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Experience and Service Design
Designing Customer Experiences
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Our Design Process
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Understand and design our customer’s journey 
Mapping + Ideation + Prototyping + Design

Step 1

Define our 
Customers

Step 3

Map our 
Customer’s 
Experience

Step 4

Find our 
Customer’s 
‘Moments of

Truth’

Step 5

‘Design’ our 
Customer’s 
Experience

Step 6

Monitor our 
Customer’s 
Experience 

Understanding our customer’s expectations
Personas + Needs + Insights + Research

Understand and review our customer’s 
perceptions and impressions of their experience

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

-Persona Creation
-segmentation
-narrative
-Potential 
Customers? 

-differentiators
-loyalty drivers
-priorities
-roi
And..
-Blocks and 
inhibitors

Service Design 
Process
-concept
-prototype
-validate
-ideation

-Perceptions-
-Reviews
-Feedback
-Ratings
-measurement
-dashboard

Creating and Managing our Customer’s Experience Journey

Who are our 
customers or 

prospects? Who are 
our most valuable 

customers?

What is their 
current brand 
experience? 

Before, during 
and after?

What touchpoints 
most impact 

success? And 
what are the 
detractors?

What is and do 
we deliver the 
ideal customer 
experience?

Are we continuing to 
deliver the ideal 

customer experience 
constantly and 
consistently?

Step 2

Solicit our 
Customer’s 

insights

What are our 
Customer’s 
Needs and 

Expectations?
Core questions 
to be answered

Process steps 
to be followed

Tools and 
methodology 
selection

-Interviews
-Day in the life
-insights

-analytical
-cultural
-structural

-Empathy
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Step 1

Define our 
Customers

Who are our 
customers or 
prospects? 

-Persona Creation
-segmentation
-narrative
-Potential Customers? 

Who are our 
most valuable 
customers?

Process steps 
to be followed

Core questions 
to be answered

Tools and 
methodology 
selection

Step1 - Define our Customers
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Step 2

Solicit our 
Customer’s 

insights

What are our 
Customer’s 
Needs and 

Expectations?

-Interviews
-Day in the life
-insights

-analytical
-cultural
-structural

-Empathy

Process steps 
to be followed

Core questions 
to be answered

Tools and 
methodology 
selection

Step 2 - Solicit our Customer’s Insights
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Process steps 
to be followed

Core questions 
to be answered

Tools and 
methodology 
selection

Step 3 – Map our Customer’s Experience

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
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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.

©2016 iimagine Pty Ltd – All Rights Reserved



Pre-Service Period Service Period Post-service

The Customer Journey of Tom
Scuba Diving

Planning/OrganisingAwareness/Search

28 years old
Male

Australian

Likes/DislikesSegmentation Profile
Adventure Seeker
University Graduate
Single living inner city

Sailing

Source #1 Ref

Customer Needs and Activities

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

Stages of Customer Journey

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

PRE -S ERVICE S ERVICE POST-S ERVICE

Tom

Positive

Negative

Source #1 Ref
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Oracle . CX Journey Mapping Workshop . designingcx.com

CX Journey Mapping Process

Create Initial Map Evaluate Explore Design New 
ExperienceBrainstorm

Persona, Brand Attributes, 
Key Trends

Behavior Line

On Stage Experience

Back Stage Support

RESERVATION 
SYSTEM

RESERVATION 
SYSTEM

RESERVATION 
SYSTEM

Prioritize Focus

“Moment that Matters”

Determine Impact

Evaluate Attitudes

Readout

“We focused here, because…”

Clarify Needs & Drivers

Examine Capabilities
(Roles & Processes)

Desired Transformation

INCREASE 
REFERAL 
RATE

Build CX Design Canvas

Brainstorm Innovation

Redesign Experience

Reality Check

Build CX Hypothesis

Attitudes &
Emotions

Desirable

ViableFeasible
Useable
effortless

Meaningful
emotional

Useful
functional
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Create Initial Map 
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Persona Profile
Tom

28
Male
Australian

Adventure Seeker and 
Scuba Diver

The Customer Journey of Tom

Source #1 Ref
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Pre-Service Period Service Period

Post-service period

The Customer Journey of Tom Adventure Seeker 
and Scuba Diver

Planning/OrganisingAwareness/Search

Source #1
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Pre-Service Period Service Period Post-service

The Customer Journey of Tom
Scuba Diving

Planning/OrganisingAwareness/Search

28 years old
Male

Australian

Likes/DislikesSegmentation Profile
Adventure Seeker
University Graduate
Single living inner city

Sailing

Source #1

Customer Needs and Activities

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

Stages of Customer Journey

Emotional State of the Persona

Potential Opportunities for Improvements

©2016 iimagine Pty Ltd – All Rights Reserved



©2016 iimagine Pty Ltd – All Rights Reserved



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.

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.

©2016 iimagine Pty Ltd – All Rights Reserved



©2016 iimagine Pty Ltd – All Rights Reserved



©2016 iimagine Pty Ltd – All Rights Reserved



©2016 iimagine Pty Ltd – All Rights Reserved



©2016 iimagine Pty Ltd – All Rights Reserved



Process steps 
to be followed

Core questions 
to be answered

Tools and 
methodology 
selection

Step 4 – Find our Customer’s Moments of 
Truth

Step 4

Find our 
Customer’s 
‘Moments of

Truth’

What touchpoints 
most impact 

success? 

-differentiators
-loyalty drivers
-priorities
-roi
And..
-Blocks and inhibitorsAnd what are the 

detractors?
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Process steps 
to be followed

Core questions 
to be answered

Tools and 
methodology 
selection

Step 5 – Design our Customer’s Experience

Step 5

‘Design’ our 
Customer’s 
Experience

Service Design Process
-storyboard
-concept
-prototype
-validate
-ideation

What is and do 
we deliver the 
ideal customer 
experience?
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Process steps 
to be followed

Core questions 
to be answered

Tools and 
methodology 
selection

Step 6 – Monitor our Customer’s Experience

Step 6

Monitor our 
Customer’s 
Experience 

-Perceptions-
-Reviews
-Feedback
-Ratings
-measurement
-dashboard

Are we continuing 
to deliver the ideal 

customer 
experience 

constantly and 
consistently?
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