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ABSTRACT

The service design as an industry has developed a set 
of service process visualisation tools already from the 
1980’s. The tools have had a strong aim on mapping 
all the factors that affect on the service process. The 
companies working among service design have often 
also created own versions of the tools. These issues 
together have created a situation in which the service 
designers provide complicated service visualisations 
in various styles and their new clients have problems  
understanding them. Furthermore, as service design is 
becoming more popular it meets new people: service 
design first-timers, who are unfamiliar with these 
visualisations. This paper aims to find common practices, 
habits and elements from existing visualisations and as 
a result provide a tool that enables anyone to map a 
service process easily. The work was done by a request 
from service design agency Diagonal Mental Structure 
Oy, Helsinki.

This paper shows a review of the existing visualisations 
that map the process or the flow of the services. 
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The review aimed to find problems in different tools 
and similarities in the visual materials and layouts. 
Furthermore, the study covered also interviews with 
service design agency Diagonal Mental Structure’s 
designers and their clients. The results of the research 
were applied on the design process of the visualisation 
tool that was also tested with a group of 20 customer 
service employees from a public organisation.

The results show that creating a visualisation tool 
that could be eligible in all kinds of situations is nearly 
impossible but focusing on the service user’s journey 
provides the core value for service design first-
timers. Mapping the service user’s journey opens 
the perspective how they look at their own service 
delivery, helps to find problems and inspires for service 
improvement. Additionally it benefits Diagonal’s service 
designers to ask their clients to map this process as 
one the first tasks in a service design project. It gets 
the clients on the right mood but also reveals hidden 
problems on an early stage of a service design project.
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Service design / SD
Service design (SD) is a multidisciplinary area of study 
and practices that mixes methods and tools from 
different disciplines. In practice service design often 
ends up in designing systems and processes that aim 
to provide the service users a holistic and positive 
service experience. SD helps to innovate new or to 
develop existing solutions to be more efficient, useful 
and desirable from both the service user’s and service 
provider’s perspective. (Clatworthy 2013; Miettinen 
2014; Segelström 2013; Stickdorn & Schneider 2010, 
29-31.)

Customer journey map
A visual tool that maps out all the steps the service 
user goes through before, during and after the service 
usage. The tool is a linear, time-based visualisation that 
maps out the main steps the service user goes through 
in interaction with the service provider (Brugnoli 2009; 
Richardson 2010; Stickdorn & Schneider 2011). 

Experience map
Similar to a customer journey map but enhances the 
emotions and thoughts the service user experiences 
during service usage. It is a strategic tool to capture 
and present key insights in relation to different stages 
during the service usage process (Adaptive Path 2013).

KEY CONCEPTS AND TERMS

Service blueprint
A holistic visualisation of a service process that shows 
all the necessary steps and actions needed to run the 
service both from the user’s and service provider’s 
perspective (Shoestack 1984; Steijger 2008; Tassi 
2009).

Touchpoint (touch-point)
All the physical or digital encounters where service 
users interact or are in contact with a service. 
Touchpoints can be for instance a website, emails, 
encounter desk, advertisements, forms or meetings 
with a staff member. In other words touchpoints are all 
the contact points between the service provider and 
service user. (Clatworthy 2011, 15)

Service user (or simply “user”)
Service user refers in this work to a person being the 
end-user who is experiencing and consuming a service. 
Most of the papers focusing on service design seem to 
use word “customer” as the common term. However, 
as this paper focuses on creating a flexible tool the 
term “service user” is chosen as it is more neutral. For 
instance some public services might have end-users 
who do not pay for the service and therefore are not 
direct customers. In addition to that public healthcare 
speaks about “patients” which is why a term “customer” 
might be misleading.

Service provider
Service provider means in this work the faculty - 
company or organisation that is offering, running and 
delivering the service.

Client
Client stands in this work for Diagonal’s or other service 
designers’ customers.

First-timer
In this paper first-timer stands for a person having none 
or little experience on the tools and methods of service 
design.

Stakeholder
All the members, persons, groups or organisations that 
are involved or can have some effect on a specific 
project. Examples of stakeholders can be investors, 
communities, industry organisations, service providers 
or individual employees with different roles. (Tassi 
2009; Bourne 2005, 30)

Service concept
Service concept is an idea of a service that is 
developed further than being just an idea. A service 
concept has already some features or characteristics 
defined that are being used as the backbone for future 
development. In other words it answers to questions 
what should be done and how is it going to be achieved. 
(Goldstein, Johnston, Duffy & Rao 2002, 123)

Service flow
Service flow stands for the step-by-step process 
of going through a service. In this paper it especially 
stands for the kinds of visualisations that present these 
actions. (Diana, Pacenti & Tassi 2010)

First steps of a service design process
This paper talks about the first steps of a service design 
process. These steps refer to the early stages in the 
holistic service design process such as sales, framing 
the project, research and research analyse. For more 
have a look at the chapter 2.1 – The holistic service 
design process - Diagonal’s process.
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1 

INTRODUCTION AND THESIS FOCUS

Service design is still on 2014 relatively young industry 
but growing fast and producing better and better 
implemented cases and research results globally all the 
time. The tools among the industry are being developed 
all the time and new methods and tools appear almost 
every year. Due to the fact that the industry is still 
young, the service design as such causes situations 
where its vocabulary and methods are unfamiliar to 
people. In other words people might not understand 
its possibilities or ideology well enough. Service design 
processes are often quite complex and differ from the 
traditional service development processes by the angle 
of approach. This is why the core thought and terms 
have to be often taught to first-timers. The industry has 
developed a great set of tools and methods from the 
1980’s (Shostack 1982) but most of them still require 
a service design professional with the know-how and 
facilitation capabilities. The tools that are commonly 
used can be very unfamiliar to service design first-
timers and require quite some time for studying 
them. Furthermore, service design is also missing a 
clear common standard for how to visualize services 
and that has led to having various ways and styles to 
visualise a service process. All this causes frustration 
and misunderstanding among clients during the first 
steps of service design projects (see chapter 2.1). This 
is why there is a need for theoretical tools that are 

commonly accepted by both the service designers and 
their clients.

Helsinki-based service design agency Diagonal Mental 
Structure has been facing these issues and encouraged 
me to tackle this field of study for my master’s thesis. 
Diagonal explained to me that the first steps of their 
service design projects are sometimes inefficient and 
time-consuming, especially for new clients because 
Diagonal’s designers often have to teach them to look at 
their service processes from a bit different perspective. 
The work request was also related to Diagonal’s another 
project with Tekes that included an overview on the 
existing service design visualisations.

As companies also have to find new ways how to stand 
out from each other, they have started to utilize the 
creative methods that have traditionally been used 
mainly by designers. This is where the term “Design 
thinking” (thinking like a designer) comes out. It stands 
for instance for the thought that one does not need 
to be a designer to use design methods and can start 
using visualisation techniques to communicate his/her 
ideas better. In other words Design Thinking stands for 
user-centric angle of approach that means taking users’ 
needs in the focus in a way that aims for providing real 
value for the users. (Brown 2008)

The focus of this paper is to study existing service 
visualisation techniques and tools and as a result create 
a tool that enables anyone to map his/her process of 
service experience, whether being the service provider 
or the user experiencing it. The point of creating a 
tool like this is based on the author’s and Diagonal’s 
believe that customer journey mapping will become 
comparably important and common approach and 
method as the Business Model Canvas presented by 
Osterwalder and Pigneur (2009). Same as the Business 

Model Canvas, there should be as easy-to-use tool 
that gives anyone the skills and possibilities to visualise 
their service experience or the understanding from 
the service provider’s perspective. The visual language 
of the tool should be as self-evident as possible and 
require minimum amount of studying which is why 
this work aims also to find similarities from existing 
visualisation tools. In other words the research focuses 
on finding common habits and meanings of different 
elements in relation to customer journey maps.

1.1

PERSONAL THOUGHTS

I have been strongly convinced about the benefits 
of using methods from user-centric design. As Satu 
Miettinen sums it, “design thinking helps to find new 
ways to create value and different value networks” 
(Miettinen 2014, 13). In addition to that it helps to 
create products and services and their combinations 
that offer the users real value, as the results are more 
likely to meet their needs. In fact, I believe it is the core 
for making successful products and services. People 
in 2014 are more and more concerned about good 
quality both in products and services. People have also 
understood that to have real value for their needs, the 
products and services they use have to answer to their 
real needs – or even needs they did not know they had. 
Those can be found or at least estimated really closely 
by the methods from user-centric design. (Miettinen 
2014)

Service design however is still focusing on more holistic 
perspective since it takes into account also the factors 

that need to be done to make service running. In other 
words it aims to understand both the service user and 
the service provider (Stickdorn & Schneider 2011, 29-
31). That is why I strongly believe it will make a difference 
for creating better services but also better business.

However, as service design still is relatively unknown 
topic for many companies and organisations I want to 
bring my part in the game by making this work. The 
aim is to create a tool that helps Diagonal and their 
clients to find a common language between multiple 
stakeholders such as service user, provider, service 
managers or service designers. I believe that presenting 
services in a visual way will help both Diagonal and 
their clients in forming a better understanding of the 
project under development. Furthermore, I believe 
this kind of visual presentation will open the service 
providers understanding over their service processes 
and especially towards their service user’s experiences.
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1.2

THE NEED FOR EASY-USE SERVICE 
DESIGN TOOLS

As good service experiences are becoming more and 
more common, the service quality expectations of an 
average consumer will also be most likely growing among 
with the change. This change must be recognised in 
companies and organisations in order to meet the rising 
expectations. Firstly, this chapter opens global research 
data about how consumers are experiencing services 
and how do companies relate to these expectations. 
Secondly, this chapter explains also the need for better 
communication among companies and organisations as 
misunderstandings and lack of common language can 
turn out being really costly.

1.2.1
Need for service experience development

It is not needed to question anymore whether companies 
should or should not invest in making their service 
offering better with an aim that focuses on making the 
service experiences better. Bain & Company (2005) 
showed almost 10 years ago that 80% of companies 
believed they offered “superior” service whereas only 
8% of their customers agreed. That is a big difference 
but that was almost 10 years ago. Interestingly the 
latest customer experience index report by Forrester 
(2014) showed that only 11% of the companies have 
managed to offer excellent customer experience and 
only 10% got a poor rating for the service experience. 
In other words the situation has not changed much in 
almost 10 years and most of the companies fall into an 

average service experience rating. To stand out from 
the competition, to scale up the business and to get 
the positive word-of-mouth running, an “OK customer 
experience” is not enough anymore. (Bain & Company 
2005; Forrester 2014)

Furthermore, according to report “Global Customer 
Service Barometer” prepared for American Express in 
2011 (by Echo, involving 11 countries in surveys):
- More than half of consumers are willing to switch 
brands to get better customer experience
- More than half of consumers will spend more money 
with companies who provide excellent service
- On average about 24% of consumers are even willing 
to travel longer distance to get better service (American 
Express 2011)

In addition to this, good service leads to better business 
when consumers are willing to come back after good 
experiences, 3 in 5 or greater are most likely to tell 
others about their bad service experiences (more 
than about good service experiences) and majority of 
customers believe that small businesses offer better 
customer service (American Express 2011). Therefore, 
companies simply cannot afford neglecting the role 
and value of focusing on creating a better customer 
experience. Common sense tells that especially small 
companies have to find ways to stand out from their 
competitors in which superior customer service plays 
a major role.

Hence, it is easy to assume that the need for easy-use 
service visualisation and innovation methods is growing 
strongly when companies one by one start to realize 
they need to do something to enable better experiences 
from their services and to help communication within 
the organisation. As service design agencies are 
focusing on these aspects, this will most likely grow 
their workload in the future. If the trend rises towards 
this direction they will have more clients and unless 
they can hire more people they will have less time to 
spend on a single client. In addition to that, it seems 
that the role of the designer is also changing slowly 
from being a researcher or just a designer towards 
being a “facilitator” that provides people the tools and 
methods how to do co-design. According to Sanders 
and Stappers (2008) the designers in the future will be 
creating tools that allow the “non-designers to express 
themselves creatively”. Yet, this does not mean that 
service designers would not be needed anymore in the 
future but it is just their role that is changing. They still 
have highly unique skills that they have been learning 
during many years by following customer-centric design 
processes and keeping an eye on the existing and 
upcoming technologies (Sanders & Stappers 2008, 12). 
All this is why creating a simple tool that will help both 
the service designers and their clients to work on the 
service innovation more efficiently is needed.

The efficiency in working here means also creating some 
“standards” of visualisations for the designers but also 
for their clients. Once the clients learn for instance how 
to map their existing customer journey they can provide 
it to the designers as “raw data” in the beginning of the 
project. The common visual style should help designers 
in creating the journey maps faster but also help the 
clients to know how to read them. In comparison, the 

technical drawings (traditional blueprints made by 
architects or product designers) follow a strict standard 
which needs some studying but will enable people to 
read any technical drawings globally. The point of this 
paper is not to create a new standard but a part of it 
is to make a suggestion of a visual style that would be 
as self-evident as possible and require as little studying 
as possible.

1.2.2
Misunderstandings and lack of 
communication

People involved with service development projects 
often come from very different backgrounds and speak 
different professional languages (for instance business, 
engineering, human resources, design or marketing). 
This causes expensive and unnecessary extra working 
hours as people might try to discuss about a same 
topic but realize after a day that they have actually 
been talking about totally different parts of the holistic 
service process. The interviews with Diagonal’s clients 
(chapter 3.1)  also showed that companies often tend 
to struggle with their internal communication during 
service development.

Furthermore, companies aim for superior customer 
service but they rarely reach their goal. Superior 
customer service does not happen if the company 
workers do not perform the way they are expected 
to do. According to William Schiemann (2009, 53) – a 
contributing author in a book focusing on performance 
management - only 14% of company workers understand 
their role in the organisation which tells about a rude 
fact that the managers fail to communicate the bigger 

In 2005 only 8% of customers thought the 
companies offered superior service. Yet, now in 

2014 only 11% of the companies have managed to 
offer excellent service experiences.
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picture to their workers. Schiemann also suggests seven 
drivers for “high performance alignment” from which 
the points 3 and 4 stand out in relation to this paper:

“3. Acceptance, or passion for, the vision, strategy, 
goals among those who are implementing them
4. Clarity regarding individual roles and requirements in 
supporting the strategic goals — and the extent to which 
these have been effectively cascaded and interlinked 
across the organization” (Schiemann 2009, 52)

Hence, as the service providers often fail to 
communicate the holistic service process for their 
workers, people involved in the service development 
might not understand each other and service users 
might get lost during complicated service processes 
something needs to change. Visual presentation during 
the development process, in marketing materials or 

in service handbooks can do nothing but help. For instance 
Vaajakallio (2012, 176) explains that utilizing visual materials 
as supporting material in co-design sessions helps to form a 
“shared focus of attention”. She also continues (p. 179) that 
using visual materials “leaves visual traces” that serve as 
documentation. In other words, using visual materials in the 
development process (such as a workshop) not only helps 
participants to share a same understanding of the specific 
steps but also to maintain the shared understanding. These 
points are well known among the service design field and are 
almost self-evident factors for designers. Nevertheless, they 
still have not been utilized well enough to create a simplistic 
and easy to use visualisation tool for people who have no or 
little experience in visual documentation.

1.3

OBJECTIVE AND RESEARCH 
QUESTIONS

The service design as a profession has gained a lot of 
attention within the last years since it has proven to 
be a very effective approach on improving customer 
experiences and more efficient service delivery. The 
people working among service design have developed, 
loaned and applied a great list of tools from various 
disciplines (Tassi 2009). Some organisations have even 
created free-of-charge toolsets that are open-source 
and are meant to help people to start adapting user-
centric design methods in multiple industries. However, 
by my personal experience these toolsets are often 
rather complex, large and require quite some time to 
be fully understood. This may cause confusion among 
the first-timers who are trying to understand how to 
use them.

The objective of the paper is to find a method that 
performs as a communication tool and provides an eye-
opening overview of the service under development. 
As this thesis has been conducted in collaboration with 
a service design agency Diagonal Mental Structure, 
the point is to make a tool that helps them and their 
clients to get over the first steps of holistic service 
design process (chapter 2.1) smoothly and efficiently. 
The outcome of this paper is a tool and a process that 
should encourage the service design first-timers to 
continue utilizing the possibilities of service design in a 
broader context.

Additionally, companies working among service design 
have created multiple different visual styles for the 

visualisations. The visualisations can be very descriptive 
and include a lot of data. However, most of them are 
aimed for professionals only. Some of them might be 
rather difficult and confusing to read for people who 
are seeing them for the first time and do not have 
experience about service development. Service design 
as a profession is missing a clear standard on how to 
make process visualisations and which visual elements 
to use in specific places. Different companies might also 
be using various visual elements on same purposes that 
cause overlapping and misunderstandings. Therefore 
an additional scope of this work is to find similarities 
among different service design visualisations and trying 
to find a suggestion towards a visual language to be used 
in service process visualisations. However, the goal is 
not to find or create a bulletproof standard of visual 
language but rather making a suggestion towards it. From 
Diagonal’s perspective this is in line with their aim to be 
consistent throughout their visual communication. The 
visual style of the tool and its symbols and pictograms 
created here is a proposal that they can start utilizing 
when making visual presentations.

Research questions:

1. What are the most important issues to take into 
consideration when visualising a service process with 
the first-timers: people who are unfamiliar with service 
design methods?
2. Is it possible to find or create a visual language 
standard for visualising service processes?

“I think we should 
go this way!”

“I think you should
shut up!”



 14 15

1.4

THEORETICAL FRAMEWORK AND 
PROCESS

The main focus of this work is on the service design 
visualisations that map the process and flow of the 
services. From theoretical perspective the work has 
mainly a qualitative research approach that covers a 
review of the existing literature, existing visualisations 
and in-depth interviews with Diagonal Mental Structure’s 
service designers (3 persons) and clients (3 persons).

The literature review aims on finding the reasons 
and needs for using service design visualisations. 
Furthermore it also covers an overview of the effects  
of using visualisations and their usability (readability). 
The review of the existing SD visualisations and toolkits 
focus on finding the similarities and common habits in 
terms of visual language, elements and the mapping 
process itself.

Conclusions and
suggestions
for future

actions

Interviews with
Diagonal’s

service
designers

and clients

Designing a
service process

visualisation
tool for SD
first-timers

Review of the
literature and existing

service design
visualisations

Finding similarities
and common
habits from

the existing SD
visualisations

Diagonal
Mental

Structure

Service design

People
unfamiliar with
service design

methods

1 2 3

Service process
visualisations

The interviews were open for free discussion and had a 
semi-structured process. The aim of the interviews was 
to discover the factors that affect on the experiences 
of visualising service processes - especially with people 
who were unfamiliar with the service design methods. 
Another goal was to find the role of the visualisations in 
relation with the service design projects.

The outcome of this paper, a tool for visualising service 
processes and experiences was designed parallel with 
the resarch but is presented as the last part of this 
paper. The tool combines the findings made from the 
review and presents a service visualising process that is 
targeted for people who have no or little experience on 
service design methods.

Qualitative research
Review of the existing materials
 - the need and effects of visualisations
 - the existing visualisations and tools
Interviews with Diagonal’s service designers
Interviews with Diagonal’s clients

FIGURE 1 - Thesis framework

FIGURE 2 - Structure and process of the thesisThe process of the thesis

“Good idea, but I’ll 
follow my own path”
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2 

REVIEW OF SERVICE DESIGN 
VISUALISATIONS
Finding similarities and common habits

2.1

THE HOLISTIC SERVICE DESIGN 
PROCESS

To clearly understand the role of the visualisations and 
how they are used during different steps of the service 
design process let’s take a look at the general processes. 
This chapter shows examples of how different service 
design agencies describe the service design process. 
Understanding this is crucial for the outcome of the 
work (tool) as it could be utilized at different stages of 
the holistic service design process.

Live|Work
Multinational service design agency Live|Work has a 
set of tools presented in their website and they have 
grouped them under four main topics: understand, 
imagine, design and create. Many of the tools fit under 
multiple topics since the tools such as service blueprint 

This chapter shows a review of the existing service 
process visualisations and how are they linked with 
the holistic service design process. The study involved 
also a general overlook on what all kinds of visualisation 
tools exists among service design (appendix: Service 

design visualisation tools) but this chapter focuses 
only on the visualisations that focus on the service the 
process flow.

or “experience view” can be utilized both at the early 
stages or later phases. (Livework 2014)

EngineGroup UK
UK based agency EngineGroup follows the “Double 
Diamond” model originally presented by the UK Design 
Council in 2005 as a visual way to describe the typical 
design process (Design Council 2007). The Double 
Diamond consists of Discover, Define, Develop and 
Deliver. Though, it is also worth mentioning that Engine 
also opens up their process a bit more by providing four 
main contents in their service design processes. First 
they gather insights to “inform innovation”. Secondly 
they simply design, by which they refer to development 
of strategies and solutions across different channels. 

Thirdly they claim to build new skills and capabilities. 
Finally as the fourth point they create systems in 
which they have defined the processes that sustain 
the created services – that is, keep them working. 
(EngineGroup UK 2014)

Diagonal Mental Structure
The Diagonal’s process has similarities with the 
Double Diamond (Design Council 2007) but with a 
slight modification. Diagonal’s model consists of five 
main parts: understanding, concepting, designing, 
implementation and monitoring.  All of this naturally 
starts from the sales phase where the project brief 
is formed and frames set. The sales phase is naturally 
rather important phase especially when it comes 
to service design first-timers as clients. The client 
might not fully understand the capabilities of service 

design and it is therefore a matter of how well can the 
sales people communicate the possibilities to their 
new clients. Furthermore, according to the service 
designers at Diagonal (chapter 3.2) the implementation 
phase is one of the trickiest stages when all the nice 
ideas created during the design phase meet resource 
requirements such as money and workforce. This 
implementation phase is also something that is easily 
underestimated in the project planning.

I am also talking in this paper about the “first steps” 
of the service design process as a focus area. By 
this I mean the early steps that start from the sales 
sessions until analysing research results. In other words 
it is about understanding the current situation of the 
service process and its possible problems.

Research

UNDERSTANDINGSALES

DIAGONAL’S PROCESS
First steps

CONCEPTING DESIGN IMPLEMENTATION MONITORING

Analysing Ideation Defining Creating Polishing

FIRST STEPS

FIGURE 3 – Diagonal Mental Structure’s process overview
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What should these design processes then create as 
a result? According to Segelström and Holmlid (2009) 
the outcome criteria of service design projects can 
be usually split into two main themes. Firstly, the goal 
that most of service design projects should be aiming 
for: quality over price-centric approach. Secondly 
the outcome should be cross-channel solution that 
works in face-to-face interactions but also as self-
service via mobile devices or web pages. In relation to 
this the visualisations of the service design outcomes 
should be enhancing these factors. Service designers 
are even expected to provide highly visual outcomes 
that communicate the new service concept or updated 
services as well as possible (Stickdorn & Frischhut 
2012, 20-21). Therefore there are a lot of different 
visualisations that focus on certain parts of these 
processes. However some tools can be utilized almost 
throughout the project.

In general, the visualisations used in service design 
projects are mostly focusing on the research phase 
(53/57) and can be split into two main groups with 
different purposes (Segelström & Holmlid 2009, 6). 
Firstly, visualisations can act as tools for translating raw 
data into insights and secondly, visualisations can at 

as tools for communicating the insights. After all they 
are relying strictly on the data collected during the 
research phase and act therefore as a bridge between 
the research and actual design work. (Segelström & 
Holmlid 2009)

As Segelström and Holmlid (2009) presented, there are 
a rather big number of visualisation tools. This paper 
is however about the visualisations that focus mapping 
the process and the flow of a single service. The focus 
is especially on the customer journey  and experience 
mapping methods presented on the chapter (2.4) 
because they can be applicable in multiple parts of the 
holistic service design process AND they act as one 
of the most important methods to do during the first 
steps (chapter 3.1). For instance both can be utilized 
during the research phase when trying to understand 
how do service users proceed in the process and 
feel throughout it. Furthermore the same tool can be 
utilized when ideating on a new service idea (asking 
oneself: “what if it would go like this?”) and eventually 
a customer journey map can be used as marketing and 
communication material when advertising a recently 
launched service. (Van Oosterom 2010)

2.2

THE EFFECTS OF USING 
VISUALISATIONS AND AESTHETIC 
DESIGN

According to PhD study on “Stakeholder Engagement 
for Service Design” made by Fabian Segelström (2013), 
the visualisations of services have a great value for 
the clients especially when they show the results of 
a service usage research in a nice and clear way. He 
even highlights that “service designers could sell 
the visualisations of the stakeholder research as a 
main deliverable, as they provide a unique image of a 
service from the customer’s perspective which most 
organizations miss” (Segelström 2013, 143). However, 
Segelström continues that it is crucial to be clear 
about the means and intention of the tool when 
communicating about it to the stakeholders. This 
helps the people involved to understand when do the 
tools work the best but also when they do not work as 
intended (Segelström 2013, 144).

When discussed why should companies start using 
service visualisations more it is easy to note that 
visualising the whole process of service experience 
from the service user’s perspective will help companies 
to find pain-points and opportunities for break-through 

developments. As Bettencourt and Ulwick describe it; 
“all jobs are processes” (2008). The word “job” stands 
here for person’s individual task that can be anything 
between having to clean a floor to buy a new car. 
Furthermore, the phrase “getting the job done” refers 
perfectly as it means having to go through at least 
some sort of a process. “Job mapping” - as they speak - 
differs from the traditional “process mapping” in a way 
that the main point is to identify what service users are 
trying to get done at every step of a longer process. 
Mapping out every step of these processes and specific 
goals companies can focus on creating new innovative 
solutions that differentiate their offering (Bettencourt 
& Ulwick, 2008).

To conclude, the visualisation tool created in this work 
should have as self-evident visual language as possible 
and it should focus on mapping all the steps the service 
user has to go through in the holistic service process. 
Even better, the mapping should take into consideration 
both the service providers and user’s emotions and 
motivations at a specific phase of the process.

“A good sketch is better than a long speech”
Claimed to be said by Napoléon Bonaparte.
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2.3

USABILITY OF SERVICE 
VISUALISATIONS

As this paper is focusing on the visualisation of service 
processes and especially targeting people who are 
unfamiliar with the tools, it is worth taking a look on the 
principles of what makes a good visualisation. The style 
and visual appearance of whatever kind of objects or 
service touchpoints people are facing can have a big 
effect on the holistic user experience. As the point 
is to create a visual tool for first-timers, the usability 
(readability) of the tool has to be top-class. According 
to Butler, Holden and Lidwell (2003); “aesthetic designs 
look easier to use and have a higher probability of 
being used, whether or not they actually are easier to 
use”. Even though the usability of the designed object 
(product or service) is rather good but aesthetics are 
perceived less appealing, the object may be lacking 
acceptance among users (Butler et al. 2003). In other 
words, the visual style affects widely on both the use 
experience and acceptance especially during the first 
stages of assimilation. These are of course such factors 
that can be described as self-evident and natural but 
yet are easily forgotten during the design processes.

When it comes to designing icons and symbols for a 
customer journey tool, especially for first-timers, the 
visual language should be designed in a way that it is as 
self-explanatory as possible. In other words, the first-
timers seeing a customer journey map should be able 
to understand different icons and symbols with ease or 
just little explanation. This affects on the relationship 
the user is creating with the tool. If the relationship 
becomes negative due to bad visual design the tool 

can be even reducing creativity and problem solving 
abilities. (Butler et al. 2003)

One way to enable easy adopting is to use visualizations 
that are somehow familiar to the user group. Huang, 
Shieh and Chi (2002, 213) present factors that affected 
on the development of computer icons. For instance 
the first visual (graphical) user interfaces in the 1980’s 
Apple’s and Microsoft’s computers had a lot in common 
with traditional traffic signs which helped users to guess 
where does a single button lead to. On the other hand 
product design and product engineering rely on a strict 
global standard called technical drawing and architects 
have their own visual language to draw buildings layer 
by layer. However, these traditional blueprints are 
not completely self-evident and need studying to be 
understood and red fluently. Yet, the good point for 
instance in the architects drawings is that people who 
can’t read all the details can still understand the main 
factors such as where is the living room, kitchen or a 
toilet. This kind of self-evident visual language would be 
beneficial for service design too. 

Furthermore, as services are often very complicated 
systems when looked holistically both from service 
user’s and service provider’s perspective, a map 
containing all of the gathered information would get too 
confusing. Generally said, with any designed object the 
amount of features increases flexibility and complexity 
but decreases usability whereas limited functions 
constrain flexibility but increase usability (Butler et al. 

2003, 86). In other words the outcome of a designed 
object is always some sort of a compromise between 
flexibility and usability. The same applies for the service 
visualisations for the first-timers. The compromise here 
will be between how easily can first-timers adapt to the 
service design method and how deep can the tool take 
them in looking at their services.

As speaking about service visualisations, a tangible 
service prototype can also be representing service 
visually. Including tangible objects during mapping 
the service either in early stages or later during 
creation phases has several benefits: “Everything 
that is built hands-on is easier to understand, stays 
in the participants’ heads and participants identify 
themselves more with the created concept, because 
each participant can make an obvious contribution to 
it” (Stickdorn & Frischhut 2012, 126). This being said, it 
is easy to assume that a tool that is meant to support 
the process of mapping out service journeys could 
benefit of having also tangible objects in addition to 
just paper, sticky notes and pens. Furthermore the 
service mapping sessions should be also fun because 
the feeling of joy keeps up energy levels and boosts 
creativity (Stickdorn & Frischhut 2012, 126).
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2.4

SERVICE PROCESS VISUALISATIONS

Service designers have already created a great set 
of different visualisation tools that help their work at 
different stages in their design process (Tassi 2009). 
According to Segelström (2009) service designers who 
he interviewed mentioned 57 different tools that they 
use in their work. There are also a number of tools that 
are called by different names but contain similarities 
and overlapping. However this paper focuses on the 
visualisation tools that map the process (flow) that the 
user goes through. Diana, Pacenti and Tassi (2010) speak 
of them as abstract “flows” that include a path how to 
read them. This chapter shows the most common tools 
that visualise the flow and nature of the service process. 
I took a look at 34 service visualisations found from 
several sources and 11 existing service design toolkits. 
The descriptions of the following tools are mainly based 
on my personal insights and findings from the review of 
those visualisations.

2.4.1
Customer journey maps

Customer journey maps, user journeys, paths and 
generally service journey visualizations all mean more 
or less the same. It is about mapping either existing 
service journey or new service concept especially from 
user’s perspective in a way that describes different 
touchpoints the service user goes through (Diana et al. 
2010). It has to include all of the sequences that the 
user walks through and they usually also contain actions 
before the actual service usage and after it. These are 
often separated as pre-service stage, actual use of the 

service and finally post-service (actions after the actual usage 
has ended) (Stickdorn & Schneider 2011). Customer journey 
maps can be used in various purposes as they can help during 
the research phase all the way until the implementation of 
a new service concept. They form sort of a backbone for 
service development that should be based on the findings 
from observing and studying users (chapter 3.2). In addition 
to that the customer journeys are usually also linked with a 
various number of personas to get a deeper understanding 
on how do different user groups perform and feel during the 
journey. Customer journey maps seem to be also described 
to show the “outside-in” side of the service that means 
emphasizing the journey from the service user’s perspective 
(DesignThinkers Academy 2012). 

Customer mapping can be utilized during different stages 
of a service design process (chapter 3.2). For instance a 
customer journey map can be made at the research phase 
when studying how do users walk through the service but also 
at the finalizing phase when communicating a new service 
idea to stakeholders. Furthermore it forms a backbone for 
a holistic service development process. For instance Design 
Thinkers Group created a process that focuses on creating 
an “ongoing conversation within the organisation” by utilizing 
customer journey mapping at different stages during a holistic 
service development process (Van Oosterom 2010).
 
As an example let’s take a closer look at the Customer Journey 
Canvas provided under CC licence by Stickdorn and Schneider 
(2011). The canvas is split in three main sections;

Pre-Service period
Service period
Post-Service period

In addition to them they are also linked with 
Expectations (pre-service), Experiences (service itself) 
and Satisfaction/Dissatisfaction (post-service). On the 
Pre-Service period the person using the template is 
asked to write about how the service user heard about 
the service at first (advertisement / public relations), 
did he/she hear about the service in social media or 
word-of-mouth and what kind of past experiences 
does he/she have with the service provider or similar 
services. On the actual service usage period the person 
using the template is asked to map the “service journey” 
by mapping all the touchpoints the user goes through 
and to highlight especially good or bad experiences. 
Finally, on the post-service period the canvas user 
is being asked to write about customer relationship 

management (“How does to service provider follow-up 
with customers?”), social media (“What do customers 
communicate about the service and/or service provider 
through social media?”) and word-of-mouth (“What 
do customers tell their friends, colleagues and family 
about the service and/or service provider?”). (Stickdorn 
& Schneider 2011)

The customer journey maps presented by service design 
agencies usually seem include the following factors:

Linear levels:
They have some sort of a timeline, stages or phases; 
before-service to during-service and finally after-
service. Inside these there can usually be found 
past experiences, awareness and choosing (inside 
before-service). In addition they have purchasing and 
using (inside during-service) and finally sharing and 
communicating (after-service).

IMAGE 1 - 
Customer 
Journey 
Canvas by 
Stickdorn & 
Schneider 2011



 24 25

Vertical levels:
Actions/activities, context, goal, need, thoughts, 
emotions, physical evidence or touchpoints, frontstage, 
expectations, satisfaction/dissatisfaction of a specific 
step, insights/opportunities/risks, company actions / 
backstage / answers, people involved, critical moments 
(moments of truth), quotes by users or workers.

Other:
Indicators for good experience, bad experience, 
persona, mapping the whys, importance meter, colour 
coding, managed / unmanaged touchpoints, information 
flows, material flows, financial flows, recommendations 
or ideas for improving, channels of interaction (digital 
too), devices

The clear benefit in customer journey maps is that they 
can be used for many purposes and at different stages of 
a process. One can use them either to map a hypothesis 
of a customer journey, the results from a research on 
user experiences or simply to visualise a new service 
idea. Furthermore, service managers can map their 
understanding of the current customer experience 
and later compare their assumptions  with the journey 
maps based on the data from user experience 
research. Comparing customer journey maps about 
the same service but made by different stakeholders 
can reveal crucial hidden issues and misunderstandings. 
Eventually customer journey maps can also be utilized 
as communication materials to end-users. For instance 
a hospital in Tampere decided to visualise their curing 
process to their customers (patients) so they would 
understand better on which stage they currently are. 
This helped to reduce confusion among the patients. 
(Appendix: Interview with service designer 2)

2.4.2
Service blueprints

Traditionally services have been mapped out by the tool 
“Service Blueprint”, introduced originally already on the 
1980’s (Shostack 1982). Service blueprints differ from 
the customer journey maps mainly by offering a more 
detailed and holistic visualization of all the necessary 
factors needed to deliver the service. Bitner, Morgan 
and Ostrom (2007, 13) present blueprinting as a platform 
that everyone; including customers, employees and 
managers can build on to. They highlight also that the 
blueprints work great as communication tools when 
employees can see their role in the bigger picture 
(Bitner et al. 2007, 14). Customer journey maps look at 
the service at a bit more from the user’s perspective 
whereas blueprints pay more attention also to the 
service provider’s actions. Steijger (2008) presents 
service blueprinting as a tool that offers a “detailed 
description of people, processes and systems involved 
in the delivery of a service”. To give more understanding 
of the purpose of the tool she explains that service 
blueprint offers a chance to find “bottlenecks” in the 
delivery process that should be seen as opportunities 
for making the experience better (Steijger 2008, 1). 
Furthermore Servicedesigntools.org sums up the 
blueprint as “operational tool that describes the nature 
and the characteristics of the service interaction in 
enough detail to verify, implement and maintain it” 
(Tassi 2009).

In 2009 an interaction and service design consultant 
Andy Polaine introduced with a group of three other 
designers an updated version of the traditional service 
blueprint in SDN conference in Madrid. They call it 

Blueprint+ and the biggest difference to the traditional 
examples is that it includes motivational and emotional 
factors in addition to the actions and processes. 
Furthermore it makes the most crucial people involved 
in the process equal to each other. In other words 
they took away to frontstage and backstage separation 
but highlight all the people in relation with the service 
delivery process. (Aebersold, Bossart, Mettler & Polaine 
2009)

Naturally, the tool has been reframed and redesigned 
ever since but usually it has been a rationalistic and 
rather emotionless way of showing the holistic overview 
on how the service runs. They usually show different 
“layers” of the service such as customer’s (service 
user’s) actions but also all the actions and support 
processes that happen on the service provider’s side. 
Service blueprints are therefore also useful at the latter 

stage of service design process when new concepts or 
updated service processes need to be mapped in a 
rather detailed level. In other words, customer journey 
maps are useful when emphasizing the journey from 
user’s perspective whereas service blueprints seem to 
be more useful when mapping the service “inside-out” 
(DesignThinking Network 2012). This means opening up 
the workload the service provider needs to go trough 
to deliver the service.

As many other tools too, the service blueprint can be 
used either to map the current service path or the 
newer versions of the service. Usually, the first version 
of the blueprint is being made after the initial research 
phase that contains user and staff interviews, shadowing 
or even ethnographic studies. During the first stages of 
service design process a paper version of the blueprint 
can work better as a quick visualisation tool to share and 
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communicate a common understanding of the current 
situation. More polished blueprints are done when the 
design process has gone further and smaller details 
and functions have been designed and reframed. These 
more polished and finalized visualisations may work 
better when communicating the new ideas to the client.

Case example:
Service Blueprint for Presby Neuro Clinic (image 2)

A student group from Carnegie Mellon School of Design 
tackled a project for a neuro clinic that had problems 
with their service users’ (patients) experiences on the 
service. The student group decided to try to create 
a fulfilling clinic experience by co-creating it together 
with patients, families, staff and physicians. They 
first studied and observed the current situation by 
ethnographic methods and interviewing both the staff 
members but also the patients and their families. After 
getting the understanding on the holistic overview they 
decided to show it in a form of a service blueprint that 
helped them to communicate the existing situation 
and its problems to their client. With the blueprint 
visualisation they could show how the backstage 
processes were chaotic, the system depended highly 
on one doctor and that no-one from the staff was 
actively engaging with the patients during their waiting 
time. (Cliver, Hegeman, Lee, Libert & Tennant 2009)

2.4.3
Experience maps

Nowadays one can notice more and more service flow 
visualisations that also have an embedded feature of 
indicating emotions at specific situations. It seems that 
usually the experience maps are very similar to customer 
journey maps but they are emphasizing the feelings and 
emotions of the service user. A design agency Adaptive 
Path is a strong advocate of the experience maps. 
They see them as “a strategic process of capturing and 
communicating complicated customer interactions” 
(Adaptive Path 2013). These emotion indicators are 
usually either curves in relation to the service usage 
process derived from the traditional diagrams, or 
emoticons (also known as smileys). Adding the emotion 
indicators help to highlight the crucial steps in the 
journey that are either positive experiences or negative 
pain points. Finding and understanding these moments 
the service provider can either turn the negative points 
into positive possibilities or strengthen the positive 
feelings even further.

The design director of Adaptive Path, Chris Risdon 
speaks about the experience map as “an artefact that 
serves to illuminate the complete experience a person 
may have with a product or service”. He continues that 
the experience map is not only about the service user’s 
journey (that being the customer journey map) neither 
is it a service blueprint that “shows how a system works 
in enough detail to verify, implement and maintain it”. 
He also points out that the experience maps should 
be based on some sort of research - either an online 
survey, field research or even better; both. Furthermore 
he believes that experience maps should be visualised 
clearly so that they stand on their own (can be shared 

within organizations without a need for explanation) and 
they should work as “means to something actionable” 
(something to design on). (Risdon 2011)

Case example:
Rail Europe Experience Map by Adaptive Path Risdon 
(2011 - image 3) showcases also an example where they 
applied experience maps for Rail Europe. He explained 
that Rail Europe had a rather good website and their 
customer service worked nicely but they wanted to 
understand their service users’ (travellers) journeys 
better to find chances for improvement. By making 

an experience map Adaptive Path could show to Rail 
Europe where are the steps and gaps where they could 
invest to improve the service experience. The map 
enabled a “shared empathic understanding over time 
and space” (Risdon 2011).

Joel Flom (image 4) presented another experience 
map example (although he is speaking about it as a 
customer journey) which clearly shows the point of 
the experience map. It maps horizontally the steps of a 
traditional customer journey map but additionally also 
shows the emotional curve in relation to the steps. The 

IMAGE 3 - An 
experience 
map on a 
Rail Europe’s 
traveller’s 
experience by 
Adaptive Path.
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curve shows clearly how the feelings and emotions of a 
customer can vary deeply during different steps. At time 
the customers might be happy about a clear website 
but then get frustrated when the purchase process 
turns out to be more complicated than expected. (Flom 
2011)
 
2.4.4
Experience Cycle

Experience Cycle is a new tool that according to 
Dubberly and Evenson (2008) can be compared to 
the traditional sales cycle familiar from sales and 
marketing studies. As the name says, it is a circular 
tool instead of the traditional horizontal timeline. They 
believe that experience cycle should be introduced 
whenever sales cycle is on topic because it creates a 
stronger possibility in creating longer-lasting customer 

relationships. According to Dubberly and Evenson the 
experience cycle “is more likely to lead to an experience 
of lasting value for customers, and thus greater long-
term value for producers” (Dubberly & Evenson 2008, 
11). In practice the experience cycle helps to write 
down the steps service users go through when forming 
a relationship with the service.

The experience cycle looks at the service user’s and 
service provider’s interaction as a relationship and 
how it is being formed. It follows a general pattern of 5 
different stages:
- “Connecting (first impressions)
- Becoming oriented (understanding what is possible)
- Interacting with the product (direct experience)
- Extending perception or skill and use (mastery)
- Telling others (Teaching or spreading activation)“
(Dubberly & Evenson 2008, 14)

As the experience cycle encourages looking at the 
service from different levels, it can be a great help when 
going in details with the service offering. Additionally 
it also shows the overall view of the main process in 
the service but can be also scaled downwards to single 
encounters. It in a way proposes that each single 
encounter in the service has its own cycles.

The experience cycle is a very creative and descriptive 
visualisation tool for looking at service user’s experience 
at different levels and scales. However, the tool is 
targeted more for design professionals and might be 
challenging to comprehend by a “first-timer”.

2.4.5
Common features and benefits

Companies doing service design have often developed 
their own versions of these tools. Many of the tools 
include similarities and overlapping with each other 
even though they might have different names. Some 
speak about “experience maps” once they have 
added some indicators of the feelings the customers 
experience during their service usage while others 
might do the same but still speak about “customer 
journeys”. In addition some customer journey maps 
include features from blueprints such as showing 
different levels of the service delivery (user, company, 
partner etc.) In other words, a common standard for 
the tool naming or features does not exist and they are 
usually adjusted case by case.

IMAGE 4 - Experience map of a 
broadband provider journey by 
Effective UI.

IMAGE 5 - The basic framework of 
the experience cycle.
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In general, all of these tools aim to help service providers 
to look at their service offering from their service user’s 
perspective and understand the holistic overview of 
their existing service or service concept. The point is 
after all to improve the service users experience and 
that is what the service providers should aim for (Bain 
& Company 2005; Forrester 2014).

All of these tools presented above are linear (except 
the experience cycle), based on time or different user 
actions. All of them have different levels to look at things 
such as touchpoints, actions or associated thoughts 
during different stages. Most of them also categorise 
actions basically on three different stages: pre-service 
period, service period and post-service period. In other 
words they are all looking at the process of service in 
a rather broad perspective that starts from becoming 
aware of the service (hearing about it for the first time 
or even before that) and ends with maintenance or 
sharing the experience. Additionally all of them also 
show the service from a single user’s (persona) or 
user group’s perspective. In other words they rarely 
show the service from a generic overview but instead 
highlight the meaning of an individual experience. 
Service experiences can vary a lot depending on the 
person who is experiencing it. Using personas can help 
in making the service user’s needs more explicit which 
again helps the decision-making among the design 
teams aiming towards those needs (Long 2009, 8).

The visualisation tools help in internal communication 
in workshops when people can literally point at a 
certain moment in a service while talking about it. This 
minimizes misunderstandings and encourages people 
to participate in the discussion (Vaajakallio 2012, 176). 
Furthermore, perhaps the biggest value of these tools 

is that they can be used in multiple ways and at different 
parts of the projects. For instance a customer journey 
map can be utilized even before starting any research 
actions by collecting a presumption of how does a 
service provider think their service users experience 
their service. The same tool can be later utilized to 
draw a new customer journey based on the research 
results. The comparison of the “presumption-based” 
and “research-based” journey maps can be a real eye-
opener. Furthermore, the customer journey maps can 
be made by “customers, or management, employees 
and other stakeholders or, even better, in a mix” (Van 
Oosterom, 2010).

However, these visualisations are usually made by 
service design professionals only. The content has 
been created in collaboration with an experienced 
service designer who knows how the mapping process 
goes. The service design first-timers might not always 
know how to use the tool by themselves because 
the tools are not always provided together with clear 
step-by-step instructions. The mapping of the service 
steps can also be very challenging at first. The service 
providers might have multiple user groups that have 
totally different use experiences. The nature of the 
service experience is also heterogenic, meaning that 
the individual experience is always unique. Finding the 
crucial and most meaningful aspects to add on the 
visualisations can be a huge challenge. In other words it 
is all about focus and framing. The tools are not meant 
to include everything. That is perhaps also why these 
tools are usually utilized by service design professionals 
only. On the other hand, that is what these tools are 
meant for; communicating the different experiences of 
service usage.

From the visual perspective the tools have a lot in common. 
Most of them follow a journey of some sort that is visualized 
the same way as in many board games. The journey has a start, 
usually the “awareness” step when the service user hears 
about the service provider for the first time and continues 
all the way until ending the interaction with the provider. 
The visualisations are also often left open from the end as 
the service users can spread the positive or negative word 
of his/her experience which is impossible to know exactly 
how it goes. The chapter 2.6 “Visual elements on the service 
process visualisations” goes deeper into the visual similarities 
of different service visualisations.

Eventually all of the 
service users’ paths and 
experiences are unique.
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2.5

BENCHMARK ON EXISTING 
TOOLKITS PROVIDED BY 
COMPANIES OR ORGANISATIONS

A number of companies or organisations have already 
developed a set of service design tools that are 
supposed to introduce the methods of service design 
and help non-designers to design for better service 
use experiences. As the outcome of this project is also 
a tool I benchmarked the existing toolkits. I made a 
comparison chart of 6 analogic toolkits and five digital 
tools from which I chose for a closer look four analogic 
toolkits and three digital tools that are most in relation 
with my topic. (Appendix: Analog toolkits & Digital 
toolkits)

2.5.1
Analogic toolkits

IDEO’s HCD Toolkit (2nd edition)
Award-winning global design agency IDEO decided to 
make an open-source combination of tools that are 
based on the principles of human-centered design. 
They created the set of tools from IDEO’s human-
centric values: human desirability, technical feasibility 
and technical viability. The toolkit, being more like 
a book, teaches step-by-step how to go through a 
human-centered design process that according to 
the book includes three main parts: hear, create and 
deliver. (IDEO 2011)

They have especially created the toolkit to help 
developing countries to learn and use the process 
of design thinking. They believe that launching an 

open-source toolkit like this will improve people’s 
understanding about design thinking and its possibilities. 
Besides that they believe that it will have a bigger “impact 
than a 500-person firm could ever have” (Walker 2009). 
At IDEO they believed and hoped that this toolkit would 
especially benefit different social sector organizations 
that do not have designers to work with. Another point 
on releasing their toolkit publicly was the belief that the 
set of tools will teach non-designers about the benefits 
and possibilities of design thinking. In return, they are 
hoping that the knowledge of these assets could uplift 
the work of designers everywhere. The project leader 
Tatyana Mamut also enhanced and summarized the 
main goal of the tool: “The goal would be if we can get 
to a common language and common set of methods, 
or even a common approach towards design, that any 
project needs to start with the people who are being 
designed for” (Walker 2009).

IMAGE 6 - IDEO’s HCD Toolkit

The HDC Toolkit is easily available as a whole or in 
segments in PDFs (requires signing in to the HCD 
Connect community). Furthermore one can purchase a 
printed copy of the book by 22$. The toolkit showcases 
step by step how to tackle a rather holistic design 
process. In addition it shows use scenarios on how 
to use the tools which is very descriptive for people 
unfamiliar with design methodology. The book has a lot 
of images about people doing field research and using 
different co-creation tools especially from rural areas. 
This might be misleading for some people even though 
the toolkit highlights that the tools are very flexible and 
free for modification. The book has almost 190 pages 
that make it a rather time-consuming and complex to 
study.

Service Design Toolkit – www.sdt.fi
Service Design Toolkit is a result of a Finnish project 
by Jyväskylä’s University of Applied Sciences and 
service design agency Palmu Inc. in 2011 funded by 
Finnish research organization TEKES and five different 
organizations focusing on travel experiences. The 
main focus of the project was to open the possibilities 
of service design but also to study and test different 
methods with the companies working among travel 
services. Four out of five companies took concepts 
created during the project further and launched 
them into commercial markets. The tool is freely 
downloadable on their website as a PDF and it is under 
the Creative Commons licence although it is currently 
only available in Finnish. (SDT 2012)

The toolkit provides templates that are supported 
by questions and tips. The instructions for the toolkit 
emphasize that mechanical filling of the templates do 
not help as such. The users of the tools should instead 

spent quite some time with the tasks and really question 
their service offering. The tools have been split in 4 
main sections that also define more the holistic service 
design process: frame, learn, solve and test. In total the 
kit includes 10 templates and 4 templates for collecting 
the key insights from each 4 sections.  The kit borrows 
some tools such as Osterwalder’s and Pigneur’s (2009) 
“Business Model Canvas” and the “Customer journey 
canvas” by Stickdorn and Schneider (2011).

From the usability perspective the tool is rather easy 
to follow since it has clear indicators how to proceed 
and what specific tools are related to which section. 
However, the toolkit does not really provide step-by-
step instructions how to use the templates. In a way it 
provides a set of tools but does not go deep in how to 
get best out of the tools and methods. 

Service Design Toolkit - www.servicedesigntoolkit.
org 
Another toolkit with a same name is an introduction to 
the methodology and tools of service design by service 
design agency Namahn and Design Flanders. It is a guide 
to simple “do-it-yourself” service design projects. 
On their website they suggest that the toolkit can be 
used as a guide for one-day training sessions about 
service design. It provides some workshop materials 
free to download on their website, posters, manuals 
and technique cards. Even though they highlight that 
one can do “do-it-yourself” service design by the 
help of these materials, they still recommend hiring 
a professional. They offer two toolboxes in total; one 
published in 2001 (60€) that contains more of the basic 
tools and second one on 2014 (65€) that contains more 
advanced tools. It is easy to assume that partly the 
point of the toolkit is to introduce the service design 
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for first-timers but also to attract new clients and 
projects to the design agencies.  Just like the others 
this toolkit is also licenced under Creative Commons. 
(Service Design Toolkit 2014)

The toolkit is a collection of 16 different templates to be 
used in service design projects. They have categorized 
the tools & templates by eight areas of the holistic 
service design process, resulting each step to have 2 
templates. According to them, the process consists of 
these 8 steps:

1. Framing
2. User insights
3. Personas
4. Design scope
5. Ideation
6. Service concept
7. Prototype & test
8. Feasibility

IMAGE 7 - Service design toolkit by Namahn & 
Flanders.

As this paper is focusing on the early steps of service 
design process, let’s open up the first 4 areas that 
include the process before the actual creation phase.

Framing has been split in two main areas: Context & 
Objective and Research Questions. For user insight 
phase they offer two templates that are meant 
to support interviews. First template is to help in 
interviewing the user experience. The other interview 
template helps to map at the different actors (mapping 
the people who were involved in the experience 
either closely or more distantly). The tools for creating 
personas are focusing different extreme user profiles 
and then secondly creating a more detailed persona. 
Finally, the tools for clarifying the design scopes are 
firstly for finding the design challenge and coming up 
with criteria for success. The second tool for design 
scoping is about design requirements. The point is to 
clarify the real requirements derived from the first tool. 
(Service Design Toolkit 2014)

The toolkit covers a large area of different methods used 
by service designers. The templates are designed with a 
funky colourful graphic identity that might scare some 
companies. Some templates are rather complicated to 
read but the manual provided with the toolkit helps 
the usability. One practical issue I noticed was that the 
templates are sized as A0 standard (841x1189mm) and 
they include small text. If someone prints the templates 
in A3 or even A4 the supporting texts might scale down 
so small that it gets close to impossible to read them.

AT-ONE Book – How To Design Better Services
AT-ONE “book” is a combination of tools and instructions 
on how to get started with innovating new services and 
how to manage the process. It is aimed for project 

leaders or company executives who want to improve the 
experiences their customers get from their services. 
On the other hand the book can also help designers 
in improving their service design skills. The book is a 
result of AT-ONE project which involved multiple 
organisations and companies working around service 
industry (such as The Oslo School of Architecture and 
Design, LiveWork and Telenor). “Father” and the author 
of the book is Simon Clatworthy and a unit from the 
first limited edition of 200 units costs 800 Norwegian 
krones (about 98€). The “book” as they call it is more 
like a cardboard box that contains a poster of the AT-
ONE process, individual booklets (instructions) for each 
letter from the name (ATONE) that present five lenses 
for innovation: Actor, Touchpoints, Offering, Need 
and Experience. Besides these the box also offers 
an evidencing chapter, a set of touch-point cards 
and a pack of post-it notes. Besides the book itself 
some of the tools, touchpoint cards and methods are 
downloadable from their website. The downloadable 

files are under the Creative Commons license so they 
are free to use even in commercial practices but not to 
be sold forward. (Clatworthy 2013)

As many other toolboxes or set of tools too, this book 
is focusing on helping “first-timers” (people willing to 
use innovative methods on service development) to get 
over the first steps easier. But it is not just about helping 
over the first steps but it is also about teaching people 
the benefits about service design and how to use it. As 
they say it, AT-ONE is a “structured innovation method 
for the first phases of service innovation projects” 
(Clatworthy 2013). It is worth mentioning that with all 
the different booklets the box offers quite a lot to read 
which requires time from the person using it the first 
time. The booklets contain examples about different 
topics that help to understand why a certain step is 
worth to execute. Although the tool provides a deeper 
overview of the tools than other analogic toolkits it still 
works more or less just as a scratch on a surface as it 
tries to cover a large service design process. As a whole 
it might feel too complicated for a first-timer to start 
studying.

In addition to these toolkits above I also took a look at 
various smaller toolkits done by individual companies 
or service design bloggers. Also a master’s thesis from 
Aalto School of Arts, Design and Architecture, Helsinki 
by Jarkko Kurronen (2013) that provided a toolkit for 
public organisations worked as a good reference even 
though it had a different focus. “This Is Service Design 
Thinking” book by Stickdorn & Schneider (2011) can 
also be seen as some sort of a toolkit but its focus is 
also more on explaining the service design as such and 
does not concentrate on the tools. Therefore these 
references are not opened here further.

IMAGE 8 - AT-ONE Book Toolkit
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2.5.2
Digital tools

Smaply – Web-based tool for visualizing customer 
experiences
Smaply is a digital tool that helps in visualizing different 
customer experiences by utilizing personas, stakeholder 
maps and journey maps. The tool is developed partly by 
the same authors who combined the “This Is Service 
Design Thinking” (Stickdorn & Schneider 2011) book so 
its features and templates rely strongly on the same 
patterns seen in the book. As Smaply tool is web-based 
cloud service, it allows different stakeholders to modify 
same documents and therefore helps everyone stay 
updated on the project. Smaply is a subscription-based 
service and can be ordered in a price of 10€ per month 
(12€ incl. VAT). (Smaply 2014)

Smaply offers on its website rather clear instructions 
and step-by-step user manual on how to create new 
personas, stakeholder maps and customer journeys. 
Out of these three main tools, customer journeys allow 
the deepest level of detailing. In addition to the actual 
horizontal journey Smaply allows users to visualize 
storyboard by adding pictures on different stages. 
Furthermore, customer journeys allow also indicating 
emotions by “Emotional journey”. Emotional journeys 
are shown by the typical way of having a graph that goes 
up or down depending on the experiences emotions at 
specific stages. (Smaply 2014)

Besides the fact that Smaply users can easily share the 
same data with every project stakeholders, maybe the 
best value of having journeys as a digital tool is the fact 
that Smaply users can easily compare different journeys 

experienced by up to three different personas. This 
helps people to see the different ways of using same 
service better and therefore broadens the perspective 
over the service under development. Smaply website 
also offers PDF template files for free download 
(Creative Commons licence). According to Smaply 
website the point of having printable templates is to 
help co-design sessions where paper and pen still are 
“an unbeatable combination”. As the templates have 
more or less the same layout than the digital tool it is 
rather easy to update the data gathered in co-design 
sessions to the digital tool and therefore visible for all 
the stakeholders.

IMAGE 9 - Smaply

RealtimeBoard – Regular whiteboard reinvented for 
a better online experience
RealtimeBoard is basically an endless digital whiteboard 
that can be zoomed in and out and modified by multiple 
editors. As many others, RealtimeBoard is also cloud-
based service so that users can reach data, add ideas 
and comment on others’ ideas anytime and anywhere 
where they have internet connection. As any projects 
the traditional whiteboards have proved to be very 
useful but they often get too packed, complicated 
or hard to keep updated. That is why having the 
whiteboard in a digital format offers clear value for 
users. RealtimeBoard is free to use for up to three 
boards and 100mb space. Pro version costs 10€ per 
month and gives unlimited amount of boards and up to 
3gb space. In addition a “team” version is also available 
by 10€ per month which enables 5gb of space and voice 
and video calls and gives all the team members access 
to Pro version features. (RealtimeBoard 2014)

A positive note from the RealtimeBoard is that it offers 
some templates and guidance videos for example on 
how to make a customer journey map. RealtimeBoard 
offers the ability to draw, write but also possibility to 
upload other documents such as images, pdfs, Word 
documents and so on. According to the case examples 
they show on their website RealtimeBoard works well 
for any kinds of typical diagrams and charts such as 
business model canvas, SWOT-analysis, Gantt chart 
but also any other useful service design tools such as 
blueprints or customer journeys. The website shows 
examples of some tools with a brief description what 
is it used for and how to make one. What is especially 
nice is that RealtimeBoard users can upload templates 
for free download to other users.

RealtimeBoard sure is a very flexible platform and has a 
benefit that one can make the same familiar graphs that 
people are familiar with from traditional whiteboards. 
On the other hand the tool does not go deep into it – 
it does not provide clear instructions nor tips how to 
make a good customer journey map.

ExperienceFellow (former MyServiceFellow) - 
Capture and analyze customer experience of your 
brand, product or service
ExperienceFellow is a tool that utilizes mobile devices 
for ethnographic research. By the app (available for iOS 
and Android) end users can map their experiences easily 
while experiencing them. Furthermore, the company 
using the ExperienceFellow system can monitor the 
user’s experiences in real-time and get analytics after 
the research has been finished. Good feature is that 
the end-users can also add images, sound or videos on 
a specific touchpoint experience. This will give deeper 
insights on the problems the users face in a service. For 

IMAGE 10 - ExperienceFellow
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the monitoring side the benefits are that the service 
provider can view, sort and filter the results in easily 
readable visual presentations that are ready for sharing 
within the organisation right after the research has 
been finished. (ExperienceFellow 2014)

In August of 2014 the tool was still on Beta version 
period but already suggesting some plans for future 
pricing. Their initial pricing plan suggests for 39€ per a 
single project (with up to 10 participants) and 50€ for 
a monthly subscription pay and full access (up to 100 
participants).

The tool was called as MyServiceFellow during my 
research phase but was named later on autumn 2014 
as “ExperienceFellow”.

2.5.3
Conclusions from the toolkits benchmark

As it can be read from the more detailed descriptions 
of each tool, they are giving what they are promising: 
a set of most common tools needed in service design. 
All of them explain what are the tools for and give a 
hint of the service design or even design thinking 
as the concepts behind the tools. None of them 
is exactly focusing on one tool (except Smaply and 
ExperienceFellow emphasize customer journeys) and 
making the first try experience as easy as possible. This 
may cause confusion, overwhelming and overloading 
among the first-timers. As found during the interviews 
of Diagonal’s clients and workers (chapters 3.1 & 3.2), 
many of them prefer as easy as possible tool that does 
not require much studying and time. As time is an issue 
for every company the tool should focus on giving a 
kind of a “teaser-like” experience of the service design 

as an expertise. In addition to that the Diagonal’s clients 
hope to get the results of these tools in digital format 
at some point BUT however, they do not look forward 
to having to learn new programs.

The digital tools promise being an efficient way to 
approach service design processes and are usually 
focusing on utilizing mobile devices to gather user data. 
There is no questioning whether this is good or not; it is 
easy to assume that collecting user data “on-the-go” is a 
very efficient way to do it. On the other hand they focus 
mainly on the user research and neglect the company’s 
inner development processes. They give data but they 
do not always tell how to proceed and use this data. 
Yet, as they give the results also in digital format it is 
very easy to share them. This is a clear benefit of using 
digital tools but as the interviews showed, people get 
confused and frustrated if they are expected to learn 
how to use new digital tools.  This applies also on the 
end-users’ experience but especially on the company 
workers’ routines.

2.6

VISUAL ELEMENTS ON THE SERVICE 
PROCESS VISUALISATIONS

Service designers are expected to be highly visual 
in their communication and it has been proved that 
visualisations help when a complex message needs 
to be communicated shortly (chapter 2.2). Most of 
the service process visualisations have some visual 
elements such as icons and pictograms combined 
with short text phrases or headlines. The profession 
of service design as such is also still missing a clear 
standard on how should certain parts of services be 
presented. Some kind of a standard would help both 
the service designers to have more coherency in their 
presentations but also so that the people (clients) 
reading the visualisation could easily understand what 
does a certain pictogram stand for. Even though the 
point of this work is not to create a standard for a visual 
language this chapter will justify why the outcome of 
this work has certain icons and pictograms included.

I took a look at 34 different visualisations presenting 
some sort of a process flow of a service and 11 different 
toolkits or template collections and could spot 
similarities in the use of certain visuals such as arrows, 

icons and pictograms. The style of the visualisations 
usually follows a rather polished but simplistic style that 
is usually achieved by vector images created by Adobe 
Illustrator or similar. The graphic designers from the 
Diagonal Mental Structure had also started to gather 
a bank for pictograms that could be used while making 
more polished visualisations. Hence, the visualisation 
tool created during this project is also basing its visual 
style on the similarities in common habits both from 
available service visualisations from the web and books 
and the pictogram bank from Diagonal.

2.6.1
Visual elements for interactions and “flows”

Only few visualisations found by web search explained 
briefly how to read them. As an example design agency 
Adaptive Path added explanations on the experience 
map (image 11) to clarify what meanings do different 
arrow lines stand for:

IMAGE 11 - Experience map 
symbols by Adaptive Path
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They mark ongoing processes as a circle with three 
arrowheads, linear process with a straight arrow and 
“non-linear, but time based” process by a curvy arrow. 

Jegou & Joore (2004) presented a “system map” of 
product-service systems (PSS) with instructions how 
to read the map (image 12). They separate different 
interactions as material, information and financial 
“flows” and map them with different line styles. Material 
flow is mapped with a thick black line. Information flow 
is presented as a thin dashed line with a square at the 
end and financial flow as slightly thicker dashed line 
with a circle at the end. 

Process maps (also known as process charts or 
flowcharts) are visual presentations of processes 
familiar among people from business background. 
They are usually used to map a complicated process 
that includes both user actions and company’s actions. 
Process maps follow an ISO standard (ISO 5807:1985) 
that is created for flowcharts in general and uses 
shapes that can be found readymade from MS Office 

IMAGE 12 - How to read a 
product & service system 
map flows

programs such as PowerPoint and Word. There is a 
long list of different symbols to be used. However, most 
commonly used and in relation with this topic are box, 
box with rounded corners and arrowhead lines. Boxes 
stand for single activities, boxes with rounded corners 
mark the start and the end of a process and lines show 
the direction of the flow. One especially interesting 
symbol used here is a diamond that stands for making 
decisions with minimum of two options. Diamonds 
usually stand for steps where user or service provider 
confirms something that can be answered “yes” or 
“no”. (ISO 5807:1985)

Image 13 – Ready-made shapes in MS PowerPoint for 
process maps

IMAGE 14 - Process types and characteristics
by Jukka Isosaari

When it comes to the outcome of this work...
I decided to adapt some elements from the existing 
tools and visualisation habits. I tried to pay attention 
to the visual elements that are widely used in different 
visualisations, as self-evident as possible and follow 
common sense in their meanings. As the outcome tool 
of this paper is focusing on the first-timers I tried also 
to limit the amount of the visual elements that would 
need to be studied before using the tool. All of the 
visualisations are based on the service user’s steps that 
define the backbone of the process visualisation.

From comparison of the toolkits and visualisations 
I could spot four types of transitions or step type 
characteristics (image 14). By these transitions and 
step types I mean the general types of actions the 
specific step could include. A straight arrow stands for 
a step that is straight-forwarded such as the process 
of walking to a bank, picking up a queuing number 
and waiting for your turn. A curved arrow however 
stands for process types that are explorative but time-
based. As an example of an explorative process is the 

phase when an end-user is browsing the Internet for 
product alternatives. Some might use on the same task 
30 minutes while some might stay in the same phase 
for weeks. A circular arrow describes processes that 
are ongoing such as the function of the workers at 
an information desk inside airports. Finally, a dividing 
line stands for a decision point when the service user 
makes some sort of a decision and proceeds in his/her 
service journey.

These line types help the service provider to understand 
the different natures that the service steps might have. 
These indicators of flow or interactions, however one 
wants to define it, are usually also supported by different 
icons or pictograms. This is naturally because lines and 
arrows cannot indicate everything. Pictograms can 
be indicating a specific person, object or touchpoint 
environment that is tied into a specific step during the 
service users’ journey. The next chapter focuses on 
these aspects.

Straight arrow line:
Linear process

Curved arrow line:
Non-linear process

Circular arrow line:
Ongoing process

Dividing line:
Decision point
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2.6.2
Pictograms & icons

Pictograms and icons are strengthening the visual 
message by providing additional visual material to link 
to when remembering certain parts of a process. For 
instance an icon of a phone is an easy way to highlight 
a crucial step in the process of calling a customer 
support service. However, pictograms and icons cause 
often confusion as terms and the differences can be 
hard to distinguish.

To maintain clarity and coherence let’s take a look at 
some definitions and how do people differentiate 
these. Gael Davidson from MSD, a company designing 
wayfinding and signage defines icons as an “image or 
statue of symbolic nature, sometimes with significant 
special or religious connotations.” Additionally he 
defines pictograms as “pictorial representation of an 
object, place or item.” (Davidson)

A study about design, understanding and usage of 
pictograms (Tijus et al. 2007) presents pictogram as a 
“stylized and figurative drawing that is used to convey 
information of an analogical or figurative nature directly 
to indicate and object or to express an idea”.

Furthermore, Jenny Gemmel from Centigrade 
(company working on user interface architecture) 
(2012) explains that icons can be split into two main 
groups: symbolic icon or iconic icon. Symbolic icons can 
present a concept with a relational or symbolic drawing 
that does not directly render the object it is made 
for but just “stands for” it. As an example of symbolic 
icon she presents UI icon of our planet that stands for 
Internet. Iconic icons are drawings that present directly 

the object or concept they are made for. She takes an 
example of iconic icon again from UI design in which an 
icon for an address book has actually been drawn so 
that it looks like an address book.

To conclude, there can hardly be found one clear 
definition for what differs icons, symbols or pictograms 
from each other. As the main focus of this project is 
elsewhere, I will speak in this work about “pictograms” 
in general being the visual representations of given 
objects, places, people or concepts. As found in the 
interviews of different service designers the service 
design projects can be very different from each other 
and the visuals needed for each project depend highly 
on the topic. This is why also same pictograms can be 
used for multiple meanings. All that matters in the use 
of pictograms is that the people who are involved in 
the projects understand what do they stand for in that 
specific project.

The image 15 presents examples of using different kind 
of pictograms that share similar meanings and points of 
usage. I made a review of 34 different service process 
visualisations and 11 toolkits. I tried to pay attention 
to the most common pictograms and the habits in 
their usage. For more info have a look at appendix 
(Similarities found from the comparison of 34 service 
process visualisations and 11 design toolkits).

According to the interviews with Diagonal’s clients, all 
of them found some additional visual materials helpful 
which is why the outcome of this work; a visualisation 
tool should have a collection of these pictograms. 
These help to highlight for instance a switch from a 
channel to another such as from website browsing to 
calling or when does the service user start interaction 

Calls / Mobile phones

PC / Internet

Communication /
Interaction / Social
actions

Users / Personas

Messages / Letters /
Emails / Confirmation
messages

User groups / Friends /
Social circles

IMAGE 15 – Usage of pictograms in service design visualisations; finding 
similarities and common habits. Pictograms from various sources collected 
by Jukka Isosaari
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with a company for the first time. However, in addition 
to these “basic” pictograms I decided to include 
special icons that would be used to highlight especially 
critical or especially positive moments. Indicating these 
help in finding chances for improvement. As an example 
let’s imagine a service user whose satisfaction with the 
service provider collapses dramatically when his/her 
ordered package does not include all the goods that 
were promised. If the company handles the reclamation 
in a surprisingly fast and positive way it can in some 

cases even recover the customer satisfaction level 
higher than it originally was (Michel & Meuter 2008). 
As Diagonal had also already created a pictogram 
collection of their own I decided to utilize that for the 
tool to emphasise the visual appearance and to stay 
in line with Diagonal’s graphic identity. Additionally I 
also created some pictograms that I saw missing from 
the collection. I tried to make them as self-evident as 
possible so that they would need none or only little 
explanation (image 16).

IMAGE 16 – Combination of chosen pictograms for the tool. The set contains 24 general pictograms 
and 2 special for indicating the best and the worst moments during the service experience.
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3 

INTERVIEWS WITH DIAGONAL’S 
SERVICE DESIGNERS AND CLIENTS
Focus on the experiences on using service process visualisations

To get a deeper understanding on the issues that the 
“first-timer” clients face during their first sessions I 
interviewed three clients and three service designers 
from Diagonal. The interviews all lasted 30 mins to 1 

hour and followed a list of questions but were open on 
other discussions too. This chapter sums up the main 
findings from the interviews from both perspectives. 
More detailed info available in the appendix.

3.1

INTERVIEWS WITH DIAGONAL’S 
CLIENTS 
Discussions about using service visualisations for the 
first times

During the research phase three clients of Diagonal 
Mental Structure were interviewed about their 
experiences with visualising service processes for the 
first times. The interviews followed a list of questions 
but each included also open discussion around the 
topic. The open discussions were often the most 
fruitful and included topics and experiences that the 
questions were missing.

As the discussions were open and did not follow the 
same pattern they allowed the interviewed to talk 
about the issues they found important or memorable. 
The interviewed were all middle-aged of which two 
were men and one woman. The first man interviewed 

worked as a service development manager in a large 
multinational company providing power and automation 
solutions. The other man was starting a start-up and the 
woman was working as a service manager in a hospital 
for cancer patients.

Conclusions from the Diagonal’s clients’ interviews
All of the interviewed had become convinced of the 
possibilities and benefits of mapping a service visually. 
They had doubts about the tools and methods at first 
but after getting familiar with them they even described 
them as the “must-do-steps” when starting to develop 
a service. As they did have no or only some experience 
before and did not know about the possibilities, some 

even understood they needed the visualisations only 
once they were made. In other words they become so 
convinced about service design visualisation techniques 
that they see it as the best and only way of working on 
service development. The visualisations had helped 
them to:

- See the holistic overview of their service process
- Communicate inside the organisation but also with 
their customers
- Explain complicated systems better
- See the service from the service users’ perspective
- Create a frame for service development

However, the interviews also revealed some issues that 
they were lacking or missing. For instance once a draft 
or a rough version of a customer journey was done they 
were missing a clear and informative digital version to 
be shared within their organisation. They either had to 
use a graphic designer from service design agency or 
hire one inside their organisation. Additionally, if they 
had been working on their service development project 
on their own without a service designer, they had been 
lacking inspiration for new ideas. All of them also felt 
that the service development projects should also 

always have someone who is “in charge” and is familiar 
with the service design in general. On the other hand 
all of them either said they have utilized the method 
by themselves or could do it now after they had seen 
how it works.

In general they had realized the potential of the tool 
and some had even utilized it at different situations 
or stages of a service development process. However, 
when asked about the “do-it-yourself” toolkit all of the 
interviewed agreed that the toolkit should be as easy 
to use as possible and require minimum time to learn 
how to use it. The benefits and outcomes should be 
highlighted clearly so that the tool user could be sure 
why he/she should use it.

It is worth noting that this information is based only on 
interviews of three persons who had had experiences 
with service design methods about 1-5 times. To get 
more in depth results and insights more interviews 
would have been needed but the schedule of this work 
did not allow for more. For more detailed summaries of 
each interview have a look at the appendix.
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3.2

INTERVIEWS WITH DIAGONAL’S 
SERVICE DESIGNERS

As service design as an ideology always requires the 
study of both the end users’ perspective and service 
facilitator’s perspective I interviewed the service 
designers from Diagonal about their actions and habits 
when working with clients with no or little experience on 
service visualisations. The questions focused mainly on 
how and which state do they use visualisation methods 
to support the process but the discussions were open 
for any other points to arise too. From the visualisation 
methods the discussions focused mainly on tools that 
map the process of the service in some way. Customer 
journey map was the most common tool to discuss.

Two of the interviewed were men and one woman. 
Two of them had a design background and were titled 
as service designers. One worked closely with the 
service designers but had a background of business 
and ethnographic studies. All of them worked with the 
clients all the way from the first steps until finishing the 
projects.

Conclusions from the service designers’ interviews
All of the interviewed agreed that in many cases the 
customer journey (or experience) map works as the 
framework throughout the project – all the way from 
research and understanding phase to implementation 
and maintenance. Usually it is being fulfilled together 
with the client but at times it might be used only 
internally within Diagonal’s service design team and not 
shown to the client at all. All of them also mentioned 
that one of the most important steps in the service 

design projects is the early phase when their clients 
explain their service journeys and flows out loud. That 
is, the discussions the clients go through reveal hidden 
points that they might not be able to draw or write on 
paper. Therefore the tool should be used as a “pre-
task” but to get the best results the journeys must still 
be checked together with a service design professional. 
On the other hand, the customer journey map works 
great as a pre-task because it sets the client on the 
right mood and forces them to look at their service 
from their end-users’ perspective. It also helps the 
service designers to get a clue of how their client sees 
their own service. Furthermore, it is important to be 
clear on how the tool is being utilized. The customer 
journey maps can be used for many purposes and it 
is crucial that the client understands the difference 
of making a map based on assumptions of the service 
provider or making the map based on a user research.

It is also worth mentioning that all of the interviewed 
mentioned at some point that the projects are very 
different and the process of tackling them varies a lot. 
Therefore the tool and templates should be rather 
generic and flexible. In addition to this, the terminology 
of the tool must be as clear and easy to understand 
as possible as some clients even confuse the terms 
“frontstage” and “backstage”.

From a more technical point of view, Diagonal’s service 
designers usually bring to the first customer journey 
mapping session paper, pens, markers and post-its. 
Sometimes they might use some images as support 
material and for example different “touchpoint cards” 
(chapter 2.5.1) help in brining new thoughts during 
ideation phase. Pictograms they use only when making 
the more polished versions of the visualisations but still 

surprisingly seldom. Normally Keynote or Powerpoint 
slides with text, lines and circles do the trick but if the 
client asks for more customised visual style the service 
designers make them or even ask Diagonal’s graphic 
designers for help.

All of the interviewed agreed that the purpose of the 
tool should focus on opening the clients’ eyes towards 
looking at their offering from the service users’ 
perspective. The tool should be as simple as possible 
and require only little time on studying and figuring out 
how to use it. The mapping of the user’s journey should 
first focus on the main points (main steps in the service) 
that help the client to form the bigger picture of the 
offering. After using the tool the client should be able 
to tell Diagonal at least some steps in their service that 
they think have problems from the user’s perspective. 
Eventually the tool should be fun and easy to use and 
encourage the clients to dive deeper in the possibilities 
of the service design as a profession. In other words it 
should work as a lightweight and simple teaser towards 
bigger service design projects.

Additionally, it is worth mentioning that the thesis 
process included also multiple quick meetings and talks 
with Diagonal’s workers that helped to form the bigger 
picture of the situation. All these small comments and 
chats gave me a better understanding on where the 
tool might have the biggest impact, who needs it the 
most and how might it help Diagonal in a larger scale. 
However, as these meetings were not documented in 
any way they are not opened more in this paper.
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As the tool is meant for the people who are not familiar 
or have only little experience on service design and 
they have limited time especially for learning new 
things, the tool should be as simple to learn and use 
as possible. Yet the tool should enrich their vision and 
open their eyes towards better service use experience 

4 

DESIGNING THE TOOL
Decisions made for creating a service process visualisation tool 
for service design first-timers

and especially encourage for continuing on service 
design processes. As the interviews with the Diagonal’s 
clients also showed, the tool should be presented in a 
way that its purpose becomes clear and what are the 
benefits of using it. This chapter shows the decisions 
made in this project.

4.1

TOOL FEATURES AND 
REQUIREMENTS

As proved in the first and second chapters, there is a 
need for a visual tool that helps companies who want 
to positively affect on their service users’ experiences. 
The tool should be as easy to use as possible so that it 
does not require hours of studying from a novice user 
and that it can be done either individually or in teams. 
Individual version should be done within 30 minutes 
to 1 hour whereas the team version would require 
2-3 hours. The tool has two main goals: the main goal 
of using the tool is to provide its users a perspective 
that reveals chances for improvement. Secondly, it 
provides a platform for better communication between 
stakeholders. That is, the tool should be emphasizing 
the users’ (service end-users) journey and experiences 
so that the service provider can see their offering 
from a more empathic point of view. As learned from 
the interviews with Diagonal’s service designers many 
companies still focus too much on their internal actions 
and neglect the end-user’s perspective. As this tool 
is meant for service design first-timers and should 
encourage them using the abilities of service design 
more often it should actually give a very positive and 
inspiring experience on the service design itself.

The criteria of the tool set after the review:
- As easy to use as possible
- Requires minimum amount of studying
- Should have enough flexibility but still have a guided 
process
- Can be done individually or in teams
- Individual version should be done in 30 minutes to 
one hour
- Team version should require maximum 2 hours
- Should encourage and lead to next steps in a holistic 
service design process
- Sharing the results digitally should be as effortless as 
possible

What is it?
Therefore the outcome of this work is creating a “hands-
on” tangible product that enables efficient teamwork 
by helping communication and interaction between the 
stakeholders. The tool is all about mapping the service 
users journey and trying to find the pain points and 
positive feelings to improve the experience. 
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Why to focus on the service user’s journey as the first 
steps?
As proven on the first chapters of this paper and by 
the interviews, the service user’s journey is one 
of main the keys - if not the most important - in 
understanding the users needs and desires. Even IDEO’s 
Human Centered Design toolkit is suggesting starting 
from understanding the desirability of the products 
or services and only after that proceeding to checking 
feasibility and viability (IDEO 2011, 6). Furthermore, 
understanding the user’s journey and mapping it visually 
provides a backbone for the service development. In 
other words, to create, deliver and maintain excellent 
and even positively surprising service experience the 
service providers MUST understand the use journeys of 
their service users.

Who should use it?
The main target group for the tool is the service 
managers who are responsible for improving their 

service quality and should have a good holistic 
understanding of the big picture. Additionally it can 
be used and utilized by all kinds of employees who 
are somehow related to the service delivery process. 
The tool is designed to be given for Diagonal’s new 
clients but also existing clients who are willing to utilize 
service design tools by themselves. For the first-timer 
clients the main point is to open their perspective and 
emphasize the meaning of service users’ experience. 
Therefore the tool puts quite a lot weight on the user’s 
perspective but also allows taking the service provider’s 
reactions into account in relation with the user’s steps. 
The clients with already some experience with similar 
tools can utilize it for instance in their new concepts 
development.

The visual style and other visual materials provided 
such as pictograms follow the similarities found in the 
research phase. Their style and the package design also 
goes hand-in-hand with Diagonal’s visual identity as the 
tool works as a touchpoint of their service offering.

4.2

LAYOUT OF THE TOOL

The interviews with Diagonal’s service designers and 
Diagonal’s clients showed that service design projects 
tend to be very unique and vary a lot. This sets rather 
big challenges on the visual layout of the tool, as it 
should be flexible and somehow adjust to the projects’ 
needs. Therefore it is important to frame the focus of 
the tool and include features that most of the service 
journey mapping sessions include. After going through 
multiple visualisations I could see similarities and find 
the most common levels and ingredients of the tools. 

These were:
- Service user’s steps
- Service user’s feelings, thoughts and emotions
- Touchpoints and physical objects related to steps
- Service provider’s reactions (visible & hidden) to service 
user’s actions
- People involved at specific steps

To help and facilitate the first-timers going through 
the first mapping experiences I decided to make a 
template and instructions how to fulfil it. I made the 
first sketches of the tool on A3 paper by following 
rather familiar layout that was similar to the traditional 
service blueprint. The layout was a linear line of boxes 
that were equally sized. This turned out to look rather 
complicated and not appealing, as the result was just 
one paper full of boxes. As understood from Diagonal’s 
service designer’s interviews many people using 
service design tools for the first time even confuse the 
difference between frontstage and backstage. In other 
words they do not understand clearly what parts of 
their work is visible from the service users’ perspective 
and what parts are hidden.

Therefore I decided to emphasize the service user’s 
perspective on the tool and highlight the switch 
between user’s and provider’s perspectives. One way 
to improve this was to add colour-coding. Yet, the 
tool should look as simple as possible so there are 
no more colours than two. Pink colour stands for the 
user’s side of the cake and cyan stands for provider’s 
side. I showed the templates to some people but 
most of them still thought it was rather complicated 
and hard to understand. I realized that it was better to 
differentiate the user’s and provider’s perspective even 
more. I decided to try taking another paper so that 
service user’s actions were on one paper and service 
provider’s actions on the other. This helped to focus on 
the service users’ actions as a first first task and allow 
proceeding only after they would be mapped. After all, 
as understood during the research phase the service 
users’ experience is perhaps the most important 

Service user’s perspective template
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IMAGE 17 - The service experience mapping tool’s 
templates before test session. 
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factor to take into consideration when starting service 
development because positive experience brings the 
customers to return using the services more often. 
(Chapter: 1.2.1)

4.2.1
DESIGNING THE MAIN LAYOUT

The second version now had two A3 templates; one for 
service user’s steps, goals and emotions and the other 
one for touchpoints, service provider’s reactions and 
people involved. The tool still needed a clear process 
to follow with flawless instructions. If the tool becomes 
a tradition at Diagonal, it will actually become one of 
their touchpoints with their clients so the whole use 
experience of the tool should be top class. In some 
level, the instructions are in fact Diagonal’s support 
and facilitation while not actually being with the client. 
The supporting questions and comments should help 
the tool users to walk through the process without 
problems.

Therefore, I decided to split the process in four parts. 
First part focused on creating the service user’s 
path. Second covered the user’s motivations & goals 
and thoughts & emotions. Third part changed the 
perspective towards the service provider’s reactions, 
touchpoints and people involved. Finally the fourth 
section focused on analysing the created customer 
journey and finding the chances for improvement. For 
the last phase I created a summary template that asked 
to fill the worst and the best experiences in the service 
both from the user’s and provider’s perspective.

Chips
Furthermore, as learned during the review of existing 

materials and toolkits tangible and visual materials help 
people to focus, communicate and get inspired. That 
is why I decided to create wooden chips out from the 
common pictograms utilizing Diagonal’s collection and 
some that I made. The point of these chips was to 
work as additional tangible material that can be used 
freely. In other words the process of the tool was not 
dependent of these chips but they were designed 
to work materials for inspiration, marking specific 
touchpoints with tangible objects and to highlight the 
best and the worst moments in the service experience.

Instructions
I first created a booklet that would take the tool user 
“hand-in-hand” throughout the mapping process. 
The booklet however ended up being a rather heavy 
document with about 20 pages. This did not go together 
with the initial guidelines of making the tool as simple as 

possible. This is why I decided to create sort of quick-
look instructions that would briefly show the point of 
each feature in the tool and guide through the process 
quickly. This was simply a two-sided A3 paper that was 
folded in a smaller A4 booklet.

4.2.2
Did people really get it? - Testing the tool

To get a real understanding on how would people with 
little or no experience with service design manage 
to make their own customer journey maps the tool 
needed to be tested.

First try-out was done by Diagonal’s service designers in 
their workshop with a client. They could not utilize the 
whole tool as such but decided to utilize the service 
user’s steps, motivations & goals and the emotional 
curve. The participants were asked to imagine a 
holiday travellers different journeys to the location. 
The participants were mainly employees from different 
companies working for holiday services in a specific area. 
The designers told me after the session that especially 
the emotional curve both made the participants to 
step into the service user’s shoes but also it made 
them to really question some parts of the service. In 
other words, only the existence of the emotional curve 
feature got them to consider the feelings throughout 
the mapping. It boosted the participants’ level of 
empathy towards the service users.

Test session
The first real test session with the tool was done 
with a group of customer service employees of a 
public organisation in Helsinki, Finland, who wanted to 
improve their service experience and find new ways 



 56 57

to help their customers. The group had prepared 
beforehand 5 different service user profiles (personas) 
that are common and recognized service user types. 
The group included 20 persons in total and only 5 had 
some experience of making customer journey maps. 
It is worth mentioning that the group had employees 
from three different companies but with similar 
services. They were split in five teams in which they 
also had prepared the user profiles beforehand. They 
were asked to map a single service journey according 
to current understanding on how it goes.

It was rather clear that the tool seemed too 
complicated on the first look. The workers seemed 
frustrated and felt that the tool required a lot of work. 
It did not “stand on its own” and required quite a bit 
of explaining and guiding. However, when the teams 
understood the process the A templates (service 
user’s perspective) were utilized rather well. Especially 
drawing the emotional curve and the wooden pictogram 
chips seemed to do the trick as they inspired for new 
thoughts and helped to highlight some parts in the 
process. As the group had only little experience on 
service design it was easily recognizable that they had 
trouble knowing the exact path of some service user 

groups. In other words the tool worked in that sense 
that it forced the employees to imagine their service 
from the service user’s perspective. However, the B 
templates (service provider’s perspective) seemed 
too complicated at first. After filling the A template I 
also asked them to think about the touchpoints but it 
was not the most valuable point to think at this point. 
Also the terms “service provider’s visible / hidden 
reactions” caused confusion. The group also included 
some manager level employees who clearly had more 
interest towards the “back-office” perspective. Other 
than that, the B templates seemed to be too much for 
the first time.

The concluding template on the other hand worked well 
as a summary for the tool. At the end of the session I 
asked the teams to conclude their main findings from 
the tool on this paper. They found rather many negative 
and positive points from their service users’ perspective 
but only few had some notes on the service provider’s 
perspective. I also asked the teams to present their 
findings to other teams at the end. They clearly had 
found similar issues from each company. These were 
for instance the lack of good guidance signs throughout 
their complicated buildings.

As a conclusion it was a very eye-opening test.
When talking about service design first-timers, 
understanding the service users’ perspective well is 
already a big task and encourages the employees to 
think about their service from a different perspective. 
The tool has already helped if it manages to boost 
awareness towards the users experiences and possibly 
find chances for improvement. Going deep into the 
service provider’s actions can be too confusing and 
make the whole experience of the mapping too 
complicated and tough work. Most importantly, the 
experience of using the tool becomes easily unpleasant 
if it is too complicated.

Even though the info in the mapping was 
based only on the service provider’s 
assumptions and “know-how” it was 
a rather difficult task. It is crucial to 
emphasize that the data is based only 
on the employees assumptions. This 
point should be made clear also for 
the participants. The same session 

However, as the tool should also be flexible and provide 
support for service managers and such, I still decided 
to include the service provider’s perspective template 
in the package. It would not be highlighted as such 
anymore but instead it could be done in addition to the 
service user’s template. In other words, the A templates 
should be filled in any case first and only IF the people 
utilizing the tool would want to dig deeper the tool 
would support it by providing the B templates. 

should be done at some point 
together with the end-users to get 
a real understanding on how do they 
really feel. Nevertheless, the tool 
worked as an eye-opening task and 
provided results already on the first 
try.
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Nevertheless I decided to also include the service 
provider’s perspective template B in the tool BUT it 
should be used only if the tool user has already some 
experience on mapping the service user’s journeys. 
Therefore the usage of the tool itself stays flexible 
and meets more needs. Furthermore, I decided also 
to keep the more in-depth instructions as a booklet 
that also contain instructions to use the B templates. 
This booklet contains more information about service 
design as such, tips on digging deeper into the service 
processes and tips for future actions with larger scopes.

The reasons of using A3 format for the tool are:
- A3 is an international standard paper size so they are 
rather easy to print when one runs out of templates
- Splitting the perspectives on different A3 papers 
opens up a possibility for scaling the tool:

The tool could be upgraded with additional 
templates such as business, logistics or technical 
perspectives.

The following materials show the contents and crucial 
captions from the instructions:

4.3

FINAL VERSION AND ITS 
INGREDIENTS

As the test session showed, asking a first-timers to 
map their existing service from their service user’s 
(customer’s) perspective is already a rather demanding 
task. Furthermore, that is still the key in understanding 
the service user’s perspective.

Therefore I decided to leave the service provider’s 
template B off from the first mapping session. 
Furthermore I modified the A template only by 
enhancing the emotional curve and adding a layer for 
writing the noticed problems or ideas for improving. I 
noticed during the test session that people tended to 
write ideas already on sticky notes right after realising 
them so why not to add a layer especially for them. Now 
this one template had the most important features:

- Service user’s steps
- Service user’s goals and motivations
- Feelings thoughts and emotions
- Challenges and chances

To keep it simple I updated the quick instructions to 
focus only on the service user’s perspective. I also 
decided to change the format into two-sided A3 as 
the booklet seemed to have issues with not seeing 
everything at once. Now the first side opens up the 
idea of the tool, what is it meant for and what does 
it give as a result. The other side has the simple four 
steps instructions to fill the templates - this time all in 
one look.

Service user’s perspective template
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SERVICE USER’S JOURNEY
WHAT IS THIS?

Service user’s journey (customer journey) is a visual illustration of the steps and phases
the service user walks through during the service process. This tool helps you to

understand the emotional changes better and find opportunities
for improving the service experience.

CRITICALLY
NEGATIVE
MOMENT

TURN THE PAPER FOR STEP BY STEP INSTRUCTIONS

ESPECIALLY
POSITIVE
MOMENT

THE POINT OF THE TOOL
...is to find chances for improving the experience that 
your service users (customers) have during the service 
process. It works best with a team of 2-5 persons from 
different disciplines. It is also highly recommended to 
do this mapping at some point together with your 
service users (customers). They are the professionals 
telling you how using your service really feels like.

WHAT DO YOU NEED?
- about 1-2 hours
- a long table to place the templates on
- pens
- sticky notes

WHAT IS THIS TOOL FOR?
1. This tool helps you as a service provider to understand your single service process from your service user’s perspective better.
2. It opens up the service process visually and helps you to see the holistic overview of the service experience.
3. This tool works as a communication tool between your colleagues by minimizing misunderstandings and it also helps you to 
communicate with your service users better.
4. The tool forms a backbone for your service development or process.
5. This tool helps you to find chances for improvement in your service delivery process.

The tool includes A3 templates that help to structure the journey.

FIRST CHOOSE THE SERVICE USER / GROUP 
Before using the tool, you must have some idea who 
are your service end-users. You might even know that 
you have different kinds of service user groups. Choose 
a certain group whose service experience you would 
like to improve or try to affect to. Focus on a single 
service experience at a time. Keep it simple - do not try 
to map everything at once!

GAME CHIPS
You can freely use these chips however you feel!
You can highlight specific steps in the journey and
mark feelings or objects that are related to the step.
The most crucial chips are the heart and lightning bolt.
Use those to mark the especially positive and critically
negative moments during the service process.

THIS IS HOW IT WORKS:
INSTRUCTIONS

4.

3.

2.

1.
SERVICE USER’S STEPS DURING THE SERVICE
Write on sticky notes* all the steps the service user goes through during the 
service process and place them on the circles in the templates**. After 
mapping the journey it might be still worth asking what happens before the 
journey and after it. Those “before” and “after” steps usually affect on the 
holistic service experience too.

Note:
* Use sticky notes so you can still move them later if you realise a forgotten step in between.
** Use as many A3 templates as you need to fill the whole journey.

1. Did we place lightning bolt chips? What is the reason? 
How could them be turned into new possibilites?

2. Are there points where is a high risk of losing the service 
user? � The user gets hung up and gives up? How to keep 
them satisfied?

3. When are the users the most satisfied? What makes 
them happy and what works well? How can we strengthen 
this feeling?

4. Is the journey clear to the service users? Do they know 
how to proceed throughout the process?

5. Do we really know these issues or are they assumptions? 
How about a user research, ethnographic studies, 
shadowing or cultural probes? Service design is much more 
than this. Don’t hesitate to ask for more info from Diagonal 
Mental Structure!

1. What steps are challenging for your company or 
organisation? How could they be made better?

2. When are you performing the best? How to take 
advantage of those steps?

3. Is the process clear to your workers? Does everyone 
know what they are expected to do at specific moments?

4. Are all of the steps a must? Are there any unnecessary 
steps?

5. Is this in line with your own goals and objective? Does 
this meet your brand promise?

6. Where could you increase sales? Could something be 
made more efficiently?

MOTIVATIONS AND GOALS
Continue by writing above the circles the goals or motivations the service user 
actually has at specific moments. These goals are the issues the user wants or 
has to solve in order to proceed. Note that same goals might continue over 
several steps. You may also utilize the game chips provided with the kit as 
visual elements to mark different goals.

FEELINGS, THOUGHTS AND EMOTIONS
Now focus on the service user’s feelings, thoughts and emotions throughout 
the process. Try to write or draw the emotions and feelings or use the 
“satisfaction meter” to draw a curve that indicates the emotional changes - 
whichever suits you best. Then place the lightning bolt symbols on the 
moments when the satisfaction level crashes and the heart symbols on the 
moments when the user is happiest or experiences positive surprises.

CHALLENGES AND CHANCES
After understanding the ups and downs of the service journey try to think 
about the reasons for the worst moments? Is there something that prohibits 
your employees to act better? Could some fails be turned into new 
possibilities with minor changes? Mark the main causes and ideas related to 
them on the lowest box on the templates. Think at least about the worst 
moments and how could you boost or utilize the best moments even further.

You can use the summary template to collect the main findings. There is also a PowerPoint
template available that can be used to share the results withing your organisation.
Want do dig deeper? Check the booklet and the blue service provider’s template.
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IMAGE 19 – The first page 
of the quick instructions -
Introducing the tool and its 
features.

IMAGE 20 – The second 
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Instructing the tool by four 
steps and tips for analysing 

the results.
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WHAT IS THIS TOOL FOR?
1. This tool helps you as a service provider to understand your single service process from your service user’s 
perspective better.
2. It opens up the service process visually and helps you to see the holistic overview of the service experience.
3. This tool works as a communication tool between your colleagues by minimizing misunderstandings and it also 
helps you to communicate with your service users better.
4. The tool forms a backbone for your service development or process.
5. This tool helps you to find chances for improvement in your service delivery process.

THE POINT OF THE TOOL
...is to find chances for improving the experience that 
your service users (customers) have during the service 
process. It works best with a team of 2-5 persons from 
different disciplines. It is also highly recommended 
to do this mapping at some point together with your 
service users (customers). They are the professionals 
telling you how using your service really feels like.

FIRST CHOOSE THE SERVICE USER / GROUP 
Before using the tool, you must have some idea who 
are your service end-users. You might even know that 
you have different kinds of service user groups. Choose 
a certain group whose service experience you would 
like to improve or try to affect to. Focus on a single 
service experience at a time. Keep it simple - do not try 
to map everything at once!

SERVICE USER’S STEPS DURING THE SERVICE
Write on sticky notes all the steps the service user goes through 
during the service process and place them on the circles in the 
templates. After mapping the journey it might be still worth 
asking what happens before the journey and after it. Those 
“before” and “after” steps usually affect on the holistic service 
experience too.

MOTIVATIONS AND GOALS
Continue by writing above the circles the goals or motivations 
the service user actually has at specific moments. These goals 
are the issues the user wants or has to solve in order to proceed. 
Note that same goals might continue over several steps. You 
may also utilize the game chips provided with the kit as visual 
elements to mark different goals.

FEELINGS, THOUGHTS AND EMOTIONS
Now focus on the service user’s feelings, thoughts and emotions 
throughout the process. Try to write or draw the emotions and 
feelings or use the “satisfaction meter” to draw a curve that 
indicates the emotional changes - whichever suits you best. 
Then place the lightning bolt symbols on the moments when the 
satisfaction level crashes and the heart symbols on the moments 
when the user is happiest or experiences positive surprises.

CHALLENGES AND CHANCES
After understanding the ups and downs of the service journey 
try to think about the reasons for the worst moments? Is there 
something that prohibits your employees to act better? Could 
some fails be turned into new possibilities with minor changes? 
Mark the main causes and ideas related to them on the lowest 
box on the templates. Think at least about the worst moments 
and how could you boost or utilize the best moments even 
further.

Captions from the instructions: Captions from the instructions:

4.

3.

2.

1.

+

sa
tis

fa
ct

io
n 

m
et

er

-

User waits
in the lobby for

his turn.

User wants to know how
long he has to wait until

it’s his turn.

“I hate not knowing
how long to wait!”

IDEA:
Should we add a queue
numbering system?

CHALLENGE:
Queuing times can
vary a lot.

1.

2.

3.

4.



 64 65

Draw or write the most crucial findings from the service user’s journey and possible suggestions for improvement

FROM THE SERVICE USER’S
PERSPECTIVE

FROM THE SERVICE PROVIDER’S
PERSPECTIVE

Main findings and discovered chances for improvement Service user type:

THE MOMENTS OF JOY FOR THE SERVICE USER?
How could we boost those feelings even further?

THE SMOOTHEST OPERATIONS OR MOMENTS IN THE
SERVICE DELIVERY PROCESS?
How could we utilize these steps or skills even better?

PAINPOINTS FOR THE SERVICE USER?
How could we avoid or minimize them?
Could they be turned into new possibilites?

THE TRICKIEST OR MOST EXPENSIVE STEPS IN
THE SERVICE DELIVERY PROCESS?
How to make these more efficient?
How to turn these into possibilites?

IMAGE 21 – The concluding template for collecting the main 
findings from the mapping session.

In addition to the analogic materials I decided to make a 
MS PowerPoint template for sharing the results from the 
mapping session. The digital template does not include 
everything but focuses on sharing only the conclusions 
and the service user’s steps to see where the negative 
and positive points have arised. As found during the 
interviews with Diagonal’s clients, at some point they 
most likely will want or need to share the findings inside 
their organisation. The interviews also revealed that 
people get irritated when they are asked to learn new 
programs. That is the reason for using MS PowerPoint 
which is perhaps the most common tool in different 
companies and is therefore familiar to workers.

As a conclusion, the tool itself is an analogic kit that 
would be easy to sell and utilize over and over again in 
different purposes. However, as the templates will run 
out at some point there should be a place to print more 
of them. That is why I am suggesting that Diagonal would 
open a section in their website for this tool, providing 
all the templates as PDF documents in addition to the 
PowerPoint template.

IMAGE 22 – Screenshots from the PowerPoint 
template for sharing the service user’s steps and the 
most crucial findings.
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4.3.1
Tool package design

The tool now included tangible materials; A3 templates, 
wooden chips, a stack of sticky notes and instructions 
which is why a package solutions was needed. The 
package itself makes the whole tool as a nice set that 
is easy to carry and works as a temporary storage place 
for the filled templates after the sessions. The idea is 
that Diagonal could either give or sell these packages to 
their clients as warm-up tasks before bigger projects 
or just as a set for getting familiar with perhaps the 
most common method of service design.

I wanted to design the package as cheap as possible but 
yet as functional as possible. The package is a standard 
cardboard box that is measured by A3 size - only the 
inner part is custom-made. It provides the quick “how-
to-use-instructions” under the cover so that it is easy 
to get the idea of the tool. Furthermore it has slots 
for the wooden chips set, sticky notes and the main 
instructions. 

IMAGE 23 – The package concept for the tool and its 
accessories.

4.3.2
Connection to Diagonal’s business

The initial idea of the tool was to help Diagonal’s service 
designers to get over the first steps with clients who 
are unfamiliar with service design methods. The point 
was also to help the first-timer clients to try out service 
design methods with clear guidance.

One idea to utilize the tool even more is to make the 
templates free-of-charge downloads but ask email 
sign-in before being able to download the templates. 
As the tool would hopefully gain attention among the 
industry and social media, the webpage and email 
enrolment could work as a sales lead generator for 
Diagonal’s sales people. It might reveal positive clients 
showing interest towards service design and Diagonal 
could possibly contact them later on.

Anyhow, the sales people at Diagonal thought that 
the tool should have a price tag. They believed it has 
potential answering the rising demand from clients’ 
side to find solutions and methods for user-centric 
approach. Therefore the tool could be sold as a “try-
it-yourself” kind of a package but it should work as a 
catch for larger projects. The ideal case would be that 
after using the tool clients could realise a need for a 
larger project. Of course, this is an utopic projection 
but is hard to imagine impossible.

Furthermore, the service designers at Diagonal could 
naturally utilize the toolkit in their regular workshops 
or even give the kits as giveaways for some important 
clients. 
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5 

CONCLUSIONS
And suggestions for future actions

About the topic

The research questions were:
1.
What are the most important issues to take into 
consideration when visualising a service process with 
the first-timers: people who are unfamiliar with service 
design methods?
2.
Is it possible to find or create a visual language standard 
for visualising service processes?

The research revealed that the existing visualisations 
shared quite a few similar elements and finding the 
common practices and visual elements was rather 
encouraging. However, the research also revealed 
that creating a visualisation tool that would be eligible 
for all kinds of service projects is nearly impossible. 
The service projects vary a lot which sets a huge 
expectation for the adjustability of the tool. Therefore, 
as with many other issues too, framing and focusing 
became more and more important. The outcome as 
it is works best with service managers who have no 
or little experience on visualising the processes but 
for a slightly more experienced the tool might be not 
that useful. Additionally the fact that the tool needed 
some sort of a guided process that helps to facilitate 

the mapping  also created restrictions and might have 
resulted in a too strict guided process.

On the other hand the test session proved that asking 
first-timers to map their own understanding of their 
service process from their service users’ perspective 
is an eye-opening task and provides the biggest value 
(1). Including also the service provider’s perspective on 
the first mapping sessions makes to tool too complicated 
and causes the session to loose enjoyability. The 
service user’s perspective brough already new ideas 
and revealed problems. Furthermore if the employees 
had trouble filling the templates, it showed that they 
actually did not know what is their service experience 
like. Realising this issue got them aware of the service 
experience as such. Using the tool also reveals hidden 
problems and chances for improving the experience.

From Diagonal’s perspective, using this kind of a tool 
should help the service designers to get over the first 
steps of the projects more efficiently as this helps their 
clients to get on the right mood faster. Although, again, 
it is worth mentioning that the tool does not fit for all 
possible projects and it might be worth questioning 
when the project is applicaple and when not. On the 
other hand if Diagonal would set the tool a price tag 
and publish it on their website it has a good chance of 

gaining attention and possible new clients. As one sales 
person mentioned, companies are struggling to find 
affordable solutions for customer-centric approach 
and this kind of do-it-yourself toolkit provides an 
alternative.

Regarding the research question 2, I would say there is 
a possibility to create a visual standard for how to draw 
and map service experiences. The industry already 
shares similarities and common habits. However 
creating a standard like that is a huge work and would 
need to involve several stakeholders to agree on the 
visual language. Furthermore, as the service design 
agencies have created their own visual identities and 
languages finding a common standard that everyone 
can agree on might be very challenging. Some might 
also question the need for such thing. On the other 
hand there are already standards for making technical 
drawings of products and buildings that can be red both 
by professional and normal people. Similar appoach 
might help service industry to also share key issues 
and problematics globally. For instance a service design 
manager could read from these kind of standarded 

visualisations technical issues such as need for 
different resources to maintain a certain delivery step 
in the process. Furthermore from the same drawing 
a customer service employee could see what is he/
she actually expected to do in relation to the bigger 
picture. As a conclusion there is a possibility for creating 
a standard but it might be worth first researching the 
need and thoughts about it.

About the point of the toolkit
Some might question what is the point of making a 
DIY toolkit that removes the role of service designers 
from the picture. However, the point is NOT to neglet 
the role of service designers. They are still the people 
with various skills and ability to find the real problems 
and solutions. The point of the tool is to introduce one 
method; customer journey mapping to people who are 
unfamiliar with SD methodology. I also believe that as 
the customer journey mapping has proved to be very 
effective tool it would benefit the whole industry if it 
would become more popular and common habit. As 
the research showed, there is a need for it but it should 
just be marketed and shared even more.

All that matters is 
the service user’s 

personal experience.
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Personal reflections on the process
The brief of this work was very open in the beginning. I 
was first asked to explore the existing visualisation and 
possibly find a suggestion for a standard for visualising 
services. Additionally I was asked to design a toolkit that 
could be given to Diagonal’s clients and would help and 
facilitate them to make their own customer journey 
maps. Since the brief had two main focus areas and I 
spend at the beginning quite some time on getting an 
overview of the service design visualisations, the scope 
of the thesis was perhaps too open for a long time. 
From professional perspective I should have made a 
counter suggestion for an updated brief earlier which 
might have helped me to frame the work better.

From the learning point of view this was a rewarding 
project. The complexity of creating a tool like this 
shocked me and I was surprised how difficult it was. 
However, I got a very good understanding of the current 
situation of service visualisations. I also became even 
more convinced about the need for service experience 
development and the need for easy-use SD tools. I 
do not believe that sharing the tools and “giving them 
away” from professional hands would harm the industry 
but instead boost attention towards it. However, I 
would also suggest that this kind of tools would be 
designed so that the actual use experience of them 
is top-notch. They act in a way as treats towards the 
profession which is why they should not feel unpleasant 
or complicated to use.

Suggestions for future actions
The tool as it is now still seems a bit complicated for 
a first-timer and since there was only one proper 
test tession the tool would need more testing and 
variative versions. The templates seemed to work fine 

but the tricky part is creating instructions that do not seem 
complicated but yet offer details and guidance. One suggestion 
for improving the communication of the tool itself would be to 
make a simple video that explains the tool and shows a clear 
example how it can be utilized. This might work better than 
simply reading instructions. Also the role of this kind of tool 
from Diagonal’s perspective was left a bit open and only time 
shows how it works in different projects. All in all, this kind of 
tool is never finished and needs updating occasionally.

From more academic point of view, I was surprised how 
little the topic of service visualisations was explored. I found 
only few papers that focused directly or undirectly on these 
visualisation methods and elements. Especially, when it comes 
to the second research question about the standard, there is  
work to be done and a clear gap in the academic materials. 
Therefore the idea of having a service visualisation standard 
might have potential but it needs more research.

Eventually it is worth mentioning that during the last steps of 
this process I discovered that some standards exist in UK and 
also ISO standards offer some materials. Yet, these standards 
have not been globally accepted among service designers and 
the potential is there.

Conclusive words
All in all the project was a very rewarding one and 
helped me to deepen my personal skills and knowledge. 
I also believe (or hope) that this tool might gain some 
attention among the industry.
 
I would like to take this chance to thank Mikko Koivisto 
for supervising and guiding the work and all the people 
who were interviewed. I am also thanking Diagonal for 
providing me the topic and guidance. I would also like 
to thank Eero Miettinen for tips & thoughts and finally 
family and friends for the support!
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APPENDIX

SIMILARITIES FOUND FROM THE 
COMPARISON OF 34 SERVICE 
PROCESS VISUALISATIONS AND 11 
DESIGN TOOLKITS:

Popular (almost all visualisations included):
A pictogram of a phone is always standing for some 
sort of interaction between the service provider and 
the service user. Normally it indicates calls but it can 
also be used for text messages or accessing Internet by 
a mobile device.
A letter is usually standing for mail, e-mail, invoice or 
confirmation messages.
A computer/laptop pictogram stands for interaction 
via Internet with the service provider or to highlight the 
need of a computer as a device.
A single person stands for either the service user 
(persona) or if the service user is in a direct interaction 
with a worker from the service provider’s side.
A pictogram having three or more persons is often used 
for friends, user groups or other communities that the 
user can be in interaction with. 
Speech bubbles represent online chat or direct face-
to-face discussions.
Dollar or Euro symbols represent money (depending on 
the geographical location). 

Other (few visualisations included)
- A spanner tool stands usually for installation, fixing or 

adjustment.
- Positive experiences are commonly shown as happy-
face emoticons or a thumb up mark (familiar from the 
Facebook “like” button).
- Sad-face emoticons, skulls, crosses or a thumb down 
pictograms represents negative experiences.
- In addition to the emoticons some visualisations draw 
a curve that indicates users feelings between positive, 
neutral and negative.
- “i” as a letter stands for information, help or guidance.
- Shopping cart stands for online shopping.
- Magnifying glass stands for searching, analysing or 
studying.
- Document pictogram stands for either physical 
documents or email confirmations. 
- “Moment of truth” is usually presented by a heart 
pictogram.
- A favourite moment can be shown as a star pictogram.
- A warning sign, triangle, lightning bolt or exclamation 
marks commonly indicate the pain points during the 
service process.

INTERVIEWS WITH DIAGONAL’S 
CLIENT

The questions asked were:
1. Tell openly about your experiences with service 
design visualisations
2. What should service visualisation include and why 
are they used?
3. What should they provide as a result?
4. How are the visualisations utilized after the first 
mapping? (e.g. does it work as guidance for future 
work or are they forgotten soon)
5. What was especially positive in your experience with 
service visualisations?
6. What was negative and was there something 
confusing?
7.  Was it lacking something?
8. Who should be included in the service visualisation 
sessions?
9. With whom should the visualisation be shared once 
they are done? How are they shared?
10. What is the best format for sharing the 
visualisation?
 
Additional:
Do you feel after the first visualisation experience 
that you would know how to utilize the technique in 
your company without any help from service design 
professionals? 

Questions about imaginary service design toolkit
1. What should it include?
2. What would you use it for? (gathering user data / 
analysis / ideation / implementation or all of these)
3. What would be the best format?
4. Would you want somebody to help and give guidance 

or would clear instructions be enough?

1. A man establishing a start-up – one 
experience with customer journey mapping

By the interview the man had had only one experience 
about using service visualisations. They had made 
together with a designer from Diagonal a visual sketch 
of the possible customer journey of his upcoming start-
up. He explained that they had started it (traditionally) 
by writing all the steps they could imagine on sticky 
notes that they set on a long wall. Interesting enough, 
he told that he had doubted the whole idea and did 
not understand why the service designer was asking 
him to do so – even the sticky notes felt unnecessary 
and rather childish. Eventually after having all the steps 
written on the notes and seeing the whole journey as 
a holistic visual layout he understood the idea and 
reasons for making it. He started seeing the customer 
journey as the most critical thing to do at the beginning 
and that it starts to work as the “backbone” for future 
development steps. After understanding the purpose of 
the method he sees customer journey mapping as the 
“one and only way to map the service from customers 
perspective”. He is now expecting the customer journey 
map have both the customers perspective but also 
the back-end of the provider company. This is more 
referring to the traditional blueprint tool even though 
he did not mention it by name. After all he sees the 
customer journey map as a “roadmap” or a backbone - 
the plan to follow for future work.

When asked about the positive experiences he 
highlighted the chance to see the whole customer 
journey as a holistic story. That helped him to 
understand the core of his service but also to broaden 
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his understanding on what kind of issues might his own 
service users face during the usage process. Together 
with the service designer they had even found possible 
pain-points and problems that need more planning – 
already on the first steps of their development process. 
On the other hand as negative experiences he explained 
that he did not understand the point of making it at first. 
That caused confusion and quite a lot of doubting. He 
was hoping for some sort of case example or reasoning 
before they started their work to understand why it 
needed to be done. Even though it is worth mentioning 
once more that he became very convinced about the 
tool once it was done. As he said it, he “realised the 
need for making a visualisation only after it was done”.

The man commented also on the lacks of the customer 
journey as he sees it as a story that happens in “an 
idealistic world” – utopia in other words. By this 
he meant that customer journey map is lacking 
connections to resources - to check whether some 
points are feasible at all. For that he continued that 
maybe after the customer journeys are done they 
should be sent to someone who can make a “reality-
check” with knowledge on resources. Although he also 
mentioned that when making one, the teams should 
have maximum 5 members only so that the mapping 
stays efficient.

Furthermore, he found it problematic when the 
journey was mapped out and it needed to be shared 
forward to his partners. He had made a digital version 
in MS PowerPoint that was very frustrating and time-
consuming. The result ended up also being rather hard 
to read with too many steps and small text on one slide. 
He mentioned that perhaps there should always be one 
person who has the skills to make more polished digital 

versions for sharing – or a very user-friendly website 
that anyone can use. He also believes that in any case 
the digital version has to be done but it should be very 
easy to comment and update. Interesting enough, he 
would still want to use a long wall with all the steps and 
talk face-to-face when trying to convince managers, 
sponsors and financiers about his project.

When asked about the possible “do-it-yourself-
toolkit” he felt now having the skills needed to make 
it by himself – after making it once. In other words he 
believes that having one session where an expert shows 
how to make customer journey mapping is the best way 
to teach first-timers. Later he also mentioned that clear 
instructions and case examples might work as well. 
He also believes that the customer journey mapping 
session should have one person who is in charge of 
facilitating the workshop. He believes that it gives best 
results once someone is being given a responsibility 
to run the project and be in charge of the workshops. 
This facilitator should also be able to explain others why 
this needs to be done and what does it give as a result. 
The toolkit might also need still some small explanation 
about the whole service design ideology since it is still 
rather unclear or even totally new concept for first-
timers.

2. A woman working as a service manager 
in cancer hospital – several experiences on 
utilizing service design tools and facilitating 
workshops

As the woman had already some experience from 
utilizing service design methods by herself and even 
running workshops this interview focused more on 
the “professional” details of the visualisation process. 

However, on their first projects with a service designer 
she told how they had started using some sort of a 
flowcharts to map out their services and understand 
who does what and where. They soon noticed that 
those flowcharts ended up being rather complex and 
required quite some time to be understood completely. 
They had started to think how to make the visualisations 
easier to read and the service designer suggested 
some variations. After all they ended up creating a 
game board that was used to see the whole customer 
journey of their service. Game board was chosen, as it 
is appealing to anyone who has ever played any board 
games and easy to understand.

After almost couple of years the board is still in use and 
it has the typical journey of their service user (patient) 
with added photographs of the typical touchpoints. 
They have started to use the journey board for multiple 
purposes. The board helps them to explain the cure 
process for the patients when they first time enter 
the hospital. On the other hand some patients visit 
their clinic only once per year and for them the game 
board works as a reminder what state of the process 
they are currently going through. In addition to the 
communication they also use the same game board 
with wooden chips and a character when they ask 
their patients to tell them about their experiences. 
For instance the patients could put a chip on a specific 
moment on the board and tell why that moment was 
positive or confusing. In other words it works for 
user data gathering, supporting their interviews and 
as a communication tool internally and externally to 
help both the staff and the patients to understand 
the holistic process. Eventually they even decided to 
visualise their cure process and show it on info screens 
in waiting lobbies. This helps patients to understand 

which part of the process they are currently going 
through and therefore reduces frustration.

When asked about negative issues she explained that 
as they keep on making customer journey visualisations 
on their own it is still unclear what kind of touchpoints 
should be added on the journey and what is the correct 
level of details. They usually make the customer journey 
maps in small groups with putting sticky notes on a wall. 
Once they are ready they usually take a picture of the 
map and a secretary or graphic designer makes a more 
visually polished digital version for sharing.  As they 
always do not have a graphic designer working for them 
it is time consuming to make the polished versions for 
sharing.

When asked about the possible toolkit and its 
ingredients she explained that the objects or materials 
they use depend much on the project are they working 
on. Some journeys are easy to “visualise” just with sticky 
notes whereas some projects need more polished 
journeys – especially when used them as supporting 
material for interviewing their patients. On the other 
hand when they are ideating something new she is 
sometimes missing new perspectives and inspirational 
objects. That is why she would expect the toolkit have 
multiple tools that enable variations and new ideas 
in their workshops. She also prefers the “hands-on” 
feeling that using analogic materials have but adds that 
having a digital version of the journey visualisations 
works best for sharing it inside their organisation. She 
also believes that once the staff see an example of a 
customer journey map they are clever enough to make 
their own according to that. Although she mentioned 
that every ideation workshop should have some 
facilitator who follows the discussion and tries to keep 



 82 83

the group on track.

3. A man working for a large international 
company providing power and automation 
solutions – some experiences about service 
design beforehand

The man told that they had used the service visualisation 
especially to communicate a new ready-made service 
both inside the organisation but also outside for their 
clients. Before starting to communicate their services 
visually they had had their new services mapped out 
mainly in narrative format with simple steps. However 
they noticed that their new service did not interest 
their clients and the reason was that it was too hard 
to understand. That is why they decided to contact a 
service design agency to help them in communicating 
the new idea. They ended up showing the service in 
a short and simple customer journey with pictograms 
(such as phone and truck transit icons) to support the 
short sentences explaining the main steps. They felt 
that the main benefit of using the service visualisations 
and especially the customer journey map was to make 
the “long story short”. In other words the visualisations 
worked as tools for communicating the idea in way that 
it is very easy to understand and does not require much 
time to be understood. The visualisations were first used 
inside the organisation, as they also have to convince 
their upper level managers when making decisions 
whether to launch a new service or not. Furthermore 
the visualisations worked as marketing materials when 
communicating the idea for their clients. 

The visualisations clearly had helped the company 
but during the development process they faced some 
issues when the graphic designer from the service 

design agency had changed during the process. That 
caused confusion when the communication with the 
new person was very different but also the visual 
language and style changed quite dramatically. In this 
case a clear visual “standard” or fixed visual style would 
have helped also the new graphic designer to step in 
the process.

The comments about the possible toolkit focused 
mostly on the usability of the toolkit. The man clearly 
pointed out that the tool should be as easy to use 
as possible and require minimal time on learning 
and studying it. He believed that utilizing the visual 
tools more would help them in minimizing the 
misunderstandings that usually occur during meeting 
discussions. The misunderstandings often happen when 
workers from different backgrounds discuss about a 
topic but use different professional languages. He also 
believed that they could start using the toolkit if it was 
proved that it improves efficiency and reduces time 
spent on development projects. They could start using 
it on their own if the instructions were clear enough. 
When asked about the ingredients of the toolkit he 
noted that some visual material would be useful but it 
should be possible to add some text with them. The 
outcomes of the tool should also somehow be turned 
into digital format so that it is easy to share the results 
inside the organisation.

INTERVIEWS WITH DIAGONAL’S 
SERVICE DESIGNERS

The questions asked were:
1. Tell shortly how does a project start with a client 
that has no or little experience on service design 
beforehand.
2. Which visualisation tools do you use that focus on 
the process of services?
3. Why and how are customer journey maps used? 
(for research/analyse/design/communication/
implementation or all of these)?
4. How do you build the first visualisation of the 
service process (with the client together or by 
yourself) and what does it include?
5. How is the customer journey map utilized 
throughout the project?
6. What frustrates you in making the service design 
visualisations?
7. Do you use some sort of an pictogram bank or 
database to speed up your working?
8. How do you finalize or polish a process visualisation 
for sharing?
9. What is the best format for sharing them?
10. Do you believe that customers could make the 
service process mappings by themselves with good 
instructions?
11. Thoughts about a possible toolkit that would enable 
your customers to map their processes visually by 
themselves?

Service designer 1 (with design background)

When asked about how a project starts with a new 
client she mentioned that the sales team has already 
done some introduction work before the project kick-
off meeting. Therefore the client already knows more 
or less what they are going to get and what to expect. 
Although she also mentioned that usually it is worth 
showing examples of previous cases just to make sure 
the client understands what to expect. In the kick-off 
session the service designer usually also asks the client 
to make a small task as a warm-up. This task is usually 
about asking the client to draw their own customer 
journey map and explain at the same time what is 
happening at different touchpoints. She highlighted 
that usually already this first task is very fruitful because 
it gets client in the right mood but also because the 
clients talk simultaneously and reveal hidden issues at 
different touchpoints. The designer might also carry 
some stack of image cards to be used to highlight some 
touchpoints but usually it is hard to find a picture that 
fits a current need. Therefore she prefers using post-
its on which client may write or draw and later utilize for 
explaining support. 

The designer also noted that customer journey map 
often works as a frame for the work even though the 
client would not have ordered it as an outcome. The 
designer often has some sort of a template in hands 
that she fulfils while interviewing and observing the 
client. The customer journey map is being fulfilled and 
updated step by step while the project continues and 
eventually ends up containing all the necessary material 
about the service process under development. The 
customer journey map might not be even showed 
to the customer if it is not necessary for the project 
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but in any case it will help Diagonal in their internal 
communication.

As a negative point she noted that the customer journey 
map often focuses too much on the client’s customers’ 
(end users) actions and experiences and neglects what 
the client needs to do at certain touchpoints. Traditional 
service blueprint would focus on these issues too but 
interestingly the service designer did not mention the 
tool at all.

When discussed about pictograms and other pre-
made materials she mentioned that she used ready-
made pictograms before but has slowly reduced using 
them. This is because it is often hard to find a proper 
one for a specific need and clear text works “just fine”. 
Although she continued that sometimes she asks a 
graphic designer to draw some additional material to 
support the touchpoints if the client especially asks 
for them. Some clients don’t really care about the 
pictograms whereas some even ask Diagonal to make 
the visualisations according to the clients’ graphic 
style. In other words every project is very different 
and the details and angle of approach depends a lot 
on client’s needs and desires. When it is known that 
client will share the journey maps and more polished 
visualisations are needed she usually creates them 
in Keynote, as they are easy to export in PDF, “good 
enough” in client’s perspective and are easily added 
to the final presentations. She rarely anymore uses 
Adobe Illustrator but that is more useful when the 
client asks the visual style to be more unique or in line 
with their graphic identity. The service designer notes 
that often the client is overwhelmed by really simplistic 
visualisation, as they are not used to seeing their service 
processes in a clear visual overview.

Interestingly enough, she mentioned that clients rarely 
want to comment on the digital versions of the customer 
journey maps. They usually have some iteration when 
making the polished versions of the maps but usually all 
the data has been clarified already during the “analog 
post-it” phase. Sometimes they might only draw an 
arrow on a specific point in a PDF document to check it 
is correct but that is all.

She was first a bit doubtful about the need for the 
possible “do-it-yourself” customer journey toolkit for 
the new clients but then realized that it might be useful 
to be sent for the client as a pre-task even before the 
kick-off session. Sometimes some touchpoints require 
some study from the clients for instance how many 
workers are needed to make one touchpoint running. 
The toolkit might help them to consider these issues in 
advance. Yet she commented that the templates being 
shared with the clients might need to be somehow 
editable beforehand since all the projects are so 
different – or at least very flexible. 

Service designer 2 (with design background)

Likewise the first service designer, the second also 
highlights that many of the projects are very different 
and therefore tools needed vary depending on the 
characteristics of the project. However he also 
highlighted that as the very first steps they often make 
some sort of a customer journey map, as it will work as 
a “backbone” for the project. It helps in understanding 
the current situation but will also work as a plan for 
new service development. He also stresses the point of 
working together in a team with the client as it reveals 
hidden points while the client talks about their services. 
This helps Diagonal to get a deeper understanding of 

the client already during the first steps. That is why they 
usually make the first version of the customer journey 
map together with the client but he also mentioned 
that quite often the client could have prepared 
beforehand better for some of their questions. Often 
the perspective that the client is having on their 
services is focusing on a narrow part of the holistic 
process. Therefore it is important to open the client’s 
eyes by asking questions such as: “when does your 
customers hear about you the first time, what happens 
after your customer hears about you or how does your 
customers usually contact you?”

About the role of the customer journey map he also 
highlights that internally it works as a core material for 
Diagonal’s workers. For instance knowing a single step 
in the service process might help Diagonal’s spatial 
designers to take it into consideration for the interior 
design. So, in any case it works as a “must-have” tool 
for Diagonal but is not always showed to their client if it 
is not necessary. On the other hand the tool becomes 
tricky to use if the service is very complex. Therefore, 
according to the interviewed, it is important to frame 
what is the customer journey map made for so that it 
will not even try to include everything.

When asked about visualisations he stresses again 
understanding the point of the tool in relation to the 
projects. If it is made as a communication tool for 
larger groups the map will be visually more polished 
but if it’s only for internal working the visuals can be 
rather rough.  He also likes to use Keynote as it is “good 
enough” but the files are typically exported to PDF 
when sending them to clients. He also prefers that the 
polished versions are made by Diagonal because if the 
client makes them, they often fill them with too much 

information. 

When commenting the “do-it-yourself” customer 
journey map kit he believes that it could work but it 
needs to be made very simple at first. If the toolkit 
contains templates he thinks that they should limit 
the amount of touchpoints when making the very first 
customer journey maps. This is because he believes the 
limitation will help the client to focus on the main parts 
of the journeys of their service users. More details 
should be included when making a “second version” of 
the map. In other words the same map can be looked 
through different “lenses”. For instance one step can 
be opened in many ways: who are involved, how long 
does it last, what objects and touchpoints does it have 
and so on. He mentions that there are already quite 
a few toolkits but all of them provide multiple tools 
and therefore require a lot of time for studying. It is 
crucial that the people using service design methods 
for the first time feel like it was easy and fun but also 
understand the main purpose of the tools. Therefore 
he likes the idea of focusing only on the customer 
journey map.

From a practical perspective he believes it is obvious 
that the toolkit should have clear instructions. As an 
example he mentioned that clients often get confused 
even with the terms frontstage and backstage. The 
tool should also have a clear list of questions that 
check simple things such as “can this step be seen by 
the service user or not”, what does the service user 
do next” or “is there anything happening between two 
steps”. He also encourages making the tool in a way that 
the journey can be laid on a table or a wall so that the 
whole team can participate in making it. The process 
should go in a way that first focus is on the holistic 
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overview of the service process. Once the main steps 
of the service have been mapped then more details 
can be added on it. He likes the idea that the tool could 
be provided to their clients before the first workshops 
as a “pre-task”. He believes it would already change 
their clients’ way of thinking before the first meeting. 
He believes it would inspire the clients and help them 
in saving time for the first meeting. Eventually the tool 
should aim for future actions and possible co-operation 
with their clients. The tool should give a hint about how 
much service design as such is more than just mapping 
the service user’s experience and that service design 
professionals have multiple methods to understand the 
holistic service overview better. The clients should feel 
it was worth it and even fun.

Service designer 3 (with business and 
ethnography background)

The third interviewed highlighted that within the last 
few years the “service design” as a field of study and 
an ideology has become a trendy word among Finland. 
This can be seen as many of the new clients are usually 
excited about it already before the project starts 
and know at least some basics about what is it used 
for. Usually the clients want to try something new and 
service design gives them the answer. Service design 
works very well in this way because all of the projects 
are very different and it is a flexible approach on 
different problems.

He confirms that customer journey map works very well 
in most of the cases because it enables an easy way to 
show different service user’s experiences from a same 
service. Secondly, for the additional benefits of the 
customer journey map he mentions the possibility to 

utilizing them both for existing services and new service 
ideas. It even enables a very rough and preliminary 
“test-run” of a service idea when all the steps are 
discussed together with the client. Furthermore, the 
tool provides a great chance to compare the customer 
journeys of different end-users and how the company 
believes their journeys go. This can be very eyes-
opening step for the client.

He does not usually make more polished versions of the 
tool than combining text, lines and circles in PowerPoint 
because “that usually does the trick”. When discussing 
with the client for the first time he normally simply 
writes the main steps as notes for himself and does 
not prefer using post-its. “Sometimes post-its do not 
even stick on the wall, they drop and then people get 
confused about from which step did a single sticky note 
fall.” As additional material he sometimes uses images 
or company logos from a specific industry. He stresses 
that for him it is very crucial to find the real motives 
behind the client and find out if the client understand 
their position on the market. According to him, clients 
often “want to sell Porsches even though they are selling 
Opels”. This is yet another example where customer 
journey maps that are based on end-user research are 
great tools on proving whether the client has the real 
image of their users or not.

When asked about the possible “do-it-yourself kit” 
he believes that it could help both their clients and 
Diagonal’s service designers. It would boost the clients 
to get on the right mood and way of thinking at the early 
steps but also help Diagonal’s service designers to start 
their working with the client more efficiently. But this 
applies only if the tool is so easy and simple enough that 
the client does not need to use much time to study it. 

As a reference he thought two hours is too much unless 
the client works on it as a team. As a task done by a 
single worker it should not take more than 30mins. The 
goals for the first-time use experience should neither 
be too high so the client does not get confused but 
gets it done rather easily and understands its purpose.

According to the interviewed, if the focus of the first 
experiment of the tool is on mapping the existing 
service, the client should be able to tell the problems 
in their current service flow after using the tool. If the 
tool would be used for mapping a new service idea, it 
should focus on getting the right understanding of the 
service users and in what kind of situation would they 
need the service. After all, the tool should aim for a 
more holistic service design process and suggest next 
steps after the first session. As a conclusion he said 
that the best outcome of the tool would be if it helped 
a client to find and tell about their problem as early as 
possible.
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Research

UNDERSTANDINGSALES

SERVICE DESIGN VISUALISATION TOOLS
Common usage in relation with Diagonal’s service process

CONCEPTING DESIGN IMPLEMENTATION MONITORING

Analysing Ideation Defining Creating Polishing

ACTORS MAP

AFFINITY DIAGRAM

CHARACTER PROFILES

CUSTOMER JOURNEY MAP

DESIGN GAMES
EVIDENCING
EXPERIENCE MAP
EXPERIENCE PROTOTYPING
GROUP SKETCHING
ISSUE CARDS
LEGO SERIOUS PLAY

MIND MAP
MOCK UP
MOODBOARD
MOTIVATION MATRIX
OFFERING MAP
PERSONAS

ROLE SCRIPT
ROUGH PROTOTYPING

SERVICE BLUEPRINT
SERVICE IMAGE

SERVICE POSTER
STORYBOARD
SYSTEM MAP
TASK ANALYSIS GRID
TOUCHPOINTS MATRIX

USE CASES

Toolkit name

ANALOGIC TOOLKITS

HCD Toolkit
(Human Centered Design)
(2nd edition)

Multiple organisations
IDEO as project
manager
Funded by Bill &
Melinda Gates
foundation

Free
(Requires email
registration to
HCD community
Optional:
22$ book that
contains it all

PDF file (free)
or as a book
(22$)

PDF file of the whole toolkit
is downloadable from their
website after signing up to
HCD Connect community.
Book shipped via mail. 

The HCD Toolkit is a very
in depth guidance for
most common methods
in human centered design.
The book contains 200
pages so it requires some
time for studying it.

1. Hear
2. Create
3. Deliver

Service Design Toolbox
www.sdt.fi

Jyväskylä’s University
of Applied Sciences
Palmu Inc.
Juha Tuulaniemi
(Project manager)

Freely
downloadable

Under
CC BY-SA 3.0
licence

PDF file Downloadable
from www.sdt.fi

In Finnish only. Focuses on
the basics of service design
methods. Point is to introduce
service design and act as a
guidance for own service
innovation projects. Visual
appearance rather dull.

1. Frame
2. Learn
3. Solve
4. Test

- Basic tools with
guidance
- Templates

- Basic tools with
clear step-by-step
guidance and tips
- Templates
- Scenarios of use
- Tips for facilitator

- Workshop materials
 (templates)
- Process poster
- Toolkit poster
- Manual
- Technique cards

- Process poster
- Booklets for all
di�erent focus areas
- Touchpoint cards
- Pack of post-it notes

Actors
Touchpoints
O�ering
Need
Experience

800 Norwegian
krones + shipping

Cardboard
box +
booklets

Mail shipping

Only website A good place to quickly
browse what kind of
tools are out there.
Case studies are a clear
plus but lack of
downloadable templates
is a minus.

Company
/Author

PriceProcess /
grouping

Includes Format Delivery Comments

Service Design Toolkit
www.servicedesigntoolkit.org

AT-ONE Book -
How To Design Better Services
www.service-innovation.org

Service Design Tools
www.servicedesigntools.org

Frog Collective Action Toolkit
www.frogdesign.com/work/
frog-collective-action-toolkit.html

Based on research by
Roberta Tassi. Developed
further with
DensityDesign and
DARC research groups.

Frog Design Agency A collection of “action
cards” that are based
on the common
activities and methods
used by Frog Design
people. 

A collection of 36 tools
commonly used in 
service design. 
Some tools
are presented with
case examples.

Tools are grouped
under four main
categorias:
- Design activities
- Representations
- Recipients
- Contents

Tools are grouped
under 6 non-linear
activity areas:
- (clarify your) Goal
- Build (your group)
- Seek
(new understanding)
- Imagine (more ideas)
- Make (something real)
- Plan (for action)

Free -
Website visitors
are even
encouraged to
suggest new
tools and case
studies

Freely
downloadable
on their website
- under
CC BY-NC-SA
Licence

Website - 
Some case
studies
provide a link
for template
downloads

PDF file PDF file downloadable
from their website

The format of having the
toolbox as a “stack of cards”
makes it easy to approach.
The visual appearance is
also really sketch-like which
emphasizes the design
thinking. On the other hand
the toolkit is not as detailed
as IDEO’s HCD toolkit.

Simon Clatworthy
Multiple academic
and commercial
recourses

Namahn &
Design Flanders

Posters and
tool templates
freely
downloadable
Under CC licence

Printed packages
2011 toolkit 60€
2014 toolkit 65€

Free
downloads
as PDF files.

Commercial
version is a
package with
printed
toolkit.

Downloadable from 
www.servicedesigntoolkit.org

Simple guide to
“do-it-yourself” service
design projects.
The templates might
need a bit of studying
before they can be used
due to complex visual
style.

Great guidance for planning
and running service design
process with supporting
printed booklets and
even post-its. Closest of a
“real toolbox”.

1. Framing
2. User Insights
3. Personas
4. Design Scope
5. Ideation
6. Service Concept
7. Prototype & Test
8. Feasibility
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DIGITAL TOOLKITS

Toolkit name

Smaply - Visualize customer
experiences
www.smaply.com

RealtimeBoard - Whiteboard in
your browser
www.realtimeboard.com

myServiceFellow - Digital app
for mobile etnography
www.myservicefellow.com

ContextmApp - Revolutionising
mobile research
www.contextmapp.com

Nativeye - mobile research
platform
www.nativeye.com

Nativeye Ltd Can be used to capture
user data, for analysing
and reporting but also
for respondent
management. It also
enables social features
such as commenting
on posts and sharing
others’ experiences

1. Create an
assignment
2. Respondents
reply on the go with
the app
3. View real-time
results & create
custom charts

15 day free trial
Group of 1-99
400£ (~500€)
/month + 8£/
first 30 resp.
per assignment

Community (100+)
750£ (~940€)
/ month + 2.5£ /
100-199 resp.
per assignment

myServiceFellow -
Marc Stickdorn as an
“imprint”

A startup team formed
by workers from Koos
Service design agency
which is based in
Amsterdam.

Mobile app for iOS and
Android mobile phones.
Works as a platform for
gathering qualitative
user data for customer
journeys, diary studies
or event evaluating. 

1. Setup a project
2. Invite respondents
3. Conduct research
4. Gather insights

Free app on
Apple App Store
and Android
Google Play

Mobile app for iOS or
Android and a website
for data analysis. The
app enables users to
communicate their
experiences easily with
ability to add images,
videos, sound and
comments. The app also
links the touchpoints
to GPS locations.

Not included - 
Users simply map
their experience
touch-points by
the mobile app
The data becomes
available for
analysis on
web-based
software.

On June 2014
still under
development.
Beta users
invited for July/
August for
testing and
feedback.
Estimated prices:
Single project 39€
Monthly pay 50€

Web-based
platform and
iOS / Android
mobile app.

Web-based
dashboard and
iOS / Android
mobile app.

Web-based
dashboard and
iOS / Android
mobile app.

Downloadable app and
web-software.

Printable customer journey
PDFs available
after the etnography is done.

Downloadable app and
web-software.

Results are exportable for
printable formats.

Downloadable app and
web-software.

Results are exportable for
printable formats.

Nativeye works more or less the
same way as ContextmApp but
o¨ers slightly more detailed
data of the research. Although
the complicated pricing seems
confusing and even forbidding.

Contextmapp works well as a
platform for utilizing the
possibilities of smart phones
for user data gathering. The clear
benefit is that users can mapp
their experiences on the same
moment they are experiencing them.
The lack of not having the app
for Windows Phone is a slight
minus because it limits the
users to iOS and Android users.

The idea is very simple
and sounds like a convenient
way of collecting user
data in real time. Especially
positive is that users can
decide on their own when
to give feedback and about
what. This is more flexible
than traditional experience
surveys.

RealtimeBoard Inc. Web-based “endless”
whiteboard with
possibility to embed
graphs, images, videos,
comments and ready-
made mapping
templates.

Not included - 
depends on users’
own processes.

Available as a
free but limited
version.
Pro or Team
versions costs
10$ per month.

Small start-up
team of 5 members.
Marc Stickdorn and
Jakob Schneider as
main creators.

Web-based visualisation
platform for creating
- Customer journeys
- Stakeholder maps
- Personas

In addition they o¨er
a database of agencies
and freely downloadable
pdf templates for
- Personas
- Customer journey map
- Swimlane journey map
- Stakeholder map

Not highlighted Subscription
based pricing
12€ per month
(incl. VAT)

Web-based
platform +
pdf templates

Web-based
platform

Subscription-based usage
via Chrome or Safari browsers

Subscription-based usage
via any modern browsers.

The idea of having an
endless whiteboard is
very easy to understand
and users can easily
imagine the benefits of it.
The possibility of creating
any kind of templates
and graphs with the
chance to embed even
videos creates endless
possibilites for project
management, sharing
and iteration.

Virtual tool does not
replace whiteboard,
paper and pen but works
well when customer
journey maps and such
are needed in a more
polished format that can
be shown in public.
Updating and comparing
di¨erent use cases is very
easy to do with this tool.

Company
/Author

PriceProcessIncludes Format Delivery Comments




