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Whatis an Experience Map?

A visualization that describes the role of various actors in an end-to-end process, such
as a fulfillment chain. As such, it may include both digital and real-world steps. The user

may have a role in this flow, but it is typically higher-level than the specifics of user
Interaction.

Shows how someone will interact with a process, system, service or product both in
real life as well as digital or device



Whatdoesitdo?

» Keeps track of entire experience from start to finish
* Allows you to see how a whole system works together
* Visualizes the entire experience (physical, all devices, on screen, voice, signage, etc..)
* The experience a person has when interacting with something
* Product
* Service
* Application
* Website
» Software



Sample experience map
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Smart Parki ng DESIGNED BY KATE STEINMEYER © 2014
Users needs to find a spot and pay fast

Pre-Parking »  Parking ) Post-Parking

Examples
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g - Where can | find a parking spot? = | need to sign up for auto-pay - How much did | end up paying?

o)) - Can | see what spots are available? = Do | have 10 use the meter? = Can | pay through my car interface?
= - Is it close 1o my destination? = Does it track my time? - Can | check my balance?

g - Do | need to go back and refill? - Can | reschedule same spot?



SYSTEM FUNCTIONALITIES
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< Pull data and syncronize Build wishlist from Learn user's common routes Suggest alternate routes according § Guide user to the shop Continue learning
with socail media and learn :  personal online data to wishlists and location : : according to user rates
s from user's patterns : (amazon, ebay etc.) : :
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DISCARD
Choose, postpone and Go to store according Evaluate each activity,
delete the products on your to suggestions option to share with
wishlist that you can buy on bhas
: : h lected route ks
Adjust Time the se
Insert personal Catergorize, rank
information and sync and add to wishlist

socail media accounts.

REGISTRATION WISHLIST ROUTE PURCHASE RATING

Users insert information by Users give the system a Users have their most common routes learned and memorized by the system. This way it By accepting a suggestion For every route accepted,
adding personal data and wishlist filled with itens suggests different options to match user's locations and wishlist. For every route system from the system, users are users can evaluate by either
syncing social media account  categorized by type and  gives users different options of moving around the city to reach the informed destination, led via GPS Navigation to attributing ratings and writing
in order to create a profile priority. while the user can also manage how much time he has available for the activity. the retailer indicated. comments, or even share the
within the system database. activity on social media.

Experience Map by prateek solank as part of the Buy Mobile project - http://prateeksolanki.com/buy-me.html


http://prateeksolanki.com/buy-me.html
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Detail from the Rail Europe Experience Map from Adaptive Path



Rail Europe Experience Map
Guiding Principles

People value service that is respectful, effective
and personable.

Rail booking is only one part of people’s larger People build their travel plans over time.

travel process.

People choose rail travel because it is

convenient, easy, and flexible.

Customer Journey
STAGES Research & Planning Shopping Booking Post-Booking, Pre-Travel ' Post Travel
S S— cmﬁm — - . . o . ‘
RAIL EUROPE Research destinations, routes and products oy Ve Wait for paper tickets to arrive Actwvities, unexpected changes
o Select Passies) | nerwy opions ~ optons = Confm Follow-up on refunds for booking changes
Destination
o Look up : Share
pages - . time tables oy, Check tcket E-ticket Print photos
gy O (N
| [ \ /,/' ‘\..“ P ".‘
N e AR ()
Planwith / Map tinerary gy | e : : : U N . L
interactivemap ~~  (finding pass) \__“/ : f : i Share
: May call if : P Buy additional (reviews)
LSS : difficulties : A—N tickets
i . \ Travel sites [, | Compare : : ; Print e-tickats i [D' apps | | / i . ) e
“.‘ / ,."/ v v v at home PW tickels N’ \.‘__‘-__ . _»»__,,./ R Plary |\\ . ) '-.\_:_ _-:/,"
St |' \ . anive in mall Look up i
L timetables Request Mail tickets
Talk with Geodtl N Arrange  activities 2 or
L) searches : \ travel refund refund
hotels

* What is the easiest way to get around Europe? * | want to gat the best prica, but I'm willing 10 pay a « Do | have al the tckets, passes and reservations * Do | have everything | nead? « | just figured we coud grab a train but there are « Trying to return ticket | was not able to use. Not

¢ VWhere do | want to go? itve more for first class.

I need in this booking so | don't pay more

* Rail Europe website was easy and friendly, but

not more trans. What can we do now?

sure if I'f get a refund or not.

THINKING ¢ How much time should Vwe spend in each * How much will my whole trip cost me? What are my shipping? when an issue came up, | coukin't get help. * Am | on the right tran? if not, what next? » Peopia are going 10 love these photos!
place for site sesing and acthities? trado-offs? » 5 « Rall Europa is not answering the phone. How * What wil | do if my tickets don't arrive in ime? * | want t0 make more travel plans. How do | » Next time, we wil explore routes and avalability
* Arg there other activitios | can add to my plan’ oise can | gt my question answered? do that? more carefully,
 I'm excited to go to Europe! « It's hard to trust Trip Advisor, Everyone is « Website experience is easy and friendly! * Stressed that I'm about 1o leave the country * | am fecling vuinerable 10 be in an unknown place in * Excited 10 share my vacation story with
 Will | bo able to see everything | can? 80 NegGative. * Frustrated to not know sconer about which and Rail Europe won't answer the phone. the miadie of the night. ‘ my friends.
FEELING * What if | can't afford this? * Keeping track of al the different products tickets ase eTickets and which are paper tickets. * Frustrated that Rall Europe won't ship tickets "/ SENUG St/ T e WO s on e o my * A bit annoyed 10 be dealing with ticket refund
* | don't want to make the wrong choice, Is contusing. Not sure my tickets wil arrive in time to Europe. e issues when | just got home.

o Am | sure this is the trip | want 10 take?

* Happy 10 receive my tickets in the mall

* Mooting peopio who want o show us around is fun,
sarendipitous, and special,

EXPERIENCE
Helpfulness of Rail Europe Helpfulness of Rall Europe Helpfulness of Rall Europe Helpfulness of Rall Europe

Helpfulness of Rail Europe Helpfulness of Rall Europe
Opportunities
GLOBAL e PLANNING, SHOPPING, BOOKING .~ POST-BOOK, TRAVEL, POST-TRAVEL.
Communicate 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 customers with information Improve the paper ticket Accommodate planning and
proposition. need. own solutions. and booking. for making decisions. experience. booking in Europe too.
STAGE: Inftal visit STAGES: Giobal STAGES: Global STAGES: Planning, Shopping STAGES: Planning, Shoppng STAGES: Shopping. Booking STAGES: Post-Booking, Travel, Post-Travel STAGE: Traveing
Make your customers into better, Engage in social media with Connect planning, shopping and  Aggregate shipping with a Proactively help people deal Communicate status clearly at
more savvy travelers. explicit purposes. booking on the web. reasonable timeline. with change. all times.
STAGES: Globadl STAGES: Giobal STAGES: Planning, Shopping, Booking STAGE: Booking STAGES: Poat-Booking, Travelng STAGES: Post-Booking, Post Travel
Information  Stakeholder interviews Customer Experience Survey Ongoing, % Linesr Non-ineer, bt
Cognitive wakthroughs Existing Rail Europe Documentation e frocess fe s

sources

Experience Map for Rai Europe | August 2011

adaptive path



Date: 3/22/10

Eric - Repeat Customer
Purpose: To work/drink coffee

@ Starbucks Experlence Map

Enriched Experlence
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Starbucks Experience Map by Little Springs Designs



E ICS Designing the Experience - Example WOW

Heathrow express train to Airport expedited security & passport checks for frequent flyers @

check-in at Paddington train station @ @ waiting to board plane in comfortable lounge
receive tickets @

@ book tickets @@

Contact travel dept.

@ BEFORE

@ board plane
o‘ ‘he eXpe 3
%,

@hotel reconfirm flights back@ ls 0,0@0 Y @ safety procedures
~ Flight to NYC ©
get to LEGO fresh @ - Who? @ take off
@ . . ‘ Description:
driver checks into hotel for me @ i S @ seating - wide comfy seats @
executive travelling
met by driver @ 83 part-of work o @sleep in fold-out beds
. >
business lounge for shower @ o™ @read/work in quiet with internet connection

customs fast track @ @ watch a movie
0

luggage collecti choice of mealtimes

@passpon&immigration fast track@ @ @ @sle p in fold-out beds

short walk in airport disembark - reserve seat @ Use the Experience Icons:
for return flight @

@ How can this be a positive
experience?

@ 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?

Journey map from Lego -https://experiencematters.wordpress.com/2009/03/03/legos-building-block-for-good-experiences/



Richard

Age: 21
Location: Phiadeiphia, PA
Occupation: Student
Family: Singw
Income: S0k year
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Adaptive Path’s Guide to Experience Mapping
Experience Mapping
The four steps to making sense of
cross-channel customer journeys

£ "

UNCOVER THE TRUTH CHART THE COURSE TELL THE STORY USE YOUR MAP

Study customer behavior and Collaboratively synthesize key Visualize a compelling story Follow the map to new ideas
interactions across channels insights into a journey model that creates empathy and and better customer experiences
and touchpoints understanding

I | | |
The Activity The Artifact

Experience mapping is a collaborative, iterative process for synthesizing and visualizing An experience map presents, with richness and depth, key
the holistic customer experience. The activity of experience mapping results in an insights into your customers' complete experience. It is a

artifact — an experience map. tool that supports charting new courses of action.



Adaptive Path’s Guide to Experience Mapping

HIGHLIGHT AREAS OF
GREATEST OPPORTUNITY. CHOOSE THE STORY YOU WANT TO LEAD WITH

AND USE SCALE, CONTRAST, AND COLOR TO
CREATE HIERARCHY.

"YAY!"

\. "oH, NOoI* /

N ~

“CAN SOMEONE
HELP ME?"

RESEARCH PURCHASE USE
O * How will this process » How do | even get - * Is there a trial period for * Can | save money by = * Does this store have a * I'm happy about my
E work? started? E this product? buying multiple products? E return policy? purchase and would be
; * What sort of payment . * Would a friend like this *» Can | buy it online? Do | * Why is nothing about :gghntgt;?stzgr?,:::,rs
- plans are available? - product? need to go to a store? . returns or warranties '
an) . written on their website?
£~
®) ‘ Exci'ted. but a little * Worrying about money 3 * In the mood to spend E * Happy « Satisfied

anxious . .
E * Wants to consult friends e * Convinced 5 * Relieved * Ready to refer friends
- * Unsure and family for advice : . and family to service
= < » Excited to own = * Impressed
=) * Ready to get started - something brand new K
= » .

* Browsing the internet * Reading horror story - g ::;t:;acting with sales * Driving to brick-and- . *Relaxing * Using the new product on
. . -

g * Comparing experiences LT G - "‘r:'::;t‘t"' LY . * Writing rave reviews Rjregliariuesie
- with friends and family « Watching commercials g * Sharing information about P - online « Refering friends and
o = the purchase via social - famil
o * Doing background * Reading advertisements e networks :

(CECET 2

. MAKE SURE SUPPORTING

INFORMATION IS PRESENT,
BUT SECONDARY.



Sketching your story

If you can’t sketch It,
you may not have your story yet.

Experiment with how the different building blocks could
drive the narrative.

1. Take Feeling and draw the emotional journey of your
customers.

2. Try using your customers’ actions (Doing) across time as
the spine of the story.

3. Choose Place and organize your key insights by decision
points within a physical context.

Then layer other building blocks and data onto that
foundation.

Realize ideas quickly, iterate your story and visual model,
and keep at it until a compelling narrative emerges.

To tell a great story, you'll need to focus, communicate
hierarchy, sketch fearlessly, and try to keep 1t simple.

EVOTIONSBASED 1

—
—_——
——

ACT ION-BRSED 2

CHy =0

Key Detision Ps v | Nerds 3
—

= = \ W\ =
fl

Adaptive Path’s Guide to Experience Mapping



Otherups

A. Path, touchpoints and connection type:

Use arrows to |
between touch

lustrate connection type

noInts

(First from left to right is a controlled
evaluation, between e and f we see a
direct connection).

Use letters to call out each point and easily
add reference on the bottom of the
experience map.

B. System interaction and actions.

Use icons to illustrate the action is taking
place (functionality, content section, etc)

http://www.ux-lady.com/experience-maps-user-journey-and-more-exp-map-layout/



Otherups e,

0 sef ikl

- A

0 9,§@e\'l ng

C. Include outside system stages.

Use a different background to mark
Interactions that take place outside the
system you are modelling.

D. Use balloon messages to illustrate your
user's thoughts about the system

http://www.ux-lady.com/experience-maps-user-journey-and-more-exp-map-layout/
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http://www.ux-lady.com/experience-maps-user-journey-and-more-exp-map-layout/



