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Experience and Service Design
DeS|gn|ng Customer Experlences
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The objective of the step

1. Define 2. Learn 3. Solve 4, Test

THE DEVELOPMENT CHALLENGE EVALUATE IN PRACTICE

POINT OF VIEW
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for compiling the customer's  Top for development Development
knowledge to be solved and solutions with real customers
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Our Design Process
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Creating and Managing our Customer’s Experience Journey

Process steps
to be followed

Core questions
to be answered

Tools and
methodology
selection
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Understanding our customer’s expectations

Personas + Needs + Insights + Research

Understand and design our customer’s journey ||Understand and review our customer’s
Mapping + Ideation + Prototyping + Design perceptions and impressions of their experience

Step 1 Step 2
Define our Solicit our
Customers Customer’s

insights
Who are our  What are our
customers or Customer’s

prospects? Who are  Needs and
our most valuable Expectations?

customers?

; -Interviews
-Persona Creation -Day in the life
-segmentation -insights
-narrative -analytical
-Potential -cultural
Customers? -structural

-Empathy

Step 3

Map our
Customer’s
Experience

What is their
current brand
experience?
Before, during
and after?

-touchpoint mapping
-need state analysis
-emotional state
analysis
-interactions

Step 5

‘Design’ our
Customer’s
Experience

What touchpoints  \What is and do  Are we continuing to

most impact we deliver the deliver the ideal
success? And ideal customer customer experience

what are the experience? constantly and

detractors? consistently?

Service Design
Process
-concept
-prototype
-validate
-ideation

Feedback




Step1 - Define our Customers

Step 1

Who are our :
customers or -Persona Creation
Define our prospects? -segmentation
Customers -narrative
us -Potential Customers?
Who are our
most valuable
customers?

=

=

=

Process steps Core questions Tools and
to be followed to be answered methodology
selection
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<Persona name>

“Insert quote that
characterises this persona
in one sentence.”

vy el FEE i

aa commodo consequat. Duis aute irure dolor
n reprehanderit in voluptate velit esse cillum

e
PR AR IR ey e | o
are au fLgiat mulla paranar.

Mame <name>
Type <fype>
Role <role>

Motivations

- Excepteur sint occaacat cupidatat non
fi— - P, eprnys 1 il JAEEpgt N [ 1
- Suntin culpa qui officia desarunt mollit
an

anim id est |aborum.

- Excepteur sint occascat cupidatat non

[*r]

R b S . R G P E—T
cuipa gul officia deserant moliit

= Excepteur sint occasecat cupidatat non.
Pain points
- Excepteur sint occascat cupidatat non.

- Suntin culpa qui officia desarunt mollit
anim id est |aborum.

= Excepteur sint occaacat cupidatat non.
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Behaviours

Variable description

Wariable descmption

‘Wariable descmption

‘Wariable descmption

Yariable descrption
1

Yariable descrption
1

ThoughtWorks



Step 2 - Solicit our Customer’s Insights

Step 2

Solicit our
Customer’s
insights

=

Process steps
to be followed

What are our
Customer’s
NEESE=Tgle

Expectations?

=

Core questions
to be answered

-Interviews
-Day in the life
-insights

-analytical

-cultural

-structural
-Empathy

=

Tools and
methodology
selection



o F

Had ahways been good at school, but
Org Chem was really hard.

Changed major a lot. Advisors always

looked at grades and were happy to
hawe me. Alvays left happy.

Preceptor program from school
towork was great! | did not
Hawe to make all decisions

M My AT

>
Fmreally good at school, but #'ﬂ'#
| don't hawe alot of other talents

I like nursing, but! really am more
committed to being a wife and m

Met with advisors to switch majors
several times. Selected nursing byfc
had many credits that would transfer

Cried. Mot happy with nursing job

Probles st aie maenk
o e e e -

Murse who changed
majors a lot & feels
career-trapped now

wlhery s sl gy g s el b B Lo s e

NE TP N WA T

STAKEHOLDER
Iwish | knews
be.
| feellike | could hawve gotten
Better career advice
] gl

She wants to love her
work and still prioritize
home

Explore options within|

and outof nursing BEC BiA

by o T P
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Insights
Q insig

Realhy did not KNOW
what it was like to be a
nurse. | was good at
school, but school is not
like the real worild.

Feels a bit trapped now
because the career
choice was nat
informed as much by
careful thought and
wisdom as by what
seemed rightat 22,

Preceptor ([mentor)
durng transition from
sr ool to-work was-
imvaluable. Felt like she
was not alone. Had
someone to help her
learn ropes and make
crit decisions

Seeswork as 2™ but
critical

et g Tk g Ao Lab JO0E
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Say
“Every day is differen
Talked about affect

“They [students] connected into
everything”

awesome” (watching kids
analyze data)




Step 3 — Map our Customer’s Experience

Step 3

Map our
Customer’s
Experience

=

Process steps
to be followed

What is their
current brand
experience?
Before, during
and after?

=

Core questions
to be answered
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-touchpoint mapping
-need state analysis
-emotional state

analysis
-interactions

=

Tools and
methodology
selection



What is a Customer or Experience
Journey Map?

Customer journey maps go by different names, such as
customer experience maps, journey maps, and touch point
maps.

Journey maps serve as a visual means to identify the steps your
customer goes through as they experience your product or
service and the impact of each.

Customer journey maps chart your customer’s experience and
help you target improvements with the greatest return.

By identifying those steps in your customer experience with the
greatest impact, your journey map becomes a centerpiece of

your customer experience planning process.
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The Customer Journey of Tom Segmentation Profile  Likes/Dislikes QS Ml iy Lol — Al s Fessies

M Male Adventure Seeker Scuba Diving
\=/ 28 yearsold University Graduate Sailing
Australian Single living inner city

Stages of Customer Journey
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Customer Needs and Activities

Customer Expectations - Of the entire holiday including perceptions of their actual interactions and experiences

Emotional State of the Persona

Potential Opportunities for Improvements
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Emotional Journey Map

1 2 3 4 5 6 7 8 9 10

Positive < . D
¢ [F

Negative .

1€

Tom



Example of Customer Journey Map for Online Travel Agency

Goal

Persona
Go on_a family vacation

Donna Redding, Suburban mom |

Stages of journey

Desire for Select Boolk :11.;?:::_'3 Travel to Experience Trawvel Remember
trawvel Wacation travel location wacation Home experience
events
Customer needs and activities
= Find owut = Discuss wwith = Discuss with - Book Book a few = Flgure out what = Arrange for Pack up family Create digital
about school family family cheapest reserwvations to pack and activities at Plan for food photo album
wvacations = Discuss with = Search flight and for dinner pack family hotel and meals Send pictures
= Find out friends online for hotel that nearby = Print tickets and = Keep track of cduring the trip to friends and
about family = Read details an meets neeaeds Find and book trawvel all of things Plan for Family
events magazines op optons of the entire a couple of Imformation that have transportation Tell people
= Review online Family interesting = Plan for been to and from about the
travel sites Tours and transportation scheduled alrport good and bad
- Getsense of excursions to and from = Post fun stuff parts
costs airport on Facebook
Expectations for online travel agency {Customer perception of experience: Good | Neutral | Bad)
= MNone = Compare = Compare = Book MNone = MNotify when = MNone MNotify when MNone
pricas of prices of cheapeast flights are late flights are late
o lfferent different Tflight that = Rebook Rebook
traval tinerarias masts neasds flights whan flights whean
destinacions = Book There ls a There Is a
and packages cheapest missed missed
hotel that connection connecticor
meets needs
Emotional state of persona
Happy
sad C\C(
Potential opportunities for improvement
- Offer sample = Allow searches = Prowvide Explore - Dewelop - Explore Develop Provide
itineraries for across multiple rewviews of closing “white proactive closing “white proactive capability to
Family destinations, hotels from space”™ with rebooking space” by rebooking easily share
vacations e.g., lovwest previous wvacation bas=d on sending based on photos,
cost options Ffamilies an scheduling family trawveler targeted Family traveler camments
anywhere in wvacaton at that Includes profile offers based profile and detalls of
restaurants & on family itinerary

Copyright © 2013 Temkin Group.

Caribbean

hotels

excursions
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When experience matters
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CX Journey Mapping Process
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Persona, Brand Attributes,
Key Trends

GREEN &
SOCIALLY
RESPONSIBLE

Behavior Line

On Stage Experience

. 4@#! 1T
Attitudes & CANT
. SHOW-UP
Emotions IN A DIRTY
CAR!
Back Stage Support

Evaluate Attitudes

&@# 1
LL LOOK ;
oo SBNT,
THAT COOM 1IN & ey
CARI

Prioritize Focus

“Moment that Matters”

Determine Impact

NCREASE
TREFERAL REDUCE
RATE REFUND
RATE
Readout

“We focused here, because...”

Clarify Needs & Drivers

Examine Capabilities
(Roles & Processes)

Desired Transformation

INCREASE
REFERAL
RATE

MOBILE
COUPONS

EMPOW WEDDING
FRONT ¢ a2 PACKAGES
STAFF

Reality Check

Redesign Experience

INSTANT
REFUND ON
BREAKDOWN

IMMEDIATE CONNECT
TEXT TO FIELD
cusTOMER [l SERVICE To
BILLING

Build CX Hypothesis

WEBEUEVE

RESULTING 1R

EMPOWERED
FRONT-LINE
STAFF




Create Initial Map
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The Customer Journey of Tom

Tom

Persona Profile M\ 5g

Male
Australian

Adventure Seeker and
Scuba Diver
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Adventure Seeker

R
The Customer Journey of Tom = and Scuba Diver

Post-service period

l
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The Customer Journey of Tom Segmentation Profile  Likes/Dislikes ©2016 iimagine Pty Ltd — All Rights Reserved

M Male Adventure Seeker Scuba Diving
\=/ 28 yearsold University Graduate Sailing
Australian Single living inner city

Stages of Customer Journey
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Customer Needs and Activities

Customer Expectations - Of the entire holiday including perceptions of their actual interactions and experiences

Emotional State of the Persona

Potential Opportunities for Improvements



Example of Customer Journey Map for Online Travel Agency

Goal

Persona
Go on_a family vacation

Donna Redding, Suburban mom |

Stages of journey

Desire for Select Boolk :11.;?:::_'3 Travel to Experience Trawvel Remember
trawvel Wacation travel location wacation Home experience
events
Customer needs and activities
= Find owut = Discuss wwith = Discuss with - Book Book a few = Flgure out what = Arrange for Pack up family Create digital
about school family family cheapest reserwvations to pack and activities at Plan for food photo album
wvacations = Discuss with = Search flight and for dinner pack family hotel and meals Send pictures
= Find out friends online for hotel that nearby = Print tickets and = Keep track of cduring the trip to friends and
about family = Read details an meets neeaeds Find and book trawvel all of things Plan for Family
events magazines op optons of the entire a couple of Imformation that have transportation Tell people
= Review online Family interesting = Plan for been to and from about the
travel sites Tours and transportation scheduled alrport good and bad
- Getsense of excursions to and from = Post fun stuff parts
costs airport on Facebook
Expectations for online travel agency {Customer perception of experience: Good | Neutral | Bad)
= MNone = Compare = Compare = Book MNone = MNotify when = MNone MNotify when MNone
pricas of prices of cheapeast flights are late flights are late
o lfferent different Tflight that = Rebook Rebook
traval tinerarias masts neasds flights whan flights whean
destinacions = Book There ls a There Is a
and packages cheapest missed missed
hotel that connection connecticor
meets needs
Emotional state of persona
Happy
sad C\C(
Potential opportunities for improvement
- Offer sample = Allow searches = Prowvide Explore - Dewelop - Explore Develop Provide
itineraries for across multiple rewviews of closing “white proactive closing “white proactive capability to
Family destinations, hotels from space”™ with rebooking space” by rebooking easily share
vacations e.g., lovwest previous wvacation bas=d on sending based on photos,
cost options Ffamilies an scheduling family trawveler targeted Family traveler camments
anywhere in wvacaton at that Includes profile offers based profile and detalls of
restaurants & on family itinerary

Copyright © 2013 Temkin Group.

Caribbean

hotels

excursions
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Identify all the touch points that make up your
customers’ experience

Touch Point Maps show each customer interaction within a larger experience. A primary goal is to understand
which touch points are used, and how each assists or interferes with your customers’ goals in the process.

Digital Touchpoints

Many experiences include touch
points outside of your direct control,
such as friends and family, social
media and third-party websites. Each

has an impact on the journey and
needs to be understood. ; _ ; \
e p Direct Mai .\ ’ ter VR .\

S
Call Czn

Call Canter

of Mouth
Physical Touchpoints

Unmanaged Touchpaint
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Rail Europe Touchpoints by Channel

Stage

Channels
Website

Call Center

Mobile

Communication
Channels (social
media, email, chat)

Customer Relations

Non-REI Channels

Non-linear, no time
restrictions

Research
& Planning

Maps

Test intineraries
Timetables
Destination Pages
FAQ

General product
& site exploration

Order brochure
Planning (Products)
Schedules

General questions

Trip ideas

Chat for web nav help

Trip Advisor
Travel blogs
Social Media

General Google
searching

ﬁ Linear process ,W

Shopping

Schedule look-up
Price look-up
Multi-city look-up
Pass comparison

Site navigation help

Schedules

FBE Comparator
Email questions

Chat for website nav help

Airline comparison
Kayak
Direct rail sites

Booking

Web booking funnel
- Pass

= Trips

- Multiple Trips

Automated booking payment
Cust. Rep booking
Site navigation help

Maobile trip booking

Chat for booking support

Expedia

Pre-Travel
(Documents)

/'\/\_)

Select document option (from

available options)

- station e-ticket

- home print e-ticket
- mail ticket

Call re: ticket options
Reguest ticket mailed

Reslove problems (info, pay-
ment, etc.)

Ernail confirmations
Email for general help
Hald ticket

©2016 iimagine Pty Ltd — All Rights Reserved

Non-linear, but
time based

Travel

Contact page for email or phone

Call with questions regarding
tickets

General calls re: schedules,
strikes, documents

Access itinerary
Look up schedules
Buy additional tickets

Ask questions or resolve prob-
lems re: schedules and tickets

Travel Blogs
Direct rail sites

Google searches

Post-Travel

Complaints or compliments
Survey

Request for refund, escelation
from call center.

Trip Advisor
Review sites

Facebook



- Confirm Delivery Payment Review &
. itinerary :: options :: options :: confirm

May call if
difficulties
occur

Change
plans

Print e-tickets
at home
Check ticket

‘ status
\

1

)

Plan

activities

Research
hotels

P4

Paper tickets
arrive in mall
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E-ticket Print

at Station
Get stamp

I-‘il for refund
H

Buy additional
i tickets
View
maps
p D
— /™ Plan/
Look up confirm
timetables  Arrange activities
travel



Mavigate website Visit FAQ section
Submit a request service
Resalution




Discovery Research Purchase Delivery After sales

Questions

Touchpoints

Emotions

Weaknesses

©2016 iimagine Pty Ltd — All Rights Reserved



Step 4 — Find our Customer’s Moments of

Truth

What touchpoints
most impact
success?

And what are the
detractors?

=

=

Process steps Core questions Tools and
to be followed to be answered methodology
©2016 iimagine Pty Ltd — All Rights Reserved selection
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Touchpoints and Moments of Truth

Touchpoint ~h Moments of Truth
f;"’-" '

* |s a point in the journey where * Key points in the journey where
there is an interaction with the customers may make a crucial
customer. decision or evaluate the

» Face to face contact experience

* Telephone contact * Purchase

* Electronic communications * Come back
* Physical interactions (ie buildings) * Recommend
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Zero First Second Ultimate
Moment Moment Moment Moment
of Truth of Truth of Truth

S DD
o ©© @
ARV

Discovery to Purchase

L B & 3 o kR R X b R K & 8 N_RE B N F B & N _§ 3 T F R §E B X FE E 32 FEE G 8 F E L N K R G N F R K B ¥ K I J

UMOT -> ZMOT. Shared expressions form trusted impressions
Sharad experiences affect every moment of truth
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Step 5 — Design our Customer’s Experience

Step 5

Service Design Process
-storyboard
-concept

What is and do

we deliver the

ideal customer
experience?

‘Design’ our

-prototype
-validate
-ideation

Customer’s
Experience

Process steps Core questions Tools and
to be followed to be answered methodology
©2016 iimagine Pty Ltd — All Rights Reserved selection



The objective of the step

1. Define 2. Learn 3. Solve 4, Test

THE DEVELOPMENT CHALLENGE EVALUATE IN PRACTICE

POINT OF VIEW

[ TP fhbe s e B T PP LTI FAmEasEsEAs s s s e iR n e h
T g Sk o i . 2 "m L e

for compiling the customer's  Top for development Development
knowledge to be solved and solutions with real customers
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Step 6 — Monitor our Customer’s Experience

Are we continuing
to deliver the ideal
customer
experience
constantly and
consistently?

=

=

Process steps Core questions Tools and
to be followed to be answered methodology
©2016 iimagine Pty Ltd — All Rights Reserved selection

=
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