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Gettyimages.com
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Overview

• Getty Images, Inc. is a stock photo agency
• Supplies  stock images for business and

consumers
• Archive of 70 million still images and

illustrations and more than 30,000 hours of
stock film footage.
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Scenario -1

Friday 6.00 pm client wants an ad on Sunday's edition
Service Design | xavier & ananya | Sep 9, 2009

13

Scenario -2

How to send the photographer to Venezuela to cover the event?
Service Design | xavier & ananya | Sep 9, 2009
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Scenario -3

Cost effective shoot for the annual report
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Attributes of
the service

Service Design | xavier & ananya | Sep 9, 2009

16



5

Service Design | xavier & ananya | Sep 9, 2009

17

Service is a set of activities or experiences 
offered by an organization/individual, as an 

exclusive offering or along with a product, for 
satisfying their needs, or sometimes for 

accelerating satisfaction to delight. 

Service Design | xavier & ananya | Sep 9, 2009
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“Service Design”
With Prof . Shashank Mehta

Anju Gupta & Ketakee Patankar
4th semester SDM 2009
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Booking of International & Indian hotels, 
Flights and trains across destinations. 

20



6

• Mumbai, March 18, 2008 : Cleartrip, India’s leading travel portal has 
emerged as India’s most loved travel portal as well. We have more than 
70% of our consumers coming back to us again and again not only for 
best deals but also for faster, safer and quicker bookings. Such
endorsements will motivate us to strive harder to maintain the consumer 
friendly approach and make their travel simple.”

• Explaining the concept of “user–friendliness” of websites, Sanjay Tiwari, 
Director and CEO of JuxtConsult, said,” Like in human interaction we 
identify someone as ‘friendly’ only when that person firstly ‘looks’
friendly to us and then ‘behaves’ friendly towards us, similarly in our 
interaction with websites, we treat a website as ‘friendly’ only when it 
both looks pleasant and appealing to us and is easy and convenient to
use.

• By JuxtConsult Consumer Research

Cleartrip rated most user–friendly travel website

Recent News

Attribute: Identifying the need and executing it with deeper customer understanding. 
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USP’s… (Their Claims)

• Simple- “If we’re not the easiest place to search and book
your travel, feel free to give us a piece of your mind.”

• Comprehensive- Part of making travel simple is presenting
you with all the options for your trip.

• Reliable- We still have the occasional hiccup, but being
there for you, reliably, is very important to us.

• Responsible- We take responsibility for what we give you.
You won’t hear us making excuses for airlines or hotels or 
availability or prices. If we show you a price, we will honor it, 
come what may.

• User friendly interface - Very quick to load, very simple
and to the point search. Accepts all international debit and 
credit cards. 
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Home page

Attribute: Clean and clutter-free interface- Simple and Easy to understand and use.
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Fares
Why does Cleartrip charge a service fee for bookings?

Maintaining a fast, efficient and reliable search and book service costs us money. 
Service fee is the only way for us to recover the costs. 
We charge only Rs. 10 per ticket for Non–AC classes and Rs. 20 per ticket for AC classes.

Can you please give me a break–up of the ticket price?
Sure we can. The total price of each ticket comprises these: 
Base fare: This is simply the base fare of the train ticket. Children and senior women are charged 50% of the 
adult base fare. Senior men are charged 70% of the base fare. 

Railway charges: These charges include reservation and superfast fee, IRCTC service fee and tatkal 
charges (if any). 

Cleartrip fee: We charge a service fee of Rs 10 for Non–AC classes and Rs 20 for AC classes, for bringing to 
you a fast and friendly interface to search and book tickets. 

Transaction fee: Transaction fee is 1.8% of the total of the above components. Payment gateways charge us 
this amount for processing your transaction. IRCTC charges a similar transaction fee if you choose to book 
through them. 

Attribute: Transparency in the system and Building trust - Giving comfort to 
customer that he is nor being duped. 
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Abusive and accusatory
• Your online system took my name for booking although i was booking for my friend. it never gave me an option for 

traveller details, by the time your phone support opened I was told "its been passed to the airline" this is 
PATHETIC.I have been a regular user for cleartrip and now I will never RETURN nor suggest this to my friends, I 
am being charged 1000 bucks for your MISTAKE

• Show some moderate cost hotels or else you should fuck off
• Horrible and cheating
• Stop cheating
• Your is a third class company, a piece of shit, you can never improve, only by putting a big lock will save us from 

you.
• Fuck you guys

Even when mistakes are clearly made by a customer, as in the first quote, Cleartrip is somehow to blame. 
We've often waived fees or refunded money to customers as a goodwill gesture, but customers that
abuse or accuse us don't warrant goodwill. Do people forget that there are human beings on the other 
end? Do they think that behaving like abusive schoolyard bullies, will somehow result in better service for 
them? If someone randomly abused you or accused you of dishonesty, would it make you want to go the
extra mile for that person?

Speaking to the customer in their language

Attribute: Customer Involvement -Giving Customer an open to all platform of 
blogs and forums to express their Joy, anguish, anger etc. Also communicating 
to customers in their own language. 
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Our understanding of service

Service is like an interface between product and consumer. Service is 
the communication which understand consumer’s needs and 
connects his mind and heart . It becomes a products voice and helps it 
communicate its value and worth to its users. To give service is to 
indentify the need and go beyond it to create delight for the consumer. 
It also generates the feeling of ownership between consumer and the 
product. It makes life better for the consumer by giving him an 
experience which he will cherish and come back for it!

Service Attributes:

Simple, Friendly, Approachable, Trustworthy, Reliable, Humane, 
Surprising, Honest
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Dhwani Soni I Prabhsimran Kaur I Sudeep Shyamal

Systems Structure

URGENCY/EMERGENCY

• Relevant Information
• Quick Information
• Time Reduction
• Information without 

hassles

Simplification in finding 
Information

• Directory
• Localized specific 

directions

• Non Trustworthy
• Time Consuming

Initially

Cultural Shift
Consumerism

• Human Touch
• By Probing customer
• Trust level of response
• Personalized Info
• Verbal Assurance

Empathic 
Value

Speed and quality of service
Strongest local search engine
Good execution & delivery
It mapped the users latent need- accurate, relevant & quick 
info
Fast adaptations to advancements in technology
Simplicity of model
Understanding Indian user communication pattern
1800- JUSTDIAL

Characteristics of Just Dial

Service in Context to Just Dial

w ith an em pathic touch

Providing relevant &  Precise inform ation

Quick &  easy to understand
Urgency in a highly dynam ic w orld (M obility)

O w nership of m om entary inform ation

Context: Indians have a tendency to offer information 
without really knowing it (Providing relevant & 
Precise information)

Time: Quick & easy to understand

Need: Caters to the need of the hour  (Urgency) in a 
highly dynamic world (Mobility)

Customization: 
Through human channel, delivers a personalized customer service
The operators are trained to go beyond the immediate need of a customer 
and show him other possibilities, he might not have considered

Free Service
Business of search
Help people better

Unique global model
First movers advantage

Mapping of differentiation & integration
Niche, people oriented service

Provides services across various platforms
Integrated communication package

Attributes of Services

“Service is a human to human approach, which deals
around understanding people and their needs, adapting
to advancement in technologies and giving them
solutions which make them feel “special””
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Prasurjya Phukan, Shuchi Gangwal,Priyadaarshinee Mohapatra, Gavin Remedios | 2009

ATTRIBUTES OF SERVICE:
1. Customized to the customer: The 
collection of garbage as per customer’s 
comfort
2. Consistency: The quality of service 
provided by the garbage collectors across 
the city
3. Range of services: An integrated 
solution to government authority
4. Diversity in needs: Service according to 
diverse need of a client under the same 
umbrella
5. Social responsibility: a cause to help 
society.

In a business, service could be a core
service or a facilitating service. A core
service, the main business is service while
in facilitating service the main business
could be a product, and the service could
be a support available to the particular
product. The characteristics of a service
are intangibility, consistency in quality and
consumption at the time of production. To
avail a service, the consumer might not
own the product but pay for the service
according to the usage of product.

Service is an intangible offering made 
by a person to satisfy need of the user 
involved human behavior while 
produced and consumed 
simultaneously and can be availed 
without “owning it.”Veolia Environnement is world leader in environmental services.
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NiharikaSethi, GauriKathju, Abhishek Dwivedi (2009)

Public relations (PR) is the practice of managing the flow of information
between an organization and its public.

Harold Bursons four functions for public relations…
•Sensor of social change.
•Corporate conscience.
•Communicator.
•Corporate monitor

Burson-Marsteller is 
committed to an integrated 

approach that simplifies 
management for clients and 
responds to how they like to 
work—by providing a single 

point-of-contact if that is their 
preference, simplified 
accounting, and the 
reassurance that all 

participants work from the 
same strategic platform.

Client Burson 
Marsteller

In 
House 
Analyst

Out sourcing

Research

Case Study

Public image

Crisis management

•Environmental monitoring
•Public relations audit
•Communications audits
•Social audits

Strategic

Evaluative

Business Model

A service is managing  the given resources through the appropriate usage and vast 
coverage in the given context.
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Adel Anwar, Ameya Nabar

Service Characteristics
•Build-to order- DELL website allows mass custom ization
•Convenience of purchase- Home Delivery,, saves time
•Low Cost D istribution – Internet based distribution allows to DELL

to constantly update
•Low Inventory – just in time delivery and TRUST

Service design is the specification and construction of
technologically networked social practices that deliver
valuable capacities for action to a particular customer.
Capacity for action in information services has the
basic form of assertions. In Health Services, it has the
basic form of diagnostic assessments and
prescriptions.

In educational services, it has the form of a prom ise to produce a
new capacity for the customer to make new prom ises. In a

fundamental way, services are unambiguously tangible.
Companies such as e bay or collectives such as W ikipedia or
Source forge are rich and sophisticated combinations of basic
linguistic deliverable that expands customers’ capacity to act and

produce value for themselves and for others. In a n abstract way,
services are networked intelligence. Service design can be both
tangible and intangible. It can involve artifacts and other things
including communication, environment and behaviors. Several
authors, though emphasize that unlike products, which are
created and exist before being purchased and used, services
come to existence at the same moment they are being provided
and used.
W hile a designer can prescribe the exact configuration of a
products/he cannot prescribe in the same way the result of the
interaction between customers and service providers. Nor can
s/he prescribe the form and characteristics of any emotional value
produces by the service. Consequently, service design is an
activity that suggests behavioral patterns or scripts to the actors

interacting in the service, leaving a higher level of freedom to the
customers’ behavior.
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User
Internet Information

Neutral
Multi-Lingual
Updated
Cross-referenced
Easily accessible
Vast

Actively involved
Generates growth
Quality-check
Contributor

Nature of Service

Grants/ Donations

Community Gifts

In-kind

Earned Income

Technology

Programs

Finance, 

Admin

Legal

Board

Wikimania

Wikipedia

Content

Moderate

Users

Content

Service

Business Model

• Paper-less, user generated content, moderated by editors
• Donation based, not-for-profit
• Builds on the community feel, philanthropic attitude  in people
• Considered more neutral than competition since it is not-for-profit
• Tight executive management structure, free structure for growth drivers
• Compresses Time and Space

Service Approach

1. Free, 
exponentially 
growing

2. Donation 
funded, hence 
neutral

3. Very few paid 
employees,
reduced costs due 
to user-generated 
growth

Strategy

A service is a medium of providing value to a user. It’s a 
series of task provided to the end user to enhance his 
experience. Intangible design solution. Service is a  
facilitator for creating value to the consumer .
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Jyoti Rajput, Abhishek Maithul, Sanmitra chitte

A service is a combination of activities done for the purpose of revenue
generation, philanthropy, voluntary, involuntary, by the provider by
managing the resources effectively and efficiently.

Our observations and learning:
•A service survives on its people and infrastructure working on the
model of symbiosis.
•Due to competition, the service providers also have to provide
exclusive experience with addition to the mundane services.
•Design is the differentiator.
•Customisation and standardisation are the important aspects.
•Service is mainly based on the needs.
•The service partner relations are the most important aspects for
the service.
•The whole service sector works on the need-solution-symbiosis-
working together-provision of the service.

Business Strategies of DHL
•They Created business from the Desire to Solve Problems.
•Knowing who Are Your Major Customers & Where Are They?
•Expansion is one of the key to Business Success.
•Make Win-Win Stand with Stakeholders.
•Give Equal Chance to Employees to Progress.
•Find Innovative Ways to Beat the Competition.
•Diversifying Into Related Businesses Make it More Competitive.

Product & 
services

Express services
•Same day
•Time definite
•Day definite
•Specialized services
•Value added services

A to Z services

•Guide to 
search the
service

Mail services
•Global mail Business
•Global mail Direct
•Global mail publication
•Global mail parcel

Shipping tools
•Online shipping
•Tracking tools
•Shipping management
•Shipping support tool
•Integration solution

logistics
•Air freight
•Ocean freight
•Supply chain solutions
•Expertise
•Industry sector

A service is a collective and mutual effort to bring about a solution to a
need / problem. This is achieved by the effective utilization of available
resources and partnering with the right service partners.
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Ferns n Petal

NEED – Express feelings through gift 
T ime, Type, P lace, W ay, After sales

Reliable

Provides access - Multiple Touch Points
- Strong Networks
- Chat online w ith customer care

Skill
Custom ization and Personalization (control to custom er) 

Saves Effort 

Saves Time

Building relationships (gift advisor &  personal account m anager)

- ING

Act of giving, Offering something
to someone

for his benefit
Can’t have ownership

Can’t be stored
May involve tangibles like product and/ or

Intangibles like experience
Itself an intangible

UNDERSTANDING OF SERVICE

Live 
Chat

Other web 
linkages

Order 
Details

Tracking 
Order 
facility

A range 
of Gift 

Options

• Online delivery services
• W ide range of Products-
• Floral decoration in weddings, corporate events and parties.
• W ithin stipulated tim e schedule.
• Throughout 32 Indian cities &  4 Countries
• W ide presence on internet
• Online delivery services
• Reliable and cost effective

Features

One-stop solution for all flower 
requirem ents : gifting, arrangem ent
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Web-based file hosting 

PEOPLE
They are the main stakeholder 

which ultimately drive a 
service . As from the example 
of dropbox we can people play 
the key role for their marketing 

PROPOSITION
A service should offer some unique 

feature for which the people are ready 
to use the service

VALUE
There should be certain kind of value created for 

which the client feels worth spending their money. 
Like in case of dropbox there are certain value which 

they are able deliver to convert free clients to paid 
clients 

SYSTEMS
A service requires a good thought out system to make 
it efficient. Dropbox constantly keeps updating their  
policies and codes to be able to be an efficient and 

reliable service

Lean practice | Viral 
Marketing | Analytics

Customer 
discovery

Customer 
validation

Customer 
creation

Customer 
buildingA service deals with people to make their life more efficient, while offering

some unique features to add value to peoples life for which they would to be
willing to use the service and pay for it.
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Unique Characteristics

Goods 
Availability

Customer 
Centred

Exciting 
Offers

Distribution 
Network

Payment    
on-delivery

Low 
Shipping 
time & Cost

Service Attributes

Delivering products at customer door step
Delivery on time
Understanding the Target Users
Incentivizing Users
Proper Infrastructure

Several months ago, Prabhu
Kumar could not find a book 
he wanted in bookstores

He found it online at Amazon.com 
for $10. But he had to pay more 
than $9 in fees to have Amazon 
ship it to him.

Mr. Kumar, a software 
programmer, said he would 
not be doing that again. 

He now shops on India’s answer to 
Amazon — FlipKart.com — which 
delivers books, phones and other 
items in as little as 24 hours at no 
extra cost.

He doesn’t have to pay a 
single rupee until a courier 
bearing his books arrives at 
his door. He can then hand 
over cash or a credit card.

“I think it perfectly fits the 
Indian mentality,”  - Mr. 
Kumar

Scenario 

Aanchal Sood, Jaskeerat Bedi, Roli Agrawal

Service is Understanding the stated and unstated needs 
of the customer and providing them services that 
exceed their expectations without compensating on 
quality. 
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•Basic understanding of service
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Structure 
(after Brainstorming)

•Arriving at the structure of service to understand its characteristic as a profession.
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thank you !!!
Shashank Mehta
shashank@nid.edu

National Institute of Design, Ahmedabad
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