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Today’s workshop session plan

SESSION ONE - Customer Journey Mapping — Foundation Knowledge

SESSION TWO - The Customer’s Journey — Moving from Expectation to Perception to Advocacy

SESSION THREE - Customer Journey Mapping - As a Useful and Effective Tool

SESSION FOUR - Customer Journey Mapping — Supporting your Thinking and Business’s Culture




Masterclass guide to
customer journey mapping




Overall Workflow For the Day

JThe Basics of Customer Journey Mapping

J Map Framework Options

J Mapping Considerations and Types of Maps
d Building Customer Journey Maps

d Current and Future Mapping

J Using Your Map to Design Incredible Customer Experiences
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Multiple Contexts
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Customer Experience Strategy

Customers’ goals Content

What do customers need
to do to accomplishtheir
goals?

Who are they, what are
their goals and
behaviors?

Customer
experience
strategy

Personality Touchpoints

How should the brand
be expressed throughout
all interactions?

Where do customers
consume content?

Source: May 18, 2011, “Why You Need A Digital Customer Experience Strategy” Forresterreport
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Rail Europe Experience Map
Guiding Principles

People choose rail travel because it is Rail booking is only one part of people’s larger

travel process.

People build their travel plans over time.

People value service that is respectful, effective
and personable.

convenient, easy, and flexible.

Customer Journey

STAGES

RAIL EUROPE Research destinations, routes and products

_SelectPassles)

Research & Planning Shopping Booking Post-Boo

Confirm Payrment
itinerary options ©

options

Fleview &
Confim

» Pre-Travel

Wiait for paper tickets to arrive

Activities, unexpected changes

Lo
_Follow-up on refunds for booking changes

Destination (e
pages ‘\\ tirme tables E-ticket Print
p! - ___at Station
r'/ ~ Get stamp
\mllourope‘oom iz P Liva chat for el _|\ I"i /} . for refund
uestions : ) g
Plan with _/ Map itinerary \‘) k) - - ) X
interactivemap . (finding pass) = — :
May call if — ' Buy additional
DOING 5 ckets
difficulties I/ ~ ticke
occur | A i =
5 _ U i p S/ i 3 view > p—, —
- ; = \ / maps ([ ) fusss )
( i : Print e-tickets N L/ eest ( 3
\ b .4 4 at home Paper tickets = ~ Plan/ EN—
e ] arrive In mail Look up contirm
o irru ¥ il ti
bl mstabies Arrangs actutias refunds I\;‘;Irte':JK:és
friends 5, travel
= ‘What is lhe easiest way 1o get around Europe? = | want to get the best price, bat 1'mowdlling to pay a = Do | have all the tickels, passes and reservations = Do | have evarything | nesd? = | just figued we could grab a train bul thee are = Trying 1o return ticket | was not able 1o use. Not
= \Whera do | want to go? It rreore for first class. I nead in this booking so | don't pay mona = Rail Europe website was easy and friendly, but not mora trains. What can we do now? sura if I'll get a refund or not.
THINKING = How much time shoukd Vwe spend in each » :ﬂﬁ;“‘:‘"ﬂaﬁ Inil iy Wivolo 1D 00et. Me? YWhat ona my shipping? whien an issue came up, | couldn't get help. = Am | on the right train? If not, what next? * Paople are going to iove these photos)
piace for site sesing and activities? - I = Aall Europe is not answaring the phone. How = What will | do if my tickets don't arrive In fime? = | want to make maore travel plans. How do | = Mext time, we will explons routes and availability
= Are thera other activilies | can acdd to my plan? else can | gat my question answared? o do that? more carefully.
= I'm excited 10 go to Europel = It's hard to trust Trip Adviscr. Evervone is = Wabaite axperlence e easy and friendlyl = Stressoed that I'm about to leave the country = | arn foaling vulneable to b in an unknown place in = Excitod to share my vacation story with
Will | be able to see everything | can? a0 negative. - = Frustrated to not know sooner about which and Rall Europe won't answer the phona. the micidia of tha night. rmy friends.
FEELING What if | can't afford this? . = Keaping lrack of all the different products tickots are aT!ckms and wl:\icﬁ are papor tiokels. = Frustrated that Rail Eurcpe won'l ship lickels - .xlmas&'c_l that tha train won't arre on time o my = A bit annoyed (o be dealing with ticket refund
= | don't wanl lo make the wrong choice. i:r:‘x:nfumna: o e b . Mot sure my tickets will arrive in time. to Europe. . ;ﬁ;‘;ﬂg'g‘wm T issues when | just got home.
- sure this s tha trip want to taker * Happy to receive my tickets in the maill BOCBCRGLE i Bl :
EXPERIENCE
Opportunities
GLOBAL PLANNING, SHOPPING, BOOKING POST-BOOK, TRAVEL., POST-TRAVEL
Communicate a clear value Help people get the help they Support people in cr their Enable people to plan over time. Visualize the trip for planning Arm 5 with inf p the paper ticket A dart and
proposition. need. own solutions and booking. for making decisions. experience. booking in Europe too.
STAGE Initiat visit BTAGES: Global STAGES: Giobal STAGES: Planning, Snoppng STAGES: Planning, Snoopng BIAGES: Shopping, Boaking BTAGES: Most-Booking, Travel, Poal- Travel STAGE: Traveing
Make your s into be E in 1] with Ci and Aggregate shipping with a F ty help people deal c 1y at
more savvy travelers. explicit purposes. booking on the web. reasonable timeline. with change. all times.

adaptive path

STAGES: Planning, Snoooing, Bookng

Information
sources

STAGE: Booking

Stakeholder interviews
Cognitive walkthroughs

Customer Experiance Survey
Existing Rail Europe Documentation

SIAGES: Poat Bookng, Travoing

‘Cngaing. Linsar
non-lineas procese

STAGES: Post-Booking, Post Travel

tima DaRac

Experience Map for Rail Europe | August 2011




Customer Journey Mapping

Customer experience is complex. Journey mapping can help bring your customer experience to life
and assist with having a dynamic and action related insight into your customers overall engagement
with your business or organisation.

There are many ways to map...
= Some maps are more visual (like a storyboard)
= Others are more data-driven for the purpose of touchpoints analysis

=  Some maps are more high level, while others are very granular

The bottom line is...

There is no right or wrong way to map — we are all learning together. But—depending on how you
plan to use and share your map and its findings— some methods work better for you than others.



The Value of Experience in Journey Mapping

An experience focused Customer Journey map is a strategic tool for capturing and presenting key
insights into the complex customer interactions that occur across experiences with a product, service,
or ecosystem. At the heart of an experience map lies the customer journey model, an archetypal journey

created from an aggregate of all customers going from point A to point B as they attempt to achieve a
goal or satisfy a need.

The activity of mapping builds knowledge and consensus across teams and stakeholders, and the map
as artifact allows you to create and support better customer experiences. Inshort, experience mapping is
a journey that can involve and impact your entire organisation.



Basic Requirements of any Customer Journey Map

Regardless of the design you use, all maps should include (at a minimum) the elements listed on the
checklist to the left. This will provide a solid framework for building a robust customer journey map packed
with priceless insights about your customers, your processes & your overall operations

3 Basic Things to Include in any Journey Map
O Quantitative Data & Qualitative Customer & Employee Feedback
L Customers Segments (Personas) — define & segment them to identify whose journey you want to map

O A Touchpoint Inventory & Customer Journey — The steps customers take & all the touchpoints they
encounter as they progress through your lifecycle stages & channels

A map in & of itself is just a pretty picture illustrating how your customers interact with your business. It’s
what you put into your map that will ultimately determine how valuable it will be & help you truly drive
change for your organization.



Basic Characteristics of an Effective Customer Journey Map

(1 Be Approached as an Ongoing Discipline, NOT as a One and Done
Project!

(1 BeCollaborative

A cross-functional team from all areas of your organisation should be involved in the mapping process &
have ongoing access to the map to use it, make updates, & monitor performance & progress.

1 BeCustomer-Focused

A map must be developed from the customer’s perspective, not the organization’s. It should
contain both quantitative & qualitative research.

( Quantitative: Dig into your existing data—scour web analytics, surveys & other data sources
that reveal how customers interact with your organization

 Qualitative: Observe & talk to customers & front line employees. Allow them to tell a story of
their experience. Document their actions, thoughts & feelings & match them up with touchpoints,
channels & lifecycle phases



Basic Characteristic of an Effective Customer Journey Map

J BeMulti-Faceted

A good map provides an eagle-eye view of the holistic customer journey and...

L Helps you identify your most important touchpoints

L Provides a way for you to attach customer research and data to touchpoints

0 Makes edits & updates easy

L Allows you to pull out specific sections of the customer journey that require the most
attention and create “micro-journeys” of individual scenarios. These “micro-journeys” can all

be rolled up into the master map that encompasses the customer experience from start to
end

J Be Easy to Understand, Share & Update



Basic Elements of Journey Mapping

Actions
What steps do your customers

take to meet their needs? Quantitative & Qualitative Research

Thoughts Key Findings & Actionable Insights
How do customers perceive & evaluate

their experience? What do they expect?

Your

CHStOmer Touchpoints, Channels & Lifecycle Stages

Feelings

What emotions do your customers
show in their customer journey?
Where do the highs & lows occur?




Basic Mapping Framework - Map/Analyise/Present

Just as there are multiple ways to design a map, there are a variety of ways to approach
the mapping process. However, for the most part, all approaches tend to follow some
variation of the well known MAP framework.




STAGES m BOOK APPOINTMENT ARRIVE AND CHECK IN WAIT DURING SERVICING CHECK OUT > FOLLOW-UP

Ol
= How much wil this cost7 = firo thay fidbie 7 Can | just show upT
= Yhat's near ma7 = iihat's the Insiost wey i book an
* How can | ooninct tham? mppntwc?
THINKING Wiy Groen 7 = Can | canoal or mechaduls? How?
= Appmharsia - Don't want to spend & lot. = Frusiratad - don't want io jump through so
. h C i . mlmp.p-tbglm.m
» Chogkoss - I'm cluckess shout aars = Hopalul - | hopa | gat tha time | want
FEELING = Zkaptical - Wil this raslly holp the planot? = Rcliaved - now that the appointment is sat
Tham's lots of competition so knowing who o can be booked by phone or
st is important. anlina but its tedious aithar weng
= Sita is owerwhaiming and herd fo navigois = Oimiing form nsks for a lot of informagion
CUSTOMER EXPERIENCE =Bk nks B
= Dutdatod Info = Onlina booking stll requiras emai and
phona.
= Frigndly atiendant on $he phona, but heva
o go through eutomaiad voioa first.
OPPORTUMITIES

* |5 it any to find and pet thara?
= Whem do | park?

= Whom do | pa? Who do | el a7
= How long will tha wait ba?

= How much wil this cost7

= Anxious - If I'm leto, will they stll ke ma?
= Lincartain - Am | in tha right place?

-Mmﬁ-ﬂrhu.iﬁ' Incomveriaroed,
bt i bgldmn.‘

&

Chack-in is st and friandly but i doasrt ol
it cor i geetiing hugged.

» M acknowiad of firs-imo

= Phong ringing corstantly and loudly
# Custormar not informad thet check-up is
included with ol change, unti ha mskad,

= Whet can | do whils | weil?

= Wiould | rather wait horm or coma back ksor 7
= Will it bo dona on tima? How will| know?

= Can | waich what thoy am doing to my car'?
= How is m7y sarvioa eco-friendly T

= Burprised - It's specious and comioriabio.

= Bored - No magasinasTVT But thom’s WiFL
= Skoptical - Is all this gran shuff for eal?

= mpationt - how mucdh longer vl this taka?

®

‘Weiting arca i mon comiy than most but
reading product and graan facts gets old fast.
= Artincts ara ot relevant bo my senvica

= Mo indication of my estimaled completion
= ho entertzinmant

= Mo acknowledgement from staf

= Wil a macheric tall mo axactly did thoy did?
= Wil | undarstand what s'ho is teling ma?

= Whet is tha oost braskodown?

= Ara thara othar tips for maintaining my o7

= Raicvod - t's frely donal

= Rdicved - The cost is as cpectod.

= Disappointad - Didn't meat rmy mechanic?
= Cludloss - Dot undarstand what thay did.

Checkout is fast an painkess but it doosn't

irepira & huge dasina to retum.

» Knowlodga and passion only coma
aftar prompting.

= Mo clear brakodown of whet was dona,

hhow it s2vas money, or tha planat
= Mo reason fo stay connactad bebwaon visis

>X<

= Whara is my car'? s it in e same spot T
= Whan will | naad fo bring my oar in again?

= What mquircs. mechanio, and what can | do
N Y canT

= Hopofl - Will my car non batiar?
= Optimistc - Doas my oar facl anmy difioront 7
= Cautiows - Asa thay poing 1o spam my inbox?

GE is on socal networks but them's no mason

1o stey connectod batwooan visits.

= Noad battor reminder than a sticker

= Ermasilod recoipt s a daad and.

= Nothing 1o sham or conneot with my nowly
prean-tunad car




Basic Mapping Framework: MAP

 Identify your mapping method, team & ingredients
d Involve keystakeholders:

Remembering that, mapping should always be collaborative. Get everyone on the
same page from the very beginning. Here are a few ways to involve key stakeholders:

O Host formal journey mapping workshops & involve everyone in the actual data
gathering, analyzing & map building process.

O Organize an informal meeting or call to discuss the project’s scope, objectives,
goals and timelines, & assign roles and responsibilities.

O Interview stakeholders on key capabilities — this will surface touchpoints, key
interactions (moments of truth) & pain points.

d Start building yourmap

Bring the customer journey to life by adding your touchpoints and related business &
customer data.




Basic Mapping Framework: ANALYZE

The mapping method you choose will greatly impact your ability to efficiently and
thoroughly analyze your map & data and share your findings. At this stage your data

& your map are synched together and informed through the bringing together of
disparate sources of insight and data.

Jldentify what’s most important to your customers and business & what
creates or detracts from value and drives loyalty

(JUse charts to help visualize & understand customer experiences

Score your touchpoints & develop and prioritize action plans

(i.e. if a touchpoint’s value is high but isn’t effective, you’ll know it requires immediate attention.)

-l Build a compelling case for change




Basic Mapping Framework: PRESENT

Readout phase. This is where you share your map & findings
with stakeholders.

(JUse you journey map to create compelling stories
to share

(J Create versions to be able to share the whole map or
only specific map views & reports so that you can
tailor and share only what’s most relevant to your
audience

J Look to create a sharing platform to give you the
capability to socialize the map with stakeholders

s
.....
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Basic Mapping Considerations

When approaching a Journey Mapping project, there are several considerations that need to be
addressed:

J Structure of maps

Maps can be touchpoint-specific, or you can map a ecosystem (where you outline how data, technology,
people & processes work together in the phases of the customer journey).

JHow do you Define a Touchpoint?

How granular should | get in defining the touchpoint? For example, is each direct mail piece its own
touchpoint, or is it sufficient to just have one touchpoint called "direct mail"? There is no right or wrong
answer here either, but you should gain consensus before starting the mapping activities.

J Which Touchpoint Attributes Should you Capture?

At a bare minimum...

L Customer Lifecycle Stages

O Channels

O Key moments of truth

1 Some method of evaluating or scoring the touchpoints, such as...
** Emotion, Score, Frequency, Pain Point, etc.



Add Additional Depth and Insight

Add Depth & Insight to Your Customer Journey Map and Touchpoints to make your map more functional and
useful by Capturing these Additional Attributes:

O Customer or stakeholder comments O Importance
O Department/Owner O Cost, time, and/or impact if pain points are
resolved

U Products and Processes supported ] ]
[ Root cause of pain point
1 Back office systems and IT assets

supporting touchpoints  Do’s and Don’ts (your golden touchpoint

standards)

O Scenarios where touchpoint is used (based
upon customer goal/need)



Creating a Basic Customer Journey Map

1. Start Small

Consider picking a specific scenario (application, enrollment, onboarding, etc.) to get started.

When doing so, it’'s a common practice to create a separate view that uses the columns as the steps in the
scenario and the emotions/score for the rows

Place the touchpoints in a certain order in order to represent a hypothetical journey/path a customer would
likely take for this scenario

2. Map the Current State First:

[ Then, validate the current state

 Map with real customer feedback and insights

(] Later you can map the future state



Customer Experience Journey Map Format

Broad Mapping Objectives

To identify all possible touch points that make up your
customers’ experience, in order to improve your
company’s impressions at these touch points.

To understand the emotional impact of interactions in
your existing customer experience.

Types of information we want to map

Objectives and Tasks. What is the customer
trying to achieve at this stage

Questions. What does the customer want to
know at this stage?

Touchpoints. How does the customer interact
with the organisation and its offering at this
point?

Emotions. What is the customer feeling at this
stage in the process?

Weaknesses or Breaks. How does the
organisation let the customer down at this stage?

Buying Entering the

Stagss i tickets museum
| Stages
Placed along the top (x-axis) of the
map, the experience is broken into the Thinking
steps or stages you want to map about
your customer.

Information

Placed along the side (y-axis) of the Feeling
map, the information rows outline what

you want to know about the customer.

Common sections include: Doing
e  Emotions (thinking, feeling,
doing)
e  Tasks (actions)
e Questions
e [nteractions (touchpoints)




Keep Your Map Alive, Useful and Relevant

Prevent your journey map from becoming a dust collector!
Have a plan to:
 Have a long-term plan in mind
O Appoint map “owners” who are committed to keeping projects on track

d Remember, mapping is not a “One & Done” project. Businesses are always evolving & maps
should too to reflect the current state of the customer experience

1 As you complete your initial assignment, we challenge you to think beyond the “project.”

A few ways to expand the use of your map to keep your customer experience
initiatives moving forward:

 Measure touchpoint performance and add additional detail
 Use your map for employee training

(d Map upcoming product launches or your desired future state
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Research and Discovery for Experience Journey Mapping

RESEARCH DISCOVERY
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o PLACE TIME TOUCHPOINTS
Doing What actions Thinking How do Feefing What emotions
are customers taking people frame and do people have
to meet their needs? evaluate their along their journey?
What are their key experience? What VWhat are the highs?

behaviors? do they expect? The lows?

Source- Adaptive Path
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Customer-Centric Research Techniques provide depth of understanding and Insight into your
current and future customers that is at the heart of a successful Customer Journey Map



Customer Research - Insights

Qualitative Research

Having conversations with customers is a common and reliably
successfulmethod used to gain insights for an experience map. You'll
want them to focus on a story that is relevant to the product, service,
or problem area you are investigating. When possible, interviewing or
observing customers in their natural setting will provide you with the
richest data.

Follow a directed storytelling development technique that guides
the conversation with a series of open-ended questions. Your goal is
to encourage the paticipant to share their story. Foster an engaging
conversation, rather than pointed questions, and focus your
observations on the experience mappingbuilding blocks. Remember
that the core building blocks are doing, thinking, and Feeling.

Source: Adaptive Path



Customer Research - Insights

Customer Interviews

Ethnography & Contextual Inquiry
Customer Surveys

Customer Support/ComplaintLogs
Web Analytics

Social Media listening

Competitive Intelligence

Shadowing

Service Safaris

The five Whys

Cultural Probes

Mobile Ethnography

A Day in the Life
Expectation Maps

What if?

Customer Lifecycle Maps
Business Model Canvas
Stakeholder Maps
Customer Journey Maps

Personas

|dea Generation
Design Scenarios
Storyboards
Desktop Walkthough
Service Prototypes
Service Staging
Agile Development
Co-Creation
Storytelling
Service Blueprints
Service Roleplay



Customer Research - Insights

Quantitative Research

Many insights can be drawn from reviewing web analytics and
digging deep into data sources that reveal what current
customers are doing when they interact with your organisation.
paired with customer satisfaction data, you can spot issues in
your customer funnel or see which channels and touchpoints
generally get higher or lower marks.

In addition to analysing existing data, you may find it useful to
create a survey targeted at existing and prospective customers.
A survey can answer basic questions, help validate what you learn
in qualitative studies, or yield insights that help prioritize the
focus of your customer interviews. it may also make stakeholders
feel more comfortable that the experience map is based on a
large enough sample size of customer data.




Customer Research - Insights

Individual activity : Experience labs prep (10min) (WEBSITE)
*\\/rite down what (think) you already know about your customer. (assumptions)

e\\/rite down areas you need to find out more. (interview objective)

Who are they?
Demographic, profile, values

9 Why?

e\What is their motivation in using
your product / services?
*\Why are they using web?

What are goals and tasks?

*\What are their goal using your
product/ services?

*What are the key tasks when using
your website?

When /where?

*\\When do they use your product/ services?
*\When / where do they use your website?
*\What do they do before or after using your
website?

How?

eHow do get to know your product? How are they
making a decision?

eHow are they using the web currenlty?

*How do they expect using your website to be?

What you want to find out more:
1.
2.
3.




Customer Research - Insights

Activity in pair : Interview your customer (10 min x 2) (WEBSITE)
e|ntroduce your product / services using elevator pitch

e Ask customers ‘open - ended’ questions using following probes. It's a user-led

conversation, not a questionnaire.

Who are they?
Introduce yourself (job, family...)
How would you describe as a...

Why?

e\What is your motivation in using
<kind of product/ service>?
*\Why are they using web?

What are goals and tasks?
e\What is your goal in using < >
e\What is the main thing you want to
do on <> website?

When /where?

*\When do you need < >?

*\When / where do you use < >web?
e\\Vhat do you do before or after using <>
website?

How?
eHow do you get to know < >?
eHow are they using the web currently?

e*How do you expect using < > website?

Useful probes:

1. Tell/ show me how you usually do?
2. What's most important to you? Why?
3. How do you feel?

4. (lots of) why?

Source: Adaptive Path



Persona Profiles

“Lam a juggler. | jtigale o full-time job
that has me on the road at feast o few
days a month and | am mom to two
active kids. i need consistency,
convenience, and caffeine!”

Name: Faye Weaver

Age: 46

Occupation: Account Director
Lives in: Chicage, IL

Parsonal; Married, two children

Persona: Business
Traveler

Motivations

Travels frequently, wants to have the stability of a
favorite brand

Uses coffee shops as & place for informal client
meetings

Often purchases gift cards, specialty food items, or
merchandise for ¢lient and staff gifts; buys bulk coffee
for home use

Is active In her community whan she has time;
particularly interested in neighborhood issues

Goals

Finding the nearest coffee shop that has meeting space
and food

Purchasing products

Getting a relizble cup of coffes, quickly

Behaviors

.

Web savvy
Likes convenient ways te make purchases and track
expenses

"I spend a lot of quaity time with
my compurter, but | don't wont to
withdraw from the world fust
because I'm busy being a student.”

Name; Lila Chan

Age: 20

Occupation: Student
Lives in: Seattle, WA
Personal: Single, no kids

Persona: Student

Motivations

.

Cares about social respensihility, particularly
sustainability and human rights

Appreciates artisanal quality, despite her student
budget

Likes to try new foods and beverages

Skeptical about large corporations, sensitive to being
seen as a consumer of their preducts

Considering & part-time job to help with expenses

Goals

.

Shop at socially respansible businesses
Spend time with friends in inexpensive ways

Behaviors

.

*

High usage of smartphone, tablet
Spends time on twitter, Facehock, and Instagram




Create your Customer’s Persona Profile

Persona Profiles describe your key customer types so that you, your team, and everyone
else can keep real people clearly in mind as they improve the experience

WHO AM I?

ADD
PICTURE
OR
DRAWING

PERSONA NAME:

CUSTOMER
SEGMENT:

MY INTERESTS MY PERSONALITY

3 REASONS FOR ME TO
ENGAGE WITH YOU

3 REASONS FOR ME NOT TO
ENGAGE WITH YOU

il 11
2. o
3 5

MY SKILLS MY DREAMS MY SOCIAL

ENVIORNMENT



Persona Profiles
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Customer Empathy Mapping

An empathy map is a collaborative tool teams can use to gain a deeper insight into their customers. Much like a user
persona, an empathy map can represent a group of users, such as a customer segment.
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Customer Empathy Mapping

How Would | Use an Empathy Map?

A sample empathy mapping session may be as follows: Assemble your team and have them bring any
personas, data, or insights about the target of your empathy map. Print out or sketch the empathy map
template on a large piece of paper or whiteboard. Hand each team member sticky notes and a

marker. Each person should write down their thoughts on stickies. Ideally everyone would add at least one
sticky to every section. You might ask questions, such as:

*What would the user be thinking & feeling? What are some of their worries and aspirations?

*What would their friends, colleagues, and boss be likely to say while the user is using our product? What
would the user hear in these scenarios?

*What would the user see while using our product in their environment?

*What might the user be saying and/or doing while using our product? How would that change in a public
or private setting?

*What are some of the user’s pain points or fears when using our product?

*What gains might the user experience when using our product?




Types and Variants of
Journey Maps



Ethnographic Journey Maps

HAT: Hand-drawn sketches that answer a core question
HY: To capture deeper, more relevant stories from customers

HEN: During interviews, as a tool to spark a conversation

S ===

HO: Current customers and non-customers

HOW: Ask person to draw their answer to the core question;
then debrief
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Activity — Ethnographic Journey Map

e Ask one open-ended question, “How do/did you...?”
to frame the journey map activity

e Allow5- 10min todraw: 15min to describe

e Use open/closed questions to fillin knowledge gaps
and probe for thinking, feeling, doing data

e Recordtheinterview session for later referral



AS IS Journey Maps

WHAT: Data visualization derived from customer data, business data,
trend data, analytics, etc. Reveals of what is happening now.

WHY: Reveals opportunities for a business; catalyzes customer-centric
thinking

WHEN: Prior to embarking on a transformative initiative; when
customer feedback indicates
WHO: Stakeholders from the business; customers; prospects

HOW: Data collection and analysis; affinity mapping; datavisualization



Characteristics — A balance between Customer and Business

Business
- Process/Lifecycle
- Goals

- Brand Impression
- Touch points

Customer
- Objectives

Time

- Goals
- Emotions
- Touch points



Elements of an AS IS Journey Map

Experience phases
Customertypes

The journeyitself

Points ofdelight/opportunities

Points of pain/servicebarriers
Specific touch pointsand interactions

What the experience is like; the highs and lows

Keyto explain the map
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| don't advocate one look or a template for maps but | do advocate representing elements of all of the above regardless of presentation mode



Customer Journey Map

ISITE Design

Sta ges Customer Journey Mapping Worksheet

Touch Points

~) 2 2 2 2 )

Customer Needs »
Customer Expectations =
Customer Activities ==
Emotional State ...
Opportunities -
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Persona-based Journey

: s = n Social Gamer

(comcast

Past Experiences

Experience Map v.1.0

Awareness

Choose

Purchase

Richard

Age: 21
Location: Philadelphia, PA
Occupation: Student
Family: Single
Hopsehold  s20kiyear
Computer
skil; P @S ®

Influence: . (0 (0

Key Motivators

» Hears about games mainly from friends
through word of mouth

« Ability to play multi-player with friends very
important

« Very aware of tech issues

« Price conscious, seeks deals

+ May not own latest system but wants it badly

« May not own latest games but wants them
badly

» Likes to see latest games in development

» Likes fo purchase in person to have box to
show off

« Expects game lo last a long time

« Keeps up on latest gaming news to be “in the
know”

+ Reads and posts at blogs, gaming sites,
forums

» Researches online, buys retail
« Read reviews and ratings

» Plays almost all genres, choices depend on
friends and mood

+ More focused on Storyline

« Willing to invest a lot of time into gaming

» Likes to maximize game investment (find
hidden sections)

« Plays almost everyday

« Compares scores with friends

Prepared by: Gene Smith and Trevor van Gorp for

Hears’about

See what games by word
system friends of mouth
ave (1.1.2) (5.4.1)
Plays all kinds Played on
of games “classic” systems
. and owns at least.
one PC
|
i *
“I'll play “PCs allow you to
whatever customize more.”
depending on
my mood.”

Processes

. Frequents
Gaming
Read blogs Sites Reads reviews
and forums {2.5.1}{2.5.2
(2.5.18) 2.5.3)(2.5.4)
/atches TV shows Downloads podcasts
and cornmﬁrcials (2.5.1%?d
Tells friends D

Very focused on

about games
(2.4.2)5.4.1) 1amgWstuﬁ in games
and consoles
’ (1.1.15)(1.2.5)
(2.:2..5)

See available/
upcoming games
for a console
(1.2.1)(1.2.5)
“I tell my friends 5

about new games.”

* “Ilike to see
‘new games in
development.”

_ LEGEND

Cloud Ongoing y

(comcast

“I like to see
what's coming
out for the new

consoles.”

Icons

o b U O

Online Social

Gaming Physical/Retail Media

(number in brackets) corresponds to task number on Alignment Model

“I never buy a game |
haven't played first.”

“I love custom

Willing to invest
a lot of time
2.2.2)

"E skins and maps.”
Test Play 1
(2.61)(2.6.2)
Download  (263) | Rentgame
demo efore buying l
(262) (2.6.1)
Goggls the Read user 5P
ame  reviews e“
(2.5.20) (2.5.3) 3
¢ Reads blogs Use expansion
(2.5.18) mags2.9.8) Evaluate
\ A A
Talk to friends D W (ZF_’ Eﬁﬁ)
Word of Mouth  Reads Focus on overall
(2.4.2) . game depth  Cholses based
‘ (2.5.2) (2.5.8)(2.5.9) on desired mood
. i g..fmu 2511  (224)
Compare pro/ .5.12“2‘5.18)
user reviews (2.7.2)(2.7.3)
(2.9)
» B ’ Focus on
My choices multiplayerfonline
are based on (29.1)(2.9.2)
what my ]
friends have.
If they have |
it, I'll buy “Reviews are “I like how often “Multiplayer is the
something important.” they're updated| #1 priority.”
different.” and the human |
point of view. Just Multiplayer is

regular opinions.”

1*, Value, gameplay
and getting my
friends involved.
2™, how interesting it
is and the characters.
3rd, the graphics.
The graphics thing |
can figure out from
advertisements. The
first two | get from
reading blogs/forums.

better... it's more
fun... there's a lot
more variety
through
multiplayer.

O U

W i t
T HEAD)
(3.1.4)

\m

Ol?ne purchased

eeps games

(31 .9)(%.2.14)
.

“I have a library
of games.”

Always

seeking deals
(3.2.2) q

\m

Price conscious,
but price not an
impediment if
game is good

enough
(3.21)(3.2.3)
(3.2.10)

“If it's good I'll
buy it eventually.”

| expect prices to

all be the same...

| wouldn't wait a

year for the price

to drop to $20 or
$30.

Pr¢
purchas

“Il buy
unless
discoul



CUSTOMER JOURNEY MAP THROUGH “RED & WHITE"

This journey map documents the experience of an irregular shopper
at the Red & White Grocery Store in Habersham Village.
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TOUCH POINTS

| VISITOR PERSPECTVES

Exploratorium Visitor Experience Map
What opportunities exist to impact the experience at scale?

Marketing

People

@ Pain Point
No awareness
Too many other options

= Co-marketing with
businesses and aduca-
tional institutions

= Tailored outing plans

= Educational campaigns

Pre-visit

Digital Media Grounds

Transit

Arrival & Entry

THE DAY

@ Highlight
Standalone online
experience

-~

@ Pain Point
Parking Confusion

= Clear indication of
learning resources vs
marketing on website

= Multi-touchpoint exhibits
start with web or mobile
intaraction and continua
through post-visit
experience

= Clear wayfinding signage
outside, as well as inside
the building

Mobile De

At Exploratorium

Places to Go, Things to See

Crientation

Péople

: Food
I
i

v
'

Exit

Places to meet and rest

GET INSIDE

@ Highlight
‘Sense of welcome
Surprise and newness
@ Pain Point
Too long of a wait
Too many people
Can’t get inside
How can | find my friends?

= Mobile app for purchasing -
tickets and learning about .
real time events

= Expedited entrance for
members and those who

Welcome packet
Hospitality

* Simple entry & orienteering
= Gifting opportunities

purchase tickets via app through the store
‘. £ r. 0 5 or [ Ribcs
in line

HE MUSEUM

@ Pain Point
Too much to deal with
Crowded, too loud
Low blood sugar
What do | do first?

= Tailored Explainers for
language, age, etc

* Areas ta rest with a view

+ Clear meeting landmarks

Retail

WHAT'S NEXT

@ Highlight
Amazing exhibits and
programs
Sense of wonder
“I didn’t know that!™
Stunning view
Fun suspicion: "Are thay
tricking me?"
Alcohol (for local adults at
evening events)

« Artifacts of tinkering and

interacting with exhibits
{photos, etc)

* Multi-touhpoint exhibits
include physical and
digital interactions that
‘extend pre and post-visit

Mobile Device

g
=
@ Pain Point
Post-visit burnout
Mo attempt to keep visitors
connected
Weather and cold

Mo obvious place to relax
and refuel

= “Leave your mark”
(digital and physical
opportunities for visitors
to share and comment)

* “Good-byers” to guide
visitors through the exit

* Exit activities and
prompts (game cards,
useful take-aways)

Post-visit

expl ratorium’

map by adaptive path

Digital Media

Paopla

RETURN TO LIFE

Highlight
The recap, "That was cool”

Pain Paint

“I wish | had known.”
(Free day, closed, etc.)

= Retention program

= Exhibit follow-up and
discussions

= Email artifacts from
exhibit interactions

* “You may also like”
suggestions via email



{311} Designing the Experience - Example WOW

Heathrow express train to mrpon expedited security & passport checks for frequent flyers @
@Ghﬂﬂk in at Pﬂl:u-l'lﬂtﬂl'l train s @ﬂm&%ﬂﬂm in comfortable |°ung,e

e a}'))/ \*«,

(@ hotel reconfirm flights bac t-')

get to LEGO fresh

@dﬂvsrctmckslntohn‘telfurm

alﬁepiﬂfﬂld-ﬂutbgdg
(‘ read/work in quiet with internet connection
@Pﬂﬂﬂpﬁ't&i I .*ﬂ"""‘ m @;

short walk in airport = sembark - reserve @ Use the Experience Icons:
for return flight

@ How can this be a positive

@ Make or break moment -
what can we do to make
sure consumers come back
time and time again

@ Where do we need data to
help deliver the experience?




0 Introduction

For a few weeks his friends have been leaving the crickst game early an Fridays.
Thaey say they are part of some now programme. This Friday, a new 'bhikyya’
Joins the cricket match — and plays some really good cricket! The bhalyya has a
small chat after and then Abhijeet's friends leave the game early as usual but
this time with the bhabyvya,

Abhijeet gecides to take @ loak,

Meet Abhijeet TA% L] j
)

Abhijeet is 14 year old, crazy about : I ) 9 Engage

cricket, lives with his parents and two T o £ e At the community hall, Alshijeet joins his friends and other boys for an

sisters in a small low-income community. interactive exercise, Through the activity, they all get to know each other,
have some "boy' talk, learn how 1o solve a puzzle and overall have some fun.

What Abhijeet likes the most is that nabady cames 1o bather them through-
out the activity, unlike in schooi or at the cricket ground

The bhalyya then ghves some lnf tion about the called
Action for Equality and explains that such activifies are a3 part of it. Ahhijeet
ports all excited 1o join and antend the next session, He comes homae and talls
his mether that he wishes to join AFE. The bhaiyya alse comes home to
speak to Abhijeet’s mother.

&
o
.
»
»
.
.

o Lead y

Abhfjeet is now going to be 16, He has beoome popular among the boys in the g 1 o . | ’ .
They see him i in front of of people . 3 y ’ )
in the community. They see the recognition he gets fram the women and giis T 1 T .
kY
] e 9 Enrol
]

In the community, They want to be like him,
g @ @ After convineing his mother, Abhijeet starts attending the AME sessions, He is

Abhijeet is selected for the AfE Leadershl, As avol leader C‘
In the community, Abhijeet is often seen present at community meetings and
support groups, He tikes an active part in facilitating a dialogue to address
prablems that wamen and girls in his community face. With the help of other

and i he leads the solution implementation.

fascinated to fearn about his own behaviour and the effect it has on people,
especially women in his Iife, He learns to analyse it and some practical tips to
change it. He also learns how saciety treats women and why is it not correct.

Let’s raise boys and men
to end violence and
discrimination against
women and girls.

He trusts his group and the bhaiyya, because they don’t judge him and are

Along with the community members, Abhijeet has pledged that men in his always there to support him.

community should be raised differently.
He admits 1o the group that he often teases girls outside his school and now
he has understood that it is wrang.

9 Retain

After the first 10 weeks into the course. Abhijeet’s mather has to take a
sudden trip to their hometown,

@ Sustain

A few months later Abhijieet's father decides to take his sister out of school
asthere is a financial crisis in the family. Abhijeet isin charge of the home; as his father leaves to work in the moming,
Abhijeer shares the problem with bhabyya and takes his help to speak to his
fathor He intervenes, convineing his father to find an alternate solution 1o
the: financial siruation,

iz neighbours are very surprised to see im cleaning the house. cooking and
washing clothes with his sisters at the hand pump ocutside the howze after
they finish school. They go out to play with thoir friends in the evening,
Abhijeet attends ATE sessions regularly:

I additton, all three siblings start hilping their mother in the family tffin
business, making it pessible to reach more customers, reducing the family's
financial burden. Abhijeet's father is proud of him for demonstrating such
mnturity.

His mother gets to hear of it when she returns. Her doubts about hor son
dolng demeste chores disappear when she sees how happy the three siblings
are and her burden is reduced too. She really appreciates this change.

6 Facilitate

15 weeks later Abhijeet is a proud graduate from the Action for Equality
programme, along with his friends.

He takes the main role in the short play the team puts up ar the graduation
ceremony — attended by his mother and many other women and men from
the community.

He shares at the event that he found the programme really useful. Abhiject
understands the importance of gender equality and the role he and other
men in his community need to play. He wants to share what he has learmt with
the athers

Therefore, he chooses to enrol for the AFE Alumni Programme and becomes a
Valunteer.



Twitter Experience

Platform

Physical
Evidence

Tweet

Blog Post

Comment Form

Tweet

Twitter

Profile

DM button on Twitter
Profile

URL on Twitter profile

User
Actions

Line of Interaction

Onstage
Contact
Person

Line of Visibility

Backstage
Contact
Person

Ling of Internal Interaction

Support
Processes




Touch Points

Multi-channel customer journey

A common customer journey

Awareness

Advertising Media Store Store Website

to purchase a wide screen TV

Competitor Website

Familiarisation

.\

Selection

Transaction

Collection Receipts

Service

Repeat purchase




Internal Processes

>y Other Relationships
Current State
59 Budget
Corporate
Champion
e Presents? s
:;@ Budget 252 Budget has Changed
. sma Right People s _

B Time in the Room 2% Staff Changes i'# Legal Review
Yo' Tire Kickers? B4 Emails %® Timeline Changes 53 Budget

Leads Qualifying Responding to Addressing Closing
Come In the opportunity Obstacles
Evaluate
Prospect
INTERNAL B4 Email Notice ;I@ Phone Calls Q Requirements Change Q‘,’ Liability
EFFORTS
] Web pl@ Phone Call(s) *. Meet in Person iJ&g} Phone Calls EI Risk/Warranty
Ermail =i= Meetings =i= Meetings A Emails
® Personal Bg Present

Recomm- Ca_pabllltles

endation (Pitch)

f@ Responding
Level of Effort




Customer Journey Phases

e

' Loosening
of status -
quo ‘
Commit
tochange

Use the " Explore
service opOons

" Makethe " Compare

selecOon soluOons
@ Discover
@ Consider ‘ Ao
JusOfy Commit
the ‘ to
C Decide decision soluOon

@ Use
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Future State Journey Maps

WHAT: Data visualization based on a goal-state 3to 5
years inthe future

WHY: Informs technology roadmap; informs content
strategy and staffing to fulfill on the desired goal

WHEN: Periodically, to keep the business focused on the
goals andfuture

WHOQO:Stakeholders from the business

HOW: Brainstorming, roleplaying and connected
thinking. For example, write a letter from the future
(storytelling parsed into touchpoints)
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TRIGGER WWW.COMPANY.COM IN-STORE POST - PURCHASEE
=

=
Mobile
Web

Smartph
one

()

Tablet
Web

)

Tablet
App

&

Desktop

Michelle, an
existing
customer, receives
a text message
from retailer.

Using her iPad, Michelle
visits .comto
look for new products.
She noticesa module on

the homepage fora
featured productthat is
her favorite brand.

She clicks the
module to view more
details. Michelle
saves productto her
“favorites” and
continues to browse
the product catalog.

As she adds to her
“favorites”,
recommended
products become
even more
relevant.

As she approaches
her local store, she
receivesa push
notification on her phone,
letting her know about
new accessories.

Entering the store,
Michelle is greeted by
Ken, a sales associate.
He has Michelle's
“favorites” ready for her to
view, which he pulled up
on his tablet.

Michelle has saved 6
products to her
*favorites.” Michelle
updates her customer
sends her “favorites” to
the nearest retail
location.

Using the sales
associate tablet, Ken
is able to pull up
Michelle’s profile,
where he accesses
her store loyalty
coupons.

Michele has a question
regarding her product,
after she calls support,
they know her product
purchased and are able to
customize her experience.

Michele shares her
experience from an inset
in the product package
with others on FaceBook
about her superior
experience




Elements of a Future State Journey Map

e Tell a story from a customer’s perspective

e Qutline specific touch points

* Describe the expected experience for each
touch point

 |dentify triggers to start thejourney

* Focus on transitions between the stepsin
the journey
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GHOST MAPPING

Advanced Journey Mapping by way of Ghost Mapping, is a great way to
remind your internal teams where the consumers are coming from.

map out map out

WHAT YOU THINK WHAT ACTUALLY
WILL HAPPEN HAPPENS

overlay

THE MAPS

Over 80% of the time, the maps don’t match.



Recap on Map Types

Journey Maps are a powerful tool to align and
manage customer/user experiences across devices,
channels

and time

Ethnographic Maps help you quickly capture real-
world stories from people

“Asis” Journey Maps reveal business
opportunities through a customer lens

Future State Journey Maps help make a vision seem
achievable and identify the evolution required and
the potentialbenefits



What is a Customer 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. With the rapid proliferation of cross channel
interactions, touchpoints and experiences between you and your
customer ‘living’ journey mapping has become an invaluable tool to
remain connected to the customers experience as they engage with
you

Customer journey maps chart your customer’s experience and help
you target changes, improvements and service innovations with the
greatest impact and 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 Anatomy of an Experience Map

Experience maps have become more prominent
over the past few years, largely because
companies are realizing the interconnectedness of
the cross-channel experience. It’s becoming
increasingly useful to gain insight in order to
orchestrate service touchpoints over time and
space.

Make Smarter Decisions
It’s a catalyst, not a conclusion

Bring Teams Together
It’s the activity, not the artifact

Build Deeper Empathy
Its about telling your customers story

Clarify the Big Picture
It’s a tool to identify opportunity




Experience Mapping

The four steps to making sense of cross-channel customer journeys

P—E “uit

UNCOVER THE TRUTH CHART THE COURSE TELL THE STORY USE YOUR MAP
study customer behavior Collaboratively synthesize visualize a compellingstory Follow the map to new ideas
and interactions across key insights into a journey that creates empathy and and better customerexperiences
channels andtouchpoints model understanding

\ | \

The Activity The Artifact

experience mapping is a collaborative, iterative process for synthesizing and An experience map presents, with richness and

depth, key insights into your customers' complete
experience. it is a tool that supports charting new
courses of action.

visualizing the holistic customer experience. the activity of experience mapping
results in an artifact —an experience map.

Source: Adaptive Path
R R R R




The Five Dimensions

Five dimensions to a map are the
1 The lens

] The journey model

] Qualitative insights

. Quantitative information
1 The takeaways




Thinking behind the Journey Mapping Process

Two key criteria:

1. The Journey Map can stand on its own, can it be circulated across an organization and doesn’t
need to be explained, framed or qualified. Like others, we make our experience maps large, often
greater than five feet long. They’re meant to engender a shared reference of the experience,
consensus of the good and the bad.

2. TheJourney Map is clearly a means to something actionable—ideally something to design
around—and not an end in and of itself. A good experience map feels like a catalyst, not a
conclusion.

Touchpoints supported by quality customer research:

If the experience journey has a good number of touchpoints, then it becomes hard to highlight every
touchpoint in the experience map. The map would start to lose focus and meaning. Instead, we start with a
touchpoint inventory, cataloguing all touchpoints a customer has with the product or service, great and small.
But, beyond some logical groupings | don’t worry how they relate to each other, save for identifying the nature
of each touchpoint or the phase in which it lives.



1 A map should have some qualitative and quantitative information in order for it to take shape in
a meaningful way. In the case of Rail Europe, we created a survey that garnered over 2,500
responses, while also conducting field research with Rail Europe customers.

1 If the experience journey has a good number of touchpoints, then it becomes hard to highlight
every touchpoint in the experience map. The map would start to lose focus and meaning. Instead,
we start with a touchpoint inventory, cataloging all touchpoints a customer has with the product or
service, great and small.

(1 Once you start to synthesize your research you can start matching your insights with the critical,
complementary and superfluous touchpoints from the inventory. With that groundwork laid, five
dimensions to a map are the lens, the journey model, qualitative insights, quantitative
information, and the takeaways.



Rail Europe Experience Map
Guiding Principles

People choose rail travel because it is

convenient, easy, and flexible.

Customer Journey

travel process.

Rail booking is only one part of people’s larger

People build their travel plans over time.

and personable.

People value service that is respectful, effective
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The Lens

 The lens is an overriding filter through which you view the journey. If you have clearly different
personas, or user types with fairly different paths, then the lens will likely be a summary of the
persona—in which case you’ll make multiple maps for each persona.

[ Often the core of the experience (and the opportunities and pain points the map highlights) will
be the same because you may be focusing on core touchpoints that apply to each persona, in which
case the lens could be some overarching principles, such as design principles or a value proposition.

1 Ask yourself... “Does this match up to the principles?” “Does this meet the needs for this persona?”
The key is thatyou want to look at the journey against some type of criteria—and personas, value
propositions, or principles are that criteria.



The Journey Model

O The illustrated journey is called the journey model because it doesn’t always have to look
the same, it all depends on the nature of the journey. Which means it could be rendered, or
modeled, in a number of different ways.

It should also illuminate the most important dimensions—which could be the transition
from phase to phase, or the switching between different channels.

1 Should not be simply illustrating the journey step-by-step, but ideally revealing something
about it based on how you model the data, e.g. how many people use one channel over the
other, which part of the experience is blatantly broken, or which part of the experience
hasn’t been considered much?
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Qualitative Insight

O When applying qualitative insight, we use a framework of “doing, thinking, feeling” with
the “doing” being the journey model, the thinking framed as Can | use this? Will this work?

U The feeling utilizing responses such as frustration, satisfaction, sadness, and confusion. It’s
an important component in order to understand the importance and value of a particular
touchpoint for your customers.



Rail Europe Touchpoints by Channel

Research

Stage & Planning

Channels
Website

Call Center

Mobile

Communication
Channels (social
media, email, chat)

Customer Relations

Non-REI Channels

Non-linear, no time
restrictions

Maps

Test intineraries
Timetables
Destination Pages
FAQ

General product
& site exploration

Order brochure
Planning (Products)
Schedules

General guestions

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

FB Comparator

Email guestions

Chat for website nav help

Airline comparison
Kayak

Direct rail sites

Nan-linear, but
time based

Booking

Web booking funnel
- Pass

- Trips

- Multiple Trips

Automated booking payment
Cust. Rep booking

Site navigation help

Mobile trip booking

Chat for booking support

Expedia

Pre-Travel

(Documents)

A Va W

Select document option (from
available options)

- station e-ticket
- home print e-ticket
- mail ticket

Call re: ticket options
Request ticket mailed

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

Email confirmations
Email for general help
Hold ticket

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



Rail Europe Experience Map

Guiding Principles

Lens

Customer Journey
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Quantitative Insight

O Quantitative information is also important but can be easy to overlooked. Perhaps your research
included a survey, or maybe it’s just gleaned from web traffic reports. But ideally you can illuminate the
journey through quantitative information.

[ It can be used to emphasize certain parts of the journey (only 10% encounter this touchpoint,
while 70% encounter that touchpoint).

O The data could be almost anything—a sparkline illustrating the enjoyment level of each
phase or step, or the usage level, or traffic.

[ Quantitative information can be shown through arrow density, used to communicate how much
channel switching was occurring at a particular touchpoint.

1 For Rail Europe, we conducted a survey and were able to get three really telling data points—
the enjoyability of this particular phase of the journey, the relevance of Rail Europe to that phase
(for example, Rail Europe was very important in the booking, but not as important after the trip),
and the perceived helpfulness of Rail Europe in that phase. This highlighted gaps as well as
showed where there was a good alignment between relevance and helpfulness.
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Helpfulness of Rail Europe
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Takeaways

1 The map is meant to be a catalyst, not a conclusion, the takeaways drive the next phase of the
design or strategy by illuminating the journey, and helping to identify the opportunities, pain
points, and calls to action. This will depend on what your next steps are, driving strategy or
tactical design.

J Experience maps aren’t limited to multi- or cross-channel experiences. It’s about orchestrating
multiple touchpoints that occur over time.

O There’s no right way to do an experience map. As with everything, context is important, and
your needs may necessitate something similar, yet different.

(J Adaptive Path rarely apply the same set and sequence of methodologies and processes on
projects, because they all present a unique challenge.

(J But this set of guidelines is used to identify when to use an experience map, what | should
get out of it, and how it fits into the overall research and design process.
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Taking Your Customer Journey Map through to a Service Blue Print
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Journey Mapping Process

1. Review Goals

Consider organisational goals for the product or service you are reviewing of designing, and specific goals for a customer journey mapping initiative. Are
you mapping a potentially new product or service, and existing one? Are you looking to remedy or innovate or both?

2. Select and Develop Customer Personas

3. Gather Research

Review all relevant customer research, which includes both qualitative insights and quantitative findings to provide insights into the customer
experience of your Persona. Some useful research methods include;

customer interviews,

ethnography & contextual inquiry,

customer surveys,

customer support/complaint logs,

web analytics,

social media listening,

and competitive intelligence.

VVVYVYVVY

4. Touchpoint and Channel brainstorms

As a team, generate a list of the customer touchpoints and the channels on which those touchpoints occur today. Then brainstorm additional
touchpoints and/or channels that can be incorporated in the future journeys you will be mapping.




Journey Mapping Process

The Customer Journey Mapping Process

5. Empathy map

Empathy maps are a depiction of the various facets of a persona and his or her experiences in a given scenario. This exercise helps organize our
observations, build a deeper understanding of customers’ experiences, and draw out surprising insights into what customers need. The goal is to
get a well-rounded sense of how it feels to be that persona in this experience, specifically focusing on what they’re thinking, feeling, seeing,
hearing, saying and doing.

6. Brainstorm with lenses

The goal of lensed brainstorming is to generate as many ideas as possible in a short period of time. These ideas can be used to improve, adapt,
innovate or create the customers journey. To gain focus as you generate ideas you use “lenses” —words representing key concepts, brand
attributes or mindsets that help us look at a problem or scenario in a different way. This activity ensures that every voice on the journey mapping
team is heard and generates a huge inventory of ideas.

7. Affinity diagram
This is a method to visually organize ideas and find cohesion in the team’s concepts. Affinity diagramming helps us shift from casting a wide net

in exploring many possibilities, to gaining focus on the right solutions for this audience. This assists in considering where and how you might
combine, refine, and remove ideas to form a cohesive vision of the future customer experience.




Journey Mapping Process

8. Sketch the journey

This is where we bring together all the pieces: timeline, touchpoints, channels, emotional highs and lows, and all the great new ideas you have
generated for how to improve the future customer journey. Get creative with how you lay it out—it doesn’t have to be a standard left to right
timeline. It could be circular or helical. It could be one large map or it could be an interactive, clickable piece with embedded video. There are no
templates, and there are infinite possibilities.

9. Refine and digitize

Journeys don’t always become a sophisticated deliverable—sometimes they begin and end as sticky notes on a wall or sketches on a whiteboard.
But most of the time, when you go through the activities to arrive at a solid customer journey map, you want to polish it, leverage it in your work
and share it with colleagues across the organisation. While journey maps are usually a tangible deliverable, like the one above, the process of
journey mapping is what’s most important — it pushes us to think deeply about how we can use experience design to have a positive impact on
our customers.

10. Share and use

It can be beneficial to maintain journey maps over time. For example, you could set a time each quarter or year to evaluate how your current
customer experience matches your documented vision journeys. If your organization tracks quantitative KPls, you can integrate these into a
journey benchmarking process. Socialising journeys among stakeholders is critical in moving your organization toward action.

In addition to prioritization, the output of a journey map can serve as a backbone for strategic recommendations and more tactical initiatives.




Journey Mapping Process

Required components to create an effective a Customer Journey Map

One or More Personas

The main characters that illustrate the needs, goals, thoughts, feelings, opinions, expectations, and pain points of the user;

A Timeline

A finite amount of time (e.g. 1 week or 1 year) or variable phases (e.g. awareness, decision-making, purchase, renewal);

Emotions

Peaks and valleys illustrating frustration, anxiety, happiness etc.; touchpoints: customer actions and interactions with the organization. This is
the WHAT the customer is doing; and Channels: where interaction takes place and the context of use (e.g. website, native app, call centre, in-
store if this is where they are interacting

Moments of Truth

A positive interaction that leaves a lasting impression, often planned for a touchpoint known to generate anxiety or frustration; and

Supporting Characters (nOt Vltal) peripheral individuals (external suppliers, family, friends, colleagues, etc) who may

contribute to the experience.
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Emotional Journey Map
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Customer Satisfaction

The research is also strong around high levels
of satisfaction and declared satisfaction (such
as in written positive reviews) is a significant
influencer on increased spend levels

Pre-Service Period

o
expectations

o
experiences

]

o
Satisfaction :: £3

7

Out metal process of formation and realisation
of expectation of our experiences is a live and
on-going conscious and unconscious process
that never stops evolving and updating in real
time. Our expectations are changing as
experiences are actually being delivered

It is completely feasible and possible
to positively impact a customers
expectation and perceived experience
gap live and in real time if a business
IS SO customer centric, is mindful of
the delivery environment and
organised to take action

The level of achieved satisfaction
as perceived by an individual is
the #1 driver and determinant of

a willingness to refer,
recommend or return.




Customer Satisfaction

PRE -SERVICE

Positive

Negativ
e

SER VICE

o
expectations

/N

O O

experiences Satisfaction

The CUSTOMER’S EXPECTATIONS where
relatively neutral and overly not high but the
delivered experience as perceived by the customer
met expectations leading to a happy, satisfied
customer

In this case the customer appears HAPPY and possibly DELIGHTED with

what they received as it met their expectations. You would expect that this

customer may or may not choose to refer or rate this experience to others

including to FAMILY and FRIENDS. You would expect that they may rate
their experience in the range of 7 to 9 out of 10.




Customer Satisfaction

10

O O

Satisfaction

<D e

experiences

1 2 3 4
O
expectations
Positive
AN /N
A
v
Negativ
e In this case the customer had high expectations

of the up-coming experience. There is a clear
expectation gap here leading to general
dissatisfaction in the delivered experience as it

17¢id/PmE6t the customers high exgad@ibBsiin

a

In this case the customer appears DISSATISFIED with what they received as it
BENEATH their expectations. You would expect that this customer may or may
not choose to refer or rate this experience to others but definitely not to family
and friends. Giving the probable disappointment with the experience you would

gi&'gsg}};el—(}d expuldt RiGEHSm low rating of 4 or 5 out of 10. 96




Customer Satisfaction

1 2 3 4 5 6 7 8 9 10
o o o
expectations experiences Satisfaction

Positive

- : ddoe
ﬁ v /\
Negativ

e The customers expectations of the In this case the customer appears VERY DISSATISFIED with what they
experience where neutral and as expected received as it BENEATH their expectations. You would expect that this

the delivered experience was underwhelming customer may or may not choose to refer or rate this experience to others but

and was in-fact was much worse than definitely not to family and friends. Giving the probable disappointment with the
17/11¢20a%ed leading to overall di$S3883&oHMaginesRiMidded yol\oRIGHRESCt a very low rating of less than 4 ogtof 10.
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Customer Satisfaction

1 2 3 4 5 6 7 8 9 10
O O O
expectations experiences Satisfaction
Positive
7~ 99
v N Sz
/\
Negativ In this case the customer appears DELIGHTED with what they
e The customer had neutral expectations of thier upcoming received as it EXCEEDED their expectations. You would expect
experience where in this case the customer was pleasantly that this customer may choose to refer or rate this experience to
surprised with the experience being much better than expected, others including FAMILY and FRIENDS. May rate their
leading to a high level of customer satisfaction experience in the 8 to 10 out of 10 range because they were very
positively surprised with their experience .




Customer Satisfaction

PRE -SERVICE SER VICE

o
expectations

Positive

experiences

O O

Satisfaction

9
7

|

v AN
N
Negativ _ _
e The customer had very low expectations of the upcoming

experience during the pre-service phase. Even though the
experience delivered at a neutral level it was well above the
customers expectations thus resulting in a positive and satisfied
customer

In this case the customer appears HAPPY with what they
received as it EXEEDED their expectations. You would expect
that this customer may or may not choose to refer or rate this

experience to others. May rate their experience in the 7 to 8 out of

10 range because they were positively surprised with their

experience




Emotional Journey Map
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Emotional Journey Map
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A Very well know example of
Customer Journey Mapping

Doug Dietz for GE and Patent Sofia
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Source: Oracle d | W http://dschool.stanford.edu/student/doug-dietz/
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Great Product

GE Healthcare  The new GE Optima MR360

is well suited for a wide range

of MR scanning needs — with
the ease of operation to help

make a clinician’s staff more productive. For

streamlining routine scans, the Optima MR360

incorporates an express exam approach to MR.

It includes many intuitive and automated

functions that help increase patient comfort,

operator confidence, image consistency, and

professional satisfaction of MR staff.






WHAT DOES SHE

HEAR?

What are friends, family and other influencers
saying to her that impacts her thinking?

PAIN

What fears, frustrations or obstacles is she facing?

WHAT DOES SHE

THINK AND FEEL?

What really matters to her?
What occupies her thinking?
What worries and aspirations does she have?

WHAT DOES SHE
SEE?

What things her environment influence her?
What competitors is she seeing?
What is she seeing friends do?

WHAT DOES SHE

SAY AND DO?

What is her attitude towards others?
What does she do in public?
How has her behaviour changed?

GAIN

What is she hoping to get? What does success look like?

TASKS
What tasks are users trying to
complete? What questions do
they need answered?

FEELINGS

How is the user feeling about
the experience? What really
matters to them?

INFLUENCES

What people, things or places
may influence how the user
acts?

PAIN POINTS

OVERALL GOAL

What pain points might the What is the users ultimate

user be experiencing that they goal? What are they trying to
hope to overcome? achieve?




{ The Experience }

Journey Mapping the Patient Experience
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EXPERIENCE
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SEES MRI
MACHINE

CRIES &
RESISTS

SEES
DOCTOR
ENTER

GETS
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GOEs
THROUGH
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GOES TO RIDESTO .. CHECKS WALKS SEES MRI CRIES & SEES GETS GOES
INITIAL HOSPITL IN TOMRT  WCHINE  RESISTS DOCTOR  yoygeep ~ VHROUGH
DOCTOR ROOM ENTER MRI




ATTITUDES

GOES TO RIDESTO .. CHECKS WALKS SEES MRI CRIES & SEES GETS GOES
INITIAL HOSPITL IN TOMRT  WCHINE  RESISTS DOCTOR  yoygeep ~ VHROUGH
DOCTOR ROOM ENTER MRI




AMT WISH I

M THAT WILLIT MOM NO!NO!

REALLY WAS AT REALLY LOOKS HURT CANT PLEASE

SICK? SCHOOL NERVOUS SCARY! ME?! HELP? NO!
GOESTO ppESTO . CHECKS WALKS SEESMRT CRIES & .. SEES GETS GOES
CNFTAL HOSPITL IN TOMRL  WACHINE  RESISTS DOCTOR pUGeED ~ THROUGH
DOCTOR ROOM ENTER MRI
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Roles & Processes
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REALLY WAS AT REALLY LOOKS CAN'T PLEASE
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EVALUATE & FRAME

Re-examine issue / opportunity based on deep customer understanding
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GE Healthcare  The new GE Optima MR360

is well suited for a wide range

of MR scanning needs — with
the ease of operation to help

make a clinician’s staff more productive. For

streamlining routine scans, the Optima MR360

incorporates an express exam approach to MR.

It includes many intuitive and automated

functions that help increase patient comfort,

operator confidence, image consistency, and

professional satisfaction of MR staff.
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Oracle . CX Strategy & Design Workshop . DesigningCX.com
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{ The Experience }

Understanding & Reimaging the Patient Experience






Rapid - How To Map a Customer’s Journey

4. Add customers attitudes
and needs

1. Select a specific customer

persona to map

2. Map your customer’s step
by step experience

3. Map touchpoints and
interactions (direct and in-

5. Map the emotions direct)

through the journey

6. Identify problems and
opportunities and prioritise




CX Journey Mapping Tips

identify a specific customer Persona

New prospects, frustrated customers, etc

Work from point A toB

map upstream and down
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Ea RERENY Y mn.
, Yy v A

J

'

# Keep it collaborative

use post-it notes, storyboard, photos, etc

1

-

'

5

Focus on moments that matter (MoT’s)

start low res, use appropriate detail

%

Start with assumptions
fJ then validate and gather more data
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Evaluate and Prioritize
Look for issues and opportunities




Understand & Empathize

Ask why, create empathy maps






http://dschool.stanford.edu/student/doug-dietz/

Reframe the Problem
Use a deep understanding of needs




Redesign Experiences
|deate, Prototype, Test




Redesign Experiences

Influence Attitudes to Change Behaviors

Influence |
|i
Influence

3
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When Can Journey Mapping Be Used?

 Understanding & diagnosing experiences

i { ° DeS|gn|ng experlences (redesign existing, create new)

= o Implementing (as blue prints)

QE . Communlcatlng (align, train, orient)



Customer Experience Design Canvas

Use a Customer Experience
Design Canvas to highlight an
opportunity.

Thanksto Oracle at www.DesigningCX.com for
the inspiration for this Canvas.

Existing Experience

Customer Step(s)

Customer Goals

Attitudes and Emotions

Front Stage Groups Involved

Front Stage Systems

Insight

Experience Nead

New Attitude

Insight

Neead

Backslage Processes

Backstage Groups

Backstage Systems

New Experience

Customer Step(s)

Customer Goals

Attitudes and Emotions

Front Stage Groups Involved

Front Stage Systems

Business Impact

Changes Needed

Systems/Processes needing change

Backstage Processes

Backstage Groups

Backstage Systems

Product Owner(s)

Othar Teams impacted

New Behavior

Next Steps

Champion

Support Team



http://www.designingcx.com/

Start with your existing

experience

Enter your existing
experience into your Design

Canvas. You can simply move
your Post-It Notes, or use
new ones.

Existing Experience

lCustomar Goals

Insight

Insight

New Behavior

Existing Experience

Customer Step(s) After
that...

Customer Goals
[ want to.
Attitudes and Emotions
Grirve!

Front Stage Groups Involved

Front Stage Systems

Backstage Processes .
Backstage Groups .

Backstage Systems !




Focus on your customer’s insight

Expenence Need

Needs — amanda is 24 wants to sign u
with a health fund for the first time... Amanda needs
to be able to...

Enter your insights on your

customer’s needs. Remember —

Customer Goals

describe these needs from her

perspective. What does she e 1 Insight
need from the journey to fulfill =T _
. - Emotional Need
her emotional needs?

,,,,,,,,,, ot | N Amanda needs
ccccccccc to feel...

champin
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What can you do to fulfill your
customer’s needs?



Design your new

experience

Build out your new experience.
If you have time, update your
journey map with your new

experience. If not, simply place
the items here using new Post-
It Notes.

Customer Goals

New Attitude

Customer Stepis)

Customer Goals

New Behavior

New Experience

Customer Step(s) After
that...
Customer Goals
[ want to.

Attitudes and Emotions
Thrilled

Front Stage Groups Involved

Front Stage Systems

Backstage Processes .

Backstage Groups

Backstage Systems .




How do you want her
experience to change?

What new attitudes/
emotions and

behaviors do you
want your customer
to have?

Existing Experience

Customer Goals

Insight

New Attitude

Relaxed, and at
ease feeling like
[ know what
'm doing.

Customer Goals

Insight

eeeeeeeeeeeee

New Behavior

champion

New Behavior

Quickly get
through process,
and tell my
friends how easy
it was. | have no
reason to quit
halfway through
— it’s too easy!




Calculate your business impact

Call reduction
Additional purchases
Increased loyalty
Additional Referrals

Lower cancellations

Increased conversion rate

Fewer giveaways to
angry callers

Cost/call

Average purchase
Revenue/month
Revenue/referral

Revenue/month

Average sales

Reduced angry
callers

Cost savings

New revenue
Increased revenue
New revenue

Increased revenue

Increased revenue

Cost savings



What is the business impact?

Detail the business impact.
Use dollar impact whenever

possible to help create a
customer- centric ROI.

Existing Experience

Custormer Stepls)

Customer Goals.

Tront Stage Groups Invalved

Front Slage Syslems

Insight

New Attitude

Insight

Backelag Procosscs

New Experience

Gustomer Stepis)

ttituces and Fmations
Cuslormor Goals

Front Stage Groups Involved

Front Staga Systems

Business Impact

New Behavior

Changes Needed

‘Systoms Provesses nueding chinge

Backstage Processes.

Backstage Groups

Backelaga Syslems

Other Teams impacted

support Toam

Business Impact

25% less customers
will abandon the
envollment process,
resulting in 2,000 new
members each year,
creating $94,000 in
monthly revenue.




What needs to change?

Changes Needed

Systems,/Processes needing change
We will need to create

. Existing Experience Insight New Attitude tk@ W@bl'V\atOV' B aV\d
Detail what changes need to | update the website
. with (t.
be made to accomplish your - ProcessProduct Ownens)
change. Who do you need to e Bob, IT Director

reach out to? Ideally, they are
on this mapping team.

Other Teams impacted
Product will need to be

onboard; marketing will
give input.

mpion
Fystoms Provusses noating changs
.
wheris)
ackstape Processes
uppert Team

Backstage Groups




What’'s next?

What needs to
be done next?

Who will lead the charge?
Who will help?

Existing Experience

New Attitu

Changes Needed

‘Syslarms/Procusses noeding changs

Backstage Groups

Qthar Teams impacted

______d

Next Steps

Steps

Put together a funding
request to start design
of the Webinator.

Champion

Jill, Director of
Product Management

Support Team

Betty from Product
Jack from Call Center
Cindy from Marketing




The Goal: Aligning Brand Promise and Reality




Today’s Customer Journeys are Complex

NEED RECEIVE MAINTAIN

. . Order Online .
WWEEBB Comparison Site ® I (M) Order Online

COMTACT () Chat Call for Info about

() Change Order Add-on Accessories

() Visit Retail Store
() Pickup Local Store

Browse () Kiosk
Catalog
() Select Product
Product
Info
Web Search

Email Order
Confirm w/Rec

Ask Facebook Friends

For Recommendations () Read Reviews Tweet About Ask for Help on

Purchase Experience Community ChatRoom

il



Broken Journeys drive customers away

NEED RECEIVE MAINTAIN
RESEARCH SELECT PURCHASE USE RECOMMEND
. . Order Online .
Comparison Si te Order Online

WEB
CONTACT Chat Call for Info about
CENTER Change Order Add-on Accessories
IN-STORE Visit Retail Store

Kiosk Pickup Local Stor e
Browse
CATALOG
Select Product
MOBILE
Product
Info
EMAIL Web Search
Email Order
Confirm w/Rec
Ask Facebook Friends
For Recommendations ews TweetAbout Ask for Help on
SOCIAL Read Revi Purchase Experience Community Chat Room



Improving CX 1: Identify and Solve weak points




Improving CX 2: Enable seamless journeys

> > D >
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Info

Web Search

Email Order
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Resulting In Significant Business Impact

e Harder to acquire new
customers to drive revenue

 |Increasing complexity to
achieve and retain profitable
relationships

- More difficult to leverage and NN tive Execulio)

grow investments efficiently L

Qi

Creating An Inabillity to Sustain Grow & Profit




Embrace The Opportunity To Change

O Increasing Complexity O Ineffective Execution (O Disruptive Change

Through all of your organization
e Gain the confidence to reimaging Customer Experience
* Learn the discipline to find, prioritize and evaluate CX gaps

 Drive innovation to achieve and sustain leadership

Change Your Approach, For A Different Result



Key Takeaways

1. Science and Research before adventure
It shows the research and surfaces the evidence.

2. Focus on Experiences and Touchpoints

It gives insight to experiences customers have with your
touchpoints

3. Take everyone along with you
It’s a process that takes the whole team along. Top to
bottom!

4. Compel Action

It’s designed to be a catalyst. It influences strategy and
tactics.



We Can Help! limagine

Does your latest project need assistance or support with Customer Experience
Strategy and Implementation, Customer Journey Mapping or Service Design?

We are always just a phone call or email away...

Let’s have a chat...

Email: ray@iimagine.com.au

Phone: +61 439039279

http://www.iimagine.com.au



mailto:ray@iimagine.com.au
http://www.iimagine.com.au/

Thank You!

.. . . . o 2
limagine Creative Innovation limagine
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