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MARKETING EVOLUCIO

Mi volt a legutolso utazasi elmenyed?
Mivel voltal elégedett és mivel nem?
Milyen szolgaltatast vettél igenybe?

Hol talaltal ra a szolgaltatasra?

Kapcsolatban vagytok még a szolgaltatoval?
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THE MARKETING (R)EVOLUTION
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The price of coffee offering

from marketing perspective from people’s perspective Source: B Joseph Pine és James H. Gilmore: The Experience Economy g
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“The only people that see
the bigger picture of any
company are their
customers.”
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Inside out
VS

Outside in

“Azt irjuk le, hogy hogyan éli meg valaki a szolgaltatasunkat,
nem azt, hogy az hogyan mukodik”
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person
(with need)

organization

(value proposition
in action)

How do we design to support this?



CUSTOMER JOURNEY MAPPING

The design of (things)
touchpoints
® products and environments
1 | ‘ : ‘ Register online services
S mmunications an ‘ | &
Fo u. cations and gl U S : | LN
interactive screens o 1 gl - — ==Y
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.
==

of interactions between people 5 ' g 2 ‘
e e TR LT e o T T Y R L v R 5 T T i < BT

that can be afforded by a network '
of designed things.
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B @ : Journey

\ - — E \ Designing for experiences

) _/ /] that unfold over time and
— J( N— many different touchpoints

| Touchpoint
< /" (macrointeraction)
l Interactions
@ @ @ What occurs to support
l the touchpoint
©@ © © © © Microinteractions
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CUSTOMER JOURNEY MAPPING

Melyek voltak legutols6 utazasi elményed
folyamatanak léepesei?

Fel tudod bontani szakaszokra?
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Room service Check out

Vajon milyen feladata van a
szallasadonak az adott stadiumban
az ugyfél kiszolgalasahoz?
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Arrivé Check in ; Room servie Check out

Vajon milyen hattér feladatokat kell megoldania
a szallasado munkatarsainak az adott stadiumban?
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Arrivé | Check in “ Room service Check out

Mit él at az ugyfel?
Milyen élményben van része az adott stadiumokban?
wow - kozombos - szomoru
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TION BUY

“ AWARENESS R INTENT DECISIONY FIRST USE USE SUPPORT LEAVE

Help me Help me Help me Help me Help me start Help me How to be Help me
know consider choose support with involve loyal to leave

XY
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ArrivAe' Check in Enter Room service Check out

Milyen ugyfel igényeket detektaltal
és milyen megoldasaid vannak ezekre?
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“ AWARENESS R INTENT DECISIONY FIRST USE USE SUPPORT LEAVE

TION BUY

Help me Help me Help me Help me Help me start Help me How to be Help me
know consider choose support with involve loyal to leave
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TOUCHPOINTS:
IDEAS:
NEEDS:
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JOURNEY

STAGES
KEY MOMENTS I

TOUCHPOINTS  Jg

EXPERIENCES Expectatten  SerwiCe experience  Satisfaction

- = i
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JOURNEY

STAGES

KEY MOMENTS Process Steps

TOUCHPOINTS IR

EXPERIENCES / \ / \ /
Experience Mappmg

FEATURES —I_l_l_l_lq

- Opportunity Mapping -
L I S $EE J

REQUIREMENTS
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CUSTOMER JOURNEY MAPPING

FRONT STAGE
Customers Customer

experience

SERVICE INTERACTIONS
Line of visibility ° .
Service design
BACK STAGE
Staff
Business & Staff
experience

PRODUCTS OPERATION STRUCTURE  CULTURE



CUSTOMER JOURNEY MAPPING

Talalkozasi pontok feltéerkepezése.
Ugyfél/ivasarldk érzéseitek, magatartasanak megismerése.
Segit az ugyfel szemevel latni a cég altal nyujtott eimeényt.

Fokusz legyen az ugyfel tenyleges szuksegletein!
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Kutatason alapulo journey map

Pro
elfogulatlan

holisztikus

ugyféleimeény lenyomat - tukor effektus

Kontra
riport para
empatia hianya

komplexitas: nehéz atadni
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Belso workshopon osszeallitott journey map

Pro
kOozOs nevezo

konnyebb (azonnali) implementacio lehetosége

silok lebontasa - backstage térkép

Kontra

hipotetikus journey
hangadok/vezetok ledominaljak

jelenlegi folyamatok leképezéséig jut csak el



CUSTOMER JOURNEY MAPPING

Vond be a belso és kulso érintetteket
Empatia eszkozok hasznalata

Elokutatas

Implementacioban érintettek bevonasa

= workshop sorozat
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CUSTOMER JOURNEY MAPPING

| " THAMS TION & SUPPOHT LOYALTY

PAUL, 50

DAILY WoRK

THE STRONGEST
INFLUENCES

MEDMA AND CONTENT
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Designing the Experience - Example WOW

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

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

@ book tickets @@

Contact travel dept.

@ BEFORE

@ board plane

30‘ ‘he eXpe,'

@hotel reconfirm flights bacl@ 15 & , @ safety procedures

~ Flight to NYC ©
get to LEGO fresh @ '<‘ Who? @ take off
@ _ ) Description:
driver checks into hotel for me @ o A R @ seating - wide comfy seats @
executive travelling
met by driver @ SFpartofwork o @sleep in fold-out beds
| &
business lounge for shower o @read/work in quiet with internet connection

@customs fast track @ @ watch a movie
i0

luggage collect choice of mealtimes

@passpon&immigration fast;r©;ck© @ @ @sle p in fold-out beds

short walk in airport disembark - reserve seat @ Use the Experience Icons:
for return flight @
How can this be a positive
experience?

Make or break moment -
what can we do to make
sure consumers come back
time and time again

@ Where do we need data to
help deliver the experience?
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CUSTOMER JOURNEY MAPPING

Az erték a feltérképezés folyamataban van, nem a
végeredmenyben.

Ne az abrak rajzolasara koncentraljunk, hanem kezdjuk
parbeszédet az ugyfelekkel/vasarlokkal.

Torjunk ki a silokbol, vonjuk be a munkatarsakat.
Ertsiik meg a kontextus, teljes képet.

Készitsunk akciotervet és iteraljuk, frissitsuk a terkepet.
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