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What is a conceptual model?
A representation of a problem, system,

or opportunity

Ideally highlights possibilities for action
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What we'll look at

Map Customer journey
Timeline Touchpoint matrix
Landscapes Experience map

Experience model
...Whew.
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Spatial map: paths, regions, points
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An artifact map

Driver Field of View

; Dashboard too low in relation to seat

Top of Center Dash
« A place to hang important info for easy,viewing
« Easy viewable place to check phone forincoming

Driver Field of View
text or calls

« Easy viewable space for controlling
entertainment device or phone

Radar Detector

Instrument Cluster Space

trument Cluster Space /

96

Steering Wheel Space

CD Player
Screen Display

intrudes into space

Icons hard

« SWC access to integrated
to understand

devices: GPS, phone, music &=

Driver Below Dash Storage

Volume Control
Temperature Control

Location of DIC
control hard to reach

Not enough
power connections

Items Near at
Hand Storage

GPS

|O‘__——__’
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Health
timeline

differences

in personal

organization
skills

motivational
baseline of fear |

motivation A

Diagnosis
of diabetes

"It's a disease that
pits you against your
will power every
single day.”

Motivational Cycle for Diabetics

As time passes, differences in personal organization are magnified (green line becomes thicker),

"l want a life
away from
diabetes"

*| switched to
the pump
because | wanted

mare control”

I switched to
the pump
because | wanted
mare control.”

“ want to

run in the “lwant to
next have a baby."
rmarathan,”

“There's not a day that goes by
that | don't think about it [losing
a leg in five years]”

adaptive path
pw-

time
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http://www.adaptivepath.com/blog/2007/11/05/visualizing-stories-from-research/




Grocery shopping
landscape
Family Life

Figure out how to fit shopping Into your life Buy according F am il
Pay attention to family when you're home to my tastes y

ok
Ch"d I just won't cook

if | can't make

Cook hat 1 want

I'll buy what's good for you
-- and occasional treats

Co-shoppers

Make something we can | want company I want to do my own things
buy the ingredients for < | want to shop instead of shop
together | want to shop efficiently
S_l ngles Shopper Terrible things could happen to me
Llfestyle Males, Females, Indulge me
Buy small amounts so Divorced, Mamed,
your food won't go bad Single Il indulge you
within reason .
o Child co-
m going to shop to
avoid the humiliation of Shoppers

running out of basics

Fitness Eat like this
Culture

Frien ds & Fresh is better than canned
Acquaintances

http://incontextdesign.com/articles/beyond-the-tower-of-babel/



Gossip website
experience model
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Swag it:
Add any photos. text snippets,
and advertiser swag to your
collection
O,
1,50,
N 4.
! %, @,
n
&8 b
& & %, 0
e

Swag

Gossip, S
m
Rumors reploy
P
Give, Receive,
Friends rate, with your Hence
recommend, and
comment on storie!
Friends
Q Yahoo! users
Q Advertiser avatars
Q Featured bloggers
Celebrties
SOCIALIZING

Jens Jenason



GOING ON THE DATE SEARCHING AND SELECTING

Online dating
experience model

MEETING

COMMUNICATION CONTEXTS

B ONUNE: DATING WEBSITE I TELEPHONE

- ONLINE: WEB, CHAT OR EMAIL IN PERSON
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Home heating experience model

My |dea| EXPERIENCE Program/Use

My programmable thermostat is easy

to use. It works around my lifestyle,

helps me manage my energy use, and
Install saves me money without sacrificing

| have all the tools | need ~ ¢omfort.

Lextant

provide me and my
family are clear.

Choose e ot magniitude

I am informed about get it up on the wall and High
Research features, benefits, working, quickly and Eg{;gmg
| know what | need and compatibility. easily. :
before | go to the store. My expectations
My options and the for installing and use comfortable &
value this product wil| ~ are set. E ne I’gy Eﬂi Ci ent

Ideally | am... Prepared Educated Iy diSpa I'Ity

Neutral
Emotion
Today | am... Unaware
Overwhelmead
I do not know about my Frustrated
options and what’s right
for me, my family, and my THa TEEILrEs: Eormpatibiie
) . patibility. .
PYan, and technical language are Confused
not clear to me. All | see are | don't have the right tools.
rows of white boxes at the I didn't realize that | had
store. to provide batteries.

The instructions are unclear,
so | can't tell if I'm doing

The programs don‘t match my lifestyle,
it right. 1e programs don‘t match my lifestyle,

so | feel like I'm always adjusting my
thermostat. Because It's not intuitive, Hiah
S e q u e n C e I'm worried that | will mess something up. E’;ﬁ c;n' Gt
-Negative




Touchpoints matrix

Main user actions / intentions

capture manage

Touchpoints
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/) UC Berkeley School of Information http://www.slideshare.net/frogdesign/brugnoli-system-ux-1061731



Building from a touchpoints matrix

Main user actions / intentions

o o

Touchpoints

Digital camera

Mobile phone (o) (o] (o)
PC application (o] (o)
Web site / application (o)

Portable mediaplayer (o] (o] (o]
Print media (o) (o]
Home mediacenter / TV (o)
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Customer journey map

Touchpoints How and where people encounter
service, product, or company

Desires What they want from those encounters

Emotions How they feel about those encounters
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Making a customer journey map

Write down basic steps or phases in simple words
Use scenarios to identify detours or alternative
Map and label touchpoints or channels

List triggers for each encounter

Consider pain points or good moments

Consider how many maps you need

UC Berkeley School of Information http://customerexperienceplanning.com/2012/04/11/
customer-journey-mapping-part-i-the-basics/



Customer journey + persona

@
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

: Goes online and checks out different options
Emotional :

Experience

“I've been on hold for too long. 'm hanging

Consults with influencer

‘I can't afford what I'm finding here.” : Ends phone call

~3 Go back \f Go back :

7 )

il oy Comarion Purchase T
the Journey

: . Emotion téward vendor

Description Description Description Description
The Inquiry phase features the reasons people are The potential customer comes into the Comparison The Purchase phase involves the provider requiring The Installation phase is the handoff from customer
shopping around for new service. These are usually phase usually armed with the right info and tech quite a bit of personal info. The order flow tends to be service to the installer. There are usually scheduling
related to moving and relocation, an upgrade to jargon and is looking for the lowest cost. Customers complex, and the process can be all over the map. conflicts among all parties involved. This phase can be
existing service or hunting down new deals. Moving tend to be brand agnostic. If they can't find the right There is a sense of delayed gratification — waiting on somewhat painful for the customer in dealing with the
is the biggest reason. price or the right services, they may leave and go back service installation and activation. installer.

to Inquiry.
Recommendations Recommendations Recommendations
Design homepages with separate, targeted call-out Recommendations Reduce the amount of information required by stream- Many factors converge to make this phase of the
areas lying above the fold, tailored for residential and Use IP location services to geo-locate customers — lining and improving any areas that contain form fields, customer journey unpleasant. Providing accurate
tech-savvy customers. Internal product areas should removing the current service address roadblock. This using industry best practices. Work on setting expecta- arrival times, courteous technicians and clear
include basic plain-English product descriptions and allows users to configure services before adding them tions for the Installation phase with phone customer instruction materials during Installation can help
large price points with a clear call to action. Bullet to the cart and reflects bundled price discounts in a service reps to improve the overall experience with alleviate the negative experience in this phase. Also,
points should include keywords that summarize clear and obvious manner. your brand. consider having leave-behind customer comment

Antinan and fantivan unicalhs faind i meadosd e cn st amace fanl ammmainead b siis fandbacl

. http://www.uxmatters.com/mt/archives/2011/09/the-value-of-customer-journey-maps-a-ux-designers-personal-journey.php



Gaming experience map

EJ Solitary, Escapist Gamer
(Comeonmt  Experience Map » 10

Past Experiences Awareness
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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.

People value service that is respectful,

effective and personable.

Customer Journey

STAGES Research & Planning Shopping Booking Post-Booking, Pre-Travel Travel Post Travel
Enter trips Review fares : i N H Share experience
Research destinations, routes and products Sonﬂrm Dev_v ery i Payll_‘nem i Rewiw & Wait for paper tickets to arrive Activities, unexpected changes
Select pass(es) ftinerary Options options confim Follow-up on refunds for booking changes
Destination Look up
ages time tables ; ; Share
pag Print e-tickets Change E-ticket Print photos
at home plans at Station
; Check ticket Get stamp
raileurope.com Live chat for —_—— status for refund
questions —
Plan with Map itinerary
DOING interactive map (finding pass) Shgre
experience
(reviews)
May cajl if Buy additional
difficulties ) tickets
oceur View
. plan maps
Blogs & Kayak, compare : activities
Travel sites airfare : Research Plan/
M M M hotel Paper tickets
otels per 1 Look up confirm
Talk with \} arrive in mail timetables  Arrange activities Request Mail tickets
travel
friends Google Research \ refunds for refund
searches hotels
* What is the easiest way to get around Europe? | want to get the best price, but 'm willing to pay a * Do | have all the tickets, passes and reservations * Do | have everything | need? o | 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 N :"0;\/ '“";C*; will my whole trip cost me? What are my shipping? when an issue came up, | couldn't get help. * Am | on the right train? If not, what next?  People are going to love these photos!
place for site seeing and activities? rade-offs? . « 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
© Ave there ofher activities | can add to my plan? else can | get my question answered? v do that? more carefully.
* I'm excited to go to Europe! o It's hard to trust Trip Advisor. Everyone is * Website experience is easy and friendly! * Stressed that I'm about to leave the country * | am feeling vulnerable to be in an unknown place in * Excited to share my vacation story with
 Will | be able to see everything | can? 50 negative. « Frustrated to not know sooner about which and Rail Europe won't answer the phone. the middle of the right. my friends.
FEELING « What if | can't afford this? « Keeping track of all the different products tickets are eTickets and which are paper tickets. « Frustrated that Rail Europe won't ship tickets * Stressed that the train won't amive on time for my A bit annoyed to be dealing with ticket refund
« | don't want to make the wrong choice. is confusing. Not sure my tickets will arrive in time. to Europe connection. issues when | just got home.
« Am | sure this is the trip | want to take? . . . . * Meeting people who want to show us around is fun,
* Happy to receive my tickets in the mail! serendipitous, and special.
EXPERIENCE Relevance of Rail Europe vance of Rail Europe
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

Communicate a clear

Help people get the help

value proposition.

STAGE: Initial visit

Make your customers into better,
more savvy travelers.

STAGES: Global

they need.

STAGES: Global

Engage in social media with
explicit purposes.

STAGES: Global

Support people in creating their
own solutions.

STAGES: Global

Enable people to plan over time.

the trip for Arm

and booking. for making deci

STAGES: Planning, Shopping STAGES: Planning, Shopping STAGES: Shopping, Booking

Connect
booking on the web.

and A with a
reasonable timeline.
STAGES: Planning, Shopping, Booking STAGE: Booking

Information | » Stakeholder interviews

pi the paper ticket
experience.

STAGES: Post-Booking, Travel, Post-Travel

Proactively help people deal
with change.

STAGES: Post-Booking, Traveling

POST-BOOK, TRAVEL, POST-TRAVEL

Accommodate planning and
booking in Europe too.

STAGE: Traveling

Communicate status clearly at
all times.

STAGES: Post-Booking, Post Travel

» Customer Experience Survey
» Existing Rail Europe Documentation

Ongoing,

Non-linear, but
non-linear

sources time based

Linear
process

Experience Map for Rail Europe | August 2011

» Cognitive walkthroughs

adaptive path _



