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® Educational background: MA in Economics.

® |n 2012, co-founded the Estonian Social
Enterprise Network. lts chairman in 2012-

2019 (full time in 2016-18).

® Currently:

O Managing a social business Stories For
Impact that provides impact
management solutions & consultancy.

O Teaching at Social Entrepreneurship

MA program (international) at Tallinn
University. https://www.linkedin.com/in/jaanaps/
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Defining products and services




https://www.imdb.com/title/tt1302006/mediaviewer/rm2556990465

A product, a service and
/ or an experience?
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Which product(s) and/or service(s) would
your solution be about? (s an effective

response fo the systemic challenge)




3 Possible Responses

Which product(s) and/or service(s) would your solution be about (as an

effectlve response to the systemic challenge)? Collect as many Ideas as
possible on post -its in the area below. Cluster related topics.




Why all the fuss about design?

Why Is designing important?




A story about product design
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From entrepreneur” s point of view, a

design process IS a business process
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Tools of design thinking,

Including service design




PHASE V:
TESTING

Getting feedback
on the first prototype
to improve it

PHASE IV:
PROTOTYPING

Rapid prototyping
of one or more ideas

PHASE I
PROBLEM DEFINITION

Selecting a focus user
and clearly defining
his or her problem

PHASE II:

NEED FINDING
Building up empathy
by interviewing and
observing the user

PHASE III
IDEATION

Creating many ideas
to solve the problem
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B conduct interviews
B uncover amotions
B sesk stories

® reframe and create human-
centric problem statements

B identify meaningful
surprises and tensions

B guidelines for
evaluating project
work critically

B openly giving &

B create lo-res objects and experiences

B role play to understand context and key feature
B guickly build to think & learn
PHGTQTY

®m infer insights E toct with customers receiving feedback
to refine solution B integrating
and gather data feedback

B gain deeper empathy
B embrace failure

http://longevity3.stanford.edu/designchallenge/design-thinking-process/



Tool #1:
PERSONA



Fictionalize it

Be Very specific
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Clark Andrews

AGE 26 Motivations Personality
OCCUPATION Software Developer Extrovert Introvert
STATUS Single
Fear . .
LOCATION San Jose, CA 59”52 Intultion

TIER Experiment Hacker

Growth Thinking Feeling
ARCHETYPE The Computer Nerd . w v
Judging Perceiving g 2
. T
Friendly Clever Go-Getter Social C_ @
o
Goals Technology g.-
+ To cut down on unhealthy eating and drinking habits IT & Internet -?
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» To measure multiple aspects of life more scientifically
Software

« To set goals and see and make positive impacts on his life

-seuostad-3uisn

i Mobile A
Frustrations obile Apps

+ Unfamiliar with wearable technology Social Networks

+ Saturated tracking market

+ Manual tracking is too time consuming

Brands

Bio
Aaron is a systems software developer, a "data junkie” and for the
past couple years, has been very interested in tracking aspects of his
health and performance. Aaron wants to track his mood, happiness,
sleep guality and how his eating and exercise habits affects his well
being. Although he only drinks occasionally with friends on the r ‘
"I feel like there's a smarter way for me to transition into weekend, he would like to cut down on alcohol intake. 3 1

a healthier lifestyle." '
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1 Who would be two of your most important
persona types?

2) Which of their characteristics are likely the
most important ones?




4 Personas of your story

Who would be two of your most important persona types?

Which of their characteristics are likely to be the most important ones?

Place post-its around your figures to specify them. What are their needs, fears, hopes, opportunities
and headaches? What is their demographic and social background?




Tool #2:

VALUE PROPOSITION GANVAS



Value Proposition

Gain creators

Products
& services

Customer Profile

Customer

II Pain relievers
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BRAND
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Tool #3-

CUSTOMER JOURNEY MAP



Positive Experience

Negative Experience

Awareness

Product
Awareness

Consideration

Product
Research

Product
Purchase

Retention

Product
Receipt

Product Issue
& Response

Advocacy

Social
Complaint

-ul-Suiddew

790e£9ep9TTpP-S}Iew00q-£

-Asuinol-i1awo

sdiy

ISNd/pssinze@ /wod wnipaw//



Scenario Expectations

Sarah is going to the movies. She is « Great movie
excited to go out for the night and wiill * Friendly staff
Sarah meet her friend at the theater. » Good seat
1. Looks up movies on phone Drives to movie ater 7. Wi 'S movie 8. Exits theater

2. Decides which movie to see
and which theater to go to

9. Drives home

3. Buys ticket online from
phone

“Finally | can relax.”

“I wonder if | can find
a closer theater."

“"Where is my “It's so late now. |

e friend?!" have to get up early."

“Where is my car?"”

“Traffic is always so
bad!"
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What are the main customer touchpoints

(i.e., where customers illtel'&_lﬂl with your
brand, product, service)?




5 Your customer touchpoints

What are the main customer touchpoints (i.e., where customers interact with your brand, product, service)?
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Policy

The rules, standard operating
procedures and workflows the
company uses to provide the
service.

Culture

The unwritten rules that dictate
employee attitudes and approaches.
Thinking born from history,
management style and employee
experience.

———— SERVICE DESIGN —————

Assets

The physical and digital touchpoints
that the customer interacts with,
and the tools employees using to
deliver a service.

People

Anybody who contributes to the
service either directly or indirectly.
For example, although management
has little direct contact with
customers, they are still hugely
influential in shaping their
experience.
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Thank you!
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