
PROTOTYPING

SERVICE 
ENACTMENT

SERVICE 
COMMUNICATION

Prototype Demo

Team Mentoring

Team Mentoring Final Presentation

Final Dry Run



_

Design Teams

Team 1: Claudia Buck, Marcial Koch, Melanie Abbet, Lilian Lopez

Team 2: Colin Schmid, Edna Hirsbrunner, Randy Chen, Ismael Moeri 

Team 3: Fiona Good, Janina Tanner, Duy Bui (M), Dominik Szakacs

Team 4: Andrin Gorgi, Ju Yi, Jennifer Duarte

Team 5: Mara Weber, Michelle Schmid, Stefan Lustenberger
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Deliverables
• Service Concept 
• UVP, Testable Prototype, Business/Pricing Model 
• Service Video 
• Action Plan & Recommendations



Topic
_



_

Topic

What will the future of 
food shopping look like? 
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Amazon Go

watch on youtube

https://youtu.be/NrmMk1Myrxc


_

Selecta - New Interface
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Avec Box

�39



_

Migros Amigos
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_

Foifi - Zerowaste
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Cooperation Partner
_



_

Cooperation Partner | Interstore
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_

Cooperation Partner | Interstore

Interstore

• Retail Design Agency 

• Founded in 1987 

• Zürich, Naturns, Düsseldorf, San Francisco 

• Work with a strong network of partners
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Cooperation Partner | Terms

Rights concerning the outcome of this cooperation

• Interstore has the legal right to use the results of 
outcome of this cooperation 

• The copyright will remain with the students
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Cooperation Partner | Payment

This cooperation will earn the IAD BA program CHF 9000,-
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Channels of Communication
_
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Channels of Communication
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IAD Wiki
http://wiki.iad.zhdk.ch/SD 
 
Information about course 
structure and methods.

http://wiki.iad.zhdk.ch/SD


_

Channels of Communication
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SD Calendar
Calendar online | ical 
 
All dates in one place.

https://calendar.google.com/calendar/embed?src=08i83v3re60hierajnvlg7f680@group.calendar.google.com&ctz=Europe/Vienna
https://calendar.google.com/calendar/ical/08i83v3re60hierajnvlg7f680@group.calendar.google.com/public/basic.ics


Service Exploration
_



_

Aim
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We strive to deepen our understanding of the topic  
and identify core design challenges.



_

Research Focus
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Focus: 20-30 year old. 

How & where do people eat / consume food? 
What do they eat? 
How do food related decision processes look like? 
What role do food stores, food delivery services and other  
players in this field play? 
What differences and commonalities do you see? 
What are deciding factors?



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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MappingMethods
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Canvas Methods
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Canvas Methods
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Possible Methods
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• Desktop Research 
• Contextual Interviews (This is Service Design Thinking S. 162) 
• Shadowing (This is Service Design Thinking S. 156) 
• Service Safari (This is Service Design Thinking S. 154) 
• Experience Mapping 



_

Deliverables
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• Systematic overview of research results (photos, videos) 
• Service Experience Map 



Z hdk
Zürcher Hochschule der Künste
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Thank you!

Florian Wille
florian.wille@zhdk.ch

Jürgen Späth
juergen.spaeth@zhdk.ch 

mailto:florian.wille@zhdk.ch
mailto:juergen.spaeth@zhdk.ch

