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EMPATHY
MAPS
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Click the User Interviews
logo on any page to go
back to the blog.

How to use this deck

Customer journey mapping takes a lot of time, effort, and collaboration. Using a ready-made
template, or adapting an inspiring example to fit your needs, makes things so much easier. We
scoured the internet to put together this collection of over 140 CIJM examples and templates for

you to use.

Click the links on each slide to see the full-sized image or download a ter:_hlate (when
available). Want to see more slides at once? View this deck in gridview ( “* ) for faster

browsing.

A handy guide to the emojis you'll see:

= = Printable template (PDF or other)
e W - Editable template (online or software)
_ = This template or the required software costs money
° = This example is inspiring, but does not have an editable version
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EMPATHY MAP Example (Buying a TV)

| was
expecting
something What do Where
different you think? should |
start?
What
brand do
you like?
What size
L e is best?
something
reliable
SAYS
DOES
Checks Lists
the web- pros/cons
site
Compares
Makes More products
small research
decisions
Observes Asks
Postpones nistore Fisnds
big
decisions
o

Do they What is
think I'm best for
Whyisthis | Stupid? ner
so hard?
Too many
acronyms
| want
What else something
am | awesome
missing?
Wasting
too much :‘/.Iaybe’
time? this isn't
the best

@ THINKS

[AA

FEELS
JAMIE
Fear
Over-
whelmed
Inade-
quate
Excited
Usure who ]
to trust o4
NN/g
© @

EMPATHY MAP

SAYS

DOES

THINKS

FEELS

= Nielsen Norman Group
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USER INTERVIEWS

EMPATHY MAPPING

W,:‘l'hinking & Feeling @ Bt
hat is your customer SR What does your
tcglgl‘g%ge%ufgggrnt i-nthey e customer want to

ain? They may want

about outcomes” or .
Ol improvements or

“value the success of

the company”, competitive
PEU¥ adva%tages.
Hear Pains
What does your What could be a
customer want to <3 hinderance? E.g;
HeaLs S ?rlrgwll mentation/
reviews.../co-worker 3 ! 141 |
opinions. in eﬁaeny.
Say & Do

See
They want to see
problem-solving and
continuous learning.

fﬁ “’ij %S‘é'éz%gf’vi%‘r’ et hace
experiences.

. Online Marketing Scoops
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P T A I it

USER INTERVIEWS

Think & Feel

~ Y rd
< User’s goals, thoughts, >
T hopes, fears, concerns T
RN and aspirations -7
~ rd
~ L
~ 'd
~ rd
~ Tl
~ e
~ Pl
~ rd
~ e
o000

See Hear
What users see - () What users hear
around about similar

mselves? a roducts? a
th Ives? What ducts? What

olutions they havi -, ~ soun urroun
solutions they have - - dss d
r'd ~
F; rd ~ !
already seen? them?
rd ~
r'd ~
rd ~
' ~
r'd ~
r'd ~
rd ~
r'd N

r'd ~

td ~
rd ~

What users hope to
achieve? Positive
outcomes.

Challenges & obstacles in
their flow. Negative
emotions.

|
|
|
I 0
Pains : Gains
|
|
|
|

. UXHints
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USER INTERVIEWS

Says Thinks Jobs

(o)

\ser/ Pains

Does Feels Gains

= Template | Workshop Tactics
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Professional Information

USER INTERVIEWS

M Editable template | Creately

Online Behavior

What Influences Her?

What She's Looking For?

How to Make Her Life Easier
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USER INTERVIEWS

- . - ]
Quotes
\(\10|\S
worrij e —
ies ”
pehaviours
emotions
. - keywords
aspirations THI/V* 00 > .
habit
thoughts ¢‘s 4 9 its
Qo 5
concerns f
(o“\ﬂ\?nts
’ opinions
reaction, HEAR 2
. MPATHY MAP by others
environment s SEE
anges es
o chang 36@\'\‘39
C‘\V/ eriences
exp!
S Y o
° Y QY' e .
pain points e cognition
rel
fears ief
°
S
weakne‘>"e

. Biggerplate
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USER INTERVIEWS

SHORT e g e
FINRNCIAL_ | _sprive |
OALS PHVSIc-~ .

WHAT HRs M Meu»!\w\' )
Revatinsiire  Rorese. Pame

: . VicTim or Vidor
Piictorties ANMET £S SPiRriATY
EXcrtewent Conll “TRusT

FoinT oF ViEen
ENVIRoN MENT
ABSMHETIC \PEers
/\ Bireee

SEF.
Music WHRLD VIEW

EAVICON MENT. LANWREE. Pegceerions
“TEZMin oron CULTURE . -

) FLM, TV, Refomk
GoMNg oyT. ele

LISTENS TO ONGMICS

s Tervace]

Bebmvior  ATITUDE . AcTions

ErfoeT
“AYPICRL Dy “TONE_ |
TASMVE — NEGRTIVE. |

ECI

WHeT BRe Pin PoinTS 7 U Wum e o Poinrs?
TROBLEMS  DovETS CHALENEE] HEASURES Naggs
PVOTOANCES  FRUSTRATIONS | WHAT IS soceess? MDD 1S Socless Mensuke

e

Charles Leon
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Empathy Map

USER INTERVIEWS

Overall goal

What is the main goal and task to
accomplish the desire outcome

Says

Pain points

What are their fears, frustrations..

Influences

What are the influences and
influencers.

What does S/he hear or
see..

What does the user see and
hear.

_ Hears
Tasks

the actions the user takes.

From the research (or not..), what does the user
physically do? How does the user go about
doing it?

Refreshes page several times.
Shops around to compare prices.

What do they need to do?
What have we observed and how do they
behave today

m — Axure template | Haloux



https://www.userinterviews.com/blog/best-customer-journey-map-templates-examples?utm_content=mapsSlideShow
https://haloux.com/resources/ux-starter-kit-axure-template/
https://www.userinterviews.com/blog/best-customer-journey-map-templates-examples?utm_content=mapsSlideShow

USER

INTERVIEWS

E th M c Designed for: Designed by Date: Version
1) WHO are we empathizing with? GOAL ) What do they need to DO?
Who is the person we want to understand? What do they need to do differently?
What is the situation they are in? What job(s) do they want of need to get done?
What is their rale in the situation? What decision{(s) do they need to make?
How will we know they were successful?
-
@) What do they THINK and FEEL?
PAINS GAINS
What are their f What are their wants .
frustrations, and arieties? needs, hopes anc creams? @ What do they SEE?
What do they see in the marketplace?
‘What do they @ in thewr immeadiate emaronment?
What do they see others saying and doing?
What are they watching and reading?
() What do they HEAR?
What are they hearing others say?
What are they heariny m friends?
What are they hearing
What are they hearing
() What do they SAY?
‘What have we heard them say
‘What can we imagine then
What other thoughts and feelings might mativate their behavice?
&) What do they DO?
bserved?
e them doing?
Las 16 July 2017. Download a copy of thi P © 2017 Dave Gray, xplane.com

David Gray
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USER INTERVIEWS

@ STUDIO/E EMPATHY MAP

BEFORE FEELINGS AFTER FEELINGS

= PDF template | Studio/E


https://www.userinterviews.com/blog/best-customer-journey-map-templates-examples?utm_content=mapsSlideShow
https://yourstudioe.com/blog/studio-e-empathy-map/
https://www.userinterviews.com/blog/best-customer-journey-map-templates-examples?utm_content=mapsSlideShow

EXPERIENCE MAP Example (Fregnancy)
TRIMESTER 18T 2ND 3RD b =
ANXIETY Positive Pregnancy Tests Fetal Development and
LEVELS + Gender Detemination ~ ~ ~ ~ 7~ T T~ T T T T — 7 — 2 ® P
3D Ultrasound
COMMON 2 [ N itori
e Urine analysis # FEetal HeartbeatMonitoring — o = o0 o0 >
Maternal Serum Alpha-fetoprotein screening,
Chorionic Villus Sampling hCG, estirol, inhibin
Glucose Tolerance Tests — — — — — — — — — — — — — — — >
Fetal Non-Stress Tests
SHARING Partner Other Friends/Work Obvious in Public
@ [ . y
Close Friends/Family
PLANNING Name Generation Maternity Leave Plans Birthing Classes
® ® Nursery and Supplies Prep Baby Shower + Hospital Bag
PHYSICAL
[ ) [ ] EXPERIENCE
Ensroyies
Weight —
Discomfort
@ [
NN/g
[ - -

Nielsen Norman Group



https://www.userinterviews.com/blog/best-customer-journey-map-templates-examples?utm_content=mapsSlideShow
https://www.nngroup.com/articles/ux-mapping-cheat-sheet/
https://www.userinterviews.com/blog/best-customer-journey-map-templates-examples?utm_content=mapsSlideShow

CURRENT +
FUTURE STATE
MAPS
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USER INTERVIEWS

NN/g CUSTOMER JOURNEY MAP TEMPLATE

Q PERSONA SCENARIO USER EXPECTATIONS

PHASE 1 PHASE 2 PHASE 3 PHASE 4
DOING
THINKING
SAYING
INSIGHTS INTERNAL OWNERSHIP
[ J [ J @

PDF template | Nielsen Norman Group

==
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USER INTERVIEWS

= Template | Copper
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USER INTERVIEWS

STAGES AWARENESS INVESTIGATION ACOQUISITION LOYALTY COMPLETION
DOING
THINKING
ols
FEELINGS
v
[ ] [
CUSTOMER
EXPERIENCE
([ ] [
OPPORTUNITIES
[ ] [ J
POSSIBLE OUTCOMES
[ ] [ J
[ J [ J @

Template | Aerolab

i
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USER INTERVIEWS

= PDF template | Stephanie Walter
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Phases

User tasks and
activities

Painpoints

Opportunities

Touchpoint

« Action

» Painpoint

« Opportunity

« Touchpoint

USER INTERVIEWS

« Action « Action « Action « Action « Action

« Painpoint . Painpaint « Painpoint + Painpoint « Painpoint

« Opportunity « Opportunity « Opportunity « Opportunity « Opportunity
+ Touchpoint « Touchpoint « Touchpoint « Touchpoint « Touchpoint

™ Miro template | Stephanie Walter
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BIO

PERSONA

Event

Touchpoint

Feelings
and emotions

Moment of truth

Opportunities

Metrics

USER INTERVIEWS

GOALS CHALLENGES

i

PDF template | Qualaroo

ATTRIBUTES OF PERSONA
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USER INTERVIEWS

CURRENT STATE TEMPLATE

PHASE 1 PHASE 2 PHASE 3

CUSTOMER
THOUGHTS
& FEELINGS

CUSTOMER
ACTIONS

CUSTOMER
TOUCHPOINTS

PROPOSED
CHANGES

PDF template | Bright Vessel

| —
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TYPICAL
QUESTIONS

EMOTIONS/

FEELINGS

WE NEED
TO...

RESEARCH

How do | make an app?
What platform should | use?
How much does It cost?

How do | protect my Ideas?

Curlous. Protective.
Enthuslastic. Keen to rush In.

Be present, ensure that we

are found. Glve In

USER INTERVIEWS

COMPARISON

What should | look for In an
app developer?

Cost vs quallty?

‘Who have they worked with
before?

What are thelr capablliities?

Discretlonary. Subjective.
Unsure.

‘Welghing up pros and cons -
usually focused around time,
money and quallty.

WORKSHOP

How do | know the app will
be successful?

‘Who will be the product
owner/decislon maker?

Eager. Insplred.

Has a new comprehenslon of
the workload required.

Get them to really

us as a company and glve
them reason to contact us.

Explaln the process of app understand what Is Involved -
de best practl that nothing Is an overnight
and show our past that we

storles. Be open, honest.

will be there to gulde them
through the process.

. Bright Vessel

SIGN-OFF

How does this compare?

What other business
opportunities do | have?

Do | really want to take this
leap?

How willl | fund this?

Revisloning prior Ideas or
optlons. Justifying thelr

What else do | need to do to
set up the business?

When will | get my finished
product?

with busl

partners or famlly. Valldating
Internally that It Is the right
move to make.

Display why we are the best
team for the Job and Justify
our pricing with
substantlated Information.
Welcome questions.

Op Ner s/

Keen to see results ASAP.

Set clear expectations. Keep
them Informed with relevant
Information. Communicate
frequently. Ask for feedback
on how we're doing to ensure
everyone Is happy and on the
same page.


https://www.userinterviews.com/blog/best-customer-journey-map-templates-examples?utm_content=mapsSlideShow
https://www.brightvessel.com/how-to-build-a-customer-journey-map-example-pdfs/
https://www.userinterviews.com/blog/best-customer-journey-map-templates-examples?utm_content=mapsSlideShow

USER INTERVIEWS

Customer Journey:

Buyer's Journey

What is the customer
thinking or feeling?

What is the customer’s action?

What or where is the buyer
researching?

How will we move the buyer
along his or her journey with
us in mind?

= PDF template | HubSpot
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USER INTERVIEWS

Customer Journey:

Future State

What is the
customer
thinking or feeling?

What is the
customer'’s action?

What is the
customer’s
touchpoint with the
business?

How does the
above section differ
than the current or
® previous state?

Why do we feel this
will alter the
customer journey?

PDF template | HubSpot

[—
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Customer Journey:
Current State

What is the
customer
thinking or feeling?

What is the
customer’s action?

What is the
customer’s
touchpoint with the
business?

What do we want to
change about this
step?

How and/or why
will we make this
change?

USER INTERVIEWS

PDF template | HubSpot

i
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USER INTERVIEWS

Customer Journey Map

On the example of choosing a cable/digital television provider ux hints.com

STAGES Consideration Acquisition Service Loyalty
STEPS Wants to find a TV provider Needs to choose a provider Subscribes to a plan Uses the service Extends service subscription
THINKING -Who's on the market? -Who is the best provider? - Is there a discount? - How good is the quality? - Is there going to be more
- What are the prices? -Is there a trial? - How good is support? content?
- What people prefer? - How to pay? - How to connect a new - Is there going to be new
- What are the offerings? - How to cancel the device? features?
- What are the features? membership? - Will the price change?
DOING Wants to start researching - Goes to the website - Makes decision - Uses the service - Extends subscription
- Searches the web for - Pays for subscription - Builds playlists, favourites, - Recommends the service
feedback - Starts trial bookmarks -Joins the community (forum,
- Compares prices - Installs the equipment/ - Connects new devices slack channels, etc)
® - Compares features software
FEELING (\ v ey () @
PAIN POINTS -1Is not aware of all products - Doesn't know where to start - Can't pay by BitCoin - Hard to build playlists - No discounts
- Doesn’t know what to choose - Doesn’t want to spend a lot - The payment process is - Hard to find content - Not enough other incentives
- Doubts the value of the of time on research unclear - Not enough content
roduct - Buffering issues
® pr g
OPPORTUNITIES - Empower word of mouth - Create positive image of the - Improve payment UX - Improve playlists UX - Create loyalty programs
- Extend marketing channels product - Support more payments - Provide better streaming - Turn users into advocates
- Contextual promo systems qualif - Offer partner programms
([ ]
- Decrease frictions for trial - Increase content - Improve discounts model
opportunities discoverability
[ [ ([ ]
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CUSTOMER JOURNEY MAP

Phase 1

How are your
potential clients
finding you? Do they
have any medium
except your social
media channels?

@ [

Find out a solution for

all your clients

Q o
[ J [ J

Website/ Promotional

Emails/ Google Ads
[ J [ J
[ J [ J [ J

Phase 2

Why should the
potential
clients/prospects
choose your
application?

Evaluate and research,
whether the solution
is feasible or not

Phase 3

Comparison j

How do they know
that your product is
better than your
competitors?
Can they use your
application before
spending the money?

Decide if your app is
worth the price

If not, offer them a
free trial

Phy.

Pricing details/
Feature page/
Testimonials

Availability of free
trials/ Easy account
creation process

Phase 4

Buying
Decisions w

Are they eligible for a
free trial before they
make the payment?

In case of a free trial,
offer them all the
features that you

set you apart from
your competitors

sical/ Digital Touchpoints

Seamless navigation
across important
features

M Editable template | Venngage

@ [ ]
Phase 5
Customer ‘
i (| §
Retention ® ° °

How will the
customers get
support on their
queries, regarding
your application
sign-up and usage?

Opportunities/Goals

Make sure you have
proper customer
service options such
as LiveChat
when needed

FAQs/ Help pages/
Live chat
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EMOTIONS/
FEELINGS

WE NEED
TO..

USER INTERVIEWS

ARCH
How @0 make an app?

Wit platform shoukd |
uw?

How much does 1| cost?

How do | protect my
Vhen?

What should ! ook for In an
1pp deveioper?
Cost vs quainy?

Wha have Théy workid with
Delfoee?

What ace thesr capabiities?

WORKSHOP
How do | know e 200
will be succemshld

Whes will B the prodct
e decigon makse?

BUF

QUOTE

How does this compare?

What e business
oppoetunitits do | have?

Do | naalty warr 1 Sake
this leap?

Yaw wil | fund this?

Wt clse do | noed 1o
4010 et up the
Desborss?

W well 1 ot my
fosbdhnd product?

Curious. Protactve Ctucretionary. Subjective. Eager nupired. a2 Revaniing peior idess or Optimatic. Nevvoun/
fothusantic. Seen to Unsure Weighing up new compeehension of oplicns. Juvifying their Ancious Keen (o we
s o Peos and cons ~ osasally the workload sequirad Gecisions with busine sy U ASAR
focusad arcund tice, pariness of tamily,
money and Quaity. Validating internally that
It 5 the right Mo 1o
make.
Be present. ensure tha Explyn the process of el them 10 rexly Dasplay why we ane the Set chear espectations. Keep
we are found. Ghwe AP deveopee, best urdesszand what is bestteamdor the oband | them informed with
Condence nus xsa peactices and show our iwobeed - thae noshing fustity our peicing with relevant ntormation.
Company and gwe them Nt waccess stonies, Be B AN Ovemigt Success, sl Conmvsunicate frequently.
TERsCN 30 contact us S, hovwrst Estabiah that we will be indoomation Weliome Ask for feodback on how
There 1o Guicks thev Quistions. wWese doing o snsure
Through e process weeryoee 1 hapey and on
the same page

. HubSpot
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USER INTERVIEWS

Consideration Retention

Awareness

Customer Goals

Customer Actions

Touchpoints & Channels

Customer Thoughts/
Emotions

Paint Points

Opportunities to Improve

m Editable template | Creately
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USER INTERVIEWS

<« Custellence

B Customer Journey Map for Ideation Template - From Template

Before During.
Customer phases

Customer Journey

Customer Needs

Emotional Curve

Potential
Opportunities

Idea 1

Idea 2

Idea3

BREN - B
BREN ;' B§
HEEN : BP
HEEN ' B8

H
HEEN : BP
HEEN : BP
HRER ° B

-HHEN ; B§
[ ]
HEEN : BP

bl
m
=
—t+

able (or printable) template | Custellence
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“=ProductPlan

USER INTERVIEWS

Customer Journey Map | First Time User Experience

Research

Actions

Features

Pricing

Testimonials

Leam

Customer Facing Interactions.

Blog
Support

Difficul o tell how.
dierent products in
e space compare

Don'tknowfits
ight fo them until
they try it

Some o this

What exactly do|
get i
Enterprise plan?

Pain Points, Obstacles & Objections

More targeted
landing pages

Updated features
page graphics.

Interactive
marketing widget

Sign up directly
from sample
roadmap page

Enterprise.
one-page POF.

Insights & Opportunities

Sign Up

Company &
Account Info

Google.
Authentication

Welcome
Message

Welcome
Email

I want o invite my
teamto help me
review this for the
organization

Dol have to give.
you my crodit card?

I still have some.
questions to answer

Include top FAGs
on sign up page

Ask for more info
aboutusers during
ign up (o better
tailor their FTUE

Team Trials: nvite
your tearm (from
the sign up or
during trial)

Learn

Get Started

Product
Tour

Intercom
Chat

Sample
Roadmaps

Free Webinar
Video Tutorials
Help / FAQs

Can't bring the tour
back after ending it

Unclear next steps
after signing up

I want o start by
importing my data

Not enough sample
templates are
provided at the

New Welcome
Sereen

Major upgrade and
Improved

First Roadmap:
Start on Roadmaps

First Roadmap: Add
Example Roadmaps.
o Roadmaps page

First Roadmap: Ask
user how they'd
lew rosdmap v

example vs Import

Include a Request
Demo’ button in Ul

Build your first Roadmap

Add/Edit Bars
& Containers

Add Lanes
Customize
Legend

Set Dates &
Timeline Style

Add Milestones

s unclear how
much there is o

Planning Board

Gonfigure
Cost/Benefit

Set Column
Weights

Select ftems
to Score

Rank ltems

This method of

Add Items
Import
Spreadsheet

Drag ltems to
Roadmap

I need a quick and

Subscribe

Purchast

Ghoose Plan & (@) [ ]

#of Editors
Enter
Billing Info

Payment
Confirmation

Not enough time to
wal

diferent than my datainto the

typical process. Parking Lot
1dont' want tohave
to dig around in 1dont’ want tohave
Help ofigure out to dig around in
how o dox’ Help ofigure out

owto do'x
I need a quick and
easy way lo get my
data into the

Embedded

Hotspots: Add Hotspots: Add Hotspots: Add
contextual info for contextual info for contextual info for
wtorials wtorials wlorials
Gamification - Gamification - Gamification -
progress on trial progress on trial progress on trial
{progress bar) (progress bar) (rogress bar)

. ProductPlan

Import JIRA Issues
into Parking Lot

before | knowit

s notclear how
many days areleft
inthe fretrial.

Big Subscribe
button w/ # days
remaining
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USER INTERVIEWS

WEALTHY WELLWISHER - BECOMING A REGULAR GIVER VIA DIRECT DEBIT

Steps

Google search for Syria Arange of pages around AN blog page [ s Donate page - Stephen feels he is changing
the Syria crisis appeal page the NN site regular giving option the world in small steps
Trigger The Story The Story The Story The Story Final Goal
Stephen heard about the ; Stephen wants to learn more Stephen is particularly Having learnt about Stephen believes in IS
worsening Syria refugee Stephen clicks on about I so he clicks struck by a story about an I s work he decides work and takes opportunities

crisis on the news and
wants to know more about
it. He Googles “Syria crisis”

an organic search
result which leads
him to the Syria

appeal page

around a range of content from
an overview video on the ‘What
we do’ page to recent data on
where donations are spent

aid worker in a refugee
camp helping people
learn how to improve their
makeshift shelters

to set up a direct debit
through the website. He
finds the regular giving
process easy and quick

to tell others “they really
know what they're doing”. He
believes it's a charity that can
empower people in crisis

|

061

@ Concerned

©’
*  Curious

&’
* Curious

©) row

. Manifesto

@ Satisfied

Satisfied
and proud

©
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Wants to
purchase an item
for somebody

Happy and Excited

Easy availability of
the websites,
products, and
discount options

Searches the
products on
various websites

Happy as the
customer finds
numerous options

An easy to use
search engine that
can make the
website search
process easy

M Editable template | Venngage

Post search,
customer clicks
on the first ad.

Disappointed as

the first ad result
came up with no

results

No advertisements

in the top search
results

Phase 4
Checks the
Website

Customer goes
online again and
clicks the first
proper website

Very happy as he
goes online and
finds leading
gifting websites in
top SERPs.

A website with an
intuitive interface

Opens a page to
check product
details. Checks
other products for
proper comparison.

Happy! Clicks on
the website and
find the favorite
products on sale.

Higher quality
products in the
top categories

Phase 6
Payment

Makes the
payment for the
preferred product.

First disappointed as
the website only has
BTC payment option.
Contacts helpline
and completes the
transaction with the
credit card mode.

Average as
customers time
gets wasted

Numerous payment
options and an easy
checkout process
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USER INTERVIEWS

Customer Journey Mapping Template

Customer Journey Mapping Template

TS ETl Enter Customer Profile/Persona Here Enter Goal Here
[ Stege1 | Stage2 | Stages | Slaged ] Siages | Siages
Description of Stage Description of Stage Description of Stage Description of Stage Description of Stage Description of Stage
Insert Your Text Here_ Insert Your Text Here__ Insert Your Text Here__ Insert Your Text Here Insert Your Text Here__ Insert Your Text Here__
Touchpoints = = = = - =
Insert Your Text Here. Insert Your Text Here__ Insert Your Text Here_ Insert Your Text Here. Insert Your Text Here_ Insert Your Text Here.
Thinking - - - - - -
Insert Your Text Here__ Insert Your Text Here__ Insert Your Text Here_ Insert Your Text Here_ Insert Your Text Here Insert Your Text Here_
Insert Your Text Here_ Insert Your Text Here._ Insert Your Text Here. Insert Your Text Here. Insert Your Text Here__ Insert Your Text Here_
[ J [ J [

m — PowerPoint template | SlideSalad
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USER INTERVIEWS

] [ J
[
LIFECYCLE CONVERT &
VISIT WEBSITE REGISTER ONBOARD
STAGE RETAIN
USER EXPERIENCE
Tool tips @ Nurture emails
Site design
TOUCH ® @ Call-to-action button Self-serve Payment process
POINTS & Messaging
SCORECARD ® Registration form Integrations Calls-to-action
Content
@ Documentation @ Fricing & Offers
« Undifferentiated X 4
. Lack tool tips Only have system email:
messaging Untested CTAs i intuiti i
CHALLENGES o\ Srall catient Awlward foq form design quoardlng not yfet intuitive Untested offers and prici
SUboly Thin documentation
RECOMMENDATION
Bounce rate % who integrate Mixpanel User-to-paid conversion %
METRICS Conversion % Registration % by channel % who create scenario Churn %
CTA button click% % who invite others Customer LTV
. . Roll out tool tips
. AB test messaging . g
Improvement . Home page video . AB test CTA button . :Reiearch Spbocst it e Link blog content to nurture flows
Opportunities . Customer . Test reg form (if possible) il Test offers to inform pricing

f Y . Continue support material
testimonials
rollout
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a [ [ [ ]
CUSTOMER JOURNEY MAP Example (Switching Mobile Plans)

JAMIE EXPECTATIONS [ J [ J
@ Scenario: Jamie needs to switch her current mobile plan. * Clear online information
JA'AN She wants a plan that can save her money without having * Ability to compare plan breakdowns
to sacrifice usage limits. o Friendly and helpful customer support
[ J @
DEFINE COMPARE NEGOTIATE SELECT
1. Review current plan 3. Watches commercial on 6. Calls current carrier to 8. Decides on a new plan
tell them she is shopping and calls customer service
2. Define parameters for around to switch service
new plan 4. Researches companies
and offers on consumer 7. Calls competitors to
reports website see what tlwey can offer

5. Uses current carrier
website tool to compare
options

NN/g

Nielsen Norman Group
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USER INTERVIEWS

] [ J
Scenario Expectations
Sarah is going to the movies. She is * Great movie ) ®
excited to go out for the night and will « Friendly staff
Sarah meet her friend at the theater. * Good seat
Decide Travel Experience Return Y P
1. Looks up movies on phone 4. Drives to movie theater 7. Watches movie 8. Exits theater
2. Decides which movie to see 5. Stands in line and buys 9. Drives home
and which theater to go to popcorn

3. Buys ticket online from
phone

6. Finds seat next to friend

"Finally | can relax.”

" wonder if I can find
a closer theater.”

"Where l;slfny “It's so late now. |
friend?! have to get up early."

"Where is my car?"

"Traffic is always so
bad!"

M Editable template | Lucidchart
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USER INTERVIEWS

Frank C. Gonzalez Expectations:

Scenario: + Lorem ipsum dolor sit amet, consectetur adipiscing elit.

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Nulla + Nulla quam velit, vulputate eu pharetra nec, mattis ac neque. . .
quam velit, vulputate eu pharetra nec, mattis ac neque. Duis « Duis vulputate commodo lectus, ac blandit elit tincidunt id.

vulputate commodo lectus, ac blandit elit tincidunt id.

Phase 4
“ m [ J @

* Action 1 « Action 1 « Action 1 « Action 1
* Action 2 « Action 2 « Action 2 « Action 2
« Action3

“I wonder if I
can...”

I think I'm good
now"

“I wonder if I can
do..."

L] [ ] “This is way harder

than | thought...”

Oportunities: Internal Ownership + Metrics:

® L] « Lorem ipsum dolor sit amet, consectetur adipiscing elit. « Lorem ipsum dolor sit amet, consectetur adipiscing elit.
« Nulla quam velit, vulputate eu pharetra nec, mattis ac neque. « Nulla quam velit, vulputate eu pharetra nec, mattis ac neque.
 Duis vulputate commodo lectus, ac blandit elit tincidunt id. « Duis vulputate commodo lectus, ac blandit elit tincidunt id.

M Editable template| Mogups
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PHASES

STEPS

FEELING

OPPORTUNITIES

USER INTERVIEWS

Journey map

Phase 1

Step 1 Step 2 Step 3

O Lorem ipsum dolor sit amet,consectetur
adipisicing elit,sed do eiusmod tempor

incididunt ut labore et dolore magna aliqua.

O Lorem ipsum dolor sit amet,consectetur
adipisicing elit,sed do eiusmod tempor

incididunt ut labore et dolore magna aliqua.

O Lorem ipsum dolor sit amet,consectetur
adipisicing elit,sed do eiusmod tempor

incididunt ut labore et dolore magna aliqua.

m — Editable template | ConceptDraw

Phase 2

Step 4

O Lorem ipsum dolor sit amet,consectetur
adipisicing elit,sed do eiusmod tempor

incididunt ut labore et dolore magna aliqua.

O Lorem ipsum dolor sit amet,consectetur
adipisicing elit,sed do eiusmod tempor

incididunt ut labore et dolore magna aliqua.

O Lorem ipsum dolor sit amet,consectetur
adipisicing elit,sed do eiusmod tempor

incididunt ut labore et dolore magna aliqua.

O Lorem ipsum dolor sit amet,consectetur
adipisicing elit,sed do eiusmod tempor
incididunt ut labore et dolore magna aliqua.

O Lorem ipsum dolor sit amet,consectetur
adipisicing elit,sed do eiusmod tempor
incididunt ut labore et dolore magna aliqua.

O Lorem ipsum dolor sit amet,consectetur
adipisicing elit,sed do eiusmod tempor
incididunt ut labore et dolore magna aliqua.
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USER INTERVIEWS

Journey Map 3ohn boe

Grocery Shopping

0
a
al RECIPE NOTE-TAKING DRIVE TO STORE FIND PARKING ENTER STORE PAY AND EXIT
7]
byt do ol
“Thve b 1 ot 13 Wrer.| can om0
w andytaking e 5 Fired this e bt thane.
b4 Aoy g doam gty am 10 30e g me
I the e 1o 5ey i “Hewn 4t gh for e whocanhel’  Wemaly hartoweke
e aridainl tobedopubig wen oy pargistabe
3 T mctedn cosk ¥ packa Pl “There's oo murhlem
2 spwen! He cat i Sirisdariis
e s e b0 rase tivig -~
3 e st barmat® peepiv ey tdig oo
= g
©
5 =
E e >
o
=
w
* Ducaveing . th Lok for sk entrarce ax wel Leak for a thopping cart Compase sama Rems from * Loak for the shortest hne for
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z peseart in wcme parking e calaian
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E e ents at ave necessy pa— shortiast seum avound the A sh0re a0 Do s ThE
C oo Ature o's * Remind anesst! of the things o ot e ourd * Take cur wadket and pay
< 15 by and thirk about the Ty 10 park o o a4
shortaut e o by st Leak up rating * Choch the recept for prices
. . gh the store viut Sorstinee, t's sryong Sometnee, 3 Rarra * Someumm, pecple wha have
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kramng the parking. op tah mary thirgs upinthe capress lanes
v ot sppe ciiclay o
E P by heart i 0ot promme Thes ibervs wiimen down n the Sometnes, he ot ol he * Some bnes have pocpls who
= * Alhough the note seers. Indeation of vacart spaces otes a ot generadly P0ie 5 100 comphated and it Dag Bows bt sorme dont
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USER INTERVIEWS

P

Persona Key

Theresa, 35
Business traveler

B Jm 63

Recent retiree
* Kaylie, 19
College student

Experience Key

B rositve
- Negative

. UserTesting
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ACTIONS/
MOTIVATIONS

STAGES

PROBLEMS

OPPORTUNITIES

USER INTERVIEWS

Before the conference

Find detaled information about the conference
{usually through the website)

Look for friends or cowarkers who
sre sttending the same conderence

Look up people who ame coming to the corference

i, keynote speskers, lacturees, organizers)

Maet and chat with co-workars,
triends and other old connectians

Meet new prople during eardy
networking hours before the
conference offically begns

During the conference

Take a look st

Continue to meet new
pecple nearby

After the conference

Sand emails or socil/professional
natwork connection inwite

corference Twitter
feed for exditing posts

® Lack of information about @ach person attanding
the conferenca (only speaker info prasant)

Tough to find inends, co-workerns or other socalf
professional network attending the same
conference

Booking a tima to meat with people cne wish to
natwork wath is taugh

Rapatiiva introduction 1o every new pecple mat is
tresome and unpraductive

Trying to remember other people’s names and the
companies that they work for gets harder and
harder

&'s hard to leave in the middle of the corwersaticn
1o find othars who are more intarasting

® Collect and provide basic mformation about
everyone that is sttending the conference so that
they can try to talk to others onlne beforehand

Abidity to find people of interest would help
peaple to have s more efficient networkng hour

® Having a more structured meeting session would
® Notify or let one krow of people that they are halp in ntrovents to hava mare chances 1o mest
already connected with in various social! naw peaple
professional network if attending the same
conference in near future
[ ([ ]

Crganize the indormation of
the people met at the
corference

Reunite with others
who hove simiar interests

Too many business cards to organaa (hardly
remembar the faces & corversations one had with
the ather persan]

Tough 1o rermember the full names 5o that one can
add them on socialprodessonal network

The other persan cannot remembaer cne and it's
aven hardar 10 halp them remind of who cne is

Quick and aasy storage of infarmation for each of
the people met ot the conference which will help
both parties to remember who the other person
wos

More aptimal way to add other peopie an social/
professianal natwork (parhaps filtenng out the
peaple who wara present at the conference}

M — Sketch template | Geunbae Lee
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USER INTERVIEWS

[ Scenario [ Goals & Expectations ]
Lorem ipsum dolor sit amet, consectetur adipiscing elit. Praesent ac lectus Lorem ipsum dolor sit amet, consectetur adipiscing elit. Praesent ac lectus
cursus, semper arcu eu, posuere nibh. Etiam sollicitudin, odio sed vulputate cursus, semper arcu eu, posuere nibh. Etiam sollicitudin, odio sed vulputate
Persona ultrices, elit lectus malesuada purus, eget rutrum turpis ipsum ut nunc. ultrices, elit lectus malesuada purus, eget rutrum turpis ipsum ut nunc.
Step 1 m > - > m
s w C ~ e ——————— %
Customer goals Customer goals Customer goals
«Goal 1 * Goal 1 +Goal 1
*Goal 2 * Goal 2 + Goal 2
\ J U J
r N\ N\ ey
C C Customer thoughts
and emotions and emotions and emotions
Lorem ipsum dolor Lorem ipsum dolor Lorem ipsum dolor
sit amet, consectet sit amet, consectet sit amet, consectet
adipiscing elit. adipiscing elit. adipiscing elit.
° k J \
Y - [ - - - B -
—
Q ( Opportunities & ) ( Opportunities & i Opportunities &
ideas to improve ideas to improve ideas to improve
« Opportunity 1 * Opportunity 1 « Opportunity 1
*Idea +ldea1 +ldea 1
\ J \ J \ J
® p N7 —
Internal ownership Internal ownership Internal ownership
« Team member 1 + Team member 1 + Team member 1
« Team member 2 + Team member 2 + Team member 2
\ J \ J \ J

INTERACTION-DESIGN.ORG

@@@ Creative Commons BY-SA license: You are free to edit and redistribute this template, even for commercial use, as long as you give credit to the Interaction Design Foundation. Also, if you remix, transform, or build upon this template, you must ute it under the same CC BY-SA license.

[ J [ J [ J
= PDF template | The Interaction Design Foundation



https://www.userinterviews.com/blog/best-customer-journey-map-templates-examples?utm_content=mapsSlideShow
https://www.interaction-design.org/literature/article/customer-journey-maps-walking-a-mile-in-your-customer-s-shoes
https://www.userinterviews.com/blog/best-customer-journey-map-templates-examples?utm_content=mapsSlideShow

USER INTERVIEWS

SCENARIO GOALS AND EXPECTATIONS
: ZONE A
e The Lens

— @ —— ® —— ® ——
&7 @ ——— @ —— @ ——

6 ——
:’ e @ \7\—\ _Thez Sx':sr:nce

OPPORTUNITIES OPPORTUNITIES OPPORTUNITIES OPPORTUNITIES
ZONE C
The Insights
eNTERNAL OWNERSHIP INTERNAL OWNERSHIP INTERNAL OWNERSHIP INTERNAL OWNERSHIP
| NNgroup.com
[ J [ J @

_ Nielsen Norman Group

-
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USER INTERVIEWS

L e DN sewo

Joe, 32, graphic designer Joe works on his computer all day, and he needs comfortable and noise-canceling
headphones to be able to listen to music, podcasts, etc. and focus on his work.

Awareness Consideration rdir 3 Advocacy

Asks friends and Browses e-commerce SERCE I Uses debit card; credit ?::3":22::5(0
co-workers website B card not accepted ﬁ?en e

Inputs payment o Gives low rating online
information to check Chctees sniping based on checkout

User actions

Compares several s
different models s option Sieinee

headphones® online
and clicks on ad

Category page Login/sign-up page
Shipping page
Navigation links Product pages Checkout page _

Sitalecs ISR pese

Touchpoints

Order confirmation

Emotions

Too many steps to get to
desired product; Checkout page doesn't No follow-up about product
confusing or boring web support all credit cards satisfaction
layout

Pain points

Build more effective . Send out a CTA to review
landing page based on Eleicies i nausi product, and send
banner ad for specific Eltw accmend paymein cusmme; experience
product searches; build ohionz, g vl survey (o better
clearer navwgaﬂoﬁ links suppoﬂmr:?r:s dpsayment understand user pain
and category pages points

@
&=
8
©
@
2
@
'}
o
a

M Editable template | Lucidchart
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Stages

Digital
channels

Physical
channels

Customer
needs

Feeling

Most
important
content

USER INTERVIEWS

Customer ‘Journey

MuEing a Writing a Coming
&
Awareness Research reservation Dining in review back
Google Looking up
; searen the Reviewing —
TrpAQViSOr £acenoo @) Asking on Making address on i
a a Ehtabosi online ® Checking TripAdvisor Dg(s
® reservation intagging P
O ® ® ® ®
O O O
@ 5 ®
peaking Concierge Word-of-mouth
Hotel with calling the Using the recommendation
pamphlet concierge place map from
pamphiet
Find the
Get ideas Have a great . "
most : Express their Re-live the
about things siiente Book a table dining i e efance
to doin face to eat experience
Rome P
*Excited. - - | & .
“Has ahady paid | Mgoraled by the | “Stessed out because "Looking forward tothe | <Feeling provd of | wiing o come back
o s top iy ; he's never bookeda | exp . having had an unusual | o SR JECC
the nose - 50 *A bit overwhelmed table in Italy before. High expectations, | dinner in Italy with real tothe meni naxt e
* idering the Italian pizza and wine. "
Thidng to saveran by the options. Concerned about the consi np he's in laly.
pis by “Feeling anxious | _language barier. ravishing reviews. “Picky abouthe | «opmenee i oo
*Some trouble following | pictures to post; the plagce g

*Is willing to pay for
an authentic ltalian
experience,
though.

that he might pick

a “touristy” place.

*Goncemed about
the price.

“The English-speaking
talian manager is a bit
hard to understand.

the directions, because
of the cha

dim lighting
otic

organization of streets.

in the anew

restaurant doesn't help.

*TripAdvisor listing.
“Mentions in local
travel guides and

hotel pamphlets.
*Targeted ads on
the Internet.

O

®

- Touchpoint

*An English-
language website.
“Copy that stressed
the restaurant's
authenticity.
“*Better reviews than
the competition.

- Moment of truth/critical interaction

“The mobile site has
address prominently
displayed
“English-speaking staff
and English-language
menu w/images.
“Authentic Italian

“English-speaking
manager.
*Alternative means
of contact - Skype,
Whatsapp, etc.
*Online reservations.

ambiance.

. ObjectStyle

“You ask fora
TripAdvisor review in
eck Facebook
“You advertise your
Instagram page
everywhere.

*News posted on
Instagram and

“*Discounts for return

visitors who have
reviewed your place.

objectstyle
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Romantic date in the theater

w
[
I
5
2
o
I
F
]
v
z
Qo
E
[]
=
w

ACTIONS

OPPORTUNITIES

Jack

Jack plans his romantic date in the theater. He was lookin
his best suit, to be the best ve
and romant

RESEARCH

Search for NY theaters
repetoire for specific day
Read play reviews

cose the play
Lookup nearby restaurants

Review restaurant reviews

e additional information

PURCHASE

eats to choose
| wonder whic

Choose the play, time and

ssible should change th
nd policy.

Create “view from seat

photos

Partnership with restaurants to

add restaurant discount and

ion of himself. He's looking for performanc
evening. The theater location should be near some great restaurant, that serves great wine
and food, and would work after the performance en

maeting! Nojams ata

Parkthe car
Enter the theater
tickets to concierge
he coatin the cloakroom
hthe theater hall

Take your seat

Partnership with Uber, Lyft o
other taxi companies to give
the discounts for the theate

traffic in the parking

Consider special event dress

Zbigniew Gecis

for a sexy and sophisticated night out, to dress
that would satisfy his idea of fun

SHOWTIME

Ttwould be great to

Watch performance
Wentto bathroom

Finding your seat in the dark

hall concierge should

guide people to their place

Sophisticated enviroment
Performance should supplement “fun & romantic” evening
Great bar/restaurant should work after the perfomance ends

O ts really g
get the br

mance has ended

Loved the guidance of

Nearby restaurants at “Hate the
0PM are serving Night
imited

10 only few positons. I

Exittheater hall

Take your coat from
cloakroom

Goto restaurant

talk with restaurant Should think
personalisation

newsletters

finish the perfomance
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~ Linda’s Journey Map

Browse information or learn more on a general topic

Stage of Journey

® [ ]
(] [ ]
Feelings and
[ ] [ J heels
[ ] o Potentlal
Opportunities for
Improvement
[ J [ J

e\ S

<= Identifies
Information Need

Linda's friend, Dottie, telis
her to look for grants

Turns on Clicks on
computer and  Grants.gov
Googles and then
Search G

X, Looks for Information

Grants®

A NEIES

e
o

Thankful Dottie is such a Feels a little

Morvelgantsgor

o [ [ [ ]
,‘1
USA.gov [ J [ J
[ ([ ]
{53 Find Information 7 Seeks Help
Doesn't ClicksonUSA.  ReadsUSA.  Clicks on link Begins Fills out Checks her e-
understond govlinkon  gov Benefits,  to Benefits.  Be mail later and
Search Grants  Grants.gov  Grants, and gov Benefit  webformand  sees response (@) [ ]
home page Loans page Finder, but it typesa from Benefits.
and goes back  under Financial  and realizes takestoolong  message to gov
toGrants.gov  Assistance she is not and she clicks  ask how she
Homepage eligible fora “Contact Us" to can get
grant findareal  financial help
person
‘_‘ Were Qs gov|
— 74‘ J -
Feels confused  Thinks Thope this link  Encouraged Feels Overwhelmed  Hopelessand  Disappointed
good friend nervousand  and decidesto  seems casy has what1 but needs optimistic by the discour: there is more
unsure,and  try again in need clarity, questions.  not sure this to do and
hopeful her case she comfort. and Needstoknow  isgoingto  needs support
search will missed it reassurance this is the help and hope
wiork right step.
Simplify benefits.gov contact page

Make the benefits finder more like Turbo Tax

Create task force for benefits related sites/agencies
Merge grants gov, benefits.gov, and govioans.gov
Become benefits program manager - benefits.usa.gov

Add questions to benefits.gov email form to help agents give better responses

Integrate benefits finder and unclaimed money search

Add APIs to integrate with state benefits info

Integrate benefits.gov FAQs into content pages on benefits.gov
Create an infographic to explain benefits finder

Ask Grants.gov to add a popup asking if you want personal benefits
Add benefits finder directly to USA gov page

Digital.gov
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USER INTERVIEWS

2 Linda's Journey Map

Browse information or learn more on a general topic

oy K. D O Qe

Activities Linda's friend, Dottie, tells ~ Turns on Clicks on Doesn't  CicksonUSA, ReadsUSA. Clicksonlink  Begins Filsout  Checks her e-
hertolook for grants  computerand  Grants.gov  understand  govlinkon  gov Benefits, toBenefits. Benefits.gov Benefits.gov mail later and
Googles andthen  SearchGrants Grants.gov Grants, and gov Benefit  webformand sees response
“Government ~ Search Grants information home page  Loans page Finder, butit  typesa from Benefits.
Grants" and goes back under Financial  and realizes takes toolong  message to gov
to Grants.gov  Assi she is not and she clicks ~ ask how she
Homepage eligible for a “Contact Us" to

an g
findareal financial help
person

I
i
1
1
1
1
1
1

i
i
| S
i
‘Thankful Dottie is such a 1 hope this link  Encouraged Feels Overwhelmed Hopelessand  Disappointed
‘good friend has mvgnt 1 but needs ‘optimistic by the awunﬂ‘:i'i’, n:ed: irm‘:ve
darity, not sure
i comfort, and Needstoknow  isgoingto  needs support
Feelings and reassurance this is the help and hope
® P PS eeds right step.
O simplify benefits.gov contact page O Integrate benefits finder and unciaimed money search
Potential O Make the benefits finder more like Turbo Tax O Add APIs to integrate with state benefits info
@ [} [ ] Opportunities for O Add questions to benefits.gov email form to help agents give better responses O Integrate benefits.gov FAQs into content pages on benefits.gov
O Create task force for benefits related sites/agencies O Create an infographic to explain benefits finder
Improvement O Merge grants.gov, benefits.gov, and govioans.gov © sk Grants.gov to add a popup asking if you want personal benefits
O Become benefits program manager - benefits.usa.gov ©  Add benefits finder directly to USA.gov page
[ J [ J @

- ConceptDraw
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USER INTERVIEWS

Journey Map Title Here

person within the scope detailed

Consider Explore Compare Engage
1 week 2 months 1 month 2weeks 1 week

- Persona Details - Scope Summary - Goals
‘ Biography of key attitudes and behaviors Detail the scope of the journey here List the motivation driving this particular

- See TV commercial for a website, - Explores site and loos at the - Read consumer reports and = Select a setof cars he plan to Decide on a car
shidesalad.com, which helps vehicles in his budget reviews; keeps a spreadsheet to testdrive - Gets financing terms, total price,
people shop for vehicles, visit the = Create account; saves favorite compare cars = Looks up location of each monthly payment form
site cars in Wishlist = Consults with trusted individuals dealership on Google Maps salesperson
- Sees Ads on Facebook = Downloads mobile app while at - Constantly checks site for new = Visits dealership; fills out lead - Researches more, specially about
his office options that meet his criteria card, discusses process with price
sales person, driver car, = Make a competing offer and buys
discusses more, repeat process his new car
for each car

Discover he can take notes about
each car he drivers in the app

“Wow that website looks “T'm so happy with my
- “liove that | can take notes
great for car shopping about these cars in the app. e
“1 Sik= that | can save cars So helpful”
and a st is sutomatically
made” “Thismobileapp is
missing alot of "I wish all care dealership were
®
features” shown on a single map, sol
‘ can plan my route”
“T'm disappointed by the quality of -
some istings.. Very few photos™ “I might miss the perfect bde::ld:"gna
car if | don"t check the site
Thiz webzte iooks much o
diff from the
“Why does it take 5o long totest
drive 3 car? lwish | knew it was
gongmbepuceﬁndmdssﬂ)’
'sdﬂmhmnmdm wtmsmd
museawm
[ ] [ (]

™ — PowerPoint template | SlideSalad
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PHASE 3

Despite being red,
Mars is actually a cold
place

Venus has a beautiful
name and is the
second from the Sun

Mercury is the closest
planet and the
smallest one

USER INTERVIEWS

cousmon | sewuce

It has a beautiful name  Uranus is the

and is the second seventh planet from

planet from the Sun the Sun

Despite being red, Earth is the third Neptune is the farthest
Mars is actually a cold  planet and it harbors  planet. It's the

place life fourth-largest

Neptune is the farthest Saturnis composed  The Moon is the
planet. It's the mostly of hydrogen fifth-largest satellite in
fourth-largest and helium the Solar System

[ J
m pPowerPoint / Google Slides template | Slidesgo

Mercury is the closest
planet and the
smallest one

Saturn is composed
mostly of hydrogen
and helium

Despite being red,
Mars is actually a cold
place
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USER INTERVIEWS

a a
N ame Demographic information. Set the
@ J stage, for who this person is and @
ourney what they are trying to accomplish.
ACTON THE ERSON S DOMG J—
This is a quote, verbatim
or paraphrase that exemplifies

This is a quote, verbatim
the thinking of this architype.

or paraphrase that exemplifies
the thinking of this architype.

ACTIONTHEPERSONIS DOING

This is a quote, verbatim

or paraphrase that exemplifies
the thinking of this architype.

ACTIONTHEPERSON IS DONG

This is a quote, verbatim

or paraphrase that exemplifies
the thinking of this architype.

ACTION THE PERSON IS DOING

. A'. AACTION THE PERSON IS DOING
This is a quote, verbatim . Thisis a quote, verbatim &
or paraphrase that exemplifies * or paraphrase that exemplifies F
the thinking of this architype. the thinking of this architype. ACTIONTHE PERSON 18 DOBMG
This s a quote, verbatim
or paraphrase that exemplifies
the thinking of this architype.

anTEReD wEs ST

This s a quote, verbatim

or paraphrase that exemplifies
the thinking of this architype.

> e >
( = | OAll =
e ( ) ) = f |
. - ! |
\ \

D) |

Stage Name Stage Name Stage Name Stage Name
- i

This is an insight a good thing

aa i ™ ™ ™

Thisis an insight a good thing Thisisaninsight agoodthing  Thisis aninsight agood thing Thisis an insight a good thing Thisis aninsight a good thing Thisis an insight a good thing Thisis an insight a good thing
that we observed or heard during  that we observed or heard during  that we observed or heard during  that we observed or heard during  that we observed or heard during  that we observed or heard during  that we observed or heard during  that we observed or heard during
the research. the research. the research the research. the research. the research. the research. the research.

TNy oPpORTUNITY oPpORTUNITY oPRORTUNTY osroRTUNTY arony unTy unTy

This is not such a good thing, This is not such a good thing This is not such a good thing, This is not such a good thing This is not such a good thing This is not such a good thing, This is not such a good thing
It's an identification of what It'san if ‘what It if i at It's an identification of what
'we could do better. It is not 'we could do better. It is not

This is not such a good thing,
It's an identification of what It's an identification of what
'we could do better. It is not 'we could do better. It is not
a solution but an observation, a solution but an observation,

It's aniic if f what It'san if f what
we could do better.Itis not we could do better. It is not we could do better. It is not we could do better. It is not
asolution but an observation, asolution but an observation, asolution but an observation, asolution but an observation, asolution but an observation, asolution but an observation,
thought, or inference. thought, or inference. thought, or inference. thought, or inference. thought, or inference. thought, or inference.
CES: Research tachniques thatld o theinsights

thought, or inference. thought, or inference.

. UXLoot
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Customer Journey Map

!

Opportunities

Sample Text

This is a sample text,
add your own text and
description here

This is a sample text,
add your own text and
description here

Sample Text

This is a sample text,
add your own text and
description here

This is a sample text,
add your own text and
description here

m — pPowerPoint template | SlideSalad

Sample Text

This is a sample text,
add your own text and
description here

This is a sample text,
add your own text and
description here

USER INTERVIEWS

Sample Text

This is a sample text,
add your own text and
description here

This is a sample text,
add your own text and
description here

Sample Text

This is a sample text
add your own text and
description here

This is a sample text
add your own text and
description here

Stage 6

Sample Text

This is a sample text,
add your own text and
description here

This is a sample text
add your own text and
description here
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Lorem ipsum

Lorem ipsum

Lorem ipsum
dolor sit amet,
consectetur

Lorem ipsum
dolor sit amet,
consectetur

Lorem ipsum
dolor sit amet,
consectetur

Lorem ipsum
dolor sit amet,
consectetur

USER INTERVIEWS

M — Editable template | ConceptDraw

Lorem ipsum dolor sit
amet, consectetur
adipiscing elit, sed do
eiusmod tempor
incididunt ut labore et
dolore magna aliqua.

Lorem ipsum dolor sit
amet, consectetur
adipiscing elit, sed do
eiusmod tempor
incididunt ut labore et
dolore magna aliqua. Ut
enim ad minim veniam,
quis nostrud
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USER INTERVIEWS

v&-w—_—_ C

Goal

Actions
Thoughts.“

emotions @ @ — Q " @

‘ = \‘@_’{Q_’@

c
points

'vvl

m — Axure template | Haloux
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USER INTERVIEWS

Engage and consume

S(reenm

Repurchase credit :

Learn from other
industrial HR
practiotioners

"
| 1

Able to preview the job @ PricE6oIHIgH Higher response rate @

ad before posting it .: + from customer

v |
® )
ace-to- Ve ! '
|
.
|
.
.
.
:
.
, .
: 2 ) Poor filtering
, .
; ; ‘r
' A 3

'
'
'
'
|
'
'
|
T
'
|
|
'
'
'
'
|
i
'
'
'
'
'

® Editable template | Miro
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Enriched Experience

Baseline

Poached Experience

Touchpoints

USER INTERVIEWS

STARBUCKS

Customer Journey Map

@ Tasty Drink @ Good Drink
@ Good Temperature
Polit
@ ~oma ® - @ Freewi-fi
Ambience . Convenient . Cond
bye
i R e e
@ Fake Greeting
Loud
@ vory @ @ FactoryLine
® Louwd
@ coud @ confined @ Closing
l Anticipate | Enter | Engage | Exit | Reflect |
| | | | | |
Car Walk-in Line Order Pay Sit Drink Work PackUp Leave Car

. CoSchedule
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USER INTERVIEWS

° D%? Q l??’fg

Media Website
\ SOCIal Media
ﬂ?‘y e
o FP
Contact center Loyalty program Word-of-mouth

Blog

Awareness Consideration m i Advocacy
=

2«

( Public relations Reviews
@ g
O\
. Emai ¥,
Radlo/‘N % Community
® o
Socnal ads Webshop

Onlme ads

. ConceptDraw
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USER INTERVIEWS

Stages

Awareness Consideration Acquisition

uses $10
coupon
for new
purchase

clicks goes to browses reads goes gets new wants to calls carries B leaves 5
twitter landing online 3rd party through bike in exchange customer out racajves star
ad page shop reviews checkout mail the seat support exchange new seat review

Touchpoints
<
& & © &
&' 4 o K &
2 & 3¢ & & S
> 5 & o o « & ) b &L &° N
3 & @ & N © > S N o
5 @ N & & o o o & S & ~§ & a3
N & & & & N W & & NG N « &
<° < < S < <€ «* Ay d ) & o
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USER INTERVIEWS

[ ] [ ] [ J ]

Customer Journey Mapping Template

Customer Journey Map Template
Digital Touchpoints

Email Help Desk Loyalty Program
Paid Content . . ‘ Landing Page Website . . ‘ Community Email . .
. ) ' Customer Retention
Search Engine @@ @ social Media @ chat Program [55]
App, Websi
Online Ads @@ @ Affiliate Websites op, Website @) @ Twitter/Social Surveys @@
. Referral
Direct Mail @) @ sales Agent call Center @) @ newsletter
. Radio, Print, Ads
@ ®
PR Store/Chain Product Leaflet

Physical Touchpoints

m — PowerPoint template | SlideSalad
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USER INTERVIEWS

Party Dolghts Party Planner

Mary’'s User Journey - As is
m:m\mmnmnm

Pick date Create budget Find venue Choose theme Buy decorations

m — Omnigraffle template | Emily Obyrne
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USER INTERVIEWS

Touchpoint @9 Touchpoint

e .
= Touchpoint Touchpoint
Z Touchpoint @ ®
o .
a Touchpoint

AWARENESS CONSIDERATION ACQUISITION - —_
s @ Touchpoint
< Touchpoint @ Touchpoint
L
=

Touchpoint
e @) @ Touchpoint Touchpoint
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m pPowerPoint / Google Slides template | Slidesgo
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USER INTERVIEWS

I [ [ J [ ] [ ] [ )
. . .
Gabriel Wedding Experience Map
October |anuary March April June July August September
Touch point Facebook Post Snail Wed. website 77 Web Forms 1 Scheduled Email, sms Scheduled 57 Scheduled 77 Welcome SMS ¢ W-Day ¢ Farewell Instagram SnailMail ~ Scheduled w7
Generic Mail with event & to RSVP Newsletter orphone call Newsletter Newsletter Drinks updates (see annex)  Drinks #m&|2016 of Thank Newsletter
engagement Personal destination & subscribe to with accommodation of guest's with dress code with things to onahired & friendly on a hired collection You card Highlights video,
announcement invite details newsletter & travelling tips requests & Pinterest wall, callto  do, eat and visit venue on reminders venue on of pics of Professional
with wed. questions submit songs, & & printable the city % the beach the event guest-pics &
website social media groups  pocket guide [ wed playlists

Ny

Emotions &
Thoughts

- @

¢ Opportunity to fix pain polnts or delight guest ‘madebymaria cort

V o N ¢

" Qualaroo
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USER INTERVIEWS

Customer Journey Map

Lyndy,
Fashion Entrepreneur,
Married,44

Heads to store Arrives Decides Collect Consumes
to meet friend At store order Drinks Drink
Activity Calls friend Discuss with Queue at Collects drink Bring drinks to table
friend whatto | counter at counter and drink
order

. ) o
Enjoys quality of >
drinks, soft music in
background and the

free wifi
((Q»

@ Not clear from app @

where is the most . Took some time to select cards for
convenient and Did not expect outlet to payment
nearest Starbucks be so crowded and . No feedback of processed payment after
with parking for her having to wait so long scan
for a seat e Onlyasudden change in the remaining
card value
[ ) o [ ]

. Prototypr
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USER INTERVIEWS

Horizontal Customer Journey PowerPoint Template

Radio, TV, Print Survey
ads, Flyers
Direct Mail Blog
Shop Social Media
Word of mouth )
Soc_la Booking Offers
online ads
Search Website Emails
Consideration Service Advocacy
£
Awareness Purchase Loyalty
Blog Social Media Recommend
Edit text here - Help desk
Media Chat
Infographics App Reviews
Reviews Emails Engage
Video Knowledgebase

m — PowerPoint / Google Slides template | SlideModel
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USER INTERVIEWS

] [ J [ [ ] @
8@ CJM Template #3 v —| 70% [+
© Not Selected
Stage #1 Stage #2 Stage #3 Stage #4 Stage #5 Stage #6

QUi Good is the enemy Good is the enemy Good is the enemy Good is the enemy Good is the enemy Good is the enemy
of great of great of great of great of great of great

ke e
Love
/Hﬂvpy\ /HEPPY\
Experience Map o “y o

Neutral Neutral Neutral

+ First goal + First goal + First goal + First goal + First goal + First goal
List + Second goal + Second goal + Second goal + Second goal + Second goal + Second goal

+ Third goal + Third goal + Third goal + Third goal + Third goal + Third goal

Cocsion J v Cocson ] raaver
o o o o

Tags

L ¢
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USER INTERVIEWS
CUSTOMER JOURNEY MAPPING TEMPLATES

Search

)
Digita! billboard . . Landing page Newsletter ‘

Email .
Viral email . . s @ Mobile

Website

5 Blog
Online aids /E: M .
e . . 3rd party sites A /Chat
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USER INTERVIEWS

CUSTOMER JOURNEY MAP FOR POWERPOINT

@ . [:] Sample Text
Step Titl
& 2o
Step Title
® @ @
5%
Yo
2F
4
- o
[ ] [ ] [ J

m PowerPoint template | Kerry Bodine
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CUSTOMER JOURNEY MAP

John Doe

Your Text Here Your Text Here

Your Text Here

Your Text Here

Your Text Here Your Text Here

Your Text Here Your Text Here

®m — PowerPoint template | SlideBazaar
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Goals

Pain points

USER INTERVIEWS

Consideration
® Thinking

JOURNEY

Ret, >
® Feelin SR en%ﬁ >
g S MG\
® Doing / Nz

e Touchpoints ]
I
1
\

aw

Post-purchase \

® Thinking

e Feeling
®Doing

® Touchpoints

Evaluation

e Thinking

® Feeling

e Doing

® Touchpoints

Closure

® Thinking

® Feeling

® Doing

® Touchpoints

INSIGHTS

Consideration
opportunities

Evaluation
opportunities

Closure
opportunities

EXPERIENCE

Post-purchase

Expectations .
- opportunities
Positive
;eg;ti\; P
[ ) [ ]
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USER INTERVIEWS

6 Step - Circular Customer Journey Diagram

This is a sample text. This is a sample text.
Insert your desired Insert your desired
text here. text here.

This is a sample text.
Insert your desired
text here.

This is a sample text.
Insert your desired
text here.

This is a sample text. This is a sample text.
Insert your desired Insert your desired
text here. text here.
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MOBILE BUYER JOURNEY

USER INTERVIEWS

ANTON LaBELLE

VINTAGE APPAREL

“FLASH SALE™ DISCOVERY

A means to drive product discovery and
engagement through keyword-based’
{lash sales. Spontancous events that

respond to trends.

SOCIAL CURATION
Empower influencers
to elevate and share
products to influence
purchase decisions.

LOCAL DISCOUNTS
Drive consumers into
stores via location-
based discounts.

MOBILE LOYALTY
PROGRAM
Continue to eng

your customers b

NATIVE FUNCTIONALITY

Utilize key features of device

like providing consumers with

a useful and engaging way to
scan everyday objects, identify
color hues, and quickly find

o matching products.
DISCOVERY ENGAGEMENT

“Flash Sale” Discovery ~ Native Functionality
Social Curation  Frequent Updates
Local Discounts ~ Push-Notifications

CONVERSION

Mobile Loyally

tewards Progr

Check-ins

them with discounts when they

check-in to relail locations
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USER INTERVIEWS

CUSTOMER EXPERIENCE S
JOURNEY

NEED
GENERATION L L

Initial Consideration

Usage

Proactive maintenance @
Follow up on trouble ticket @
Trouble ticket generation (&)

Cycling billing &) BEFORE

Starts using the service (©) GONSIDERATION

Calls contact centre ()
Calls a channel partner ()

Delivery / Instaliation

Training ©)
Testing © DELIVERY(/PATY
Invoice Raise @ N

Installation ()
Actual delivery ©)

AFTER
DURING

ENGAGEMEN

Engagement

First Interaction @ 0

fo) Subsequent Interactions (=)
Moment of Purchase EVALUATION Solution Presentation 0 !
Submission of Quote )

Signs contract (&)

Final Presentation (&) Evaluation

Studies proposal
Calls in case of a query

. Carol Barnum



https://www.userinterviews.com/blog/best-customer-journey-map-templates-examples?utm_content=mapsSlideShow
https://uxfirm.com/customer-journey-maps-turn-data-into-stories-part-3/
https://www.userinterviews.com/blog/best-customer-journey-map-templates-examples?utm_content=mapsSlideShow

DETAILED
CUSTOMER
JOURNEY MAPS
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PROBLEM HELP CENTER

FACING THE ISSUE

SEARCHING FOR A SOLUTION

esolve the issue and get back to vork c

Website

Actual problems

ey gets "The team

o wih proper 5

these ratings to reqularly review closed
crets and the level of the support 01
ovide to understand what you car

what went wrong cnd how

Make sure e proces - Pay attention to customers' feedback Amend vt vde the
eque ian, tagkategorizelescalatffcllow feedback & Insights database <0 ,
Al sgents should follow your o o
companys tane of voice. e frencly snct ke
vake sure a know who they shou Notifythe client when the fea
ey need to escalate the ssus <d alat
inquiries in the Help Center articles & ave someone to check (o ere possibie, the CS agent can suggest a
ry update them with the most requests n the evenings and ‘workaround/alternative solution <1 ¢
ch term » ionali
cating o community where yo
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Influencers

Channels
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USER INTERVIEWS

Enriched Experience
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CUSTOMER JOURNEY MAP

Example of an online grocery store

STAGE AWARENESS CONSIDERATION DECISION

DELIVERY & USE

www.columbiaroad.com

ALTY & ADVOCACY

Hear from friends, Compare & evaluate : Add groceries to Make an order Receive or pick up Contact customer Enjoy groceries Order againand/or | Share

CUSTOMER  see offline oronline | alternatives shopping cart on order service order more experience

ACTIVITIES 2d, read from
newspapers
No goals Find the best solution | Find and select Order effortlessly Receive or pickupan | Get help if Have the right Repeat good Share feelings,

CUSTOMER 2t this point to buy food products easily, order effortlessly problems appear, and good quality in-  customer give feedback

GOALS get inspired and when needed request for refund gredients experience . .
Word of mouth, Word of mouth, Website, app, Delivery service, Phone, Food products, Word of mouth,
traditional media, website, order confirmation packing, messages email, packages, other social
TOUCHPOINTS  social media brick & mortar store, E email (email, SMS, phone chat materials media @[
social media D aall)

(o)

?

900060

L N

/\

i ot

9

Q

v

.

EXPERIENCE
Requiresefort, o
[ ] Interested, curious Requires effot butextited Erced “Payment s painfuf’ mw,, fZW /W Frustrated Satifed “This s easy” “I have to share his”
Increase awareness Increase number Increase shopping Increase online Deliverontimeand | Increase customer i Make products Increase retention ; Turn customers
and interest of website visitors cart value & sales and minimise the delivery | service satisfac- to match rate and order into advocates,
BUSINESS GOAL conversion rate conversion rate window tion, minimise expectations value and/or turn negative
waiting time frequency experiences into
positive
® Number of New website Shopping cart Online sales, On time delivery Customer service Product Retention rate, Customer
people reached visitors value, conversion rate rate, average success rate, reviews order value and satisfaction
KPls conversion rate delivery window waiting time frequency
Create marketing Create marketing Optimise grocery Optimise online Picking & Organise Develop products ~ : Target marketing, Manage feedback
ORGANISATIONAL  Campaigns and campaigns and shopping experience  ; purchase funnel, delivery customer &product range make re-ordering and social media,
[ ] ACTIVITIES  contentbothoffline  : content both order handling service easy, upselling and/  } develop sharing /
and online, PR offline and online or cross-selling inviting possibilities
Marketing & Marketing & Orline Online arehouse, Customer Product Marketing, Customer service,
Communications Communications Customer service warehouse, logistics logistics service development, online online
RESPONSIBLE purchasing development development
CRM, analytics, CRM, analytics, CRM, analytics, CMS, i CRM, analytics, CMS, i CRM, analytics, CRM, analytics, CRM, analytics, CRM, analytics, CRM, analytics,
TECHNOLOGY  programmatic CMS, marketing ecommerce platform, : ecommerce platform, } order & delivery help desk, vendor management i marketing automation,: marketing automa-
SYSTEMS  buying platform, automation PIM PIM, inventory system, : system, marketing. ticketing system, chat: system, PIM ecommerce platform  : tion, ecommerce plat-

social media

marketing automation

automation

m Editable PDF template | Columbia Road

form, social media

analytics


https://www.userinterviews.com/blog/best-customer-journey-map-templates-examples?utm_content=mapsSlideShow
https://www.columbiaroad.com/blog/why-and-how-to-create-a-customer-journey-map-download-free-template
https://www.userinterviews.com/blog/best-customer-journey-map-templates-examples?utm_content=mapsSlideShow

USER INTERVIEWS

. CUSTOMER JOURNEY MAP (FUTURE) V2.0 persona Orgnization  Scope of Experience
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USER INTERVIEWS

FUTURE CUSTOMER JOURNEY MAP

PERSONA ORGANIZATION SCOPE OF EXPERIENCE
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Jane Doe's

Journey Map

HAPPY

Action

A-HA! MOMENTS

® ‘It unpack she box s follows in the
quick inatructian dlustrated on the
=de of the box | can actually rip out

spus wary mandy

OPPORTUNITIES

# Redusign the bax o that the
consumers are able 10 guickly see
herw o unpack the bax witheut
Favng to struggie with tapes

strecghe of the tapes
. wging
box 50 that 's aasdy detachable

it are Sxod srcurd the pac

.

USER INTERVIEWS

“There iz on app that | can downlosd
which hus viduce and images of the
persan making it | think this s 3

butter cheice dor me

Provdu  OR code or any daster way
to download the spp

Think sbout a way 10 minize the parts
that are needud to b maembled

maxmize the amournt of part
Ireacy sesumbled and dulvared

Sketch template |

Problem

INSTALLATION

“Didn't kriow thers was a ruch wures! | love how there are
waver wary to ausumble the battam
secuan, Maybe | should follow the
suggarticn box which is highlighted
in the inssnuctian.*

ers for music and

colorul Iig

® Bared on fesclback recaived about
the pros and cons of certain

When the parts are &t
good feedback for the consumers if
thare ix a click sound ce 2 streng
hold

interactians
develop another se1 of hidden

funtures that are urique

n multiple toys

Frequently, there are reviews that the
consumars didn't know & comes

withous the batteres Th

® Cut down an battery b

1o figurs aut the cast of

Geunbae Lee

L ] L ]

@ “Widon'ttouch it or press on the
wriggers, it susamatically shuts coan
after Smirnses. How corvenient!”

@ Currerithy, the reactronted with
aht touch, Thee
samatimen challanging when the
parents accidentally bck/toy the
sy whan the baky is seeping
because 1l make loud sounds
(activeiwake-upa state). ¥s  good
\das to raduce the sensitrity

even e, it's
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PLAYER JOURNEY

USER INTERVIEWS

mAd«pow

FRAN

43, Call Center Manager, Family Man
Recently diagnosed with high cholesterol

GADGETS: Pedometer, Wireless Scale in Office, Smartphone
GOALS: 100% Med Adherence, Lose Weight, Reduce Cholesterol

Frank attends a | While Frank's team | Frank decidoshe'd | Frank gets s Afte levaling up, Frank's buddies are | Frank takes timaoff | The companyholds | Frankhas builtupa | Frank's cholosterolis  Frankanda fow Upon reaching Level
lunch & learn atwork | doesn'twin th lketolose5more | cholesteral ‘ Frank can partner ‘ inand out of Hi as from Hiwhileon another team repitoire of healthy | much better, though | coworkers decideto | 5, Frank s excited to
and loams about compatition, he's before his vacationin  checked. IUs batter | withmultiple friends | they go onvacation. | vacation for 2weeks. | competiton, this time | cating habits andis | with Christmas foinagym to get back | challenge some folks
Healthrageaus. Ho iad they partici- August. He's not butstill notwhereit  : tocomplotewackly | He'sdroppedfrom3  : He'salitieslowto | for charity. Instead of ace his in shap
was diagnosed with | pated. Notonly has | reliantontheappto | should be. H tasks. The wesklyactions 02, | gotbackinthegame  atotalstepsgoal,  : cholosteroltestnext | he'llend up cheating | holidays. He gained upfor Hi
high cholesterol 3 : hegottenahandieon remember his meds realizes he's been heart-healthy potluck | but the game keeps since he's been there s a series of ‘month. He’s e's tracking | his diet. He keeps. 5lbs back over the.
has now i im engaged with the his food tracking his foodto  holidays, and aims to
had troublo Slbs, but hoalthy forgastolognfora | anddocidostopair | based anauggos- | soma healthy u 2 stay aware of just tose 10 and then
rememberingtotake | eating and acthvty few daysata time. upwith on nfrom HI Coach | summer BBQ him back inwith s kel 1 sticking to the e | e cating | build up some
his medicationand | have become W for sapport Rhonda. receipes and fu ime-pressure 1o Chrss i 10 50 how it affects
adjusting his lifestyle. | common topics of ‘ ‘ outdoor activiies. challonges. | him. He's intrigued to ‘ @)
He signs upon a discussion n the ! seohowmuchdata
teamwithsomeof off has accumulated
his coworkers to over the past 9
compete for a bonus months.
vacation day. H
MAR | APR | JUN JuL i AUG i SEP ocT DEC [JAN {FEB
0 nagem: i Lightning challenge draws Straak bonus é
~ e Been R o | éLEVEL 3 | Frank back n with some bonus [ ) it LEvEL!
i kudos that help him leval up i the gym
Slbs lost goal H * Sibs lost goal 1 Reduce cholesterol
Email initiates web ! *: hieved! [ * achieved! e goal achieved!
onboarding process | I
| @ st Goal i Buddy Badge! D,.,A‘m,,.,
| N Achieved Badge! | mered with 3 N Badgel
q | ! different people gnal cumnleunn |
Uses Journal Reviews data when
25 Haliway checkpint s =5 Halfway checkpoint 5 Haltway checkpaint :

2-month gazls Frank's a little m:nag!mml d'":zd N::"v teresting correlations

Doingwell on meds behind schedule, so bayand widkdy

and weight, but diet coach adjusts his ckion plan;

is hit or miss. | plan accordingly

‘ SMS Text notification o Coach suggests heart- 0 Coach adds tasty BBQ
i 0 healthy potluck club Focaipes to action plan
entor data when he
GAME HIGHLIGHTS Fargets for 3 days.
Mobile medicat nd-of-waek s f ¥ Goal &
-+ SCHEDULED NOTIFICATIONS DAILY () rominders & togging FRIDA iy SUNDAY i octeok” MONTHLY I rraintenanes report

SAMPLE ACTION PLANS WEEK 1 [MAR] WEEK 8 [APR] WEEK 18 [JUL] WEEK 22 [AUG] WEEK 27 [SEP] WEEK 36 [NOV] WEEK 47 [FEB]
& KUDO SCORES ‘Take medication wher Take medication without bei % Cook3d y ith family inj Go to the gym dx.

rominded by HI mobile app.

reminded by HI mobile app

[doit tonight for bonus kudos!]

% Walk 2500 steps per day Walk 4500 steps per day 60 fora 5-mile bike ride % Swim for 5 hours Walk 5000 steps por day Eat 15 servings of veggies Packa now lunch food
Ifor team competition] Tfor team competition] Tfor team competition] foryou and the kids
Buy olive oil to use Play frisbee with the kids Healthy potluck lunch Walk more than a Level 1 group
instead of butter with Jim, Sally, Mark] Iversus Erik, Yang, Coryl
2 Tperaction 19 1 peraction +8 co-op bonus § 1 per action - 1 sponsor penalty 14 1 per action + 5 lightning bonus f 1 per action + 2x completion bonus 9§ 1 per action + 8 streak bon
+10goal +5gaal +x2

18 1 peraction + x2 completion bonus
+x2 place

Mad*Pow via Toptal

+ Echallange i » 2 complation bonis
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Thoughts
& Feelings

Emotional
Experience

Phases of
the Journey

© 2010 Effectivell, Inc.

USER INTERVIEWS

Sarah'’s Broadband Provider Journey

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.

Inquiry

Description

The Inguiry phase features the reasons people are
shopping around far new service. These are usually
related to moving and relocation, an upgrade to
existing service or hunting dovm 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. Intemal 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.

Comparison

Description

The potential customer comes into the Comparison
phase usually armed with the right info and tech
Jargon and is loaking for the lowest cost. Customers
tend to be brand agnostic. If they cart 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 ta configure services before adding them
tothe cart and reflects bundled price discounts ina
clear and obvious manner.

Purchase

Description

The Purchase phase involves the provider requiring
quite abit of persanal 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,

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

-
effective®

Emotion throughout journey

ve been on hold for too long. I'm hanging up." B . ErAation tz.)ward Vendor
Ends phone call

Installation

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 joutney 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 o customers feel empowered to give feedback
into the process.
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Thoughts &
Feelings

Emotional
Experience

Phases of the
Journey

Kelly McNamara
34- Ad Agency Buyer

USER INTERVIEWS

ORDERS GUARANTEED - User Journey - Experience Map

Kelly wants to put together a campaign for her client Coca-Cola. She wants to find
appropriate ad products across the spectrum of available publishers delivering content
across a variety of digital devices that reach a very specific demographic audience.

She comes to the Rubicon Project platform and logs into the Orders Guaranteed

application to accomplish this task.

@ Anxious

Description

The Discovery phase is where Buyers come to browse and
discover available Publisher Properties and Ad Products.
They want to see ComScore, monthly uniques, audience
etc.and be able to filter by various criteria.

Recommendations

Design an easy to use "e-commerce-like” Ul where users
understand previous conventions such as "cart” and "save"
and give them a quick way to add properties to a plan. Give
users the ability to search for properties, incorporate
detailed filters. Have Alerts & Activity that tells them about
most recent Ad Products available keeping the current.

@ Anxious @ Anxious

@ Like

Description

APlan is where Buyers manage their Media Plans and
Sellers work with Buyer teams. Buyers and Sellers use it to
manage deals and negotiations. It gives Buyers and Sellers
the 360° visibility required to get their work done.

Recommendations

Design a simple "notebook” type user interface that is
simple and easy to se but gives users a comprehensive
tool to manage deals. It should give Buyers and Sellers a
way to conduct their business entirely online thereby
making their workflow more efficient.

@ Anxious @ Anxious @ Anxious

@ Like

Description

The negotation module inside the Plan "notebook” is where
Buyers and Sellers negotiate deals online. It provides an
easy to use Ul where all tasks that Buyers and Sellers are
used to in this phase can be accomplished online.

Recommendations

Provide a module that is designed around user needs and
task flows. Provide functionalities that support messaging,
sharing documents, I0s and sign-offs along with an email
alerting system that is triggered when new activity occurs.

. Miklos Philips via Toptal

journey

@ Anxious

@ Like

Description

Once Line Items are approved in the Plan this section
provides the ability to set up each Line Item format and
upload tags.

Recommendations

Design an intuitive, simple Ul that provides functionalities to
easily upload and edit external creative tags.

Emotion throughout

Time commitment
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USER INTERVIEWS

- a -a a
@ Program Risk
@) Program Opportunity
4
Accurately estimate Customer does not program
number of DR events: Inform customers that they thermostat or start “learning”
use social norms to have qualfied and of the immediately--lost cpportunity to
assuage fears i f carry momentum of install
¢ ;&Sﬁﬁ:m?‘fm v ! Fellow up with customers to
Cust : Simpli tnical recognize and than thank behavior.
ustomer is nenvous implify technic Provide customers with clear instructions Use social norms and framing to
about utility controlling language or use o0 whom to call with questions o Provide customers reinforce behavior (ex: total energy
AC during summer 9raphics concerns about their thermostat. WA educationg saved)
Reinforce excitement through thank-you materials to
email with examples and so<ial norms assuage anxety
Customer is unsure about DR events ) Rebate alone seems small compared

whether they will . with ellor}:_urvc.erlannly about

actually receive a ) participating again

free thermostat .

Engagement with
Program ,  product weakens
Communication DR seems less
Intensity ‘@ ) attractive

|
O

Customer
Satisfaction

I'm not sure Why haven't they What a hassle! What Who do | call for Arethese Were all these My work schedule Did my bills
about how many emailed me? Did | if it doesn't even help programming thermostat settings events worth the has changedabitbut | | actually go down?
“zones” my home qualify for the work--or he breaks my thermostat? realistic? will | be hassle? isn't the thermostat Ican't tell?
has...I'm not sure program? Should | just something? able to opt-out of supposed to learn

if | will qualify. buy a Nest anyway? the DR events in that by itself?
time, if | want to?

" Treasure Data
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What is the
customer
experience of
a person using
PeopleSmart
for their job?

CUSTOMER PROFILE:

SLEUTH

MoTT0: JUST FIND ‘EM

Loretta Neal

Overview

Customer’s
Journey

owing

Fecling

Business
Units.

Find ot a3 much 25 posibl from free sources

e i e e s
ST

e

Isohwoccurate?
Isk current?
How e eet?

[ T———

e et e e kv

USER INTERVIEWS

At g e "tk b
bl A =
St e I = e
SRENIIEERE imotemicen =
4 \ Awesome! Whevsths. ) I themtopy e / Now I could just
iy St | . They have * “trial membership” s start my search
[ shampbery S e datal \ all about?

 with PeopleSmart.

e e P et L e L e

. Loretta Neal
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Young Families Segment

USER INTERVIEWS

Health Insurance Purchase Journey Map

Awareness Research Choice Reduction Purchase
Phase Duration: 1 week Duration: 2-3 weeks Duration: 1 week Duration: 1 day
Goal = Your consumers begin by just learning At this stage, consumers are conducting research to expand the At this point, the consumers have the ‘The final decision is made,
about the health plan options. The key consideration set. While some choice reduction happens along. criteria set and has mostly finished the. and the purchase process
goal at this stage is to understand how  the way, the primary goal is to broaden the consideration set discovery phase. Now, they focus on completed.
the different plans work, and to and determine the final criteria for making a choice. narrowing down the list from 2-3 .
develop the list of questions to ask. candidates to the final choice.
s Commercial consumers begin the process by Touch Point Map

The Young Families Segment is primarily made up looking through their employers’site; most

of 25-35-year-olds with 1 or 2 children. With their Young Famies members o notatend employer Consumers return to the sites of

busy lives, they rely heavily on the Internet to do i :spansored meetings: Indidualconsumersekip Y i . this narrowed-down lst of

y y rely y Employer Site this step, but follow mostly the same process. Mt Bmects camines, Neing providers to review whether their .

Families members review the
plan sites of the expanded doctor s in network, and to get a
consideration set. feel for the overall website.

The shopping process begins at
the health insurance company.

site—learning more about the - E ‘

plan and its benefits. If there are

their research, whether through their computer,
tablets, or smartphones. They primarily talk to
friends and family (especially other young parents)
to make decisions.

Health Insurer
Site

Access to their children’s pediatrician is the make-
or-break criterion for a health plan. Once that is

Google, Third- The process ends when the

! PartySites  Planar el pe—— . ¥ Young Family member enrolls
known, premium and wellness options are also Ems“::r‘w; bl , [« ; ° Goog (: research r:v‘::i;f:"f:m:: \eurﬁar:r(pmﬁ:m through either the employer’s
ant, as are an easy-to-use website. a non-employer based options. a site or through the plan website.
Hmpariant, Rare 41 i ta-use website: Soeial Maiiia eHealthinsurance.com is a (0] costis the top criterion, many are

frustrated by the lack of useful

comparisons outside of cost. Those

not using eHeatlhinsurance.com

typically make their own ]

spreadsheets to provide cost

common destination. This becomes
aMoment of Truth, as this step
determines whether the research
stage ends quickly or continues
onto reviewing options outside of

Facebook is used by
about 1/3 of members to
ask what providers are

best and to get feedback

Short Process Long Process Friends and The final Moment of Truth involves
seeking friends and family opinions to

Family those offered by the employer. comparisons. At this moment of truth understand the quality of service
Do Not Consider Brand Brand Shopper the listis reduced to 2-3 providers. provided by the health insurer. If costs
(The Young Families segment does are about equal, this word of mouth is
Print Media not use Print Media extensively) used to make the final selection.

Prefers Simplici-

g Moment of Truth (Critical Interaction)

88
9.0
84
63 A e > 7275 77 74
54 ot
§
:
E : E | E

@ Touch point (Area of interaction)

Legend

“| would have liked Frequently Asked Questions or
would like to talk to an online person. I'm nota
paper person so did everything online.” ~ Young le)
Families Customer

satisfaction

with

62 72

“The only problem is there are so many choices. I'm
not sure if that makes it easy or hard. It was
overwhelming - difficult because there is a lot to
think about and | felt it was hard to figure out what
was best.” - Young Families Non-Customer

Touch Point

123456780910
12345678910

Create your own Customer Experience Journey Map

**eHeart Legend Q Bright Spot (High Satisfaction area to promote) . Hot Spot (Importance significantly higher than Satisfaction) Q  Over-invested (Satisfaction significantly higher than Importance) ‘
ofthe
“Customer’
o Level of Effort ~ About the Effort | Slightly More Effort Far Less Effort
° S 2.9  FarMore Effort than | Expected 4.3 g 3.7 b 0 106
Jim Tincher o 612-747-4021 « jim@HeartoftheCustomer.com (Customer Effortscore) | Expected than | Expected an | Expecte

© 2013 Heart of the Customer

[ ] [ J [ J
. Joanna Ngai
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USER INTERVIEWS

While there are many paths into f .
VA services, we identified common A customer journey map —"a diagram tent (or ‘paintpoints). They aliow us to
ustomer i the process of engaging that llustrates the steps your visualize the emotiona state of users
‘with the VA. We translated customer(s) go through in engaging with and “highlight the flow of the customer
Journey to paths into touchpoints in a service your company” — s a helpful tool for experience—from the ups and downs
y member's transition and captured documenting a users’ path through a along the way to those critical pain points. . ‘
& e s servith . These maps can be used to where oyt attention and focus are most
VA Services e Ty i s W oss ey
with each stage of the users most discon-

transaction. The result is a customer

It seems
important/helpful/
necessary/worth it

p— A erdefBiony membans | 1 found enough
to get the fellow Vet gave me some nfo ‘&ogﬂ
process. VSO or non-profit reached out 1 found
started Tleamed while 1 wes in service someone to
The VA reached out to me help me
My bank/employer/school etc. 1 igured it out

‘ informed me about a VA service after 3 while

able to help me

ConceptDraw
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USER INTERVIEWS

User decees t
@ racimrnnn Mowscomcnme  Grtoranaratanvs
Adter checking with friend, needs 1o On the vain -
5 agrecd e e e s / g :
Tekats coliecied N
iy pipient @
Lots of opsions and prices Ccat derst Name: Safly Rhodes.
pEat ey User considers déierent trmes and check - ansious. oo User cantt find emal when collecting Occupation: Markating Assistant
@ optons b fnds it had 1o compare. from the statn - svessed. Gender. F
Age 25
Family No
Salary. £30k
Hobbies and intere:
E 0 Shoppingand dmkmgmth!mnds
Cans/texts frend 1o et
hes cpeion e
condemanon Technology
L]
Knowledge
°
Experience
°
Confidence
L]
Low Heh

Wants to be able to book online
Wiants 1o share her booking

Uses her phone to manage her life
Finds it hard to stick to deadlines
Hates feeling out of control

- Lowes finding the bast deals

Users beqn el search through search  Lserscan ses that olher opdonsmay be. For users who buy ket cecasonall the o Collecton from icket mchines i th station One users have thei ickets, they look to see:

® engines like Google Thewr aimis tofind the  cheaper but less convenient.To try and in/registration process Is an extra step,which means users need to have all details ready  what coach and seat number they are. All Kay:
best deal Le. cheapest, most direct ticksts.  compare their options, users open multiple  may risk sers leaving the process. when they try to collect This stage can often tickets, seat reservations and even the receipt B uaragis (@) veghiscon
tabs - but worry options will time out cause stress and andety ook the same, which can cause confusion
6 Userfostngs ° Pan ponts
Ensor your tavel optons ae claady priced,  Considorhow options could be compared by Reduce the amaunt of effort users need .95 Sand 8 reminder el 24 hours before  Consider redesigning your self-collecon ]
with all add-0ns included to help users make ~ price, time, date or convenience. Allow users  through to find ther log in details by enabling departure 5o that reference numbers can be  tickets to make it clear which is the actual
a quick decision. Offering cheaper alternate  to select their most important criteria and  them to answer security questions {or other  found easily ticke, seat reservation and receipt D
® dates may be helpful, or indicating where  highlight the option that best suits their means)
there may be potential savings is beneficial to_ needs. Clearly indicate that the payment card wil
help users understand their choices. Ensure that once logged in that users are  also be required, o aliow an option during the

taken straight into the check out process.  booking process to simplfy collection
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USER INTERVIEWS

Rail Europe Experience Map
‘Guiding Principles

ail travel because it is Rail booking is only one part of people’s larger | People

sy, and flexible. travel process.

People choose

venient, e:

build their travel plans over time.

People value service that
effective and person:

respectful,
ble.

Customer Journey
e B =ERE —
Enertips | Revewfares p—y o - i Shars sxparenca
Conde ) QSMEn 1 PameR 5 neiew e Waitfo paper tickets o ave Actvites,
Select passics) erry [} optiors i oplone 1| contrm Follow-up on refuncs for bookng changss.
Look .
R Pt etokets  Change E-tcket Print
\ N pians —_atSuton
( J ~ Get stamp
rileurope.com | Lve chat for —_— for refund
\ \ auestions N
Plan with / Map tineary ( A )
e interactivemap " (incing pass)
o Buy additional
dificultos S
ocour
/ Kayak, compare
( ii e Jpary
¥ ks i Paporcets =
Talk with ) 4 amve in mal actiiios
frends _ Rescarch for refund
hote's
« Wt i ho asies way : + D01 have a hotckets, passes and tsentions | | » Do have everyting 1 noed? 11 b vo codd gaba v bt hero || Tg 10 k| was nct e oo, Nok
« e o' want o go7 . out ot more s
THINKING . ‘ sipping vihen ansue came u, | coudt get ol « Am o the ight in? ot what next? < Peopl 5 gor o v i e
plco for sta soeing and acilos? . B prone. How « What il do f my tckets don't arke i tme? 1 want o ke more rave pians. How do N Wt e e a7 vy
i | can sk e e can| get my aueston answered donar? moce carehy
fm excied 10 go to Europel « oo st T Adhisor. Evenons s e oxperiance s casy nd fiend! * Stessed i mabout . o «Excted
+ Wm0 300 varyig can? o oner ot v answo tho phone. o mickoof he . 5 e
FEELNG ot o i « Kegping rak o al o et prockcts et i which aro papor iets .;an o ol Eropo won' i s | | * St o nste R0 bocodng in ot
Y want 1o make th wrong choice. onticng Not s my tickts il e i e o B . vL”TnﬁJ.‘mm st o s issues whn | st got or
= A sure i th i want o tako? < Fappy torsceve my ckasin e el Soandptous, and
EXPERIENCE
Helpfiness of Rl Europe Helpfuiness of Ral Europe Haplines of Rl Europe Hapliness of RalEurope Helpfuiness of Ral Europe e of Rl Europe
Opportunities
GLOBAL PLANNING, SHOPPING, BOOKING POSTBO0K, TRAVEL, POST-TRAVEL E——
clear P i 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 s vt STAGES: Gobal SthGES: Gl STAGES: Paming Sroppig STaGES: Paing g0 ‘STAGES: Shoping, Bookny STAGES: Pt ookng, el Post Tt STAGE: Tveing
e a i i
more savvy travelers. explicit purpos: booking on the web. reasonable tim with change. all times.
STAGES: Goba STaES: oot STAGES: Panning rcporg ook S Booung STAGES: Pt Bk Tiveing STAGES: Post Bookrg,Post Trave
Information  » Stakenoidor ntenions win, =P AP I
Sources | » Gogniv wakifroughs Brocess

adaptive path _
—

Toptal

‘e Map for Rl Europe
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Journey
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Takeaways
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USER INTERVIEWS

Customer journey map for railway travel

m — Editable template | ConceptDraw
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USER INTERVIEWS
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USER INTERVIEWS
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m — Template available as Omnigraffle Stencil, Visio Stencil, EPS, SVG | Gordon Wells
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USER INTERVIEWS

] [ J [ [ ] @
o Not Selected
Stage #1 Stage #2 Stage #3 Stage #4 Stage #5 Stage #6
®
+ First goal + First goal + First goal + First goal + First goal * Firstgoal
List ¢ Second goal ¢ Second goal ¢ Second goal ¢ Second goal ¢ Second goal ¢ Second goal
+ Third goal + Third goal « Third goal + Third goal * Third goal + Third goal

Channels n ’ n , n , n ’
@ ® ® ® @ ®

+ First goal + First goal * First goal + First goal + First goal + First goal
List + Second goal + Second goal + Second goal + Second goal + Second goal + Second goal
+ Third goal + Third goal + Third goal + Third goal + Third goal + Third goal
New Row Good is the enemy Good is the enemy Good is the enemy Good istheenemy  ° Good is the enemy Good is the enemy
of great of great of great of great of great of great
o /0.'0
Z
Love Love
\ < /HaDPY
New Row 50 s .
Friendly
Neutral Neutral
[ J [ J @

™ Editable template | ElowMapp
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USER INTERVIEWS

CXD Customer Goal: To find fransport to get to a destination quickly o
mlcbs Customer JOUrney Mop Of an Uber Customer and effectively, other than driving their car. —
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USER INTERVIEWS
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USER INTERVIEWS
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LAYER MAPS
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USER INTERVIEWS

M- Bright Vessel
CUSTOMER JOURNEY LAYERS

BrightVessel.com
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USER INTERVIEWS

Customer Journey:

Service & Support
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Why is the
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How do we
communicate with
the customer?

What action do we
take in the
background?
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USER INTERVIEWS
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USER INTERVIEWS
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RETAIL CUSTOMER JOURNEY
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LINE OF VISIBILITY

Check in Process food order Checkout
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USER INTERVIEWS

Time to prep
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Time to drop off package Time delivered + received Time to refund
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Chats with
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Supporting pracesses. Sales system

Building,

truck

Arrives at shipping
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package Refund notification

Account refunded

Receives tracking
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Sends email
notifying customer
that return has
been processed
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Delivery vehicles management  ——p» ool aate
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Line of internal interaction $

Prepare food

UXPressia

Food
Sauce
Spices

Eat,
ask for
bill

il

Ask for

more
order

Bill wait Bell

Pay bill,
Wait for Ring the
10 min bell,
Leave

h

Prepare Process
bill bill paid

i

Check out

¢

Registration
process


https://www.userinterviews.com/blog/best-customer-journey-map-templates-examples?utm_content=mapsSlideShow
https://uxpressia.com/blog/create-service-blueprint-uxpressia
https://www.userinterviews.com/blog/best-customer-journey-map-templates-examples?utm_content=mapsSlideShow

USER INTERVIEWS
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M Editable template | UXPressia
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External websites

EVIDENCE
Review websites

CUSTOMER
JOURNEY

FRONTSTAGE

Employee
actions

Technology

Theater website

Support chat

Online ticketing

Website >

Ticket purc

Checkout page
Credit card
E-ticket

Makes purchz

Checkout page

Email
E-ticket
Uber discount
Restaurant discounts

Email with e-ticket and

Parking lot
Employee tag name
Theater parking sign

inthe parking lot

Theater building
Theater sign
Employee tag name
E-ticket
Mobile phone

greet, ch
the ticket

Ticket checki

3rd part online

Prepare information
about the theater &
performances for
external websites and
apps

Reputation management

Responds to chat
questions

Analytics logs visits

Prepare information
about the theater &
performances for
website

3rd part online
ticketing system:
Ticket wizard

Ticketing database

Customer database

. Zbigniew Geci

3rd part online ticketing
system: Ticket purchase

Payment process

Uber discount code

Partner restaurant
discount coupon

Sponsor management
department: arranges
restaurant special
hours and discount

3rd part email system:

Send tickets

Customer database

Parking management
system

ticketing system:
ticket check

Ticketing database
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USER INTERVIEWS

’J Vodafone Service Design: Perfect Start Up Experience Map
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USER INTERVIEWS

Fresh Service Blueprint: Design Sprints

NOTES
1. There is no Refine phase in the Fresh Process
2. No work should be done before the SOW is signed
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DAY IN THE
LIFE MAPS
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USER INTERVIEWS

Customer Journey:

A Day in the Life

What is the
customer
thinking or feeling?

What are the
customer’s actions
or main priorities?

What are the
customer’s biggest
pain points at this
time?

How does the
customer interact
with our product at
this time?

How can our
product be better
utilized at this time?

= PDF template | HubSpot
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USER INTERVIEWS

ST B

6:00 am 7:30 am 9:15 am 11:30 am 2:45 pm 4:30 pm 6:30 pm
Check flight options Check colleague's Book a flight during Print boarding pass Get flight alert from Update family Land safely
to get home tonight schedule break airline
a2 0 O He 0 0 Q
1left my return flight 1 text a colleague, Good news! Meetings 1 want to print my 1 get a text alert - While boarding, I call 1 send an text to my
schedule open since | Mary, since we are will end today ot boarding pass, so | the flight has been my family to tell family know that |
didn't know when sharing a rental car 2:00 pm, I am sign Into SW.com at delayed by 30 them I'm coming landed safely - then,
client meetings would  and will go to the anxious to book the an open cubicle with  minutes. That takes home a bit later. 17 be home in an
end today. 1 got up alrport together. 1 3:45 flight out. 1 o printer and enter @ little pressure off Then, I send a text to  hour!
early to check flights want to know what Jump on my tablet at my confirmation returning the rental my husband telling
online - I'm hoping I time we are hoping the first break and number. 1 find the car and getting him the flight number
can finish meetings to leave client site book a fight list of flights , book through security. and new arrival time
carly today. 1 want the one I am on and just in case.
want to see anything Being & frequent flier print the boarding
from Jpm and grants me A-list -
beyond. priority- 1 grab a
Qood seat because
the carrier

remembers my
previous preference
for alerts.

1 also send my
itinerary to my
husband 50 he knows
when I'm getting
home

© 7 e g



https://www.userinterviews.com/blog/best-customer-journey-map-templates-examples?utm_content=mapsSlideShow
https://blog.treasuredata.com/blog/2019/08/15/how-to-create-four-different-customer-journey-maps-and-why-you-might-need-them-all/
https://www.userinterviews.com/blog/best-customer-journey-map-templates-examples?utm_content=mapsSlideShow

USER INTERVIEWS

Morning of
your trip

Check Alertto leave  Alert from
calendar  for the airport GPU

")
Book flights Choose Check-in Check your
with preferred seat  to flight itinerary
SmartFLY .
Before embarking At the airport
on your travels

Present Flight Gate
boarding boarding change
pass atert alert

) ° ®
Weather Alert from
and traffic GPU
alert

Getti_ng to the
Atthe airport On the plane L

Check Alert from  Check-in to
Checkmaps  calendar

GPU flight  boarding pass

Change flight  Book last
home minute
accom

At the office

Use free
on-flight WiFi

Finish ‘ ‘
et

Upload Alert from
On the way
home

expenses GPU

. Corporate Traveler
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USER INTERVIEWS
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"gfj |
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Brush teeth Drive to work Cross the street Take elevator to office
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:
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[ areinsured i her
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i S e
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Buy lunch Take son to park after school Take mother to the doctor Cook dinner
sand learns Jennifer picks up her mother to get hera ennifer and her hus
730pm mended by health of 7:20pm he varie
loprent e
them clean, saf ®
Recycle trash
t Jennifer sorts her garbs 3
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THE MEASURE OF AMERICA 2010-2011 Mapping Risks and Resilience

Measure of America
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FREEDOM

STATE OF MIND / EMOTIONAL STATE

AM peep

BREAKFAST

D voice call
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USER INTERVIEWS

REAL ESTATE STRESS TEXT BUTLER

« Wife texts info aboust real estate

During lunch, son texts, fargot

agent’s email scccer uniform at home

« Checks email per request
Searches web for info, is

Dad has to drive it to school,
figure out how to get his work

disappointed inagent's Info done in less time
Locates son and delivers uniform

R R RN}
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‘ : webs search web search

library search Facebook
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USER INTERVIEWS
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. Chiara Galiano
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USER INTERVIEWS

A DAY IN MY LIFE

GDES 3808 | Wayfinding/Information Systems 1
Emily Emond | 2412054

B Ll dulin s ety e, ————————————————— R
a attending school
m cating 1000
1020
seeing live music 1.
1:30
n walking 1200
1230
o hanging out at home 100
130
doctors appointment
230
) st ansporaion ’
500
530 A
00
7.00 a

E

©

how often i do this
once a year once a month once a week every day

. Emily Emond

mostimportant

teast important
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USER INTERVIEWS

wcig e Disability Employment Services (DES) We believe everyone should
A Customer Journey Map have the opportunity to
achieve their career goals.

Education

/ Upskilling P Home @

suart tor \

4
Wellbeing
Employmens Support
Search

- Assistance
Services

Apply

for Jobs Report

Wages

Review
JOB
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\ R Support
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What we offer:
@ pocrutmens

=/ Which f @) Wage sesdes
¥4, Forms 4
7 tofill? @ o oot
) supported wage.
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For more information o¢ enquiries, please
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USER INTERVIEWS

The average experience of individuals going through the journey of diabetes from the moment of the first medical encounter through living with

I H E J O U R N E Y O F D I A B E I ES the condition. The diagram is based on 14 ethnographic interviews with diabetic patients ages 45 to 65 living in the UK. The content was made.
available online by Healthtalkonline.org, a partnership between DIPEX charity and The Health Experiences Research Group at Oxford

University's Department of Primary Care.

Life before diabetes Initiative Visit to a provider Living with diabetes

Making sense of their condition

Identifying the problem Waiting for information Planning, finding a balance, and adapting to a new reality

DIABETI\

HEALTHY SELF

Many patients

HEALTH INCIDENT

NEW EPISODE freionfomdirng

DIAGNOSIS

ENCOUNTER TREATMENT o i FOLLOW UP

Patent recognizes
thereissomething
wrong with her orhis

patientis

treatment and acare
plan, according to the

Patientvisits a health
care professonl

Health episodes

Medical encounters

Oe

5 m )
[ ctynoamein
[ helounera

Family, other patients, support groups, and peers

. Toptal
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USER INTERVIEWS

IN STORE

LOCATING R EXPLORING L DREAMING 4

. Percolate
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USER INTERVIEWS

THE HTS

Customer Journey

See how your project
will unfold with support
from HTS. You simply
choose the phases you
require support with
and let our talented
team start working
for you.

-

01

IDEA / CONCEPT

IDEA / CONCEPT
Your new business start
here.

We'll help you develop your
concept and pitch some
brand ideas so that you can
start to visualise your new
business.

05

APPROVAL & FIT-OUT

06

HANDOVER
SUPPORT

BUDGET & ESTIMATES
‘We submit final pricing inline
with the final approved Concept.
This includes equipment specifi-
cation FF & E.

BUDGET & ESTIMATES

APPROVAL & FIT-OUT

Once we receive approval from
the concern authority. Everthing
start to come together as we
begin construction. This includes
Project Management.

CONSULTATION
Our solution include connecting
you with the right partners to
ensure all the bases are covered
such as branding, PR, finance,
POS, Coffee suppliers and
Website design

HANDOVER SUPPORT
Our support doesn't stop
once you open the doors,
Our constant support and
service will be provided as
required even after the proj-
ect handover.

CONSULTATION

02

DESIGN &
DOCUMENTATION

DESIGN &
DOCUMENTATION

This is the design phase, where we
refine the concept and produce
budgetary coasting for the Client.

HTS Interior Design
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USER INTERVIEWS

° ° ° ° °
@] ) o °
Choosing the act
. Parking the car
i o °
What to do? . Finding his seat

. Ticket check ' The end
’ Buying ticket ‘ ‘

([
Theater! ’ Hanging his coat Act!

. Zbigniew Gecis
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USER INTERVIEWS
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USER INTERVIEWS

Designing the Experience - Example WOW

Heathrow express train to Airport passport checks for frequent fiyers @
@check-m at Paddington train sta! @ @ waiting to board plane in comfortable lounge
receive tickets 6 @
@ booktickets @ 6] ©
Contact travel dept. @ D

@ . BEFORE

board plane
cthe oxp,
@hotel reconfirm flights bac! & "o% safety procedures
~ Flight to NYC *
getto LEGO fresh @ < Who? take off
Description: @
@dﬁ\m checks into hotel for me Richacd is 12l senioc @seahng - wide comfy seats @
@ QXOCUVG traveling
met by driver @ 33 port of wark S @sleep in fold-out beds
-b
business lounge for shower leadMovk in quiet with internet connection

@cusxoms fast track h@

( 2 watch a movie
¢ of mealtimes

luggage collec: @ @
@ passpont & immigration fast ¥ k@ @ @ @sl P in fold-out beds
shor welkin‘siport 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 ume again

@ Where do we need data 1o
help deliver the experience?

Mind the Product
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USER INTERVIEWS

R
The Insurance
Customer JRNY

The first stage includes the
customer’s discovery of
your brand and product

Discovery

The next step in the journey is
usually to seek advice about
what product and policies
would best suit them

24 Advice

Next, they're likely to
evaluate policy coverage

uotin:
Q 9 options and premium quotes

If they approve the policy
and quote, they may wish

to sign-up at which point the
policy can be bound

Bind

The next step to the
Insurance Customer JRNY
is payment of premiums

Pay

e Premiums

y
Manage

As their circumstances
change they may wish to
update personal details or
policy coverage

OQmimt\mfljlmt+u=uicep

Make Your product and service is
N put to the test when people
Claims
need to make a claim
Now to keep the customer
Renewal / and turn them into a promoter
Retention of the company

. jrny.ai
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USER INTERVIEWS

Digital Experience Journey

® Digital Signage
Sammy comes across a new Chocolate
store which has opened at his local
shopping centre. He is impressed with the
Digital Media displays in the store
showing how the chocolate is made.

Social Media/WEB Sitee---%
He jumps onto the company's *Digital ing A
Facebook and website pages to i TheDigital Signage in Customers are being segmented and
learn more where he sees great i thestorestartsto | targeted with automated emails which
ns from other i reflect comments made identifies Sammy as a Dark Hot Chocolate
people including 2 of his friends. by loyal customers. lover thereby automatically joining him to
He is very pleased to learn about this group. f
“®*Mobile Technologies/WEB

their sustainability program.
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
favourite hot chocolate is waiting for him.

*Experience Engine
The store now has a single view
of Sammy by bringing together
data from each of the touch points
with Sammy. They greet him by
his first name and have
established a highly loyat
customers who brings his friends
in to the store so that they can
get the same experience.

.
Presence
Sammy visits the store. The
store staff know that Sammy
has been past the store
previously via the wireless
tracking of his smartphone i
but do not know anything
else about Sammy yet. Loyalty Programs o
They offer Sammy the
chance to sign up to their Mobile Technologies/
loyalty program where he is. . 2
rewarded with a free hot ; Marketing Automation
chocolate after his Sth visit. Sammy utilises his QR Code
reader via the store app to scan

Gamification
Gamification is used to drive
increased sales through leader
boards and badging which shows
the most popular chocolate items
and the nickname of customers
who have visited the most number
of stores.

Mobile Technologies the product he has purchased
Sammy loads a Smartphone app and then 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 building a profile
of Sammy thereby enabling highly
targeted and relevant offerings

-eSocial Media/Marketing
Automation
Sammy is 50 impressed with the experience
that he gets i 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.

< Share Image

[e]
Digital Experiences

www.digitalexperiences.com.au

Boagworld
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USER INTERVIEWS

INITIAL CONTACT THE BRIEF QUOTE AGREEMENT INITIAL DESIGN

You get in touch Where are we going?  How much wil it cost? Ready to roll! Get things moving

m] a

FINALISE FINALTWEAKS ~ SIGN OFF $SUPPLY INVOICE

Onwards & upwards Nearly there! Minor adjustments Done &dusted Payment due

a a a

KEEP IN TOUCH SHARE PROJECT FEEDBACK
How’sit going? Loud & proud How was it for you?
m} O (]

© Carys-ink llustration & Design

. CarysTait
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USER INTERVIEWS
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USER INTERVIEWS

. Visually
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USER INTERVIEWS
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o Review Goals

Consider organizational

goals for a customer journ
‘mapping iniiative.

© Empathy Map

Get @ wellrounded sense of how It
feels to be that persona in this

seeing, hearing, saying and doing.

USER INTERVIEWS

4

o Gather Research

Review all relevant user
research, which includes both
‘qualitative and quantitative
findings to provide insights.
nto the customer experience.

o Touchpoint &
Channel Brainstorms
As  team, generate alist of the
customer touch points and the
channels on which those touch
points occur today.

© Brainstorm
With Lenses
The goal oflensed brainstormingis
10 generate as many ideas as
possibie in a shortperiod of time.

4

o Affinity Diagram
Affinty diagramming helps us
shif from casting a wide netin

ﬂ Sketch The Journey
Puttogether al the pleces:
timeline, touchpoints,chamnels,

and ol

1o
‘Gaining focus on the right
solutions for this audience.

the wonderful new ideas the team
generated for how to improve the
future customer journey.

o Share & Use

o Refine & Digitize

Journey maps over time. The

og
suit consider collaborating closely

output of

recommendations and more
tactical initiatves.

into an impressive artefact.

M Editable template | Venngage
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USER INTERVIEWS
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USER INTERVIEWS
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= 2. RESEARCH SOLUTIONS

TOP CHANNELS BUVER ACTION
A Searches online

Do a general .
webg:eaych 66.1% A Reads blog posts and articles

Read/an article T A Liste:"ns to an expert speak on
or blog post E: a topic
Bonnioat s A Downloads white papers,
piece of content m research reports

Listen to an m A Connects with subject-matter
expert speak experts on social media

Ask for a
referral 29.8%

Hinge Marketing
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USER INTERVIEWS
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More resources

Everything you need to create beautiful, effective
customer journey maps:
e Best Customer Journey Map Templates and

Examples
° UX Research Field Guide: Customer Journey Maps

° 25 Tools to Create Stunning Customer Journey

Maps (Templates Included)
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