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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.
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Innovation Pathway : :
“The Eour User Research Learning Modes & Learning

Foundations” Methods Materials Journey

Design Thinking Customer iGTC Customer User Experience

Process Development Discovery Practice Design

Selected Economic Value Service Quality Service
Design Toolset Progression Dashboard Organisation Design
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Innovation Pathway
“The Four
Foundations”

Design Thinking

Process

Selected
Design Toolset
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Special Talk
@KUSCR Kasetsart University

A Closer Look on the Building
Block of Customer Discovery
S Sustomer Digey Process with the Lean Approach

Anuwat Churyen (o Google Meet

Director
International Gastronomy Satu rd ay
Tourism Centre )

24th September 2021
Co-Founder
Service Innovation Academy

School of Tourism Development 13:00 - 16:00 hrs
Maejo University Online Webinar via Google Meet
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Recommended Reading Lists
Customer Development & Lean Business

THE FOUR STEPS
TO THE EPIPHANY

Successful Strategies for -

Products that Win

The book that launched
the Lean Startup revolution

Steve Blank

WILEY

First Published 2003

You're holding a handbook for visionaries, game changers,
and challengers striving to defy outmoded business models
and design tomorrow’s enterprises. It's a book for the...

BuSineSS
Model
Generation

WRITTEN BY

Nexandes Osterwabder & Yoes Pigneur

o amazing oowd of A0 practitioners from 45 countries
.

CO-CREATED BY

DESIGNED BY
Han S, The Movemest

. -

First Published 2010

www.mjuigtc.com

THE STARTUP
OWN ER’S MANUAL

“The Step by-Step Guide for
Bunldmg a Great Company

Steve Blank and Bob Dorf

WILEY

First Published 2012
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Recommended Reading Lists
Customer Development & Lean Business

THE FOUR STEPS
TO THE EPIPHANY

Successful Strategies for -

Products that Win

The book that launched
the Lean Startup revolution

Steve Blank

WILEY

First Published 2003

FTHE NEW YORK TIMES BESTSELLER

THE LEAN
ST ‘

How Today's Use
Continuous Innovation to Create
Radically Successful Businesses

Iterate from Plan A to a Plan That Works

O'REILLY" fric Ries, Series Editor

THE LEAN SERIES ERIC RIES, SERIES EDITOR

Cindy Alvarez

 LEAN

CUSTOMER
DEVELOPMENT

Build Products
Your Customers Will Buy

OREILLY"

First Published 2011 First Published 2011

www.mjuigtc.com

First Published 2014
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THE FOUR STEPS THE STARTUP
TO THE EPIPHANY OWNER'S MANUAL

Successful Strategies for ; The Step-by-Step Guide for
Products that Win Building @ Great Company

The book that launched
the Lean Startup revolution

Steve Blank Steve Blank and Bob Dorf
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Exploration is based on
ethnographic research
techniques. The goal of
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
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Exploration is based on
ethnographic research
techniques. The goal of
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

Refine

from here

Many alternate
solufions explored

Image credit: Trevor Owens

#SD[F2021



CUSTOMER DEVELOPMENT

Customer
Creation

Customer
Validation

Product

Market Fit

Customer
Discovery

Company
Building

Problem
Solution Fit

Scale
Organisation

Proposed

MVP Business Model Scale Execution

Scale
Operation

Proposed Sales & Mar
Funnel(s) Roadmap \ )

(
(

.
s *
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Source: Customer Development
by Steve Blank, adapted by Brant Cooper
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Customer Discovery Step-by-Step

State Your Hypotheses
Distribution & Demand
Pricing —_— Creation
Hypothesis Hypothesis

‘Product’ Yet More
Presentation Customers
Verify the

Business - |terate or Exit
Model
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I I I H B Massachusetts

I I Institute of

Technology
| . } - WHO IS YOUR

‘ CUSTOMER?

|
|
‘ Market
Segmentation
Select a Beachhead
Market
Build an End User
Profile

Calculate the TAM Size for
the Beachhead Market

Profile the Persona for
the Beachhead Market
Identify Your

Next 10 Customers

HOW DO YOU MAKE MONEY
OFF YOUR PRODUCT?

Designa
Business Model
Set Your Pricing
Framework

Calculate the Lifetime Value
(LTV) of an Acquired C

SIS TOA SUCCESSFUL STarTup ‘

WHAT CAN YOU DO
FOR YOUR CUSTOMER?

Full Life Cycle
Use Case

High-Level Product
Specification

Quantify the Value
Proposition
Define

Your Core

Chart Your
Competitive Position

HOW DO YOU DESIGN &
BUILD YOUR PRODUCT?

Identify Key
Assumptions

Test Key
Assumptions

Define the Minimum Viable
B Product (MVBP)

Calculate the Cost of
Customer Acquisition (COCA)

Image credit: Bill Aulet
Disciplined Entrepreneurship (2013)
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Show That “The Dogs
Will Eat the Dog Food"

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 SCALE
YOUR BUSINESS?

Calculate the TAM Size
for Follow-on Markets

Develop a
Product Plan

#SDF2021
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12 W 11

Determine Chart Identify next Quantify Define high level
decision-making competitive 10 customers value product
unit position proposition specifications

SIS TOA SUCCESSFUL STarTup ‘

15 ¥ 14 17

Map customer Calculate TAM i Define Calculate
acquisition for follow-on i pricing customer life-time
process markets framework value (LTV)

24 21 W20 ¥ 19

Develop Show that dogs Define the Minimum Calculate Identify Calculate cost of
product will eat Viable Business key assumptions key assumptions customer acquisition
plan the dog food Product (MVBP) (COCA)

Image credit: Bill Aulet
Disciplined Entrepreneurship (2013)
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95%

unconscious

ESSENTIAL INSIGHTS
INTG THE MIND
OF THE MARKET

n #MJUIGTC |  GERALD ZALTMAN
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Hearing the
Voice of
the Market
Competitive Advantage
through
Creative Use of
Market Information

Vincent P Barabba
Gerald Zaliman



Source: The Notebook (2004)



Don’t

watch what they do

‘AmUSt-read for evanjese who Cares
about driving customer engagement’

ENIC RIES, sushorsf The Lras Shemp

HOOKED

5" “Image credit: Nir Eyal—\ii'a_T '

i_n‘ distract M

How to Control Your Artention
and Choose Your Life

How to Build
Habit-Forming Products
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Conceptual Model

[pause for
reflection]

read

read

Y

read

%

finally,
click ona
carefully
chosen
link

how we expect our users to behave...

Mental Model

... the reality

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

- ———

look around at
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



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



Designing Designing
THE PRODUCT THE EXPERIENCE

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



Steve Krug

4 . AN as a user, | should
DON'T ,

MlalE(E millisecond of thought

THINK ' 'to whether things are
g @ clickable - or not.

and Mobie
A Common Sense Approach to Web,Usability

Source: Steve Krung via Sensible



User
Research

EE Expl @[rnmg the New Possibilities in
Gompelling EX[@@[FI]@[FD@@ Design after the

: Ethnographic
post-crisis service business landscape. : Research
avAnsNgnanAduAUENaIIvaINISWIIUN ontextua
NMsusSmsevAnsusSMsiuanio:=annalfiogson Jndwawisniunis inquiry
Usugonaunanmsivdsundastdu FolednAry o MsuUSuUsis:uu

JIUUSHNSIANTS [RgIawI:NS:UdUIU (work flow) AiWasionis \ Interviews
AUNTWVaINISTKUSNAS (service quality) JINS=AUANENIW
wunuulKidugugnangvauNISWIUN0oNILUBIANS aSJassAlia:
unduusnisatunwgulrnugldusnis
AIGUNISNUNUOUWUWITZONISUSNS (service blueprint) UUADIU
maumsvoaanmmdasundaa [U (customer centricity) naonauns
UsuuuuauTnuTumsmluussno (business reframe) duitiognan
no-liunAduIduEwsTuISIRouesnIBl

ANUWAT CHURYEN (2010)
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Brand Archetype

FREEDOM
gl 0TS -
oo

Explorer

- SOCIAL
Google

¥
1 oot Pppe

Source: Kanyapatch Kongtham (2017)
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Us:u0ad8dnen
IWon1s39oKEuu

IWUNIWIFAINISYAITNUN
5589ny1 (methods) NS
ANuTEuu Al

1. IUIAIUALIKUIEVOINIS
399 AN N1sANUINAUAR
(attitude) na=wnmNSsu
(behaviour)

2. IUINIJANUUNIS
SIAs1zKvoa 18U N1SIVY
IBUATUNIW (qualitative) lla:
N1S398139USunu
(quantitative) 1I0UAU

A Landscape of User Research Methods

BEHAVIORAL (/M Eyetracking () Clickstream Analysis
() A/B Testing
Usability Benchmarking (in lab)
Usability Lab Studies Moderated Remote Usability Studies
T Unmoderated Remote Panel Studies Unmoderated UX Studies
() Ethnographic Field Studies @) True Intent Studies
|
v
@ < Concept Testing —>
() Diary/Camera Studies
@ Participatory Design () Customer Feedback
/\ Focus Groups €@ <«— Desirability Studies —> ) Intercept Surveys
ATTITUDINAL A\ Interviews /\ «<—— Card Sorting——> /\ Email Surveys

QUANTITATIVE (INDIRECT)

QUALITATIVE (DIRECT)

KEY FOR CONTEXT OF PRODUCT USE DURING DATA COLLECTION
/\ De-contextualized / not using product
€ Combination / hybrid

NN/g

© 2014
Christian Rohrer

() Natural use of product
Scripted (often lab-based) use of product

www.mjuigtc.com
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A Landscape of User Research Methods

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

¥ Usability Benchmarking (in lab)

[ Usability Lab Studies ! Moderated Remote Usability Studies
T B Unmoderated Remote Panel Studies B Unmoderated UX Studies
@ Ethnographic Field Studies @ True Intent Studies

€@ < Concept Testing ——>
@ Diary/Camera Studies

@ Participatory Design @ Customer Feedback
A Focus Groups ‘ <— Desirability Studies —> (O Intercept Surveys
ATTITUDINAL A Interviews A <—— Card Sorting ——> /\ Email Surveys
QUALITATIVE (DIRECT) QUANTITATIVE (INDIRECT)
N N KEY FOR CONTEXT OF PRODUCT USE DURING DATA COLLECTION
/ g () Natural use of product /\ De-contextualized / not using product
02014 1] Scripted (often lab-based) use of product € Combination / hybrid
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Questions Answered by
Research Methods Across The Landscape

Clickstream Analysis
A/B Testing
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5589ny1 (methods) NS
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emote Panel Studies [ Unmoderated UX Studies
WHY & True Intent Studies
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(behaviour) i
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IB\]F]_f'llJ_ﬂ’lw (9ua|'tat've) naz QUALITATIVE (DIRECT) QUANTITATIVE (INDIRECT)
N1SJ991BIUSUTU
(quantitative) |ﬂUﬁU N N/ KEY FOR CONTEXT OF PRODUCT USE DURING DATA COLLECTION

g Natural use of product /\ De-contextualized / not using product

22014 [ Scripted (often lab-based) use of product € Combination / hybrid

Christian Rohrer |
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Questions Answered by
Research Methods Across The Landscape

BEHAVIORAL
WHAT PEOPLE DO
€@ <—— Concept Testing —>
Diary/Camera Studies
@ Participatory Design Customer Feedback
/\ Focus Groups €@ <— Desirability Studies —> Intercept Surveys
ATTITUDINAL A\ Interviews /\ «<— Card Sorting ——> /\ Email Surveys
QUALITATIVE (DIRECT) QUANTITATIVE (INDIRECT)
N N KEY FOR CONTEXT OF PRODUCT USE DURING DATA COLLECTION
/ g Natural use of product /\ De-contextualized / not using product
©2014 : S ;
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QUALITATIVE (DIRECT) QUANTITATIVE (INDIRECT)
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/ g () Natural use of product /\ De-contextualized / not using product
02014 1] Scripted (often lab-based) use of product € Combination / hybrid

Christian Rohrer
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A Landscape of User Research Methods

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

Us:u0ad8dnen
IWon1s39oKEuu

Usability Benchmarking (in lab)

IWUNIWIFAINISYAITNUN

. I Usability Lab Studies B Moderated Remote Usability Studies

380Ny (methods) NS

ﬁﬂ U1 [;j”[ﬁ\]’]u p']'\][j T I Unmoderated Remote Panel Studies Unmoderated UX Studies
b @ Ethnographic Field Studies © True Intent Studies

1. IUIMIURALIKUNEVOINIS .

399 AN NIsANUINAUAR
(attitude) na=wnmNSsu

€@ < Concept Testing ——>

(behaVIour) @ Diary/Camera Studies
' — . Q Participatory Design @ Customer Feedback
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02014 Scripted (often lab-based) use of product € Combination / hybrid

Christian Rohrer
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We also need to build products that
bring joy and excitement, pleasure and
fun and yes, beauty F"ln;;g;eéreda:'UCSDDesignLab
to people’s lives CMOTIONAL

BESieN The DESIGN

of EVERYDAY
THINGS

DON
NORMAN

NNNNNN

K1 #MJUIGTC
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Org 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

e

Image credit: jnd.org

K1 #MJUIGTC

www.mjuigtc.com

Image credit: Amazon




INSPIRATION IDEATION IMPLEMENTATION

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 ]

Photo Courtesy of IDEO, modified by ANUWAT CHURYEN (2018)
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De Sig n Understand Deliver
Council

Business Model Canvas (BMC)

Teckzet desined 3¢
8t HHIC Koot Sce-rsin Sz, Zni & Congsie

e ew b e Business Value Design Pathway

Storytelling
INSPIRATION IDEATION IMPLEMENTATION

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

InSpira'(ion Ideaﬁon Implementation Pate Courting af DED, sudified by ANUWAT CHLRYEN /2018)

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



Service Excellence Design:
Shifting the Path from Hardness to Happiness

B e el el

vodouAnsuSMsAIDUIAAUU  IAUMISNMsSUSHsauAnsius=AUURURA
NS (Service Operation) lla:WwayurAtUNIWNISUSNISIurnoulgaunu
\JudnAry (Service Provider) 91N

e dngonvaINIsUsSNIs Ao NasrnlhanAidunaudiAnyiaue

e NNNOIVOINISUSNISU 2 VO 1) agnAQNAdYIaND lla: 2) KN

anfinesdlinaulugiion 1 8nASJ “Iduo”

e [U§IN HNNAoBaun NslBanem Ao N1s “nans:e:Ina”

o FodlAanAn neunanfe:Sodve

e daqg

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

) iGTC
IGTC Service
Lo Innovation
et Academy

#mjuigtc #sdf2021 #iGTCxTCDC #mjuserviceinnovation
#IGTCCoLAB #tourismmaejo #maejogastronomy

https://mjuigtc.com/training/service-excellence-design/
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User LIVE] £ Google Mee

EXxperience (
( .

Research Methods:

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

macchiato

5

Downloads:

e GTC Contextual Research Tools
e GTC User Research Tools
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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

Downloads:

e GTC Contextual Research Tools
e GTC User Research Tools
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BECAUSE EVERY RIDE
IS A COFFEE RIDE.



User LIVE| £ Google Meet

EXxperience
Research Methods:

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

egeiedl

Downloads:

e GTC Contextual Research Tools
e GTC User Research Tools
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User LIVE le Meet
Experience - (‘.ﬁ Google Mee

Research Methods:

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

Source:

* Ultra Rider sinilugansn uu “mu.'N iy shaunznan sndlufadwmiuiniu
| Ultra Rider |Cy| ng | ¥ pblhdAg192020
« Ducking Tiger “Aunn wyoslnarudumvurSol Uan?”, Sue3s Bugossnu
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Because Every Ride is A CGoffee Ride
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We share the effbrt.
We share the passion.
We share the fun.

N XK

eqalred

ZANETTI

Source: Segafredo x TREK Bon Cafe Thailand



Moment of Truth

WE SHARE

THE PASSION

s

The Elements of g &
Value Pyramid 2=

Fisvaic wvn mlulgls sonr ¥IArL RS R

www.mjuigtc.com #@@F@@@ﬂ



Moment of Truth

Second Moment of Truth

The Elements of = *
Value Pyramid 3 28

Mastering The Moment of Truth
Sunnilngnisasnunouds:=Nule Ko BavivandrAtyvadnisunau “AruAn” TignASus

www.mjuigtc.com #$@F2@2ﬂ



The Power of Ten

WE SHARE
THE PASSION

WE SHARE.
THE FUR

' 47 ~r';5k}

.

i ¥ Fogafui

# o

www.mjuigtc.com #@@F@@@ﬂ



Experience Design

Mastering The Moment of Truth
Sunniranisasnunouds:=Nula Ko govivandrAryvadnistindy “AruAn” TianASuS

The Elements of i
Value Pyramid j‘

BECAUSE EVERY RIDE

A COFFEE RIDE.

#MJUIGTC

UX + CX + BX= EXPERIENCE

User Customer Brand
Experience Experience Experience

www.mjuigtc.com #S@F@@Qﬂ



The Elements of
Value Pyramid

(6

) #MJUIGTC

Exploring the New Possibilities in
Gompelling Exp@rn@m@@ Design after the
post-crisis service business landscape.

ovAnsRdnanANduAUsNatIVeINISWRIUN

N1suUSK1sadANsUSNsiuano:annalkagson iAdwawsniunis
Ususmoninunanisivasundasiidu rolednAry Ao msusuusis:uu
JIUUSHSTANIS [ngiawn:ns=uoudIU (work flow) Auasionis
AUNTWVaINISTKUSNAS (service quality) JINS=AUANENIW
wunuulKidugugnangvauNISWIUN0oNILUBIANS aSJassAlia:
unduusnisatunwgulrnugldusnis
MITUNISNUNUOUWUWITE9NSUSNAIS (service blueprint) UUASW
maumsvauanmnuJaaunUaa [U (customer centricity) naonauns
LJsuuuue\ﬂhuiun'lsmluussnv (business reframe) suitiouunan
nno:luunaduilugesiduidasiouatneg

www.mjuigtc.com

SOCIAL IMPACT Ny

Self-
transcendence

I 4

Provides Self-
hope actualization

(> i

LIFE CHANGING

Motivation Heirloom Affiliation/

belonging
EMOTIONAL LU
2 9 A X9
»"7‘4
Reduces Rewards  Nostalgia Design/ Badge
anxiety me aesthetics value
o= O p
nwen
Wellness Therapeutic Fun/ Attractiveness  Provides
value entertainment access
FUNCTIONAL
o0 >~
, ® i
@ 38 =0/l ™ &
Saves Simplifies Makes Reduces  Organizes Integrates Connects
time money risk
) B . o Do :ved:
3‘ @ Ax &
Reduces Avoids Reduces Quality Variety Sensory Informs
effort hassles cost appeal

SOURCE 2015 BAIN
FROM “THE ELEMEN
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SOCIAL IMPACT

The Elements of

Self-
transcendence

Value Pyramid 'Y

Provides Self-

We share the effort. ST e (>
We share the passion. - —
We share the fun. Y i el

EMOTIONAL
8 | e @ @

Office Colfes Salutton
FO r Lovers , Sa55! FIAXDATY 25 N ERNIIH Redl:lctes Rewafds
Traditional Italian homcc M
Coffee Services @ Q
Wellness Therapeutic
value

For Lovers,
Traditional Italian
Coffee Products

FUNCTIONAL
o0
g &

Saves Simplifies Makes
time money

The Quality of the g\ @ @g
True ESpreSSO Reduces Avoids Reduces
effort hassles cost

Culture

SOURCE
FROM “T}

#MJUIGTC www.mjuigtc.com

hope actualization

©0 i
Heirloom Affiliation/
belonging

B X ¢
Nostalgia Design/ Badge
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e nin '
Fun/ Attractiveness  Provides
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access

fdh & @™ X

Reduces  Organizes Integrates Connects

risk

@ X & ©

Quality Variety Sensory Informs

appeal

SPE2021



The Progression of

Economic Value

The Progression of Economic Value

Differentiated I

Stage
experiences
Oeifver
Competitive services
s

Position
[ Vid

Undifferentiated

Market Premium
Pricing

Experience Econonmy
IASYgUS:=aun1sni

Sofft Power
91uU1990U

SrunslumsdngundoltiutinoUs:nFRulUAURA
muARUUS:auA Tnsnsasaiaur nwanuni
AoWEUBL aznoUATASTY (USAL ans:uU,
Digital Council of Thailand)

Source: Segafredo x TREK Bon Cafe Thailand

= SchoolyTourism
3% DEVELOPMENT
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!4; aejo University
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Ly
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We share the effort.
We share the passion.
We share the fun.

8| fv

Office Coifes Salution
Sagst F N ERL

AT 250 AN S350

© 0 O

For Lovers,
Traditional Italian
Coffee Services

For Lovers,
Traditional Italian
Coffee Products

The Quality of the
True Espresso
Culture

Source: Joseph Pine Il and James H. Gilmore, 1998
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Differentiated

Competitive
Position

Undifferentiated

Passive
participation

Market

Pricing

Premium

Immersion

Absorption

Active
participation

School ounsm
M NT

jMae]o Unwersu:y

= IGTCx

Source: Joseph Pine Il and James H. Gilmore, 1998
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We share the effort.
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We share the fun.

8| fv

Office Coifes Salution
Sagst F N ERL

AT 250 AN S350

© 0 O
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The Quality of the
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Culture

Source: Joseph Pine Il and James H. Gilmore, 1998



The Progression of Economic Value

Differentiated
Stage N
expenences I
(Q Dellyer o
Competitive \,o services \O
Position 09 é\'
P
Make 6\
goods 6\0
B |
e ©
Undifferentiated Iconl s L i
Market Premium
Pricing

The Four Realms of an Experience

Absorption

Passive B

participation

. Active

participation

Esthetic

Immersion

= SchoolyTourism

@ DEVELOPMENT |GTC

w2 Maejo Univers sity

IGTCx

Source: Joseph Pine Il and James H. Gilmore, 1998




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”

Pine & Gilmore, 1998

Commodities are FUNGIBLE (coffee beans)
Goods are TANGIBLE (coffee bags)
Services are INTANGIBLE (order coffee)
Experiences are MEMORABLE (create The Third Place feeling)
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Segafredo Zanetti Thailand

~ 6 September - Q@
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= SchoolyTourism
@ DEVELOPMENT

u:..r, Maejo U

Source: Segafredo Zenetti Thailand (2021)
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We now

Experience Economy

active
participation

' ']
. COMPETING FOR CUSTOMER L'
TIME, ATTERTION,
AND WokEr

EXPERIENCE
ECONOMY

K1 #MJUIGTC

www.mjuigtc.com

Image credit: Amazon
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phase 3: service design

customer journey

Brand Driven Service Innovation

a model we developed at
Zilverinnovation.com as a framework for a
big brand and service design project. Internal
and external design research 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 blueprint will inspire the orchestration of
all touch points.
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Q1: HOW WOULD YOU RECOMMEND? |
How likely is it that you would recommend .
"Today's Design Workshop" to a friend or il Mentimeter

HOW WOULD YOU
colleague? RECOMMEND? | How likely
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Q2: WHAT DO YOU WANT MORE | What
things would | most like to learn more
about Design Workshop? Please tell us...

0:0 nuzulltdonINmadnIsSISguUSIWUIAU WinAINIU

fluwdauasu19ludn rsSalulnidlonitaaauniulu
guissu”

Write your question here...

 Mentimeter

WHAT DO YOU WANT
MORE | What things would |
most like to learn more about
Design Thinking? Please tell
us...

Click the button to participate!

Ask a question

Finish

Powered by Mentimeter Terms



International Gastronomy
Tourism Centre

“We are sustaining tourism for tomorrow
co-creating innovative space for young
creative artists and talented scientists.”

Kl #MJUIGTC

ANUWAT CHURYEN

Director
International Gastronomy
Tourism Centre

www.mjuigtc.com



