An introduction to...

Experience maps

User objective: Ensure potential destinations will allow her to meet her Holiday goals Holiday criteria
holiday goals v" Good value for money v" Good weather
TUI's objective: Increi:sefHe::F-s propinsl,_i{tjy to consider TUI as a holiday v Reliability. It's more important v Cheap holiday
provider for this years holiday ; ;
gg;;; ::T:':ble holiday than a v Evening entertainment
Engagement: High f_ UI1—£|9 flamlly Sﬂldax |sboniogthe highlights of the v Activities and entertainment
year for Helen and her husband, Dave for children
Context: Helen has just started investigating potential options for v Clean hotel facilities
the 2012 Tate family holiday. They haven't got as much
money to spend this year and prices have gone up, so
she’s evening keener than usual to get a bargain.
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Opportunities

Helen goes into her local travel Helen flicks through each brochure Helen likes a hotel she's found in She has a quick look at the She immediately discovers the She looks at Themson's best
= agent to chat to the TA and pick looking for holidays that catch her the TUI catalogue. She google pictures of the hotel to get a feel weather in Bodrum over the UK holiday deals in Bodum for the
8 up brochures sesalp eye = === searches for 'Jasmin Beach ===« forit. She then decidesto explore ===« schoolholidays isexcellent. This = === = dates she's available
5 Appartments’ to get more detail Bodrum in greater detail as it's not puts her mind at rest.
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What is an experience map?



“Documents that visually illustrate
customers’ processes, needs,
experiences and perceptions
throughout their relationships
with a company ”

Forrester Research



“A story about one of our customers”

Me



A snap shot only tells part of the story...
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What happens when you put all the
snap shots together to form a story?
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Mapping the current...
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Mapping the future...



Goal Helen wants to book a summer holiday for the family

“The most important things for
me are that it’s got to be cheap
and have hot weather, with
plenty to keep the kids occupied.

N Other than that it doesn’t really
Helen - 41 years old, married, matter’

with 2 daughters aged 12 and 16




Dec

Date

. Web {5 mins) M
Touchpoint At each stage of Helen’s journey...

Confirm where the nearest Thomson

Task shop is.

What touchpoint(s) does she use?
What is she trying to do?

How does she do it?

What is she thinking & feeling?
What are her pain points?

What does she need?

What do we (the business) want her to do?

Activities +  Halen uses the find a Thomson
shop feature on the website to find
the address for her nearest shop.

*  She prints off a street map (with the
shop address) to help her find it.

+ Helen also checks the shop
opening hours to see when she can
pop in.

* A simple shop search (e.g. using
Needs her postcade).

»  Toknow how to find a shop.

How can we make things better for her?

+ Tobring Helen in to one of the
shops.

Business goals

Ideas +  In addition to the usual information
could also include information
about shop staff (e.g. profiles) and
recommendations from members of
staff.

*  Helen might want to use her mobile
1o find her nearest shop

*  Allow Helen to book an
appointment.




Rail Europe Experience Map
Guiding Principles

People choose rail travel because it is
convenient, easy, and flexible.

Rail booking is only one part of people’s larger

travel process.

People build their travel plans over time.

and personable.

People value service that is respectful, effective

Customer Journey

STAGES

Research & Planning Shopping Booking Post-Booking, Pre-Travel Travel Post Travel
" Entertrips " Review fares WC fi e o g | fmmmmm——y gy Share experience
RAIL EUROPE Research destinations, routes and products Brossissssaesessrsrrisseitl S : " m Delivery Pa\,;mem H Fe\m?w& Wait for paper tickets to arrive Activities, unexpected changes a A b
Select passies) Hinerary options options confirm Follow-up on refunds for booking changes
Destination = Lox
ok Up ch Sha
pages " ange Check ticket y . L)
time tables plans ctatus E-ticket Print photos
at Station
|:, . Get stamp
ralleurope.com Live chat for — / I—' for refund
. tion: : h —
Plan with Map itinerary f‘ (AR :
interactive map (finding pass) v H Share
: Buy additional e
H May call if Y oo e (reviews)
DOING : — i
: difficulties / \ ckels
: occur \ @ m —
: View >/
Blogs & Kayak, : \-7/ A e @ web/|
T e : Print e-tickets Na Ps e
anze v v at home Paper tickets Plan/
J \ arrive in mail Look up G _
Talk with = timetables Arrange  activities Reauzst h;l:w tl?:etlls
friends Research \ travel retunds rrefun
searches hotels
* Whatis the easiest way to get around Europe? « I'want to get the best price, but I'm willng to pay a « Do | have all the tickets, passes and reservations + Do | have everything | need? » | just figured we could grab a train but there are « Trying to return ticket | was not able to use. Not
* Where do | want to go? little more for first class. I need in this booking so | don't pay more » Rail Europe website was easy and friendly, but not more trains. What can we do now? sure if I'll get a refund or not.
THINKING * How much time should I/we spend in each - ’l"";"’ ”“;CL‘ will my whle trip cost me? What are my shipping? when an issue came up, | couldn’t get help. « Am | an the right train? If not, what next? * People are going to love these photos!
place for site seeing and actiities? face-ofts § o = Rail Europe is not answering the phone. How « What will | do if my tickets don't arrive in time? = | want to make more travel plans. How do | * Next time, we will explore routes and availability
* Are thers other activties | Gan add to my plan? else can | get my question answered? v do that? more carefully.
« I'm excited to go to Europel o It hard to trust Trip Advisor. Everyone is « Website experience is easy and friendly! * Stressed that |'m about to leave the country * 1am feeling vulnerable to be in an unknown place in * Excited to share my vacation story with
* Wil | be able to see everything | can? so negative. * Frustrated to not know sooner about which and Rail Europe won't answer the phone. the middle of the night. my friends.
FEELING * What if | can't afford this? # Keaping track of all the different produucts tickets are eTickets and which are paper tickets. * Frustrated that Rail Europe won't ship tickets * Strossed et the treln won't anive on time for my * A bit annoyed to be dealing with ticket refund
* | don't want to make the wrang choice. is confusing. Not sure my tickets will arrive in time. 1o Europe connection issues when | just got home:
« Am | sure this is the trip | want to take? . ) . " * Mesting people wha want to show us around is fun, -
 Happy to receive my tickets in the maill serendipitous, and special
EXPERIENCE
Helpfulness of Rail Europe Helpfulness of Rail Europe Helpfulness of Rail Europe Helpfulness of Rail Europe Helpfulness of Rail Europe Helpfulness of Rail Europe
Opportunities
GLOBAL PLANNING, SHOPPING, BOOKING — POST-BOOK, TRAVEL, POST-TRAVEL
00mm|_xl|lca1e a clear value Help people get the help they Support people in creating their Enable people to plan over time. Visualize the trip for planning Arm with i P the paper ticket Accommodate planning and
proposition. need. own solutions. and booking. for making decisions. experience. booking in Europe too.

STAGE: Initial visit

Make your customers into better,
more savvy travelers.

STAGES: Global

adaptive path _

STAGES: Global

Engage in social media with
explicit purposes.

STAGES: Global

STAGES: Global

STAGES: Planning, Shopping

STAGES: Planning, Shopping STAGES: Shopping, Booking

STAGES: Post-Booking, Travel, Post-Travel

Connect and ggreg: with a Proactively help people deal
booking on the web. reasonable timeline. with change.
STAGES: Planning, Shopping, Booking STAGE: Booking STAGES: Post-Booking, Traveling
Information Stakeholder interviews Customer Experience Survey Ongoing,
sources Cognitive walkthroughs Existing Rail Europe Documentation nenineas

Experience Map for Rail Europe

STAGE: Traveling

Communicate status clearly at
all times.

STAGES: Post-Booking, Post Travel

LYY 2

Linear

) process

Non-inear, but
fime based

August 2011


http://www.adaptivepath.com/ideas/the-anatomy-of-an-experience-map/
http://www.adaptivepath.com/ideas/the-anatomy-of-an-experience-map/

Helen researches a family holiday

User objective: Ensure potential destinations will allow her to meet her Holiday goals Holiday criteria
holiday goals ¥ Good value for money v Good weather
Cheap holiday

Evening entertainment

TUI's objective: Increase Helen's propensity to consider TUl as a holiday

: . i ¥" Reliability. It's more important
provider for this years holiday

to get areliable holiday than a

Engagement: High — the family holiday is one of the highlights of the exciting one
year for Helen and her husband, Dave

NN

Activities and entertainment
for children

Context: Helen has just started investigating potential options for ¥ Clean hotel facilities
the 2012 Tate family holiday. They haven't got as much
money to spend this year and prices have gone up, so
she's evening keener than usual to get a bargain.
Helen, 41, Married
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Helen goes into her local travel Helen flicks through each brochure Helen likes a hotel she's found in She has a quick look at the She immediately discovers the She looks at Thomson's best
=, agent to chat to the TA and pick looking for holidays that catch her the TUI catalogue. She google pictures of the hotel to get a feel weather in Bodrum over the UK holiday deals in Bodmum for the
E up brochures === oye = === = searches for 'Jasmin Beach ===« forit. She then decides to explore === = = schoolholidays isexcellent. This = ==« [ dates she's available
5 Appartments’ to get more detail Bodrum in greater detail as it's not puts her mind at rest.

= online. where she'd consider going
usually

- -
Ensuring Thomson search
(" results are positioned on the \

first Google search results
L pege P4

Challengies

¥ Persuasive search result ¥" Clear signposting from ¥ Immediate access to ¥" Prominent Hotel search box
description content Hotel to parent destination current and historical - s to deals at this

page weather reports destination content
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Sarah’s Broadband Provider Journey effective

Sarah is moving her family of three. She knows she's going to need phone and Internet service. The effective and contextual
factors that will affect Sarah's choice in broadband vendors are price, and her existing knowledge of and previous experience

with service providers.
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Emotion throughout journey

Emotional .
Experience : ; :
Consults with influencer : . Emotlon tqward vendor
‘I can't afford what I'm finding here.” Ends phone call
] o
Phases of Inquiry Comparison Purchase Installation
the Journey

Description

The Inquiry phase features the reasons people are
shopping around for new service. These are usually
related to moving and relocation, an upgrade to
existing service or hunting down new deals. Moving
is the biggest reason.

Recommendations

Design homepages with separate, targeted call-out
areas lying above the fold, tailored for residential and
tech-savvy customers. Internal product areas should
include basic plain-English product descriptions and
large price points with a clear call to action. Bullet
points should include keywords that summarize
options and features typically found in product
datasheets.

© 2010 EffectiveUl, Inc.

Description

The potential customer comes into the Comparison
phase usually armed with the right info and tech
jargon and is looking for the lowest cost. Customers
tend to be brand agnostic. If they can't find the right
price or the right services, they may leave and go back
to Inquiry.

Recommendations

Use IP location services to geo-locate customers —
removing the current service address roadblock. This
allows users to configure services before adding them
to the cart and reflects bundled price discounts in a
clear and obvious manner.

Description

The Purchase phase involves the provider requiring
quite a bit of personal info. The order flow tends to be
complex, and the process can be all over the map.
There is a sense of delayed gratification — waiting on
service installation and activation.

Recommendations
Reduce the amount of information required by stream-

lining and improving any areas that contain form fields,

using industry best practices. Work on setting expecta-
tions for the Installation phase with phone customer
service reps to improve the overall experience with
your brand.

Description

The Installation phase is the handoff from customer
service to the installer. There are usually scheduling
conflicts among all parties involved. This phase can be
somewhat painful for the customer in dealing with the
installer.

Recommendations

Many factors converge to make this phase of the
customer journey unpleasant. Providing accurate
arrival times, courteous technicians and clear
instruction materials during Installation can help
alleviate the negative experience in this phase. Also,
consider having leave-behind customer comment
cards so customers feel empowered to give feedback
into the process.



Why are experience maps great?

 Everyone loves a story
 Shows the bigger picture
 Makes research easy to digest

e Shows customer’s
perspective

 Shows pain points and
opportunities

* Highlights different
channels used

e (Catalyst for driving an
improved UX



Do this...

 Think about what to map
upfront

e Base on fact, not fiction

* Provide the context

* Focus on ideas & opportunities,
not just pain points

* |nvolve stakeholders from the
start

* Try to map the current &
the future

e
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)yoks, than the content
yuld never happen
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