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Customer journey (CJ)

» Kroky, které zakaznik/uzivatel absolvuje na jednotlivych
komunikacnich kanalech

* V ramci kazdého komunikacniho kanalu se snazime prijit na
zdkazniktv pohled/postoj/nazor. Vcitit se do ného a do jeho situace a
kriticky zhodnotit aktualni stav.

* UplIné& nova (na zaatku nového projektu) vs.
Pretvoreni té stavajici (retrospektivni pohled)



Customer journey (CJ)

e Zajima nas tzv. empaticka mapa = co zakaznik dela v dané fazi, co si
mysli, citi, rika, slysi, vidi (plusy i minusy)

Think & Feel?

Say & Do?
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Customer journey (CJ)

* Hlavnim cilem je vytvorit co nejkonkrétnéjsi zakaznickou cestu

» Déli se do nékolika fazi (zalezi na slozitosti produktu/sluzby)
* Povédomi a zajem,
o Zjistovani informaci (hledani)
* Nakup,
e Servis (péce o zakazniky)



Customer journey (CJ)

(o

* VV jednotlivych fazich se snazime identifikovat konkrétni ,touchpointy
= okamziky, kanaly a body, kdy dochazi k primému kontaktu se
zakaznikem

* Pr. Objednavka permanentni vstupenky na internetu, vyzvednuti ve fanshopu,
platba, kontaktovani zakaznické linky se Spatné uvedenymi udaji, navstéva
zapasu aj.

 CJ se da tvorit na nékolika Urovnich, pro jeden i vice kanald, ¢asto se
da prizpusobit na to, co si od ni slibujeme ¢i jaka mame ocekavani

* Hotova a kvalitné zpracovana CJ slouzi jako podklad pro pripravu
kreativnich marketingovych kampani
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Michael’s Journey Map

Find contact information for an agency or elected official

='7 Identifies Looks "/ Seeks 7 Looks ' seeks
Stage of Journey SeToratution Need [, Looks for Information @ Agani " Help l‘:_) Again ' Help

Has tax questions because Goes to Google  Clicks 15t result for Goes back to Clicks on USA.gov  Calls TRS at 200- Sees USA gov's USA gov agent

Activities he hires mew employeses and searches far IRS.gov and then Gaogle and directory record  B29-1040 and ison B44-USA-GOWV] tells hirn to call the
“tanes filing for on "Help and searches for "irs.  and sees toll frée hald far an haur number and calls RS it B00-825-
borsiness® Respurces” gov phone number” number before hanging up 1040 and he gives
g

L
Fling and Paying Your GRS
Baines Troes
g fusaw s peni
- Busiresses/. & *

" ®

=

Excited to expand his Hopeful ke canfind  Annoyed at the Ready to try again Happy to find a Frustrated at long  Hopeful again, but  Frustrated because

business butanxlous and  the information In amount of phang number wait time and alsa pessimistic he just wentin
Feelings and nervous about the tax one search informatien and defeated since he doubits  loop, Meeds a real
Needs implications confused they can help solution
Fotental . Partner with related industry (Turbo Tax, H&R Bledk, etc) . Hire tax subject matter experts for USA.gowv Contact Center
Opportunities for = Build Relationship 'ﬂ?:h RS +  Show IRS Contact Center holdtime on IRS.gov and LISA gav
Improvement - IRS AFI pull content into the USAgov Contact Certer . Warm transfer from LI5A.gov Contact Center to IRS
o Agems can have access status of refund for customers v Adda call-Back option on IRS phong line
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Young Families Segment

The Young Families Segment is primarily made up
of 25-35-year-olds with 1 or 2 children. With their
busy lives, they rely heavily on the Internet to do
their research, whether through their computer,
tablets, or smartphones. They primarily talk to
friends and family (especially other young parents)
to make decisions.

Access to their children’s pediatrician is the make-
or-break criterion for a health plan. Once thatis
known, premium and wellness options are also
important, as are an easy-to-use website.

4

Short Process

Long Process

o

Do Not Consider Brand Brand Shopper

¢

Prefers Simplici-

“I would have liked Frequently Asked Questions or
would like to talk to an online person. I'm not a
paper person so did everything online.” — Young
Families Customer

“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 I felt it was hard to figure out what
was best.” - Young Families Non-Customer

Create your own Customer Experience Journey Map

. *eHeart
. of the i
" Customer -,

o,
Jim Tincher ® 612-747-4021 e jim@HeartoftheCustomer.com
© 2013 Heart of the Customer

Phase

Goal

Health Insurance Purchase Journey Map

Awareness

Duration: 1 week

Your consumers begin by just learning
about the health plan options. The key
goal at this stage is to understand how
the different plans work, and to
develop the list of questions to ask.

Research

Duration: 2-3 weeks

and determine the final criteria for making a choice.

At this stage, consumers are conducting research to expand the
consideration set. While some choice reduction happens along
the way, the primary goal is to broaden the consideration set

Choice Reduction

Duration: 1 week

At this point, the consumers have the
criteria set and has mostly finished the
discovery phase. Now, they focus on
narrowing down the list from 2-3
candidates to the final choice.

Purchase
Duration: 1 day

The final decision is made,
and the purchase process
completed.

Employer Site

Health Insurer
Site

Google, Third-

Commercial consumers begin the process by
looking through their employers’ site; most
Young Families members do not attend employer
-sponsored meetings. Individual consumers skip
this step, but follow mostly the same process.

The shopping process begins at
the health insurance company
site—learning more about the
plan and its benefits. If there are

Touch Point Map

If the process continues, Young
Families members review the
plan sites of the expanded
consideration set.

Consumers return to the sites of
this narrowed-down list of
providers to review whether their
doctor isin network, and to get a
feel for the overall website.

The process ends when the

Party Sites lans £ fon 5 v Famil b ht Young Far_nilv member enrollys
P! 3"’;5 'rom multip! edcompames, Consumers use Google to research oung Fami Ihesn?em ef’i_fea"c or through either the employer’s
each site is reviewed. non-employer based options. reviews on the plans. While premium site or through the plan website.
Social Media eHealthinsurance.com is a . cost is the top criterion, many are
common destination. This becomes frustrated by the lack of useful
a Moment of Truth, as this step Facebook is used by comparisons outside of cost. Those
determines whether the research about 1/3 of members to not using eHeatlhInsurance.com X .
Friends and stage ends quickly or continues ask what providers are typically make their own ‘ The final Moment of Truth involves
. onto reviewing options outside of best and to get feedback spreadsheets to provide cost seeking friends and fam||y opinions to
Family those offered by the employer. comparisons. At thismoment of truth understand the quality of service
the list is 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.
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Level of Effort

(Customer Effort Score)

About the Effort |
Expected

2.9

Far More Effort than | Expected

4.3

Slightly More Effort
than | Expected

3.7

Far Less Effort
than | Expected

1.6
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My si ale udélame viastni ©



Ukol na ted a do projektu: Customer Journey
Biathlonu NMNM na Facebook a Instagramu

(40 min)

* Doplnit nasledujici tabulku dle svych predstav, nazoru, napadu, faktu,
vSeho co vite...

e Kazda skupina ma moznost na 7 min projit se mnou jednotlivé kroky a
zeptat se na cokoliv (k tématu) — na jednu otazku odpovim co
nejkonkrétnéji budu umeét, na zbytek odpovéedi pouze ANO, nebo NE

©



Povédomi a zdjem

Zjistovani
informaci pred

Nakup listkd

Zjistovani informaci
pred prijezdem do

Zavody a déni po
zavodech

Za jakych okolnosti
se fanousci Ci
nefanousci Biathlonu
NMNM stranky dozvi
o aktivité stranky?

Co to je vlastné za
okolnosti? Jaké na to
mUzZou byt reakce?
Co se mlze vSechno
stat?

Empaticka mapa

Co chceme, aby tam
fanousci délali?

Co chceme naopak
délat my?

nakupem listk(

Fanousci hledaji
vSechny
podstatné
informace, aby si
mohli koupit
listky.

Fanousci maji
vsechny
informace k
nakupu a chtéji
co nejjednoduseji
koupit listky.

NMNM a zavody
Fanousci jiz maji
listky a resi vSechno
spojené s prijezdem
do NMNM .

Fanousci jsou na
stadionu, ve
fanouskovskych
stanech, v NMNM
a chtéji si uzit
atmosféru.



Na chvill zase troska
teorie...



Doing the right things

Research Phase Synthesis Phase

\\ * Definovanim 7P, person a CJ

2 konCi prvni faze

\“’ * CJ se ale preléva i do druhé faze,
jelikoz jiz z ni plynou néjaké
napady...

* Na CJ navazuji HMW Questions

Define research

Rip the brief areas and methods

Find Insights

Form HMW Questions

Don’t know
Could be

Deduce Opportunity Areas

Build Themes & Clusters

N

Y

Question, Unstructured

Challenge, Research
Client Brief Findings
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How Might We Questions (HMW)

e Otazky typu ,Jak bychom mohli...“ (HMW) definuji konkrétni
prilezitosti a ukoly, které se snazime vyresit, splnit, udélat...

* Pouzivaji se ve chvili, kdy chceme vytvorit jasnou designovou vyzvu
celému tymu

» Zpravidla jsou poslednim vstupem pred kreativni ¢asti tvorby kampani

 Cilem je vygenerovat co nejvice napadu, které maji dopomoci ke
splnéni stanovenych strategickych/marketingovych cild dané
kampané



How Might We Questions

* Pf. Objednavka permanentni vstupenky na internetu, vyzvednuti ve
fanshopu, platba, kontaktovani zakaznickeé linky se Spatné uvedenymi
udaji, navstéva zapasu aj.

* Jak bychom mohli zjednodusit platbu permanentek?

* Jak bychom mohli zjednodusit zprostredkovani vstupenek?
* Jak bychom mohli zpropagovat prodej permanentek?
 Jak bychom mohli predejit Spatné zadanym udajum?

* Jak bychom mohli zjednodusit cely proces?

 Jak bychom mohli prekvapit zakazniky?

 Jak bychom mohli priblizit zakaznikovi déni na stadionu?



HMW Questions — navrhovany postup

e Zamyslet se nad zdvaznosti vasich napadu z posledniho radku/d CJ

» Kazdy ¢len tymu vytvori vlastni navrhy HMW otazek na kazdy z napadu,
ke kterym chce néco pridat (nemusi na vsechny)

» Otazky by nemeély byt Uplné konkrétni /taktické/
* Jednotlivé navrhy se konzultuji s tymem (spolecné hodnoceni)

* \/Se slouzi pro vstup do kreativniho procesu

 Cilem je vybrat 3 — 5 nejzajimaveéjsSich vstupt/insight(/postrehl/napadd,
které byly zaznamenany béhem celé prvni faze



HMW Questions (10 + 5 + 2 min)

* Na zdkladé vSech podkladl v¢. Customer journey vytvorit individualné
ale ve skupindach HMW otazky — brainstorming/brainwriting (post-ity,
fixky, propisky...)

* Prodiskutujte mezi sebou jednotlivé navrhy a pripadné podobné
setridte k sobé

* Ohodnotte si pomoci tecek své napady — kazdy z vds ma 1, 2 a 3 tecky,
které pridelte tém otazkam, které se vam nejvic libi



Ukol na pristé

e Dokoncit CJ
e Dokonc¢it HMW Questions

* Prinést si CJ a konkrétni otazky, na které budete vymyslet jiz konkrétni
prvky kampané ©

* Kdo chce: do 15. 10. (23:59) mi mailem zaslat vami vybrané
(,vitézné”) HMW otazky — zpétna vazba z mé strany

* Opét prinést post-ity, fixy, propisky, tuzky...



