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Service Touchpoints



. Touchpoints

Dubberly and Evenson on Service Design

Are senices in support of “changes in the conditions of a person™ similar to
changing existing situations into preferred ones? Are senices change? Are
people participating in the senvice designing as they cocreate the senvice?
The concepts Gadrey presents with respect to senvice relations,
interactions, operation, and activity are well suited for defining senvice as
design.

We view designing for service as a meta activity: conceiving and iteratively
planning and constructing a service system or architecture to deliver
resources that choreograph an experience that others design. When a
company provides the optimal mix it will have produced a resonating service
system and delivers an experience advantage (Evensaon, 2005).

Designing for senvice is a process that brings together skills, methods, and
tools for intentionally creating and integrating (not accidentally discovering
and falling into) systems for interaction with customers to create value for
the customer, and, by differentiating providers, to create long-term
relationships between providers and customers.
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. Touchpoints

Dubberly and Evenson on Service Design

observe reflect

[ELT] soclalize
‘ﬁv
Exploratory Evaluative
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. Touchpoints

Dubberly and Evenson on Service Design

Stage Representative Deliverable

Observe Immersion in the context and community

environment description and user and stake holder needs identificatio
(through immersive research)

- companyforganization perception and core competancy

- market conditions and brand audit

Reflect Creating the models of “what is" and what the service system might be like
journey map ar blusprints

- stakeholder model and ecology

customer typology (personas or archetypas)

- definition of core competency and brand vision and cultural model

Make Designing the service system resources

- service moment concepts

- genvice string and event concepts (processes)

- experience prototyping (enactmeants)
draft experience strategy (values, tools, etc. across touchpoints)
- axperience strategy
refined experience prototypes (enactmenis)
- senvice specification, design language, and documentation
sanvice tasting

Socialize Creating the network for uptake —both within the service organization and with the customers
prasentations of service design process with implications for implementation
- senvice specification, design language, and documentation

Implement Bringing system resources to life
- sarvice betas

feedback mechanisms to continuously inform all proceeding stages
- supporting system “tuning” and evolution overtime
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. Touchpoints: How frogs think about them

‘It's somewhere between ‘Any event that causes
cognitive processing about a particular firm or
brand’ and ‘Any interface (physical, virtual, digital,
experiential, etc.) between a customer (or user)
and a firm or brand’.

Hammans Stallings, Strategist
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. Touchpoints: How frogs think about them

“A touch point is an entity (person or artifact) in
a system that requires user/customer attention

and engagement (forms, so

tware, ads, etc.)

service requirements and maintenance (call
scripts, data entry, approvals, provisioning) — and
any change to the state of this entity has multiple

effects through the system’

Jason Severs, Design Researcher
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. Touchpoints: How frogs think about them

A touch point is a defined moment (either in a
journey, or unrelated cases) when the customer
encounters the “product,” which can be a brand,
object, intertace, architecture etc.

A touch point can be analyzed from many perspectives to explore implications and requirements: such as brand,
emotion, interaction, usability, business, technical, and even strategy requirements. This type of analysis can be used
at a conceptual level to ascertain flow/ choreography or at a detailed level to document questions or requirement.

Example touchpoint: | click on my monthly bank statement

ABrand: The printed page needs a header and footer according to brand standards

Alnteraction: The button needs to be in close proximity to the content.

AUsability: How do | know it printed? What printer did it go to? Is there a confirmation message?

ATechnical: Is the page print-formatted? Do we need to navigate to a ‘print friendly page’ first?

AEmotion: Is this private? Is my account information X'd out? Can anyone intercept this information?

AStrategy: If this is a monthly occurance, can we prompt the user to do this every month as a proactive, branded,
helpful gesture?

Ashley Menger, Interaction Designer
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. Touchpoints: How frogs think about them

“From my (albeit biased) brand lens perspective:
A touch-point is the moment upon which a
physical interaction results in an emotional or
psychological one. ‘Physical’ in this case being
any one of the five senses!

Stated another way (in line with what we do) | think of touch-points as:
AProduct/PhysicaI (iPhone touch screen, ATM machine, riding a bike, driving a car)
ASocial (customer service, concierge, etc.)

APromotional (TV, social media, displays in Times Square)

APsychological (perception, past experiences, word of mouth, reputation, etc)

Thus “brand touch-points” are the set of moments people interact with a brand, from initial awareness
to evangelism. (Insert product adoption curve/customer journey in between.)

Albert Tan, Brand Strategist
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The Customer Journey



. The Customer/User Journey

In order to structure and organize the journey
you must first understand the existing condition.
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. The Customer/User Journey

In order to structure and organize the journey
you must first understand the existing condition.

But how?
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. The Customer/User Journey

In order to structure and organize the journey
you must first understand the existing condition.

But how?

Audit each perceived (and possible) phase to
account for the events that untold.
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. The Customer/User Journey

A framework:

A E
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. The Customer/User Journey

A framework:

What activities are users,
service providers, and back
stage staff members
engaged in prior to, during,
and after the service
experience?

Do patterns exist?

And, can the behaviors be
influenced or changed?
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. The Customer/User Journey

A framework:

A E

What environments set
the stage for the service
experience?

What does the site and
architecture convey to its
visitors and users?

What are the physical
conditions of the site
itself? Where are the
barriers? What kind of
affordances are present?

Can people form a mental
model of the site plan?
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. The Customer/User Journey

A framework:

AEIOU

What information is
exchanged between the
visitor and the institution?

What interactions occur
between visitors and staff

members?

How is status presented
and shared?
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. The Customer/User Journey

A framework:

A E
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What objects or tools
do visitors use to plan,
navigate, and visit the
institution?

Are they analog or digital?

Do opportunities exist
to gain efficiencies and
improve experiences
by using one form over
the other?



. The Customer/User Journey

A framework:

A E
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Who are the users or
visitors of an institution
or place?

What are their
expectations, motivations,
and needs?

What kind of literacies do
they have? Can they speak
the native language used
at the institution? Are they
comfortable with tools and
technologies?



The Line of Interaction



. The Line of Interaction

Wayfinding System Model
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. The Line of Interaction

A wayfinding service design blueprint:

User Journey 1 2 3 4 5 6 8
Get information | Find the Enter the site Enter the Get directions Navigate Update the

site building system

Line of Schedule, Scripts, Parking Campus

Interaction Phone Call, Road Signs, Garage Signs Pedestrian
Maps & Campus Entry Signs, Building
Directions Signs Facade Signs

Line of Visibility

Backstage
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The Line of Interaction: Research Methods

Use Cases

The typical and non-typical journeys that visitors take traveling to a hospital. They consist of getting and using
directions, driving and walking, asking for help from staff, and self-navigation. Researchers should develop and
execute use cases as naive visitors to an institution and take A LOT of photographs to fully document the site
and its spaces.

Shadowing

Shadowing is the process of following a visitor as they navigate an institution. The purpose of shadowing is to
obtain first-hand knowledge about the strategies, tactics and tools that visitors employ to find their way around;
and, to hear the language they use and witness the behaviors and emotions they experience as they navigate
the environment.
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. The Line of Interaction: Research Methods
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The Line of Interaction: Research Methods
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. The Line of Interaction: Research Methods
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The Line of Interaction: Research Methods
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The Line of Interaction: Touchpoints

Appointment Schedule

The appointment(s) that a visitor and his or her caregiver are scheduled for should be available (or delivered) to
them prior to their arrival and at their moment of arrival. This is an early form of system redundancy — a valuable
attribute in wayfinding systems.

A Phone Call from the Physician’s Staff

Phone calls are reminders and a gracious way to start the relationship with the visitor. The physician or a staff
member should make the call and begin a conversation that will extend through treatment,

Advance Direction Sets and Maps

Visitors should be able to download maps and directions from an institution’s website and/or receive them in the
mail as a follow up to the conversation that is started on the phone.
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The Line of Interaction: Touchpoints

Directions and Scripts

Different directions from different sources (hospital, referring physican) in different mediums (verbal/phone, email,
printed/mail must be consistent and provide specific information.

Road Signs and Perimeter Signage

Road signs must give enough notice of the actual hospital location. The hospital brand should be present on these
signs. Event banners and pageantry can provide clues that let you know you're on campus or near the hospital.

Campus Entry and Parking Garage Signs

Branded campus entry signs should signal arrival to visitors. Parking garages should be easy to enter, navigate, and
relate to the buildings they serve. Parking garage navigation should direct people to the nearest hospital entry and
offer mnemonic devices about the parking spot location.
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The Line of Interaction: Touchpoints

Parking Garage Signhage
Navigating from a parking garage to the hospital is one of the most challenging aspects of the visitor experience.

Finding their way back to their car may be the second most challenging. Parking garage signage is an important
early interaction and is often neglected by hospitals because they don't own or operate the facility.

Campus Pedestrian Signage

Walking the campus on the way to an important begins the visitors conversation with the site and buildings.
People form important and unforgettable first impressions during this experience and form lasting mental models -
good or bad.

Building Facade Signage

Most hospitals don't sign the front door of their institution in plain and intuitive ways either because they use donor
names or because they've placed the lettering on a wall in such a way that its hard to read.
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The Line of Interaction: Touchpoints
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