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Session I

Reconsider the Project



Please present your POSTA pictures:
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Please present your:

Statement:

User Persona:

Design Concept:

POSTA Photos:
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Session J

What’s Service Design



The 3 Pillars
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PJ3 http://marketerstouchpoint.com/blog/what-is-the-difference-between-design-thinking-and-service-design-thinking/ 13
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Service Design

PRODUCT-CENTRIC DESIGN

<t >

!

* Experience with product

SERVICE-CENTRIC DESIGN

service
provider

$ + payment (revenue/cost)
+ knowledge
+ exposure/attention
+ reputation/esteem
+content
+ credits
+ data/information

+ goods (product) ."

VALUE

* Experience with service
* Potential exchange of many types
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Application/Software as a Service Design

Software as a Service (SaaS)

End Users ’j_‘ Especially interesting for private users is cloud-based application software com-
)

plete with user interface, such as Microsoft Office 365 or Dropbox, Google Drive,
OneDrive & Co.

Platform as a Service (PaaS)
Developers . .
Companies can rent predefined platforms for software develop-
ment, e.g. Microsoft Azure. The provider deals with administration
Q@ @@ of the underlying servers.

Infrastructure as a Service (laaS)

Infrastructure &
Network Architects Providers like Amazon Web Services (AWS) rent
out storage and computing capacities on their
servers.

PJ4

https://www.boxcryptor.com/en/blog/post/what-is-the-cloud-a-beginner-s-guide/ 15



https://www.boxcryptor.com/en/blog/post/what-is-the-cloud-a-beginner-s-guide/

Today We will working on prototyping.
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Electronics Product
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Decorative Product




Product + Service
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Service Design: Scenarios
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Design for tomorrow not today

expectations ~ Onthe At the Sliding Into Climbing the Slope Entering the Plateau
‘ Rise Peak the Trough
Activity beyond
Supplier early adopters
proliferation - !

Negative press begins

Mass media High-growth adoption

hype begins Supplier consolidation gfh::e starts: 2|0% to 30%
i e potentia
Early adopters e audience has adopted
investigate Sacond/third the innovation
round of
First-generation venture capital Methodologies and best
preducts, high price, funding practices developing

lots of customeization
neaded

Less than 5 percant of
the potential audience
has adopted fully

Startup companies, Third-generation products,

first round of venture out of the box, product
capital funding Suites
. Second-generation
products, some services
Technology Peak of Inflated Trough of Slope of Enlightenment Plateau of
Trigger Expectations  Disillusionment Productivity
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Design for tomorrow not today
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Design for tomorrow not today
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Design for tomorrow not today

POLITECNICO DI TORINO

Corso di Laurea in Management Engineering

Tesi di Laurea

Blockchain opportunities in automotive
market - spare parts case study

Relatori
Prof. Guido Perboli

Dott. Mariangela Rosano

Candidato
Simone COLONNA

ANNO ACCADEMICO 2017-2018

2%
= Possibility of testing the car o

5%
before buying it
= High reliability of the dealer 5% 27%
Finding exactly what | want
. ng Y 10%
Assistance during the purchase

» Having clear selling conditions

» Having many offers e

= Others

= Lower prices

Figure 4.8. When choosing your preferred sales channel of used cars. what
matters for you the most?

-
-
u Proactive maintenance alerts a a%
w Special affers -
« Higher levels of customer service ,
Personalized product or service offers ' % el
i vodctore I l

Figure 4.11.  Value ring

Figure 4.9. For which of the following customer service purpases are you willing
to share your personal data?

Vehicle Lifecycle
Management

Vehicle Health report

W Already using 8 Very likely tostart using = Will consider for future usage M Not using, nor interested

Figure 4.10. How important is to have the following service in your car

Commercial Legal

Partnership / . Competitive
Stakeholder  COmPetitor env
- -

Figure 4.4. SBN

PJ2

https.//www.vgen.it/wp-content/uploads/2019/07/Blockchain-opportunities-in-automotive-market-spare-parts-case-study.pdf
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Session K

Service design practice



Why Extreme user?

1972 Vint Cerf programmed the first email protocols for the emerging now as a way to
communicate with his deaf wife while it worked.

WIKIPEDIA

The Free Encyclopedia

Main page
Contents

Featured content
Current events
Random article
Donate to Wikipedia
Wikipedia store

Interaction

Help

About Wikipedia
Community portal
Recent changes
Contact page

Tools

What links here
Related changes
Upload file
Special pages
Permanent link
Page information
Wikidata item
Cite this page

In other projects

Wikimedia Commons
Wikiquote

Aricle Talk

- Not logged in Talk Contributions Create account Log in

Read Edit View history | Search Wikipedia Q

Vint Cerf

From Wikipedia, the free encyclopedia

Vinton Gray Cerf?] ForMemRsS '] bom June 23, 1943) is an American Internet
pioneer and is recognized as one of "the fathers of the Internet”, sharing this title with
TCP/IP co-inventor Bob Kahn [7IBI9I10] He has received honorary degrees and awards
that include the National Medal of Technology,?! the Turing Award,[""] the Presidential
Medal of Freedom,['?! the Marconi Prize and membership in the National Academy of
Engineering.

Vint Cerf

Contents [hide]
1 Life and career
2 Awards and honors
3 Seealso
4 Partial bibliography
4.1 Author
4.2 Co-author
5 References
6 Further reading
7 External links

Vint Cerf at the Royal Society admissions day
in 2016

Vinton Gray Cerf

June 23, 1943 (age 76)

New Haven, Connecticut, U.S.

Life and career [edi) Born

Cerf was bomn in New Haven, Connecticut, the son of Muriel (née Gray) and Vinton
Thurston Cerf.[1314] Cerf attended Van Nuys High School with Jon Postel and Steve
Crocker. While in high school, Cerf worked at Rocketdyne on the Apollo program and Alma mater-Stanford University

helped write statistical analysis software for the non-destructive tests of the F-1 UCLA 29
engines.[15] Known for TCP/IP

Citizenship American




Why Extreme user?
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Why Extreme user?

~
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Objectified: Smart Design OXO Good Grips Story

https://www.youtube.com/watch?v=EKvakOMrVh


https://www.youtube.com/watch?v=EKvak0MrVhg

Why Extreme user?

Hype Cycle and
Technology Adoption Lifecycle

Plotted together
P Peak of Inflated Expectations
Slope of Enlightenment
Plateau of Productivity

i

s

¥
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Trough of Disillusionment

PKA1 https://medium.com/apiops/understand-your-api-customer-why-you-should-embrace-early-adopters-dd60449b946 7 https://medium.com/apiops/understand-your-a

pi-customer-why-you-should-embrace-early-adopters-dd60449b9467 32


https://medium.com/apiops/understand-your-api-customer-why-you-should-embrace-early-adopters-dd60449b9467https://medium.com/apiops/understand-your-api-customer-why-you-should-embrace-early-adopters-dd60449b9467
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Why Extreme user?

5% hard drive (CAV) MiniDisc ICLV) 8" floppy disk CAV

33



Who’s Extreme user? E

WHO ARE EARLY ADOPTERS?

2 : Late
Adopte ajo Majority

Laggards

r

Problem

Have the problem

Actively seeking
a solution

https://customerdeviabs.com/2017/03/20/who-are-early-adopters/ 34



https://customerdevlabs.com/2017/03/20/who-are-early-adopters/

Extreme context (POSTA & POEMS)

Extreme People People

Extreme Object Object

Extreme Situation Environment
Extreme Time Message/Action
Extreme Activity Services

Create your team scenarios. By using extreme
POSTA or POEMS.

* This Method can use in both Observation and Synthesize state.

PK3
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POEMS

Why they want to inform the others about their driving status/condition?

People

Object Environment Message Service

(action) {proposition)
+ Mini MPV for + Way to school . + I'm happy when my kid see the generous + Notifiation inside the car.
family. thingwhile traveling + Kid can observe that Notification.

+ | don’t want my kid to “be scare” or have a

bad experience about driving/commuting.

(V25)
+ Show “Baby on Board/ Slow”
Driving Status. (V25)

+ B Segment car.

+ Salany man driving

zigzag on the traffic.

+ I'm in hurry but don’t want to “distub” the
other.
+ | do the crosscut(dudam) because I'm “not

sure™ which lane is better.

+ See traffic ahead tc make a better
decisicn and better manner. (V2E)
+ Show “Sorry I'm Hurry” Driving

Status. (\V2S)

+ A Segment car.
+ Put sticker on the
Back.

+ Newbie driving
slowly on the

Highway.

+ I'm getting “nenvous” when the other
chase/rush on me.

+ The BOB Sticker help the other not do “rude”
thing on me.

But Newbie sticker may not help much.

+ Show “Slow” Driving Status. (V2S)
+ Notify When fierce car come from
behind. (V2E)

+ Notify the Environment Regulation.

(V2E)

+ D-Segment car

({Camny)

+ Elderly driving
slowly on the Local

street.

+ | den't want to drive fast and | don’t want the

other to “chase/rush” on me tco.

+ Show “Slow” Driving Status. (V2S)
+ Notify When fierce car come from
behind. (V2E)

+ Asking for the way with more
politensss. (V25)

PK4
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Session L

Service Design Prototyping Practice



How Can manage different (Extreme)
people needs?
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How Can manage different people
needs?
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Personal Car
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Commercial
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Bicycle

"

Children

f

Elderly




Al

Your Design

Please do explain how your design make every stakeholders happy with equality.
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Assignment: Re-Design The Flyover?

New
Perfect
Design
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The Statements
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JOURNEY MAP
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JODDIURNEY VAP

PROCESS BEF

CUSTOMER
SOALS -

TCOLICHPOINTS & [l
EMOTIONAL
RESPONSE -

OVERALL
EXPERIENCE

INDFAS TO IMPROVE
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OVERALL
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SJOURNEY VIAP
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Gain Creator

Proposition

Pain Reliever
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Gain Creator

Pain Reliever

+ AUNNNELAEINNAT
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VALUE
PROPOSTION OF

PRODUCT
SERVICE

%

GAIN CREATOR

\S)

PAIN RELIEVERS

A
—
VALUE
PROPOSTION OF

PRODUCT
SERVICE

%

GAIN CREATOR

Value Proposition
That Most of

Stakeholders
Love it.
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PAIN RELIEVERS
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GAIN CREATOR
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PRODUCT
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PAIN RELIEVERS
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GAIN CREATOR
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PAIN RELIEVERS
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PRODUCT
SERVICE
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PAIN RELIEVERS




Please do your Design prototype and present it.



Al

Your Design

Please do explain how your design make every stakeholders happy with equality.
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Session M

Team’s Customer Journey
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JOURNEY MAP

PROCESS BEFCRE :> DURING :> AFTER

(]
CUSTOMER
GOALS

TOUCHPOINTS &
EMOTIONAL
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OVERALL
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Gain Creator

Proposition

Pain Reliever
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Session N

Team'’s Proposition
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Session O

Presentation and Pitching
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Session P

Conclusion





