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* You will learn about Stakeholders
* You will learn about Customer Journeys
* You will learn to map them

* You will learn valuable tips for the final presentations
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Intro to Stakeholder mapping and Customer Journeys

Examples
Tips for the final Pitches
Course Feedback
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Mapping Stakeholders
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Who is a stakeholder?

Someone who has
— an influence on the service
— an interest in the service

Person, role or organization
Not necessarily an active actor in service provisioning

— Decision maker
— Social media
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Customers

Staff

Decision makers (internal and external)
Regulators

Suppliers and partners

Media and press

Special interest organizations (e.g. unions)
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Can be analysed in lots of ways
* Who they are

* How they influence

« How important they are

* How you should handle them
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Examples

Finance |
S — CIO

%eg'al/7 - /

Networking & security Change Manager
I

| Project M
Web standards \ mle anager/l.' \
Deve opers .

d_____.--'Dutsourced -::alll centre
managers

Qutsourced call-centre ‘:—Fﬂ
staff \ / /
\_ Tisters Tralmng Manager

egacy system owners

2mod

Customers

v

Interest

https://www.stakeholdermap.com/stakeholder-analysis.html
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Examples

Internal

stakeholders .
Suppliers

Society

Employees

Government

Creditors

Shareholders
Customers
A
Aalto University
A School of Science https://www.interaction-design.org/literature/article/stakeholder-maps-keep-the-important-people-happy
u Graph: Grochim. Copyright terms and licence: CC BY-SA 3.0


https://www.interaction-design.org/literature/article/stakeholder-maps-keep-the-important-people-happy

Examples

political
decision-
makers

business area
organisations
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Examples

Al
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Workplace Community
Settings Settings

Individuals

School Early Childhood
Settings & Care Settings

http://www.conceptdraw.com/How-To-Guide/stakeholder-mapping-tool
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Examples

l Staff i—[Customers eating [\
\j - - Service staffj

—(Kltchen staff

uManagementj

Aalto facilities]

Restaurant chain)
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Example customer journey

Checking route

Booking an appointment Treatment Customer

Satisfaction

Customer
relationship

pics: https://www.freepik.com/
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Add some storytelling

Instructions

Search online for a
good dentist

Asking for
advice

Whitening

@\ Recommending

Y to friends

Toothache

PC: https://www.freepik.com/
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Time

- When does an "interaction” start and end?
Coverage

- Include (all) things that belong together
Stakeholders

- What parties are involved?
Non-tangibles

- Feelings, reactions, fears, ..
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Timeline
- Interactions happen in a certain order
- Cause <-> effect, prerequisites, ..
Touch point
—  Where business and customer meet
- Can be physical, digital, indirect, etc
Between touch points
— Customer decision!
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Anatomy of a Touch Point

(r~ ~\3 Customer/user domain
"o'o H ) » - needs, expectations, knowledge
- - capabilities(e.g. car, phone), actions, decisions
A 4
l T Service stage
O - company representative, actions, decisions
Izl [}Erj - can also be fully digital
: - “evidence’”
____________________ [ LineofVisibility

Back stage

' ' Ve
Y = - support processes, information, logistics...
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Actions

Thoughts or Emotions

Touch Points or Evidence

....................................................................................................................... Llne Of‘ Il’lteractlon

-------------------------------------------------------------------- Line of Visibility
Backstage Person (Back-End)

Internal Interactions
Support Processes & Systems

Stakeholders

' Aalto University
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Zen Customer Journey Map

Customer
Happiness

&)
e — 0 O

o

Pre Order

Order

Pay & Get Receipt

Drink/Utensil Pick U

o— ©@9T— o

Food Pick Up

Eat

Leave

Customer Touchpoints

Paper menu
Wall menu
Display case

Paper menu
Cashier

Credit card
machine

Drink and utensil
station

Number called, pick
up from window

Food on tray

Tray and dishes

Customer Painpoints

‘Waiting in line
Line all the way to
the door, can't get
in

Can't get to the
display case to
pick up premade
food

‘Waiting behind
someone who asks
a lot of questions

Works pretty well

‘Works pretty well

Long line again
Forget to get
utensils then have
to fight through the
line when the food
isup

Have to keep ticket
out and pay
attention,

None

Uncertainty on what
to do with tray and
dishes

Employee / Support

Can add cashiers,
but the line still
gets long at peak
hours

MNew customers
can have lots of
questions, really
slows down an
already long and
impatient line
Regulars usually
get the same thing
over and over, but
we have to key in
the custom order
like it is new
everytime

Better now that we
skip receipts and
signing on orders
under $50

Hard to replenish
this station with the
throngs of
customers

Food just sits here
and we have to keep
calling the number
Or people loitter at
the window

None

None
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Designing the Experience - Example WOW

Heathrow express train 1o Airport erxpedited security & passpornt checks for frequent flyers @
check-in at Paddington train 5

receive tickets @la@’ @l @ @“i“m o board plane in comfortable lounge
@ book tickess o

Contact ravel dept,

@ BEFORE

board plane
nl.\h-l--ﬂ
'@hm-al reconfirm flights bac & & ‘Da%bﬂ @ salety procedures
o~ Flight to NYC
get o LEGOD I'resh@ ‘: Who? @ take off
" DS P
@dmﬁar checks into hotel for me Bl ke o 1ull et @mung - wide comfy seats @
®) Eratlic sk )
met by driver @ 03 port of wror . @ﬂ-&ep in feld-sut Beds
L
_ o
business lounge for shower @ g‘?‘" @re&dﬁmrk in quiet with internet connection
@cu&mms fast track"@ watch a movie
luggage collec

@ @c ce of mealtimes
@passpnn&immigm:ion fast tr k@ @ @ @sl P in fold-cut beds

short walk in airport

disembark - resemne seat Use the Experience lcons:
for return flight @ @ e
@ How can this e a positve
axpanience?

Make or break moment -
what can we do o make
sue consumens come back
tiree and tirme again

@ Where do we need data 1o
healp daliver the experiance?

https://www.paulolyslager.com/wp-
content/uploads/2015/04/lego.jpg?997da0
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https://medium.com/@harrybr/how-to-run-an-empathy-user-journey-mapping-workshop-813f3737067
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Further reference - take a look

Risto explains Service Blueprinting
https://www.youtube.com/watch?v=zYHnidOIL3c

A video explaining the creation of a customer journey
map:

https://vimeo.com/78554759
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JOURNEY




Customer experience is created by the complete journey

Impact of individual touch points defined by quality of
meeting and importance

It is not “the sum of all experiences”, it works more like
multiplication

Can be measured (with some reliability)
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Customer journey vs experience

School of Science

Step 1

Step 2

Step 3

Step 4

Step 5

Step 6

Step 7

Step 8

Step 9
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Static
- What are the components of a business
- Business Model Canvas/Value Proposition Canvas
- Stakeholder Maps

Dynamic

- How the business meets and serves its customers as a
function of time

—  Customer Journey
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A

Show your data & your analysis of it (Your findings are key!) — [/t is more important than

what can be found by googling your customer site

This does not mean adding all your diagrams in the slides and going over them

You have 3 minutes — Get to the point, condense your story,
rehearse, Rehearse, REHEARSE!

Use your findings to call for action! (Ask & Contacts)

Dress rehearsal needs to be done by somebody else

' Aalto University

Pitching criteria

» Reliability and quality of the
empirical evidence (0-4 points)

« Analysis is valid and conclusions
are meaningful (0-4 points)

» Clear communication of results,
essentially presentation technique
and materials (0-2 points)

* Relevance and value to the
customer and to their customers
(0-2 points)




Improvements to the instructions
More real examples

More Tutors -> More support and better feedback for each
deliverable

Redistribution of the Essay points
— BYOE points 1->2
— Removing Direct Quotes from the essay
— PRR points 1->2

Course Feedback open 27.11.2024 — 11.12.2024
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Workshop on Wednesday 12:15 — 14:00
Same bat-location, same bat-time, same bat-tutors



Did You Learn Today?

e About Stakeholders?
e About Customer Journeys?
e How to map both Stakeholders and Customer Journeys?

e Tips in regards the final presentations?
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