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The Customer’s

« How does the customer view my process?
* What does the customer look at to measure

erformance? , ,
P Customer’'s View

of “"Reqistration”

Reqgistration

Time to Time to Lobby Time Walk to Procedure Time
drive to park car procedure area
facility

Organization’s
view of
"Reqgistration”



Mapping
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Mapping

The customer journey (also Customer Journey Experience, Customer
Encacement Cycle) refers to the staces customers travel through in their
relationship with a specific brand. By analyzing what the customer experiences
at each individual touch point with a company it is possible to pinpoint where
improvements to efficiency and customer service can be made. This is useful
when making decisions about the extent and nature of further investment, to
boost the service level of customer-facing teams and to plan a coherent and

beneficial restructuring plan through providing a ‘perfect’ customer journey.
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MBsuUQIUIKUISUA=UDUIYUCINISANUD
Customer Journey Map

1.1 Anuadnunglun1sdne) way Scope NYALAY

o @nw1 Journey Map lutiieagls wmansdnunluldvieyls lasidugldau
e nauitimang (Customer/User) fidipsns@nwidslas (Actor)
* LAnAneLarUSNISTFINsAnwAeesls (Scenario)
1.2 AN 53059 waziauedaya/s1897u/Research 31nA13 Insight nqugnaAtvsnginunuau wu
® Customer Satisfaction Survey / Stakeholder Survey / Focus Group
® Customer Persona / Empathy Map
® Pain / Gain / Goal v@sgnenguidining
1.3 Asuagiigadeaiioingn@nuniiasest Customer Journey Map
® Product / Process Owner / Decision Maker
® Service Provider
® Customers

1.4 AugyiuAnwIeyaaINiITe 1.1 NaunsINUseyy



MBsuUQIUIKUISUA=UDUIYUCINISANUD
Customer Journey Map (cido)

‘6 notdontumstnudayanu Customer/User WKLY

* Content Analysis : ’Qamswﬁmﬂsﬁaaﬂaﬁ%mu‘i%’a, UNIAINY, NT9ED 1150
Sﬁagauu Internet 58 Social Media

* |nterview : §UnN1u9al User AIRNBR-

* Contextual Inquiry : A UNLI9EN 1T LINEUTTS wazdNaN User
521190151991 99)



nNua Stage & Step

2.1 iMvium Customer Stage (Phase) lngldvayaan

06

* UBYa/51891U/Research 31NA15 Insight naugnAdinang

* FunuwalgnAnguivunelagnse 1w Face-to-face Interview, Focus Group
2.2 1MUA Step (Action) VB4LLMAY Stage

o Sumou / Aanssu vos User Tuusias Stage

* AnluyugnAn (Put on your customer’s shoe)
2.3 5¥y Touchpoint fdAayvadusas Step

* FANUN WALLULAE N1SFDETS WUNIIU NARNUI NTZUIUNIS 18



Customer Journey Phases:
Different Businesses @

eCommerce Customer Journey
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ﬁu’] (1) verfacto.com/blog/ecommerce/customer-journey/

(2) komarketing.com/blog/mapping-the-b2b-buyer-journey/



Customer Journey Phases: B2B Business

7 Experience Phases of the Buyer Journey
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Diagnosis of
Condition

Consideration
of Therapeutic
Options

i - whybenchmarking.com/adopting-new-patient-journey-framework-marketing/




Customer Journey Phases: Healthcare

CALL HEALTHCARE DOCTOR
CENTER MEDICATION ENGAGEMENT
L) o @

GOOGLE SEARCH » ® BOOK APPOINTMENT

® ON-SITE CARE

> CONSIDERATION >

¢ MEDICAL JOURNALS

NOTIFY
e RECEPTIONIST P

DOCTOR'S
DIAGNOSIS

& SOCIAL MEDIA

o @
ONLINE RESEARCH VITALS ASSESSMENT (TEMP CHECK, BP ETC)

P freshdesk.com/customer-journey/journey-mapping-examples-blog

® PHYSICAL THERAPY

PROACTIVE

CARE

FOLLOW-UPS &
® MEDICATION CHANGE



Customer Journey Phases:

The Student Experience Canvas

The Student Experience Canvas is a tool to understand and imgprove your

y Doscrnibe your persona’s
student experience by considering their touchpoints along the journey from

applicant to alum Build on fundamentals from
Students, Staff, and Administrators use the Canvas to identify what's working undergrad econ degree to gain
and what isn't and then determining priocities and questions for the future. skills and tools for career in
The Canvas provides an opportunity to synthesize what's known, reveal data science.

gaps about what's unknown, and spark collaboration across departments

1. STUDENT PERSONA

mobtivahons

Virte a descrniptive name of your student persona

Describe your persona s behavors
- Combine online & on campus
- Treats grad school like a job
- Studies nights/weekends

- Loathes uneven group work

Describe your persona’s expectations

- Set by past workplace

- Support flexible work hours

- High performing peers

- High touch career placement

Career Shifter
Check any of the x‘n'v(uvl:g] (.‘n'.-g,'n.\r:orv.

Ut at

4

| Fest Gon Snuchont

Inmerasonal Shuctant | Timtssher Stuctevst

)
| Pavt tierve Studionst L) Wetevan Seudens

[T Shacene At ity [ Workong Studlont

2. EVALUATE THE STUDENT JOURNEY Time: Phases of the Student Journey > 3. REFLECTION
hots syt in Apply: Adjust: Approach: Advance: Attain: Affiliate: !’.{ioml?s e, 3
* Searching, applying Arriving and qgetting Exploving programs & Progressing along a Graduating and Staying connected to " ""_’ are the ”."’_ - "’." ”"’"“"“_""V:f""' e
and decicing onented commumties solocred path transitoning the school as an alurn anfiance our student expenance
Academic Good sense of Good program and Can be frustrating Might be good to Program Need continuing ed 1. Physical and digital
Programs curriculum but not course orientation based on diversity explore different well-designed to options as tech and service hubs
Classes. projects. and of facult of peer skill-level industries? meet indust tools change? 5 .
worksho :'."‘rv ’.‘.‘rﬂ! rae and y Pe ry g 2 Caord’"ated' Co,laboratfve
OF 3 needs but need L ’
non-degree programs 2 2 2 3 beiterportfolios 3 3 support services
2. Proactive academic
. Student Unclear what Too much info - Services not geared | Not enough Career placement Is there desire to advising w/ real-time
5 Serviies services are shift from just in for unique off-hours / tends to be maintain access to tracking
B Susson soech a3 scmisikank program- specific? case to just in challenges of adults | self-service regional, not resources like 3. Expand access to online
& | enroliment. finance, advising time? w/ kids support national library, software? adult learners
< health, library, and career
£ 4 3 2 2 3 3
2
. No sense of what Tech orientation Curriculum Archiving projects Good continuity What access can we
£ Technology platform we use and | working well designed well to is an issue between tools used | provide to alums? Outstanding Questions
oo Technology bardware 1 : r ) B TiRE*
I soniraipt Ae-siais and why expose students to and industry (i.e., HPC capacity) What questions do we have > What
B| s e tech tools they expectations
2 need
S 2 5 4 4 4 3 1. Need to better understand
3
2 Ca Many people do not Touring school and Classrooms, labs, Classrooms, labs, Need small N/A a{um needs and expectation
mpus isit | sl . g Siaie kabl fo since new program
Facilities visit in person - campus spaces and visualization and visualization boo. ble rooms for
Classrooms. dining, health, virtual tour works well center all good. center all good. interviews by video 2 H ” ialization b
laba, library, resiciontial apportu’"ty? P’.oject 5P3665P00" ijﬂct 5P8“5 . ow Wl' SPGCJa Za.tlon Y
spoits. and studdy speces poor industry inform curriculum?
3 5 3 4 3
3. Need to analyze difference
c Limited Orientation events | Initial group Froject groups Strong sense of Networking events based on students’prior
. °g'g::.’t“hrz opportunities to working well to form | projects can be tend to be identity from new, crucial for nascent experience?
P 36:"u»r\: ,::,., meet future peers community painful compared to | strongestdriverof | cutting-edge field discipline; need
supported. having a say during process workplace belonging more of them
v and participating expen'ences
3 5 3 -4 -~ 3
e YO ]
cunald AV

brightspot

Version 1.0

P brightspotstrategy.com/tool/student-experience-journey-map-tool

www. brightspotstrategy, com



Customer Journey Phases:

lllustrative end-to-end customer experience in banking

Get issues - , N Close
accountlsennce resolved t/servi D account

.f:’ = ' Y ] . ' 4 s

& Y £ : / \ 7/ \ 7/
z Web s~  UserTools: \ / Forms: \ / Transaction \ Communication =~ Data Capture -
g Channel: Prospect cannot / Forms are o Processing: Controls: (Systems):

: Website is difficult ~ determine the best /J  complicated and Long/ \ / Customers are Communication is

8 to navigate account given the s long, leading to lag cumbersome G contacted by multiple generic and reactive

§ (e.g. language needs/circumstances time in processing processes require resources {(e.q. product

0 Is complex, manual intervention advertisements are

‘é? processing is static on web page)

S cumbersome and

o confusing)

Perceptions of customer experience

S

©

"

z

E‘ Mobility: Relationship: Speed and

% Accessing products Personal Pitch: Availability of Opening a new Gratitude:

= and services is Personal Banker Information: Convenience: account is fast Feedback is collected,
o easy and seamless understands customer Account information There are multiple and simple based gratitude expressed,

§ leveraging leading needs and prowdes and history is readlly options to quickly =~ on existing and request is quickly
g technologies ,‘\ advice available , find help/support , \ relationship 7 = \ completed

v -

=

L4



Customer Journey Phases: Banking

Customer Journey Stages

Decide to b
i\. uy /ﬁ\ﬁxecute loan application \

Loan ment
Learn about loans ey

Compare products

Touchpoints

Consideration
Awareness . Purchase Service
evaluation

Calculate budget
N\

Sign contract

Loan approval Bank interaction

Search for product



UoVKI Touch Point
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- ANINLINFDY
 MTAULAERTUN
- ANSINTIUA/EUAN
2. walulag
- Tafdne
- A¥AINAUIY
- UINITAULDY
3. n5deEns

- Gﬁaya Promotion

- ASUSEFUNUSUENS

4. NSTUIUNTS
- 5E8YLIAN
- LEUNI9/LAUNIS (Navigation)
- ASTUIUNSLAUSANS

5. WUNIU
- N5ABI5UIRAIINT I
- USN15EIUYAAR (Personalized)
- YN IEANUTULNT

6. N3ERANTIINI9QNAIAULDS
- Customer reviews
- Word-of-mouth

7. HARNN
- ANAINFINENA U
- UszLavnansaaiiviainane



HaNUUUDVIUMSWDISTU?

‘ 6 1. Brand owned: TP 7lganiuunazAuaulaeuIenies 1wy douszyduius (avean, viule, loyalty

program) SAUDY Marketing Mix (product, packaging, price, service, convenience, sale force)

2. Partner owned: TP 199nlUULa¥AIUANIINAUTENINNUIENAY partners WU marketing agency,

multichannel distribution partners, multivendor loyalty program partners, communication

channel partners

3. Customer owned: TP 1usenuaz partners Wilailugriuny msiziduretanai wu n1sindulaves

ANANYAERD, NSLABNYBININYITERY, YouTube

4. Social/External: TP #lAAINAEUBN LU other customers, peer influences, independent

information sources, environments 819 TripAdvisor



Case Customer Journey Map
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F

(1) |[STAGE

F

(1.1) |Goal

F

(1.2) |Doing

F

(1.3) |Feeling

F

(2) |STEPs

(3) |[TouchPoint

(4) |Emotional Curve

(5) |Pain Point

(6) |IDEA (OFI)




Case
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Case Study




S:URDTDACIDVMSANUNWUILAY

6 6 Flerfviun Stage / Step / Touchpoint loikdn Tiszyiiderdeuszifusiieg ﬁé}’@qmﬁﬁaui
Aufuneld Customer Journey
* Emotional Curve: Useifiumnufiswslaannmsliu3nng as STEP tu (-1 /0 / +1 wie
1-10 Scale)
* Pain Point: Asiilaivivla liidnla Jaunn Tunsas Step
* Idea (OFI): fdumnumanisesgndi Aeftesnnlvid/eennldifiuda o STEP 1
(Customer Requirement)
o Tudumeuanine liandussdunzuuueufisnelasiouszaunsallaesau (10 point-
scale) lunsunldu3nisaseanan
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CUSTOME SEGIMENT ...ttt cccrte e ecsrreeeeessseeeessssnesessssnseeessssessssssnsssssssnasesssnneeens

F

(1) |STAGE

F

(1.1) |Goal

F

(1.2) |Doing

F

(1.3) |Feeling

F

(2) |STEPs

(3) |TouchPoint

(4) |Emotional Curve

(5) |Pain Point

(6) |IDEA (OFI)




stauauavIwdldudua

“ Workshop

* lnynauluiundnwAnaiisuinuesae USER segnadinaned
LSIANAIAN

* seiuldveyaluyes Emotional Curve, S8y Pain Point kag Idea
UYDIULARY Step

I a [~ = . [~

* LAaYAULAAIANNAALAULABIIYUAIUL 1 post-it = 1 UTziAu

* AnluyugnAn (Put on your customer’s shoe)

* fafurhaNazeIntaya 1y lWn1wntaiay, faussiaungige



Case Study
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Ddamuuuaisdd Customer Journey (Optional)

“ YaNLllaa1NN139n Workshop 52ANaNalAEAMLYINTULASHUINITHED MINABINISIAY
TIUTITBYANGNA/User a5sluninaun Iminaagunisiivium Stage wag Step 21N
Funoudl 3 NTATuUUE1529 Customer Journey ol duaissiiolunisasninaun
dunwal/daune 1uteyadseaiugna/User

* A150aRUDNULANTUUSELAUYS ot naulaluLuuaauaule Wi Emotional
Curve, Pain Point tag Idea for Improvement wisgisliaisianuauuininuluau
AuTayalaen

® PONLUUNISNIUTIYANIAFUIN FIUIU WA NI UINEAIUNENaDH Lalla

Y =

JayanuLyene



Key Activity

TouchPoint

Moment Of Truth
/Pain Point

Shopper

Requirement

(1-10)

<-- 9DIAIDS <-- 9DINISS-2.d

9DIAIDS 150(

1) AUMYBLAIIUAY/AUANAINED

\Website, Social Media

2) lasudayarniansusenduiusaingudnise

Direct Mail, E-mail, SMS, Social Media, Mass Media, Outside Media

3) WunaaugnIsAlagsadIuen

@295 UUNT0MTD, NaBnse, SUN., Uneusnnis

4) wuinUsegaugn1sa

sUn. , hhevenmslugudy, dredssanduiusianssu

5) suaunelugudnisa

U338INA (A2070 AU @891 NINT WOSLEU AUA3) , NITANLASALEY

6) UINNNBDU/T9TD

[
v v

NUIND, USTHINA

7) Usn1s WIFI

U

eyl WIF]

v

8) 1919891

POIUI, USTEINTA, B901UI8ANATAIN, hUUY

9) IAnnFpaUAaLlgusSN1S

STUAMLALNISUSNISVDINTNITUS1UAT

10) ALAUALLUULALLANSUVDIIINIA

Counter Service, Member Card/Coupon

11) el Sealseu

sUA., kiU, Counter Service, Call Center

12) iun19eanannaudy lagsadiuna

Unguenn, 9AuTnsIonse, sun.

13) navunlgusn1an

AUGN1SAT

14) UL UDNFBNIUAUA/USANS

\Word of mouth, Social Media

%

n3asEUsTRUANURaNelalagTiusaUsraunsallunsunteulangail

9




INUUDUAMAAUI UA:IIASIKHNAIWDDOMISI19VIU

< -V
6.1 ﬂ"]ﬁLﬂUGU’eJlluaﬂﬂﬂﬁu’lﬂJ

1 v

* dugnen/User Mlunquitavung 30 518

9 Y

* Fun1wel Face-to-face Lﬂaﬁwﬁagammwaaumu

06

¢ é’umwaﬂmju Extreme Case, not normal case

6.2 NTILATIEHALAZUTLUIANG
* | FaUSuna dhanuienelaluusag Step w1 Correlations AuAzlLuuANNTIND LAY BT Touchpoint NdAY

a (] Ao w 1 v P v 1 (=] [~ P v v I v
* Faunw asuussaundrdnylunsas Step o1g Key word fignaraiulugiianuiiunaanndaanuluinaznu
Goal, Doing, Feeling, Pain Point

6.3 N13AAN131897U Customer Journey Analysis
® Make it Short & Sexy



Pearson
Correlation

Sig.
(2-tailed)

N

.048

.801

30

.146

416

33

216

.135

49

tp4

.370

.017

41

tp5

218

.296

25

Correlations matrix

tp6

.356

.018

44

tp/

.503

.000

54

tp8

.605

.000

56

tp9

-.092

.668

24

tp10

.352

.010

53

tpl1l

.303

.029

52

tp12

/33 |.

.004 .

13
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flanalags
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flanalags

ALLUY 7.5-8 N9

walauunans

ALLUUAININ 7.5

Taiawela

1) Aunndayasiuai/duniainies

2) lasudayadnasuss vrdunusaingudnisan

3) N139319550UUBNAUGNITAY

Score

MOQOT/PainPoint

Requirement

1.7

SE:In1sAUNItayaiiuan/

L4
1Ua8

ND
De

U

YF:1gnaniseuyniuy

Ullilo.l 174 1

AN LAIUVDUANTIU

v

FB
YP:AUM1UBYA1N Social
Media (FB, I1G) way
Internet/Google

ing Review Usznaunis
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e
£2)))

A
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Website/Social Media 9

v Y X Y 1
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8.1

PainPoint
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PainPoint
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4
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6) WutuseaaudnisAn

Score‘

PainPoint

Requirement

Score

o

8.2

SE:J18UaNNI19UALIUA

a 4

-sUn. ‘lsj‘wswﬁ'\’ﬂLmﬂqﬁ%’ﬂnanssmmqua

o/

-auliAaeiiniinnsdnfanssy
YF:991u Event a1nUneuss vdunus
UILIUNI8T
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7) Wwudunglududnisan

PainPoint

SE:uasLfudune usseni@n
YF:dz210 Ludune
ussBINAR U aanld
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-andu nanldads v aau
78
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RERE
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3N 691 &Y
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WS TungaLang
UTYUNIEFD
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TW:
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PainPoint

SE:5N T uIs o0
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YE:NU959L892 NSZA18N72

1 1 - v
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(Spending?)

9) U5n15 WIFI
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PainPoint
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7.3

12) dadNAL LLUULAZ LANSUVDIS197]

PainPoint

SE:qRlguUSn1sansUs levutine

U

(5 311 18)

“ldnsirudildnswazans

Uszlevd Ld3ndinsazay
Azuuula

YE:lddsianA YF wW1s2uds du
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Phases Research and learn View rates and loan options Get prequalified Apply for a mortgage
hav
Buyer actions ,w,emhm:' mm Go "W”m
mortgage process works Review rates for make .n: offer
different loan options
Sign documents
‘ Positive and pay for
appraisal
Tak to a loan
expert on the |
phone Fill outthe 10
1 5 mortgage
. 8 application online
Mixed Search online for help / ‘ .
learning ‘:“Mf' :" 4 Create an onlfine 2
mortgage ome account and
buying process Ask lriend: 'r:;e apply for ! ”l
' mortgage r prequalification ¥
recommendations ——
@ -
Get a loan estirate Check mortgage approval status
Calcufate how much | can afford
Thoughts and feelings ] ! ‘l
| ~ Should I geta s R ey
Worried and o 7 fixed or adjustable  Theilled! mpes Happy | found '
: i So excited! | jont M my new home!
| = i igaye : Why do | have to :
| How much When do | get my enter the same info  Why are there so.
I | | I and :
I I
Opportunities .
Walk the buyer through the process : Make sure getting prequalified is a
with simple steps Add links to to useful articles call-to-act ‘ Use single sign-in
Keep wideos because they are Make sure customers know the time ,
popular to new clients Provide clear next steps A, Enable auto-fil for forms
Make the calculator more intuitive Add reviews from real customers
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Summary: Basedon
her risk profile,
Sheila 1s selected Lo
partake in the
clinical study,
However, no
complications anse
during her
pregnancy and
therefore she
follows the
standard medical
pathway.
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