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HOW CX AND 
SERVICE DESIGN 
CONNECT

Enterprises can succeed at delivering a powerful customer experience (CX) 
through the orchestrated alignment of teams and departments across the 
brand. This is often done through Service Design: a process that empowers 
an organization to not only understand customer needs but ensure strategic 
alignment across the enterprise to meet those needs.

Layers of Service Design: 

Successful Service Design happens across 
three distinct layers of an organization:

•	 The People Layer encompasses 
human-to-human activities within an 
enterprise

•	 The Activation Layer focuses on the 
cross organizational strategy and 
alignment of people, processes, and 
technology to the customer

•	 The Execution Layer is dedicated to 
all of the touchpoints in which a 
customer may actually engage with 
the enterprise.

DESIGN EXPERIENCES THAT DELIGHT YOUR CUSTOMERS

Throughline Offering

CUSTOMER 
EXPERIENCE 
& SERVICE 
DESIGN

When enterprises have a deep understanding of their customers and collaborate directly with them to build 
products, services, and experiences the results are profound. Looking holistically at people, activation, and 
execution allows for well crafted experiences, technologies, and communications that lead to greater customer 
satisfaction and returns.
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ETHNOGRAPHIC 
RESEARCH
Pairing quantitative data sources with qualitative research 
methods such as ethnography are an effective technique 
for uncovering actionable insights. During ethnographic 
research, customers are observed in real-life environments 
through techniques like shadowing or long form interviews.

JOURNEY MAPPING
Mapping out the touchpoints and interactions between 
customers, employees, processes, and technologies is an 
essential step in identifying which parts of process may be 
causing issues or represent opportunities for improvement.

CUSTOMER PERSONAS
Developing a set of detailed customer personas that 
highlight and communicate how different groups may react 
to changes in process or technology helps map out how 
changes should manifest across organizational structures 
and communication channels.

CX/HCD TRAINING
A natural extension of CX work is to further institutionalize 
CX and Human Centered Design practices into the 
organization.  Fostering innovative and change oriented 
thinking within teams can be accomplished by educating 
them on the tools and methods necessary to approach their 
roles in more customer-centric ways.

KEY COMPONENTS OF CX AND SERVICE DESIGN ENGAGEMENTS
Though the exact solutions that are produced to improve CX are always dependent upon 
the structure, culture, and strategy of an organization, there are key tools that are 
commonly used.
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SURVEY

USPS CX PERSONA TEMPLATE
Innovations

Sarah, 35

“I need to use research for idea 
generation. I am focused on creating a 
strong tram with a good culture, and am 
looking for inspiration for new ideas.”

Sarah is a manager on the Innovations Team. Her 
goal is to retain consumers, but also gain new 
ones. She is looking to use research as a partner-
ship and needs to make recommendations up the 
leadership chain. Sarah’s time is limited and she is 
often required to make quick turn progress. 

WHO AM I?

Mobile Phone

Computer / Web

Email

Metrics / Dashboards

Syndicated Research

Primary Research / Insights

PRIMARY TOOLS

PAINS

I’m unsure of the path 
forward.

I need small bites of 
information to process 

more e�ciently.

I am frustrated with the 
bureaucracy I have to 

deal with.

I want to be successful in 
my career.

I am looking for new 
ideas.

I want to �nd insightful 
ways to help my job.

GAINS

USPS CX PERSONA TEMPLATE
Operations

Chrissy Key Decision Maker, 40

“I know my ops business like the back of 
my hand, but I need to understand and 
decide how to solve the problems that 
my managers give me.”

Chrissy has been with USPS for more than 10 
years. She holds a leadership position, knows 
the ops business inside and out but not the 
customer or the market. Chrissy has objectives 
and goals, but is not sure how to solve challeng-
es. Managers often dictate problems and 
Chrissy is supposed to figure out how to fix them. 
She needs problems to be fixed quickly, with fast 
results.
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PRIMARY TOOLS

PAINS GAINS

I’m unsure how to 
interpret the research.

I feel that the research 
didn’t answer my 

questions.

I have limited time to 
solve problems.

I want research and data 
to drive how we develop 

better solutions.

I want to feel good 
about work; it’s 

impactful.

I want my team to be 
comfortable knowing 
what’s expected of 

them.


