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Training Modules

The 4 Foundations of Core Courses on Service Innovation Design are
aligned with four types of “Thinking Skills” including Convergent
Thinking, Divergent Thinking, Critical Thinking and Creative Thinking.

Underline the Understand the

changing business needs of potential

landscape for customers and

building innovative Unfold the create value Uncover the new

ideas and prospect of proposition for business model
solutions systematic study products / services ideas and discover

(r of possible, Product-Market-Fit
Contextual robable and User metrics
9|l 2

Analysis preferable futures Analysis

Scenario Business /\/'
Analysis Analysis ““'

Y

@mjuigtc www.mjuigtc.com #IGTCGolLA
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@Eood Innov_ation & Bus_\ness Programme
The 4 Foundations of Core Courses on Service Innovation Design are Siletiieimlies Uiy \EUNnaNsoaniiuY i i .
aligned with four types of “Thinking Skills” including Convergent ANUATVOISSAD nuoAmniseennuuniuvyveiduguenany

Thinking, Divergent Thinking, Critical Thinking and Creative Thinking. B“Si"ﬁix‘m[’es“’" MSNAGEUILOAN (Human Centred Design)
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building innovative Unfold the create value Uncover the new T : coavd . ONSITE ON-HANDS &) o
ideas and prospect of proposition for business model A Closer Look on the Bl.llldll'lg Block field coaching capstone project start stop - 2. aoauidululianavinalulad
solutions s;frstema:lc study products / services :ieads am‘ilvI dlslfov;r of User Research Methods Landscape e SR (Technol E bility)
of possible, roduct-Market-Fit . et ———— @ 1 1 1A - ] YR .. bl lability echnology Feasibility
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Analysis “) preferable futures Analysis { Downloads: F’""?k ‘(;Jgﬂ o - 3. poauiduldlanag §sf9
Seonario Bnew A4 DESIGN ‘ . Nedeu . (Business Viability)
Analysis Analysis “." 3 TEST
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. A Landscape of User Research Methods
DESIGNING THE RIGHT THING DESIGNING THINGS RIGHT PP ——
iGTC Customer |. __J Exploration is based .
CUSTOMER DEVELOPMENT Sustomer [igrc) iy USiLoadsanen ..
M . - echniques. e goal of —u —_—— o Festing
Phase Research Synthesis Ideation Implementation Practices Consolidation . exploratio?\ is to collgcta lot of |W€)ﬂ"|SOQUmH\]']u AP

data on potential problem sets v

. 5 within a given industry or
Confirmation customer type, and to collect

IUNWIAINISTATIUN I B . oot Usaoy S
detailed stories about customer 0 0 583nen (methods) NS ity ies lerated Remote Usability Studies
. behavior. | P
o.. Anugidanu aad t 8 Unmoderated Remote Panel Studies B Unmoderated UX Studies
. e, - Trevor Owens - ¥ @ Ethnographic Field Studies © True Intent Studies
Y ) 1. IGIMUIALIKUBVEINIS '
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Problem Product
Solution Fit Market Fit
Seale Exceution
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Building

Scale
Organisation
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Best sevbon ATTITUDINAL | A\ Interviews A <~ Card Sorting—— A\ Email Surveys
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Question, Unstructured Final brief, Ideas, Answer, em SchoolyTouris mage credi: Alexe Jordmov mege credi: Trevor Owens
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(Human Centred Design)

desirability 1. noquﬁa\mﬂsvaagnﬁﬂ
(Customer Desirability)

o 2. aoawiduldTanauinalulad
181A9Sy
iability (Technology Feasibility)
3. no1ui1duldTannissie
(Business Viability)
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DESIGNING THE RIGHT THING DESIGNING THINGS RIGHT
Activitiy Discover Define Develop Deliver CUSTOMER DEVELOPM ENT

Synthesis

Phase Research Ideation

Implementation

e

Customer Customer C
Building

Discovery Validation Creation

Problem Product
Solution Fit Market Fit
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s~
\

Scale
Organisation

@

Scale Execution

Scale
Don't know Do know Proposed Sales & Mar Operation
Funnel(s) Roadmap
Could be Should be -
“ o Designing Designing
Source: Customer Development AEETTLL THE PRODUCT THE EXPERIENCE
by Steve Blank, adapted by Brant Cooper
Question, Unstructured Final brief, Ideas, Answer, S,
Challenge, research HMW- hypothetical product, ) pgysg" PME
Client brief findings Question answers solution <2, Macjo University Source: The Synergy of User Interface & User Experience by Starmark

Word of Mouth
Communications

Personal Needs Past Experience

The Progression of
Economic Value

We share the effort.
We share the passion.
We share the fun.

Y gt | CUSTOMER EXPECTATION
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7 For L
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7 Coffee Services
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= e = For Lovers, Management of Perception

Customer Expectations
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Performance (P) - Example 2:P=1,E=5;
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Picture Credit: Amazon

Recommended Reading Lists
Customer Development & Lean Business

You're holding a handbook for visionaries, game changers,
THE FOUR STEPS and challengers striving to defy outmoded business models

TO THE EPIPHANY and design tomorrow’s enterprises. It's a book for the...

THE STARTUP
OWNER’S MANUAL

P

Successful Strategies for

/" The Step-by-Step Guide for

Products that Win A ,
~Building a Great Company
The book that launched \ | :
the Lean Startup revolution \ T
WRITTEN BY < o938 NS
Nexander Osterwalder & Yoes Pignewr ’ . ) ‘ _ s
CO-CREATED BY ot ()
Ao amazing csowd of 470 practiticners from 45 countries : A, .'j,-;;_-‘.'-
DESIGNED BY 6} 9/
Nan Smith, The Movement & P _ ¢ £
Steve Blank Steve Blank and Bob Dorf
WILEY WILEY
First Published 2003 First Published 2010 First Published 2012

Www.mjuigtc.com #U@T@K@@WH@@@@



Recommended Reading Lists
Customer Development & Lean Business

THE NEW YORK TIMES BESTSELLER

THE FOUR STEPS THE LEAN
ST ‘.u". I :

THE LEAN SERIES ERIC RIES, SERIES EDITOR

Cindy Alvarez
TO THE EPIPHANY

Successful Strategies for

§ Products that Win | \ I I A N
E 4 /../":,
§ The book that launched CUSTOMER
o the Lean Startup revolution NOw ey 8 Feeew s
- Continuous Innovation to Create
% Radically Successful Businesses
DEVELOPMENT
Build Products
lterate from Plan A to a Plan That Works :
Steve Blanks Your Customers Will Buy
WILEY O'REILLY Eric Ries, Series Editor
First Published 2003 First Published 2011 First Published 2011 First Published 2014

Www.mjuigtc.com #U@T@K@@WH@@@@



So get outside.

K #MJUIGTC

www.mjuigtc.com

THE FOUR STEPS
TO THE EPIPHANY

Successful Strategiesfor ~ .~

Products that Win

The book that launched
the Lean Startup revolution

Steve Blank

Image credit: Amazon

THE STARTUP
OWNER’S MANUAL

The Step-by-Step Guide for
, _B_uilding'a Great Company

Steve Blank and Bob Dorf

oy

mage credit: Steve Blank




IGTC Customer

Exploration is based on

: ethnographic research
Dlscoyery techniques. The goal of
Practices exploration is to collect a lot of

data on potential problem sets
within a given industry or
customer type, and to collect
detailed stories about customer
behavior.

- Trevor Owens

Exploration

Get out
of the

building Best solvtion

munn is missed
\'\htefc the

mqgic kappens Refine

iminiann
! ! l ! ﬁ imiminn
I RIRIR]!
| RIBIRI!
Many alternate  from here
. so/utions explored
our
mfort

Image credit: Alexej Jordanov Image credit: Trevor Owens
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CUSTOMER DEVELOPMENT

Customer
Discovery

Problem
Solution Fit

Customer
Validation

Product
Market Fit

Proposed
MVP

Business Model

Proposed
Funnel(s)

Source: Customer Development
by Steve Blank, adapted by Brant Cooper

Sales & Mar
Roadmap

Customer

Creation

-~

$ “‘
agguusnt®

\_

~

Scale Execution

Company
Building

Scale
Organisation

_/

Scale
Operation

Tam= SchoolofTourism
@» DEVELOPMENT

Succes.s Through Wisqom
ez Maejo University




@mijuigtc

Customer Discovery Step-by-Step

State Your Hypotheses
Distribution & Demand
Priang — Creation —
Hypothesis Hypothesis

—
Presentation Customers

Verify the
Business =~ [terate or Exit
Model

www.mjuigtc.com

Verify

#IGTCCoLA
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I H Bl Massachusetts
I I Institute of
Technology

STERS TO A SUCCESSFyL STARTUP

WHO IS YOUR
CUSTOMER?

Select a Beachhead
Market
Build an End User
Profile

WHAT CAN YOU DO
FOR YOUR CUSTOMER?

Full Life Cycle
Use Case

High-Level Product
Specification

Quantify the Value
Proposition

Calculate the TAM Size for Define

the Beachhead Market Your Core

Profile the Persona for Chart Your

the Beachhead Market Competitive Position

Identify Your
Next 10 Customers

HOW DOES YOUR CUSTOMER
ACQUIRE YOUR PRODUCT?

Determine the Customer’s
Decision-Making Unit (DMU)

Map The Process to
Acquire a Paying Customer

Map the Sales Process
to Acquire a Customer

HOW DO YOU MAKE MONEY HOW DO YOU DESIGN & HOW DO YOU SCALE
OFF YOUR PRODUCT? BUILD YOUR PRODUCT? YOUR BUSINESS?

Design a Identify Key Calculate the TAM Size
@ Business Model Assumptions for Follow-on Markets
@ Set Your Pricing Test Key @ Develop a

Framework Assumptions Product Plan

Calculate the Cost of

Calculate the Lifetime Value
(LTV) of an Acquired Customer

Customer Acquisition (COCA)

Define the Minimum Viable
Business Product (MVBP)
Show That “The Dogs

Will Eat the Dog Food”

Image credit: Bill Aulet
Disciplined Entrepreneurship (2013)

#IGTCCoLA
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I H Bl Massachusetts
I I Institute of
Technology

-

STERS TO A SUCCESSFyL STARTUP

BEE OGEE O BER O BER BEE SRR SRR SRR SRR SRR SRR BER SRR SRR SRR SRR SRR SRR SRR SRR O TER SRR W W W ey

>

1

Market
Segmentation

12

Determine
decision-making
unit

Map customer
acquisition
process

Develop
product
plan

Choose
beachhead
market

1

Chart
competitive
position

14

Calculate TAM
for follow-on
markets

23

Show that dogs
will eat
the dog food

Define end-
user profile

Design
business
model

Define the Minimum
Viable Business
Product (MVBP)

4

Calculate
TAM for
beachhead
market

|dentify next
10 customers

16

Define
pricing
framework

Calculate
key assumptions

5

Define
customer
persona

Quantify
value
proposition

17

Calculate
customer life-time
value (LTV)

Identify
key assumptions

Create
life cycle
use case

Define high level
product
specifications

Map
the sales
process

19

Calculate cost of

customer acquisition

(COCA)

T G G G G G S S R S S S S S S S O R S S S S S S S S S S S S e e e e e e ae e

Image credit: Bill Aulet
Disciplined Entrepreneurship (2013)
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HOW
CUSTOMERS

ESSENTIAL INSIGHTS
INTO THE MIND
OF THE MARKET

Image credit: Amazon

Hearing the
7 .
Voice of
the Market
Competitive Advantage
through
Creative Use of
Market Information

Vincent P Barabba
Gerald Zaliman




Don’t

!mage credit: NlrEyaI\naT\g@qr*

Wt '.“?_;;_N &

‘A must-read for everyone who cares
about driving customer engagement’
ERIC RIES, author of The Lean Startup

HOOKED

MARK MANSON

ﬂ distract @,

How to Control Your Attention
and Choose Your Life

How to Build
Habit-Forming Products

Nir Eyal

with Julie Li

BLOOMSBURY

K #MJUIGTC e

Image credit: Amazon

www.mjuigtc.com



read

read

Conceptual Model

Lead

read

—

read

[pause for

reflection]

read

read

read

finally,
click on a
carefully

chosen
link

how we expect our users to behave... ... the reality

Source: Steve Krung (2014), Don’'t Make Me Think via Nexxar Lab

Mental Model

i

high speed for
anything that:

a) is interesting
b) vaguely re-
sembles what
you're looking for
c) is clickable

as soon as you
find a half-
way-decent
match, click.

if it doesn’t
work, click the
Back button
and try again



Steve Krug

3, - m M As a user, | should
I%IOANKE ==t NEVEr have to devote a
ME millisecond of thought
THINK _ to whether things are
2515k @ clickable - or not.

and Mobie

A Common Sense Approach to Web,Usability

Source: Steve Krung via Sensible



Designing Designing
THE PRODUCT THE EXPERIENCE

Source: The Synergy of User Interface & User Experience by Starmark



User

Research

5

¥ @mijuigtc

=xploring the New Possibilities in
Compelling Experience Design atfter the
pOSt-Crisis service business landscape:

avANsNEnaNANJUAUEGNaNVaINISWAIUN

N1sUSKIsauAnsusNIsiuania:=annmirnegson bnowaiuisniunis
Jsumonnunannisiyasuindastidu AolednAry Ao nsuSudsds:uu
JIUUSKSTANAS TREIawIzNs:UdUINU (work flow) Ridwasions
ALUNIWVEINISIKUSNAS (service quality) WVENSzAUANYNIW
wUNUUTAIJUAUENaNVOINISWAIUN9ONIIVUDIANS a5assAIla:
unauusnisAruNwauInnuwBusns

AIUUNISNUNUIUWUWIVEINISUSNAS (service blueprint) uunoy
noavnisvavanANidagundas [J (customer centricity) naonaunis
JSuuuuavlrulunisanitiussne (business reframe) SUIiOIUINDIN

— [~ —l (] (o7

n1o:TuUnAduIduEIINUUISIAOUDEINDY

Ethnographic

Research

contextual
Inquiry

In-depth
Interviews

ANUWAT CHURYEN (2010)

www.mjuigtc.com #IGTCGoLA
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User Archetype

FREEDOM

Source: Brand Archetype, Kanyapatch Kongtham (2017)

Www.mjuigtc.com #U@T@KW@WH@@@@
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_A_

Us:=u2adsinyn
IWaN1s38 [Buu

IWUNIWIFAINISINNIUN
582n&1 (methods) NS
Anungigau st

1. IUIAUJIAIAUIYVOINNS
599 AN NISANUINAUAR
(attitude) 1a=wnMNSSU
(behaviour)

2. IUIAIUaNUBNUENIS
JIAS1:KHVOA 18U N1SIVE
IBYATUNW (qualitative) l1a:
N1SJ28189USUU
(quantitative) IUUAU

A Landscape of User Research Methods

BEHAVIORAL (/B Eyetracking () Clickstream Analysis
() A/B Testing

Usability Benchmarking (in lab)
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UX

We also need to build products that
bring joy and excitement, pleasure and
fun and yes, beauty
to people’s lives

EMOTIONAL

S EGEE N The DESIGN
of EVERYDAY
WE LOVE THINGS

DON
3§ NORMAN

P/

Image credit: Amazon

K #MJUIGTC

www.mjuigtc.com

W i, ¥,
v~ ®Image credit: UCSD Design Lab




(0) rg ESSAYS & STUFF BOOKS ABOUT DON NORMAN

Family Websites

Mike Norman's Motorcycle blog: G-Force Engine development
Cyndi Norman Norwitz's Immune website

About Nielsen Norman Group

] >

Donald A. Norman
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MODELS OF HUMAN MEMORY Edited by Donald A. Norman

K #MJUIGTC
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Stakeholder Map [ D1 ]
Personas Map [ D2 ] Value Proposition Canvas [ D3 ] Business Model Canvas [ D4 ]
Empathy Map [ D2 ] Prioritisation Matrix [ D2 ] Service Blueprint [D4]
User Journey Map [ D2 ]

IMPLEMENTATION

Photo Courtesy of IDEO, modified by ANUWAT CHURYEN (2018)
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Problem Space

Understand

Design
Council

Define

Solution Space

Deliver

Doube Diamond!Design Process

Storytelling

Problem Space
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Inspiration
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Ideation

Storytelling

Solution Space

Photo Courtesy of IDEO & British Design Council , modified by ANUWAT CHURYEN

Implementation

The Business Model Canvas

Key Partners & | vey actwites

e
2@

goaxy

®ew o 00w
§ temer@ M K

tisenee

B2C

Business Model Canvas (BMC)

Toolset designed by
Strategyzer, NN/G Nielsen Norman Group, Bain & Company

Business Value Design Pathway illustrated
by Anuwat Churyen (2018)

INSPIRATION

Stakeholder Map [ D1 ]
Personas Map [ D2 ]
Empathy Map [ D2 ]

User Journey Map [ D2 ]

Photo Courtesy of IDEO, modified by ANUWAT CHURYEN (2018)

STAKEHOLDER MAP

o

our
help(s)
who want to

Customer Profile

Business Value Design Pathway

IDEATION

Value Proposition Canvas [ D3 ]
Prioritisation Matrix [ D2 ]

IMPLEMENTATION

Business Model Canvas [ D4 ]
Service Blueprint [D4]



Service Excellence Design:
Shifting the Path from Hardness to Happiness

1

01NNSsUluSSNaUSNNS (Service Discourse) UuBIuoURURNATUDFA
vououANsUSNSMIDUIAAUU JIAUMISNMsuSmsavAnstius:AuURUR
N1S (Service Operation) lla:wiyurAtUNIWNISUSNISiunadlgaunu
IJudnAry (Service Provider) 91N

e ARYOAVOINISUSNNS A NasrntranAldunudiinyiaue

e NNNOIVOINISUSNISU 2 VO 1) anAINNADJIAND l1as 2) KN

anANER9SulRnaulUnien 1 8nAsu “1aue’

o [WSIN IKNNRoYaan NsiBanem Ao N1s “nans:=e:Ina”

o fodlignAn nounanAnv:Sodave

e 9a9

Designed by Anuwat Churyen 2019




SERVICE
EXCELLENCE
DESIGN:

ANUWAT CHURYEN

Director of International Gastronomy Tourism Centre
and Co-Founder of Service Innovation Academy

School of Tourism Development, Maejo University

S GTC
iGTC "
ervice
‘EE?S&‘J?SYAL Innovation . . , .
Eh Academy https://mjuigtc.com/training/service-excellence-design/

#mjuigtc #sdf2021 #IGTCxTCDC #mjuserviceinnovation
#IGTCCoLAB #tourismmaejo #maejogastronomy
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User LIVE| £ Google Meet
/

EXxperience (

Research Methods:

A Closer Look on the Building Block of User Research
Methods Landscape with the Lean Approach

macchiato
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Downloads:

e GTC Contextual Research Tools
e GTC User Research Tools

wWww.mjuigtc.com #IGTCColLAB
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Research Methods:

A Closer Look on the Building Block of User Research
Methods Landscape with the Lean Approach

Downloads:

e GTC Contextual Research Tools
e GTC User Research Tools
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www.mjuigtc.com #IGTGCGColLA



BECAUSE EVERY RIDE
IS A COFFEE RIDE.



User
EXxperience
Research Methods:

A Closer Look on the Building Block of User Research
Methods Landscape with the Lean Approach
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User
EXxperience
Research Methods:

A Closer Look on the Building Block of User Research
Methods Landscape with the Lean Approach
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Eduardo Escobar

65 years

Bike and coffee lover
e 8
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We share the effort:s
We share the passmﬁ Q
We share the fun

T AIPESC
agalrerh
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WE SHARE -
THE PASSION

Moment of Truth

Wi T

AUSE EVERY RIDE

COFFEE RIL

WE SHARE
THE FUN

The Elements of
Value Pyramid

We share the effort. L ,ql! -
y We share the passion. S
/( BRY We share the fun. i

For Lovers,
Traditional Italian
Coffee Services
For Lovers, %
Traditional Italian D
Coffee Products .- [
The Quality of the )
True Espresso

= Culture . 2
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Eduardo Escobar

65 years
Bike and coffee lover

Moment of Truth
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We share the passion. &
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USE EVERY RIDE
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Mastering The Moment of Truth
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Eduardo Escobar

65 years
Bike and coffee lover

The Power of

www.mjuigtc.com
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ECAUSE EVERY RIDE

A COFFEE RIDE.

Experience Design

Mastering The Moment of Truth
SUNNIIKINISESWAIIIUS=NUID KSd BauIDad1AtyvadNIsUnay “AruAn” ThanASuS

'! pabllll Ve share the effort.
B k=t Ve share the passion.
: ﬁ'nlé"}"" We share the fun.

For Lovers,
Traditional Italian
Coffee Services

For Lovers,
Traditional ltalian
Coffee Products

BB The Quality of the

#MJUIGTC

The Elements of
Value Pyramid
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il *F
SDF2021

www.mjuigtc.com

UX + CX + BX = EXPERIENCE

User
EXxperience

Customer
EXxperience

Brand
EXxperience

www.mjuigtc.com
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The Elements of A

M transcendence
Value Pyramid [
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hope actualization
nare the effort. (= @ i1
nare the passion. - . -
Motivation Heirloom Affiliation/
nare t’]e fun belonging
EMOTIONAL Wi,
H E 9B X 9
Office Coffee Solution S vgacs | Forbilonge
FOF LOve IS, U o o Reduces  Rewards Nostalgia  Design/ Badge
AUSE EVERY RIDE L . ' an)(iety me aesthetics Value
Traditional Italian
Coffee Services @ & e @ '
n™n
Wellness Therapeutic Fun/ Attractiveness Provides
value entertainment access
For LOVGFS, FUNCTIONAL
TIREIC L . 00
b Traditional Italian @ @ 38 @ e © [+ ‘ﬁ:{'
Coffee Products - .
Saves Simplifies Makes Reduces  Organizes Integrates Connects
time money risk
The Quality of th @ i
! e Quality of the Ax
OSPIoess | True ESpreSSO Re?fuces Avoids Reduces Quality Variety Sensor%; Informs
, effort hassles cost appea
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SOURCE © 2015 BAIN & COMPANY INC.
FROM “THE ELEMENTS OF VALUE,” SEPTEMBER 2016 ¢ HBR.ORG
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The Progression of -
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sz Maejo University
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The Progression of Economic Value The Four Realms of an Experience
Absorption
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EXPERIENCES
vs SERVICES

“*An experience errors when the company
intentionally uses services as the stage, goods — — - - -
as props to engage individual customers in a

way that creates a memorable event” an  WH W N

Pine & Gilmore, 1998 ¥ ¥ ¥ (¥ >3
& 18 |8

Commodities are FUNGIBLE (coffee beans) ?é

Goods are TANGIBLE (coffee bags)
Services are INTANGIBLE (order coffee)
Experiences are MEMORABLE (create The Third Place feeling)




We now

Experience Economy

active
participation
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 ELAAAEZEEZEEERS
WHAT CONSUMERS REALLY WANT
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THE
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ECONOMY

B. Joseph Pine Il
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Image credit: Amazon
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User Interaction
& Servicescape
Design

“...9539 1do0ululgnAnvaniOnenssy Uusaunniivud an1dngs aoniuunislu
[Usanalss ndanlins:nunusuny néonsnwnalss lsrnuniae Kade NoowWwsIan
WAMSIMaNNISeoNILUAULNUA:ASU WAISoIAIUSENAU .../ Us:aunisning
U197N feeling AISABIURSI...” - ANSAU Bu=N"9S (2563)”

Source:

. Gapthanavate “NANA Coffee: stuntiwhnneaniuulhnasny
AousdnnazUs:aun1sruii”, published Dec 31, 2020
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phase 3: service design

Brand Driven Service Innovation

a model we developed at zilverinnovation.com
as a framework for a big brand and service desigr
project. Internal and external design researcr
and contextual inquiry will lead to a deeply
rooted shared vision, mission and behaviour,
and a brand promise that will be kept. This
promise will be used to build meaningful
relationships throughout the entire customer
journey. This In turn leads to a service
blueprint providing a basis for interaction,
behaviours and culture. This Dblueprint will
iInspire the orchestration of all touch points.
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“ MAEJO UNIVERSITY
the only place | call HOME.”

ANUWAT CHURYEN

Director

International Gastronomy
Tourism Centre
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