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COLLECTIVE NOTES ON DEALING WITH SERVICE CREDIT
Sections

Overview

Deducting via Discounting vs Payment Type

Issues with “Discounting” method

What we need

Potential Solutions

BDR Points method
a. Creating custom payment type in LS at checkout that can pull points pretax?
b. Adding BDR points as a new Payment gateway in lightspeed?
c. Our current work around is to do a negative dollar amount

G. Revisiting how a BDR transaction with name and email can be migrated to LS.

Mmoo

Sec A. Overview

We need to figure out a seamlessly way to redeem service credit. When individual services
were selected, we could discount that service (with its own sku) by 100% off. Any other retailer
would have to “Zero out” the price” by discounting the service 100% off or changing the price to
$0.

When we started beating deals by the max amount with service credit instead of choosing
individual services, the process (at Sport Systems) became more complicated for cashiers, and
now they are having to perform a few manual processes & calculations which makes the
likelihood of error in this type of transaction high, and really slows down the checkout process
even more.

Sec B. Deducting via Discounting vs Payment Type

“Discounting” for the purposes of this document means taking an amount out of Subtotal
(before tax is applied) vs. “Payment Type” which is taken out of an account from the
Total (after tax)

After meeting with our accounting department and store manager:

- We must take out service credit as a “discount” vs. as a payment type
- The problem with taking out an amount from payment type has to do with tax:
- If we already captured the extra tax in the original sale, we don’t want to charge
tax for the service that we gave them to beat a difference.
- There is no money exchanged in this transaction (using service credit)
- Also if we built in the tax, including it in the service credit amount, then Sport
Systems would have to pay the extra tax.

Sec C. Issues with the Discounting Method

Two options for sport systems:





We can create separate SKU’s with $0 or no charge for the services that we are giving away:
Cons: -We would have to make a LOT of SKUS, especially for bike shop services
- If someone was using a partial amount to pay for a more expensive service then we still

would have to change the price

= £ Sales

TRAINING B SAMPLE ¢ Edit Remove Note Ship

Q Search + New Misc. Labor

DESCRIPTION

New Ski Binding Mount - Ski Path
$79

New Ski Tune - Ski Path
$29

Layaway All Special Order All Delete All

What we are doing now:

Gift Card
PRICE QTY.

$0.00 |1

$0.00 | 1

Apply Employee

Applying a “Best Deal 100% off discount” to the services

= £ Sales

TRAINING B SAMPLE ¢ Edit Remove Note Ship

Q Search + New Misc. Labor

DESCRIPTION

New Ski Tune
Discount: Best deal 100% off $-29.00

New Ski Binding Mount
Discount: Best deal 100% off $-79.00

Layaway All Special Order All Delete All

Gift Card
PRICE QTY.

$29.00 |1

$79.00 1

Apply Employee

TAX

Yes

Yes

Apply Discount

TAX

Yes

Yes

Apply Discount

SUBTOTAL

$0.00

$0.00

Set Tax

SUBTOTAL

$0.00

$0.00

Set Tax

Subtotal $0.00
Discounts $0.00
Tax $0.00
Total $0.00

B Save as Quote

Subtotal $108.00
Discounts $-108.00
Tax $0.00
Total $0.00

B Save as Quote

New Ski Mount & New Ski Tune are pretty easy to deal with because the 20% doesn’t apply
(only off of future repair services), but it’s still a pain to have to take out a calculator if the
customer has more than $108 on their voucher.

Things become more complex/involved for two reasons:
- When there is more (associate owes them a new card with the remaining balance) or
less (“paying” a partial amount in service credit)on someone’s service credit card
- Anyone who bought their skis, snowboard, or bike here that they get 20% all future

repair services

See link below for new procedure for these situations (yikes for our cashiers):

https://docs.google.com/document/d/1CQOir3J3pP3LLrgKpF G-

UQWQraDnZgl AEDs2Gt6jHgbM/edit?usp=sharing




https://docs.google.com/document/d/1COir3J3pP3LLrgKpFG-UQWQraDnZgLAEDs2Gt6jHqbM/edit?usp=sharing

https://docs.google.com/document/d/1COir3J3pP3LLrgKpFG-UQWQraDnZgLAEDs2Gt6jHqbM/edit?usp=sharing



D. What we need

- Acustomer account that holds their service credit so that the customer and store
can see the balance (Maybe “B Bucks” will rename later) and be able to pull from
it to use towards a purchase **

- Away to stack discounts in lightspeed or at least combine with a point system

- l.e. give 20% off service FIRST, and then take out a specific amount from
the subtotal from the service credit balance before tax.

- An automatic way to deduct service credit (without the employee having to pull
out a calculator)

What would be nice to have:

- Some way to separate services and product when ringing up items (so that we

can apply things like service credit and discounts only to the service subtotal

Maybe something like this? (mockup)

T T A Service Credit

TRAINING B SAVPLE Edit Remove Note || Ship Subtota $99.00

= £ Sales

Current

. Feeoes, $50.00 Discounts $0.00
Search FNew | Misc. | Labor | GiftCard Service Credit Tax $7.80
Service $99.00
DESCRIPTION PRICE QTY. TAX susToTAL ~ Value )
Total $106.80
Ski Performance Tune $99.00 1 Yes $99.00 New
- Balance $0.00

Layawzy Al Specizl Order All = Delete All Apply Employee | Apply Discount || SetTax | | 232;‘;:] $49.00 m

Then you could apply a discount afterwards for ski path customers B Save as Quote
Eventually, when we get customer pathways sorted we could make the
20% off automatic (the dicount amount could be programed in)

** We are gravitating towards a point system right now, where $1 = 1 point, lightspeed
has developed their own system like this so it would be interesting to look into. Maybe
we can just use theirs.

Other Notes:

e Something | realized: When we issue store credit with a gift card, people still have to pay
tax on everything

e The customers that bought their skis here (thus get 20% future services) AND have done
a best deal & chosen enough service credit to cover a repair tune, then they are actually
getting 27.8% off the service because they don’t have to pay tax on it. Should we factor
this in with our % to beat the deal rate? - we should maybe consider adjusting the max
for service credit auto-complete
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Defining Service Credit

How Should We Define our Process of Issuing and Redeeming Service Credit?

*Project framed through a Design Thinking Process:

e 3 Main ‘Buckets’ or phases for this project: 1. Research (empathize + define), 2. Create
(ideate + prototype), 3. Validate (test & assess)

1. Research Phase:

Define:

What is the process of issuing service credit right now?
The following outlines the process of how it should work if done properly.

1. A customer goes through a Best Deal & chooses either: (A) a specific service in the app
that they want to redeem at a later point in time, (B) Service Credit in a specific amount
by clicking the card in selectable items, or (C) the button for Service Credit to maximize
their service value (most common), all of which will be issued as Service Credit.

2. A customer finishes out their BD by entering their name & email, then arrives at the
summary page, where the associate can pull up the deal summary to show the cashier (or
refer to themselves if they are the cashier).

3. The cashier performs a few key actions at the POS (underlined = additional to the normal
BD transaction process):

a. Attaches the customer’'s name to the sale (same as was given in the BD)
b. Marks the Price Compared items as “BD” in the item notes

c. Rings up the service credit SKU & enters in the amount issued in the item’s notes
box (so that it shows up on the customer’s sales receipt), then discounts 100% off.

d. Records the amount of the customer’s service credit in the POS system (under
‘customer notes’ in Lightspeed/for Sport Systems)

e. Writes out the value of the service credit (SC) on a business card-sized voucher
and gives it to the customer (before or after POS process)

4. The customer must bring in their paper SC voucher to redeem their credit for any service
or experience (that is offered by the retailer [excludes partner experiences]) at that store
in the future





Existing User Journey flows for Issuing and Redeeming SC

Existing User Journey Flows

View .png file HERE or larger whimsical board HERE.

Empathize: (*with some define sprinkled in)
Empathy starts with research gathered from unsolicited feedback from different POVs

Point of Views (POVs)
e (Customer
e Sales Associate/Cashier
e Bookkeeper/Business Owner
e BDR Sales & Customer service

What are the observable problems with this process? —Bigger Question: Why should we fix or
redesign our current process?

Customers:

- Many customers have verbally relayed their concerns about holding on to a paper

voucher
- They are concerned with losing their service credit paper vouchers (some are even
certain that they will lose the card)

- Customers would like to be able to know/reference how much SC they have if they lose or
do not have access to their voucher at the moment

- Customers expect their sc credit information is saved digitally



https://drive.google.com/a/bestdealretailer.com/file/d/14cxkr7r3ETxlPZlOprlRUA_ZTaUNzjCb/view?usp=sharing

https://whimsical.com/7w61L86gRw8DEDTm2o9hJk



General confusion- often not clear that they have to have the card on them to present to
the cashier - also confusion on where they are supposed to use the card (i.e. not at the
shop counter)

Positive Feedback:

Customers have also responded very positively towards the process and think that it is
great

Customer’s feel relief knowing that their credit is being recorded as a backup (when that
is communicated & happens)

Sales Associate/Cashier:

The process is time-consuming & contains many steps (too complicated!)

It's quite challenging to remember all of the steps involved to correctly reconcile at the
POS (process)

It's even more cumbersome as a manual process on top of other manual processes (ski
dept- filling out service tickets & other paperwork)

The checkout process is highly involved & requires a lot of focus and clarity (and a
calculator sometimes!) - often, a calculator is needed - manual math involved

There is a wide margin for error - things can easily get screwed up

Service credit is not trackable (most of the time the cashiers are not recording a backup
of the customer’s service credit - which makes it untrackable)

Could be easily abused - cards could be replicated with very little effort & distributed

Watch the video examples below to see the process in action!

https://photos.app.goo.gl/8BLpUTK7LBILZANh49 (No longer linked)

(No positive feedback on the process - but that the concept makes sense)

Bookkeeper & Store Owner: MORE FEEDBACK/RESEARCH NEEDED

The process right now is not accurately trackable with the paper credits on the POS side
as far as service credit redeemed goes (we can track the given away part in POS)
It should be trackable
- We are discounting the service credit as BD 100% off, but when there is a partial
amount applied, we just have to change the price of the service
- Do retailers need to know how much service credit customers are redeeming and
when? Is this an important piece of data?
Could be easily abused - cards could be replicated with very little effort & distributed
We do not yet know the true long-term effect of giving services away to bridge a price
discrepancy, especially if that customer would have paid money for the services that they
are now getting.

Positive Feedback:



https://photos.app.goo.gl/8BLpUTK7LB9LZAh49

https://photos.app.goo.gl/8BLpUTK7LB9LZAh49



- This current process allows them to lose less margin by giving away services and
experiences that come at little to no cost to the business vs lower-margin product
- More customer retention

BDR Sales & Customer service:

- The current process is dependent on another retailer being able to do everything that we
can do in our POS system: 1. record customer notes, 2. modify prices, 3. record notes on a
line item (that shows up on a receipt)

- If their POS system does not have the same capability as ours, then we will not be
able to make sure that they have success with (or even use the service credit
feature period) - which is a key component to the BD process and successful usage

- If SC does not work for the retailer as we use it, then we would either have to
create a custom process for them (which would drain our resources that could be
devoted towards building a better solution) or expect they come up with their own
workaround (which would create inconsistency in the Customer’'s BDR experience)

Define:

Reframe the problem in a human-centered way, through JTBD (jobs to be done story).

Aby (a cashier):

When a customer wants to use their Service Credit towards a purchase and has forgotten their
physical voucher, I want to be able to access their service credit, so that I know how much to
deduct from their sale at checkout AND so that I can adjust their sc balance to reflect the new
balance after some or all of their credit was applied to the transaction.

When I need to transact a rather varied sale i.e. customer is buying products + services, applying
payment towards layaway, is using a gift card, gets a discount (any combination of) AND has
Service Credit that they want to apply to the sale, I want an easy way to apply their SC, so that I
don't have to worry if I have done it right, or mess up the math (and have the customer doubt
the legitimacy of the process).

Joe (a customer):

When I choose Service Credit, I want it held somewhere safe that I and the person who is ringing
me up can access, so I can both reference my balance and use my credit without having to
remember & keep track of a physical card.

When I have received Service Credit from a past BD and I am about to pay for a service, I want to
be able to use my SC to pay for that service at checkout, so I don't have to overpay, even when I
have misplaced my physical SC voucher.





Define Contd. - Infer Insights:

The Retailer needs a way to issue and manage a customer’s Service Credit balance to make the
checkout process easy and worry-free for the cashier and customer when it comes time for the
customer to redeem the SC.

The Customer needs a way to be able to use their Service Credit whenever they are being rung up
for a service, without having to bear the responsibility of having to produce/keep track of their
credit or worry that there is no backup if they lose it.

(secondary) The Customer would also like to be able to reference their Service Credit balance at
any point in time so that they can be informed of what would service/ or portion of the service
would be covered already (not out-of-pocket).

Best Deal needs to be able to deliver a system and be able to communicate a process to a retailer

that works independently from the retailer’s POS, and has trackability from the Best Deal
account side of things, yet can still work in tandem with any retailer’s checkout process (needs to

be universal & work in a holistic manner).

The process right now DEPENDS on the cashier remembering to execute all steps properly & on
mer rememberin ring in their r h 11 noth n in real nari

*Underlined are some surprising insights and emotional tensions
Key Insights & more Empathy:

- A qualitative issue that has emerged from this research is this emotional tension of
anxiety & worry [Empathize!]

Metrics: FEEDBACK NEEDED!
- The re-design of this process should alleviate this emotional tension for both
consumers & sales associates/cashiers * METRIC!*
- The process should be easy and enjoyable for customers and cashiers
- The retailer (business owner/bookkeeper) should be able to track

* Coming from a point of empathy, it suddenly becomes easier to identify quality metrics (the

above flowed naturally, starting with the first bulleted insight, which flowed into additional
metrics - lastly I added the title “Metrics”)

Visual Research Doc on Miro HERE



https://miro.com/app/board/o9J_kxIOHek=/?moveToWidget=3074457346723045823




Existing User Journey Flows

Issuing Service Credit
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