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Module |
Pain Point-Free Customer Experience Journey

e Introduction to Experience
Economy

* Customer Journey

e Experience Clues

e Customer Oriented-Failure
Prevention
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MELE U Customer Journey — Experience based view on B2C relationship

Treanor, T. (2019, August 24). How to Create a Customer Journey Map to
Optimize Your Campaigns. Retrieved September 17, 2020, from

https://www.brandknewmag.com/how-to-create-a-customer-journey-map- Co-funded by the
to-optimize-your-campaigns/ Erasmus+ Programme
of the European Union




Customer Journey

MEEl []
o

The concept of Customer Journey

Customer journey approach uses
experience-based view on customer
perspective  while interacting  with
business. The objective of using such an
approach is to get customer perspective
and shape own business in accordance
with customers experiences. It should
lead to increase satisfaction, identifying
weak points and optimization of customer
service.

Awareness Support Repurchase

A customer journey map is a data-
driven visualization of how the majority of
customers move through the buying process.
The key feature of the approach is to identify
all the interactions between business and
customers.
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Zasun, M. (n.d.). Customer Journey - Why is it worth

mapping? Retrieved September 3, 2020, from
https://www.bluerank.pl/downloads/customer-journey.pdf

Customer Journey
Changes in consumer behavior
Internet
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Possible variants of Customer Journey Mapping (CJM)
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The sequence could include three types of experiences:

« Aspreadsheet or flowchart is the most simple way to lay out the
data. It's a good way to organize you get visual.

« Achart can include some design elements to keep it visually
compelling while still getting across plenty of data.

* An infographic seeks to engage with the data in an rendering that’s
easily digestible, distilling the journey down to its most crucial
touchpoints.

Zasun, M. (n.d.). Customer Journey - Why is it worth

mapping? Retrieved September 3, 2020, from Co-funded by the
https://www.bluerank.pl/downloads/customer-journey.pdf
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Customer Journey Map
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ﬁﬁ SR\ Persona Details Scope Summary Goals
Bio of key attitudes and Detail the scope of the journey List the motivations driving this particular
behaviors being detailed below persona within the scope detailed
h Vanessa Smith
RESEARCH APPLICATION ENROLLMENT ONBOARDING ACTIVATED
Vanessa's sister tells her to Completes and submits Completes in-persom requirements, speaking with Watches tutorials, reads boards and Uses product for 2
look into XYZ application customer support once per week. speaks to existing customers/co-workers. weeks steadily then

slowly falls off.
Vanessa visits website and y

’ Long wait of one month in this process. ‘
location

) First Success |
“Excited to get started and be

more productivelll”

| App Started | | Approval Received | @
O @ Evaluates

@ cnmpamive tools
| visit XYZ.com |

| Troubleshooting Call |
| Automated Response | .

“The tech support team

“There are too many aptions. | dont was very helpful”
know where to start!” @ @ ’ vhew
“They finally

— contacted me” —
| App Submitted | WAIT FOR APPROVAL
N | 1 month
“The application is sooo long. |
didn't think I'd ever complete it.
Relieved that’s done!”
Opportunities
Improve information on website and Streamline process. Reduce Reduce wait time by optimizing internal processes. Accelerate time to get to first Improve the contextual
customer service. steps and take online. Improve wait communications. successful goal. help and cues for
taking next steps.
Source of Image:
https://cdn.productplan.com/wp-content/uploads/2017/02/productplan-journey-map.png
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et Digital Experience Journey

Sammy comes across 3 new Chocolate
store which has opened at his local

shopping centre. He is impressed
Digital Media displays in the sto

showing how the chocolate is made.

Social Media/WEB Sitee
He jumps onto the company’s
Facebook and website pages to
learn more where he sees great
recommendations from other
people including 2 of his friends.
He is very pleased to learn about
their sustainability program

*Digital Signage ® Marketing Automation
The Digital Signage in Customers are being segment
the store starts to targeted with automated email
reflect ¢¢ identifies Sammy as a Dark Hot Chocolate

lover thereby automaticall

this group.

hich

by loyal

joining him to

*Mobile Technologies/WEB
Sites/eCommerce

The next time Sammy visits the shopping
centre the app offers him the opportunity
to re-order what he purchased last time
before getting to the store so that his

te hot chocolate is waiting for him.

[——]
MS|E U
|
0
*Experience Engine

L] 3 5. g i S The store now has a single view
n O g ra p I C , of Sammy by bringing together

=] data from each of the touch points
S e with Sammy. They greet him by

£ his first name and have
: E established a highly loyal
- customers who brings his friends

in to the store so that they can
A get the same experie:
Presence
Sammy visits the store. The
store staff know that Sammy
1 the store
the wireless
tracking of his smartphone

2
Gamification

Gamification is used to

ncreased sales the

boards and badging

the popular ch:
°
jo not know anything 3 ckname of custo
DU‘(::.FTM :,ngw”:\'.‘,',‘. :n‘ Loyalty Programs who have vis :ux (,f,, "7.):' number
et Rk They offer Sammy the . g stoc 3 B
amm of stores.
chance to si to their Mobile Technologies/
loyaity program

Marketing Automation
Sammy utilises his QR Code
reader

rewarded with a fr.

chocolate after his 9th visit

e store app 1o scan
Mobile Technologies uct he has purchased
Sammy loads a Smartphone app en rate it which is posted
which enables him to track his directly to Facebook.
loyalty progress and personalise
his requirements. The app enables
the store to start bu
of Sammy ther

eSocial Media/Marketing
Automation
ressed with the experience
that he gets in store and the exciting offers
targeted to him through the App and
automated emails that he starts posting on
Facebook and encouraging his friends to also
visit the store and purchase products.

targeted and releva

o
O Digital Experiences
www.digitalexperiences.com.au
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Customer Journey
Steps in developing CIJM: Why do we need improvement?

Strategy - Process - People

Technology

Measurement - Implementation
Does it work? When?

How?

Zasun, M. (n.d.). Customer Journey - Why is it worth

mapping? Retrieved September 3, 2020, from Co-funded by the
https://www.bluerank.pl/downloads/customer-journey.pdf
Erasmus+ Programme

of the European Union




Customer Journey
Steps in developing CIJM: Why do we need improvement?

Strategy - Process -
Why? What?

Designing customer

service in a way to Measurement Implementation - Technology

use positively all .
the contact points Does it work? When? How?

Zasun, M. (n.d.). Customer Journey - Why is it worth

mapping? Retrieved September 3, 2020, from Co-funded by the
https://www.bluerank.pl/downloads/customer-journey.pdf

Erasmus+ Programme
of the European Union




Lost Opportunities

Awareness  Interest Desire  Enquiry  Decide Enzgll.ﬁ:ter NEW
Order
Customer
Registration & Delivery
/Handover
The Prospect Experience
Welcoming
Lost Repeat
Customer Customer Getting
to know
TO uch po| nt: Sorry you've left (SYL)
The
Customer
Experience Servicing
Repurchase
Decisi
v Lapsed Customer ecson
Experience Relationship
Repurchase Building
Encounter

Servicing

Reconsider . I

Repurchase Value Enhancing
Enquiry (cross-, up-, & next-sell)

W. (n.d.). Customer Journey Mapping. Retrieved September 3, Co-funded by the Servicing

2020, from https://www.thinkcx.co.uk/services/customerjourney/
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Customers are increasingly

choosing products and services
based on the quality of the
experience they have with them.

Advances in technology and changes in customer expectations
are placing more emphasis on the interconnectedness of channels
and touchpoints that support customers attempting to satisfy their
goals and needs.

Smart organizations have realized a lack of interconnectedness is
a major competitive.

A. (2013). Adaptive Path's Guide to Experience Mapping [Pdf]. San

Francisco, CA: Adaptive Path. Retrieved September 29, 2020, from

https://adaptivepath.s3.amazonaws.com/apguide/download/Adaptive_P Co-funded by the SR
*

aths_Guide_to_Experience_Mapping.pdf %
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An experience 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.

The Value of Experience Mapping

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.

A. (2013). Adaptive Path's Guide to Experience Mapping [Pdf]. San
Francisco, CA: Adaptive Path. Retrieved September 29, 2020, from
https://adaptivepath.s3.amazonaws.com/apguide/download/Adaptive_P Co-funded by the

aths_Guide_to_Experience_Mapping.pdf Erasmus+ Programme
of the European Union
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[] J J(? ?  Some Key Definitions
NI
. Channel
Touchpoint

A medium of interaction with customers
A point of interaction between a or users. Print, the web, mobile, voice
person and any agent of artifact of an calls, and brick and mortar locations are
organization. These interactions take all common channels for reaching out
place at a certain point in time, in a to and interacting with customers. A
certain context, and with the intention channel defines the opportunities or
of meeting a specific customer need. constraints of a touchpoint.

A. (2013). Adaptive Path's Guide to Experience Mapping [Pdf]. San
Francisco, CA: Adaptive Path. Retrieved September 29, 2020, from

https://adaptivepath.s3.amazonaws.com/apguide/download/Adaptive_P Co-funded by the
aths_Guide_to_Experience_Mapping.pdf
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Classification of touch points

Touch Points

Customer-owned

the firm, its partners, or
others do not influence or
control

Lemon, K. N., & Verhoef, P. C. (2016). Understanding

customer experience throughout the customer

journey. Journal of marketing, 80(6), 69-96. Co-funded by the
Erasmus+ Programme

of the European Union




Process Model for Customer Journey and Experience

Previous Current Customer Experience (t) Future
Experience Feedback Experience
(t-n) (t+n)
YA
/ Pre-purchase\/P s \ﬁost-purchasa DY )
urchase >tage
Stage g Stage
v|_|o D o |
M| | # Touch Points » | 7 Touch Points .| /~ Touch Points o® g s
-g § -g Brand owned Brand owned Brand owned o a o
alo |8 Partner owned Partner owned Partner owned N c
g g g Customer owned Customer owned Customer owned g 3 g—
v ln |0 Social/external . | . Social/external & | *. Social/external 0 o
o &r () B PR L g ﬁ $
w w e . s : e,
& °;g o Behaviors % Behaviors Behaviors 2 onﬁ’ ]
| [ | &8
: Need recognition, Choice, ordering, i Consumptlotn, B : 1) ]
i consideration, search ;i |: payment jj: °neasement service
request
A A k /K / ..................................................
Customer Journey >
Lemon, K. N., & Verhoef, P. C. (2016). Understanding customer experience Co-funded by the e
throughout the customer journey. Journal of marketing, 80(6), 69-96. Erasmus+ Programme { }

* 5 Kk

of the European Union



_Q

Experience Mapping: Procedure

@|-®

Tell the
Story

Chart the
Course

Uncover
the Truth

Visualize a compelling
story that creates
empathy and
understanding

Collaboratively
synthesize key
insights into a journey

Study customer
behavior and
Interactions across
channels and
touchpoints.

A. (2013). Adaptive Path's Guide to Experience Mapping [Pdf]. San
Francisco, CA: Adaptive Path. Retrieved September 29, 2020, from
https://adaptivepath.s3.amazonaws.com/apguide/download/Adaptive_P
aths_Guide_to_Experience_Mapping.pdf
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Use Your Map

Follow the map to
new ideas and better
customer experiences




' ik Step 1: Uncover the Truth

Z() G

For early stage discovery, call center logs, customer satisfaction surveys,
or existing personas could be excellent resources.

“Leverage your existing research and subject matter experts, but never rely on
just one data source. center logs, customer satisfaction surveys, or existing
personas could be excellent resources.

In order for others to buy into the story your map tell, they need to know it's an
authentic story built from strong insights based on real data.

As you collect your data, don’t expect it to be organized.”

A. (2013). Adaptive Path's Guide to Experience Mapping [Pdf]. San I I _
Francisco, CA: Adaptive Path. Retrieved September 29, 2020, from . . TOI Vale_ntl ne
https://adaptivepath.s3.amazonaws.com/apguide/download/Adaptive_P Co-funded by the Experlence DeS|gner, Adaptlve Path

aths_Guide_to_Experience_Mapping.pdf Erasmus+ Programme
of the European Union




RESEARCH DISCOVERY
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. A
« What actions are customers taking Qualitative Quantitative Qualitative Quantitative

to meet their needs?
« What are their key behaviors?

Thinking
 How do people frame and
evaluate their experience? o
 What do they expect? T
o
: 2
Feeling o DEVICES RELATIONSHIPS
« What emotions do people have =
along their journey? -
° i ]
What are the highs? The low? = PLACE TIME TOUCHPOINTS

A. (2013). Adaptive Path's Guide to Experience Mapping [Pdf]. San
Francisco, CA: Adaptive Path. Retrieved September 29, 2020, from
https://adaptivepath.s3.amazonaws.com/apguide/download/Adaptive_P Co-funded by the

aths_Guide_to_Experience_Mapping.pdf Erasmus+ Programme
of the European Union




SR
NEEE % ~

L= — ™

"
v, TAI0 13" Steet. Sacamenze. (A %5811
[oatamp
S e A © . P § s < W@
y et by the
o vy they

Example

A. (2013). Adaptive Path's Guide to Experience Mapping [Pdf]. San
Francisco, CA: Adaptive Path. Retrieved September 29, 2020, from
https://adaptivepath.s3.amazonaws.com/apguide/download/Adaptive_P Co-funded by the
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Think and Feel?
What really matters
Worries/Aspirations?
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Hear? Seet
~ar: Environment
Empathy Map What friends say Social Media
What family say Websites
What boss/peers say Magazines

What influencers say What the markets offers

Pains Gains
Fears Wants/Needs
Frustrations Measure of success
Obstacles Goals y

Goulbourne, C. (2019, July 25). How empathy mapping can be used to
help generate ideas for your business. Retrieved September 13, 2020, Co-funded by the

from https://obaninternational.com/blog/empathy-mapping/ Erasmus+ Programme
of the European Union




I want to be seen as sophisticated and well put together’
| want to be known as the woman who

‘'smells amazing’

‘Fragrance is the final touch
on any outfit’

“How can you spend that
much on perfume?”
‘You always smell so nicel’
‘Men like women who smell

nice’

Example of
a filled-in empathy map

Instagram
Grazia Magazine
Stylist Magazine
Friends
Influencers
Beauty blogs

for a fragrance brand

Cost

Lack of confidence
Self-conscious

High postage prices Have a beautiful and Instagram wortl

Goulbourne, C. (2019, July 25). How empathy mapping can be used to
help generate ideas for your business. Retrieved September 13, 2020,
from https://obaninternational.com/blog/empathy-mapping/
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l\fi_-E/'I[] =J J? P Step 2: Chart the Course
U — &g

The Anatomy of an Experience Map...

1. The lens is an overriding filter through which you view the journey, such
as a persona, more general experience principles, or a value proposition.
2. The customer journey model depicts the range of interactions

customers have across channels, touchpoints, time, and space in pursuit of
satisfying one or more needs.

3. The takeaways summarize key findings from the experience mapping

process.
A. (2013). Adaptive Path's Guide to Experience Mapping [Pdf]. San Chris Risdon —
Francisco, CA: Adaptive Path. Retrieved September 29, 2020, from ) ) )
https://adaptivepath.s3.amazonaws.com/apguide/download/Adaptive_P Co-funded by the * * DeS|gn Director, Adaptlve Path
* *

aths_Guide_to_Experience_Mapping.pdf
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Rail Europe Experience Map

Guiding Principles

<
L]
iml

Customer Journey

ople’s larger | People build their travel plans over time.

People value service that is res|

Lens

effective and personable.

e — — i —— _ e
Enter trips " Review farss i vory L i e - ) ' - : - - 1 Share experience
: Research destinations, routes and products ?“”rfm F’GL"c" : Pa?‘r'f?[‘ R_c”‘_f“ & Wait for paper tickets to arrive Activilies, unexpected changes :
Select pass{es) Hinerary :: options i options canfrm Follow-up on refunds for booking changes
Destination Look up
i Share
pegss e fanies Print e-tickats Change E-ticket Print
N photos
at homa plans at Station
y Check tickat Get stamp
ralleurope.com Live chat for —_— stalus I"r . for refund
quastions
Plan with Mag itinerary [N o H g,
interactive map fincling pass) E ¥ are
con oomes ourney
(reviews)
My ca ) Buy sddhiond Model
difficulties tickets
ocolr el View
. Plan \ maps B
Blogs & Kayak, compare activities E D \ v
iii | Travel sites airfare H H v Research - Plan/ (
hotels Paper tickets e crriie -
armve in mel Arrange activities
Talk with timetables g Request Mail tickets
friends Googe Research travel refunds for refund
searches hotels
. t around Europe? + Do | have everything | need?
* Ral Europ was sasy and friendly, but
THINKING . end in each wihen an i
" Qualitative
olm 0 Europe! « ' hard 10 trust Trip Advisor. Everyone s that I'm ¢ g winerable to be in an unknown place i g
hing | can? 50 negati Lropa won't ana gt )
FEELING * Keeping b f &l the different products todl that Ral Eurape w on time for my
ong choic ¥
- : S 18 the trip | want 1o take?
— titati
uantitative
EXPERIENCE I f I I I t. i
Helpiulness of Rail Eurcpe Helpfulness of Rail Europe Helpfulness of Rail Europe Helpfuiness of Rail Europe Helpfulness of Rail Europe Helpfuiness of Rail Europe n O r a Io I n
Opportunities
GLOBAL PLANNING, SHOPPING, BOOKING POST-BOOK, TRAVEL, POST-TRAVEL
Communicate a clear Help people get the help Support people in creating their Enable people to plan over time. Visualize the trip for planning Arm customers with information Improve the paper ticket Accommodate planning and
value proposition. they need. own solutions. and booking. for making decisions. experience. booking in Europe too.
STAGE: Intil vsi s o STAGES: Gicoal STAGES: Paning, Shopping STAGES: Farning, Shoppng STAGES: Post-Booking, Traw STAGE: Traveing
Make your customers into better,  Engage in social media with Connect planning, shopping and  Aggregate shipping with a Proactively help people deal CGommunicate status clearly at Ta keaw a yS
more savvy travelers. explicit purposes. booking on the web. reasonable timeline. with change. all times..
STAGES: Gicbal STAGES: Giobal STAGES: Prarving, Shoppng. Booking STAGE: Boaking STAGES: Post-Bookng, Taveing STAGES: Post-Booking, Pest Travel

adaptive path

A. (2013). Adaptive Path's Guide to Experience Mapping [Pdf]. San Francisco,
CA: Adaptive Path. Retrieved September 29, 2020, from
https://adaptivepath.s3.amazonaws.com/apguide/download/Adaptive_Paths_G
uide_to_Experience_Mapping.pdf

Information | » &
sources »(
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Monlinaar, but
time based

N

Chambers, L. (2012, November 18). Rail Europe Experience Map.
Retrieved September 13, 2020, from https://uxmastery.com/ux-marks-the-
spot-mapping-the-user-experience/experiencemap/
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A. (2013). Adaptive Path's Guide to Experience Mapping [Pdf]. San
Francisco, CA: Adaptive Path. Retrieved September 29, 2020, from

https://adaptivepath.s3.amazonaws.com/apguide/download/Adaptive_P Co-funded by the
aths_Guide_to_Experience_Mapping.pdf
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Facilitating
A Successful Workshop

Set the context
Organize yourselves
Deconstruct

Stage

Construct

Shape

o0k whE

 ASSEMBLE DIVERSE TEAMS
~ AND PERSPECTIVES

A. (2013). Adaptive Path's Guide to Experience Mapping [Pdf]. San
Francisco, CA: Adaptive Path. Retrieved September 29, 2020, from
https://adaptivepath.s3.amazonaws.com/apguide/download/Adaptive_P Co-funded by the
aths_Guide_to_Experience_Mapping.pdf
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Step 3: Tell the Story

“Design for Impact”

pe Like any good story, there’s
a beginning, a middle, and
an end.

A. (2013). Adaptive Path's Guide to Experience Mapping [Pdf]. San
Francisco, CA: Adaptive Path. Retrieved September 29, 2020, from
https://adaptivepath.s3.amazonaws.com/apguide/download/Adaptive_P Co-funded by the

aths_Guide_to_Experience_Mapping.pdf Erasmus+ Programme

of the European Union
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A way to determine the right hierarchy is

to consider what would stand out
when viewed from different distance and
for different lengths of time.

What would stand out after one quick glance?
After one minute? After ten minutes? What should
stand out from across a room, and what is OK to
be discovered after closer inspection?

Iran Nages & Amber Reed-
Visual Interaction Designers, Adaptive Path

A. (2013). Adaptive Path's Guide to Experience Mapping [Pdf]. San
Francisco, CA: Adaptive Path. Retrieved September 29, 2020, from

https://adaptivepath.s3.amazonaws.com/apguide/download/Adaptive_P Co-funded by the
aths_Guide_to_Experience_Mapping.pdf Erasmus+ Programme
of the European Union

A good experience map has a lot in common with a
good poster. What make a good poster is Hierarchy.

Young Families Segment Health Insurance Purchase Journey Map

Research Choice Reduction Purchase
[ ek

Touch Point Map

Legend @ Touch point (Are .
“I would have liked Frequently Asked Questions or
Ik to an online person, I'm not a
id everything online.” = Young (@]
" )

® .

urney Map
~**Heart Legend Q teigh High Satisfaction area t

12345678910

Far Less Effort

Level of Effort  About the Effort | Slightly More Effort
Ptz I 2.9  ForMore Effort than | Expected 4.3 T 3.7 then Bxpected 1.6

Source of Image:
https://www.mycustomer.com/customer-experience/engagement/nine-sample-customer-journey-maps-and-what-we-

can-learn-from-them




How to reach a compelling visual story?

1. Have a point of view
2. Consider your audience

3. Design for impact

“Your goal is to craft a communication piece that can stand out on its own, inspire a new
ideas, and have longevity as a strategy and design. In the end, every map is unique.”

Iran Nages & Amber Reed-
Visual Interaction Designers, Adaptive Path

A. (2013). Adaptive Path's Guide to Experience Mapping [Pdf]. San
Francisco, CA: Adaptive Path. Retrieved September 29, 2020, from

https://adaptivepath.s3.amazonaws.com/apguide/download/Adaptive_P Co-funded by the
aths_Guide_to_Experience_Mapping.pdf

* X %

* *
Erasmus+ Programme A
of the European Union

* 5 Kk



HIGHLIGHT AREAS OF

GREATEST OPPORTUNITY. CHOOSE THE STORY YOU WANT TO LEAD WITH
AND USE SCALE, CONTRAST, AND COLOR TO
CREATE HIERARCHY.

"CAN SOMEONE
HELP ME?*

RESEARCH PURCHASE USE
o
=
>
2 plans are svaillable”
z b
—
? * Exgited, but a little * Warrying sbout manay +in the moad ta spand o * Satafien
< e * Wants to conawlt friends * Convinced : ~ Ready ta refer iriands
T * Unsure and tamily far advice a < Eaited to swa . ang family 1o sarvics
: « Meady to get sturted something brand new
2 > 35e
o s g
a s
H MAKE SURE SUPPORTING
INFORMATION 18 PREGENT,
A. (2013). Adaptive Path's Guide to Experience Mapping [Pdf]. San bt
Francisco, CA: Adaptive Path. Retrieved September 29, 2020, from
https://adaptivepath.s3.amazonaws.com/apguide/download/Adaptive_P Co-funded by the SR

aths_Guide_to_Experience_Mapping.pdf i %
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Sketching Your Story

ACT (ION-BASED 2
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A. (2013). Adaptive Path's Guide to Experience Mapping [Pdf]. San
Francisco, CA: Adaptive Path. Retrieved September 29, 2020, from
https://adaptivepath.s3.amazonaws.com/apguide/download/Adaptive_P Co-funded by the

aths_Guide_to_Experience_Mapping.pdf Erasmus+ Programme
of the European Union




Customer Journey Map

Natalie
Arts Student/Freelance Designer,
Single,26

Heads to store Arrives Waits for Collect Consumes
to do her work At store seat Drinks Drink

N
el
i

Sample

Irritated initially when her

M
Q ’r',?\ ? \/ [ order was made wrongly but

@ felt better when the barista
%Té, gave her a new drink

Not sure if this Starbucks Getting anxious and a Slightly impatient that app value reload
outlet has wifi and little impatient as it process is taking so long s te,
enough power points as seems like everyone Had to go back to pay page after & G
her laptop battery is near the powerpoints transactions to check if value has been . '
running low will be there for some loaded

time

Sim, Y. (2018, October 28). Are you getting the RIGHT Starbucks Experience?
— Redesigning the Starbucks Singapore App. Retrieved September 15, 2020,
from https://medium.com/nyc-design/are-you-getting-the-right-starbucks- Co-funded by the

experience-redesigning-the-starbucks-singapore-app-2cd07e1ff53d Erasmus+ Programm e
of the European Union




Sample

Source of Image:

https://www.mycustomer.com/sites/default/files/smartcitiesjourney-map.png
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9
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THINKING

FEELING

OPPORTUNITIES
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Sample

B B

Restaurant Customer Journey A group of professionals eat at a restaurant during their lunch hour

Consider nearby restaurants
and travel times with group

Come to a consensus with
the group

What restaurants are around?
Where do | have time to eat?
What sounds good to eat?

| What does eveybody else want?

5+ minutes

Provide total times to eat at
restaurants including travel

Show current crowd levels at
restaurants

Source of Image:
http://www.cw-ux.com/other-projects/

B

Check-in with host
Wait for table if busy
Follow host to table

How busy is the restaurant?
How is the atmosphere?

Is there a seating for our group

without a long wait?

1-10 minutes

Show current wait times
for each restaurant

Mobile check-ins before
arriving

Look through menu
Decide on food to order
Watch for waiter when
everybody is ready

What should | order?

When will the waiter return?
Is everyone ready? What are
they ordering?

\\

-
™

5-10 minutes

Ratings & suggestions on
items by likes, tastes and
ingredients

Have button to call waiter
when ready to order

Give order to waiter

| How long until the
| food is delivered?

o PR

5-10 minutes

| Place order online, in app or

| on tabletop tablet
| Order at counter
Food ETA

Co-funded by the
Erasmus+ Programme
of the European Union

Eat food
| Chat with group

| How is the food?
| Am | happy with the
experience?

15-30 minutes

Rate menu items for

| future ordering

Flag down waiter
Give waiter the payment
Ask for to-go box

Where is the waiter?

| When will he be back?

5-10 minutes

Pay via phone or
tabletop machine

Evaluate restaurant &
experience

How much time do | have to
get back to work?

Do | want to come back
to the restaurant?

5+ minutes

Have a review option when
leaving the restaurant




f? Step 4: Use Your Map
®
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2 u “It’s a catalyst,
X Not a conclusion”

Make your map visible to the
whole organization

A. (2013). Adaptive Path's Guide to Experience Mapping [Pdf]. San
Francisco, CA: Adaptive Path. Retrieved September 29, 2020, from
https://adaptivepath.s3.amazonaws.com/apguide/download/Adaptive_P Co-funded by the

aths_Guide_to_Experience_Mapping.pdf Erasmus+ Programme
of the European Union
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We often invent new, just-
In-time approaches to
meet the unique strategic
objectives of our clients or
to work within the
constraints of time and
budget on an initiative.

A. (2013). Adaptive Path's Guide to Experience Mapping [Pdf]. San
Francisco, CA: Adaptive Path. Retrieved September 29, 2020, from
https://adaptivepath.s3.amazonaws.com/apguide/download/Adaptive_P
aths_Guide_to_Experience_Mapping.pdf
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W " Insights to Action

| i —

8

Here are three examples of how an experience map
can be put into practice.

1. Issue/Opportunity Identification and Prioritization
2. Experience Storyboards
3. Future Experience Mapping

Co-funded by the
Erasmus+ Programme
of the European Union




Action Plan

Action Plan should refer to all the
touchpoints with possible improvements to
be introduced.

It could be focused on removing or mitigating
pain points as well as boosting success
points.

Action Plan should be organized in form of

ACTI 0 N strategy that aim at complex improvement of

customer journey and transforming customer

PLANS experiences into desired value and revenue

stream for the company

Zasun, M. (n.d.). Customer Journey - Why is it worth

mapping? Retrieved September 3, 2020, from Co-funded by the
https://www.bluerank.pl/downloads/customer-journey.pdf
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Testing and Updating

MEEl []
o

Analysing customer journey and its experiences and introducing action
plan to improve it could not be so successful as expected.

Therefore, its implementation should be closely associated with
evaluation of the results and verification of actions.

In fact, first map is a hypothetical one, and if well introduced, should lead
to create the true one and to improve customer experience.

Zasun, M. (n.d.). Customer Journey - Why is it worth

mapping? Retrieved September 3, 2020, from Co-funded by the
https://www.bluerank.pl/downloads/customer-journey.pdf
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Measuring Progress

0
: Detractors § : ;:,C,,fs.‘c,t.,_‘
The status and Customer Experience level © © 6 6 66 6 0 0 8 Qe
could be measured with Net Promoter ﬁﬁﬁﬁﬁﬁﬁwww ll\
Score (NPS).

"0 1 2 3 4 5 6 7 8 9 10

It is a simplest measure of customer
loyality and the quiality of relationship. NPS

Changes in NPS in a long-term show the . =
efficiency and quality of business activities /o Promoters - % Detractors

towards improving customer experience _
and satisfaction. The higher the NPS value the more

customers are willing to recommend
company’s offer

Zasun, M. (n.d.). Customer Journey - Why is it worth

mapping? Retrieved September 3, 2020, from Co-funded by the
https://www.bluerank.pl/downloads/customer-journey.pdf
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