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Client Summary

This Service Design Project was prepared for

Vince Nowack and Michael Vanderbrug in preparartion 

to launch Trillium Haven, a new residential neighborhood

development positioning itself as a sustainable agriculture 

focused lifestyle as a centerpiece of it’s community.  

This project was launched to research and refine 

a potential business model for Trillium Haven through

the development of stakeholder information and interviews 

while primarily focusing on the potential customer information,

journey and relatable experiences.

Through the use and results of these Service Design techniques,

we have gathered unique information and insights for review 

 and contemplation for further development. 

Project Summary:



FARM STAFF
Farmers
Community Manager

PARTNERS: 
Local Colleges
Local Businesses

JURSIDICTION
Township Supervisor
Commissioners
Officals
Zoning
Planning

PROJECT MANAGER

REALTOR

Trillium Haven
HOME BUYERS

MEDIA
Print/Web
Social Media

MARKETING

Buyer/Investors

CONTRACTORS
Suppliers
Consultants

BUSINESS
Lawyer
Banker
Accountant
Consultants

BUILDERS
Electrician
Plumber
Drywall
Roof/Windows

LAND OWNERS (Neighbors)

FOUNDATIONS 
Architect
Engineer
Suveyors
Landscape
Mechanical
Electrical
Plumbing SUSTAINABILITY

Wetlands
GEO/Technical
DEQ

BLOOM:
Denotes areas of true 
fruition; the measurable
successes of newly formed
development through
building, community 
engagement and growth.

GROWTH:
Denotes areas of true
growth in terms of
wealth or population.
Key players in the 
process of expansion 
and addition of resources
for continued success.

SEEDS:
Foundational level of 
participants directly 
related to the beginnning 
structure of the new 
organization. Denotes 
critical seeds that will feed 
and form the overall growth
and prosperity of organization.

Stakeholder Map



Personas

Potential Buyer: PETE

Married
suburban 

home-owner
10+ years

WANTS:
customization

walkable community
open concept

sizeable kitchen 
4 beds, Master Suite

LIKES:
accessible 

urban & 
city living

news and 
information:

 internet sources

LinkedIn 
Facebook

Social 
Networks:

Mid-career
Age 30-40

College
Educated; 

Family 
focused

heavy 
computer & 
internet user

Potental Investor: DAVID

College 
Educated: 

mid to late career
Age: 45-55 

minimal involvement
and visibility 

WANTS:
return on 

investment

NEEDS:
proof of viability & 
demand for project

public transportation 
to/from

development

Interested in
unique financial 

opportunities

Receives Info:
word of mouth

recommendations

LinkedIn 
Facebook

 Instagram 
Pinterest

Social Networks:

Mac & PC 
proficient

Farmer: PHIL

College
Educated; 
mid career
Age: 30-40 

Family 
focused

CONCERNS:
viability and buy in

PC, phone
& tablet

Mac exposure Instagram
Twitter

Social 
Networks:

PC, phone
& tablet

Mac exposure

Farming 
experience

for 5-10 seasons

WANTS:
local, unique spaces
to expand personal

farming

LIKES:
multi-gen concept & 
diversity integration 

of farm and living.
Good soil & visually 

pleasing space
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Customer Journey Map
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Hi.
I’m calling about
your ad in the 
paper for Trillium.

Hello.
I’m the realtor.
Lets set up a
meeting.

Jill learns of the Trillium Haven agrihood and begins to wonder 
about the development.

Who?

Where?

When?

How 
much?

Jill contacts the Trillium Haven Realtor to find out
 more information.

Jill meets with the Realtor to be shown the property 
and get more information.

Hi.
I’m Jill.

Hello.
It’sgreat to 
meet you!

Let me show you
some more
information, Jill.

The Realtor invites Jill into the Trillium Haven on-site office
 to show her more information about the property.

The Realtor shows Jill the development website online and
Jill takes notes to take back to her family.

I really like this!
I can see myself here.

The Realtor shows Jill the actual property and Jill envisions
 herself living at Trillium Haven as a new way of life.

I think Trillium 
Haven is the
perfect place
for our family...

Jill is excited about Trillium Haven and shares the information
with her partner. She discusses her desire to be in the agrihood
and encourages her partner to join her for an upcoming event.

Story Board: The Evaluation Process 
In this scene,  Jill, our identified potential customer and stakeholder has been exposed  to Trillium Haven through her own research, advertisements and social media, which 
leads her to make a call to the Realtor representing Trillium Haven. The Realtor takes Jill on an information journey about Trillium Haven. Jill becomes increasingly excited about 
the development and decides to discuss the possibilities of joining Trillium haven  with her partner.



Jill works with her banker to complete paperwork for financing
her new home at Trilluim Haven.

Jill contacts her Realtor to let her know she is ready 
to make an offer.

Hello.
I’d like to talk
about making 
an offer. Payment

JIll makes a downpayment to secure her site at Trillium Haven . Jill has some final questions about Trillium Haven before she 
completes her closing. She compliles her final questions prior 

to closing and contacts her Realtor.

Home Closing Contract

Jill works with her Realtor and Banker to close on her new 
property. The closing documents are signed by all parties and 

property ownership transfers to Jill and family. 
Congratulationsto Jill!

Jill and her partner drive to Trillium Haven to view their new 
plot of land again to begin dreaming and planning for 

theirnew home in the argrihood.

I’m so excited to
watch our dream home 

develop.

In October, groundbreak begins on Jill’s new home.at Trillum Haven. Throughout the building process, Jill receives updates on her
new home and it’s progress from Trillium Haven and it’s partners.

Story Board: The Purchasing Process 
In this scene, Jill has made the decision to buy into Trillium haven. She contacts her Realtor to start the process of 
paperwork, questioning and more paperwork. Eventually, the deal closes and the downpayment has been made for the property. 
Jill and her partner  attend a groundbreaking and begin to plan and dream  about their beautiful new home, and Jill receives updates
to view and track progress to the site.



AWARENESS:
Customer’s interaction 
with your visible brand. 
This results from 
marketing & 
advertising efforts; 
word of mouth or 
referrals from a friend.

2

EVALUATION:
Buying experiences 
are generally based 
on how a customer 
feels about a product 
alignment to their 
personal values.

3

NEED GENERATION:
A potential customer’s
emotional pairing
of your product with 
their problem. 

ENGAGEMENT:
This is a customer
with an active two-
way interaction with
your product. 
Beginning positive 
interactions have the 
greatest potential for 
purchase and long 
term success. 

4

PURCHASE:
Good to know:
78% of customers
have bailed on a 
transaction or ended
an intended purchase
because of poor 
customer engagement
and experiences.*
*cms wire

5

LOYALTY:
Customers care about
the way processes, 
technologies and 
interactions engage 
them after the sale.
It takes 45% more
investment to engage 
new clients than retaining
current.* Current clients 
are the best investment.

6
Need Generation
• Attends 5K
• Listens to Shelly Irwin
• Visits Urban Roots
• Out with friends

   Awareness
• Sees flyer
• Google search
• Newspaper
• Views coaster

Engagement
• Sign up for email
• RSVP event
• Attend event
• Info take away

Evaluation
• Maps location
• Views website
• Virtual tour
• Drive by

Purchase
• Contact Realtor
• Application
• Bank Approval
• Closing

Loyalty
• Groundbreaking
• Social media posts
• Livestreaming
• Champagne party

2 3 4 5 6

NEED GENERATION:

AWARENESS:

EVALUATION:

ENGAGEMENT:

PURCHASE:

LOYALTY:

Customer Experience Map



Awareness Consideration Purchase LoyaltyEvaluation

Physical 
Touchpoints

Customer
Actions

Line of Interaction

Front Stage

Line of Visibility

Back Stage

Line of Internal Interaction

Support Process

Eating out 
Attending events

Running 5k
Seeing logo 
Going online

“Likes” Trillium (FB)

Design logo & brand
Design collateral & assets

Schedule PR events
Write press releases
Social media content

Hire Lawyer & Designer
Network with businesses

Re-launch Trillium social media
Organize sponsorships

Complete home designs

Bumping into brand

Social Media | Advertising Assets
Sponsorships | PR | Website

Google | Drive by | Literature
Events | Calling |  RSVP

Event Invite | Literature  
  Email Sign Up  | Snail mail contact

Participating in research

Google Agrihood
Contacts Realtor

Talking with trusted people
Subscribes to newsletter

Driving by location

Build FB Event page
Build event Invitation

Install new sign
Build subscription form

Build event reminder

Research Eventbrite
Hire Events Coordinator

Design new location sign
Ready office for onsite visits

Hire Interior Designer

Plan the event
Design promotionals

Sign up form
Design Thank You

Driving to event
Event Parking

Wayfinding
Event attendence

Engaing in conversations

Engaging with Trillium Transaction process Advocates for Trillium

Reviews financials
Contact Realtor 

Early buyer incentive
Application/Deposit/Closing

Working with builder

App |  Financing | Closing  
Buyers Packet | Groundbreaking

Design Application
Social Media updating
Design Buyer’s Packet
Email/Buyer contact

Communating with Realtor
Sending buyer updates

Working with builder

Social Media | Builder Video
New Buyer mixer | Email updates

Live build feed
Groundbreaking posts

Receiving progress reports
Invitiation to buyer mixer

Design Application
Social Media updating
Design Buyer’s Packet
Email/Buyer contact

Hire Videographer
Plan Buyer Mixer

Service Blueprint



By July 15To: Jane Doe123.456.789or janedoe@trillium.com

August 18
Fireworks   Friends      Family         BBQ

Friday

@ five o’clock

Trillium Haven
Jenison, MI

Farm Road

Trillium 
Haven 

Trillium Haven

Client Logo and Touchpoint

Trillium Haven



Key Insights:

Additional key stakeholders: 
additional info from investors & 
farmers needed.

Communication is critical; follow
through during purchasing process.

Based on feedback, price point 
on housing development may 
need revisiting.

Recommendations:

Begin seeding through 
marketing efforts.

Support growth with good 
strong customer experiences.

Feed loyalty with communication. 

 

Client Wrap Up



Thank you.
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