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Agenda

Day 1

Persona Refresh
The Grocery Shopper Journey
morning break

What? Why?
How? Anatomy of a Journey Map
lunch

Constructing the Journey
afternoon break

Validating Methods
Summary + Questions



Objectives
To understand the benefit of journey 
mapping as a research method and 
tool for decision-making

To be able to conduct journey 
mapping for your own projects

To demonstrate an understanding of 
how service design can improve CMS’ 
products, services, and policies



Welcome... let's review some concepts!



?

?? MVP

Desirability
(CUSTOMER)

Viability
(BUSINESS)

Feasibility
(TECHNOLOGY)

Innovation



What is a persona?

A fictitious, specific and concrete representat

ion of a target customer group for a 

product, experience, or policy. Provides 

an actionable narrative that leverages 

research, as well as internal understands.



Undefined
Customers

Disorganized 
Assumption

Ghost 
Persona(s)



Introduce the 
main character

Begin with a 
startling 
fact/stat

Immerse your 
audience in a 
moment of 

conflict

Make your 
cause a quest

Storytelling Strategy for Non-Profits to 

Generate Empathy + Encourage Giving





REMINDER:

Personas are 
not documents.





Searching for Groceries

Google Analytics in Real Life



The Grocery 
Shopper 
Journey: 
Define the 
Phases



Defining the Grocery Shopper Journey
What trigger alerts the persona to decide that it is time to buy groceries? What are ideal criteria to choose a store?Planning

?

?

?

?

What happens next?

What happens next?

What happens next?

What happens next?

Food Storage How does this persona store groceries in the home? Where are items stored?





What is a Journey Map? 



What is a 
journey map?

A journey map visualizes a customer’s 
experience with a product or service 
across locations, time, and channels. This 
holistic view helps promote better 
understanding of the customer, helps 
coordinate cross-channel design and 
reveals opportunities for new or 
improved interactions. 



Service Design
(simplified)

1 2 3 4

Service design improves the experiences of 
both the user and the employee by designing, 
aligning, and optimizing an organization’s 
operations to better support customer 
journeys.

– Nielsen Norman Group



Persona

Identify your customer types, 
discover their needs, goals, 
and pain points while gaining 
empathy.

1



Gain a shared understanding of 
the customer experience and 
identify opportunities to meet 
(and exceed) customer needs and 
goals.

Journey Map
2



Reach consensus on how the 
business currently delivers 
specific portions of the journey to 
its customers.

Service Blueprint
3



Use human-centered design 
methods to address pain points 
and deliver a better overall 
customer experience.

Use Human-Centered 
Design (HCD)

4



Journey Map 
Deep Dive



Customer Journey maps 
focus on a customer’s specific interaction with a 

product or service

checkout



Customer Experience (journey) maps 
can span systems and touchpoints

The grocery 
store experience 



find 
shortest 

linewww search

coupons

find 
cart

shopping 
list

drive to 
store

shop / 
find deals

checkout

The Grocery Store Experience



customer 
service

IT group

marketing

logistics?

? marketing customer 
service

How the Business Supports the Experience



CUSTOMER’S
EXPERIENCE 

CMS’ DELIVERY OF
PRODUCT AND/OR SERVICE*

* Customer experience may be influenced by policies, services, products both across and outside of CCSQ.



CHANNELS
PRODUCTS

TOUCHPOINTS
INTERFACES

POLICIES
TECHNOLOGY

INFRASTRUCTURE
SYSTEMS

“It takes forever for 
the CMS system to 

validate the 
information I have 

submitted.”

“I have some ideas 
about how we can 

streamline the 
submission process.”

CUSTOMER 

OIT



Why is it important?



Why 
Journey 
Map?

Shift an organization’s perspective from 
inside-out to outside-in.

Break down silos to create one shared, 
agency-wide vision. 

To pinpoint specific customer journey 
touchpoints that cause pain or delight.

Assign ownership of key touchpoints to 
internal departments.

Fulfill USDS Digital Services Playbook



U.S. Digital 
Service 
Plays

1. Understand what people 
need

2. Address the whole 
experience, from start to 
finish

3. Make it simple and intuitive

4. Build the service using agile 
and iterative practices

5. Structure budgets and 
contracts to support 
delivery

6. Assign one leader and hold 
that person accountable

7. Bring in experienced 
teams

8. Choose a modern 
technology stack

9. Deploy in a flexible 
hosting environment

10. Automate testing and 
deployments

11. Manage security and 
privacy through reusable 
processes

12. Use data to drive 
decisions

13. Default to open



Anatomy of a Journey Map



Context

• Persona

• Journey

• Goals



Journey

• Phases

• Doing

• Thinking

• Feeling

• Touchpoints



Business

• Pain Points

• Opportunities

• Ownership



Steps
Step 1: Determine critical up-front 
constraints

Step 2: Gather research

Step 3: Synthesize your findings

Step 4: Evaluate the experience

Step 5: Craft the visual narrative

Step 6: Continually refine based on 
feedback



Step 1: 
Determine 
Critical Up-
front 
Constraints

Which persona should we focus on first?

What is the breadth of the customer 
journey we must understand?

Can we get the right business 
representation/buy-in from across the 
enterprise?

Can we get access to customers to conduct 
research?

Can we get access to data stored across 
the enterprise?



Step 2: 
Gather 
Research

Interviews with customers

Quantitative data - behaviors

Qualitative data - attitudes

Journey map activity with 
customers



Step 3: 
Synthesize 
Findings

Disseminate research

Analyze and synthesize

Gather business 
stakeholders

Reach group consensus
and priority

Validate findings with customers

DATA

CLUSTER

THEME

PATTERN

INSIGHT



Step 4: 
Evaluate the 
Experience
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Step 6: 
Continually 
Refine Based 
on Feedback



Understanding the Details of the Journey

Thinking / Feeling

Doing

Touchpoint/
Channel

Pain Points

Success Measures

What do shoppers think and feel? What are the highs and lows at each stage of the journey?

What are shoppers doing at this stage?

Which channels are shoppers engaged in at each stage? What are the touchpoints with Company and the ecosystem?

As an organization, how do we measure success?

What are the pain points shoppers are experiencing during each phase of the journey?

Planning ? ? ? ?

Opportunities/
Validation

Thinking forward: what are the opportunities that exist at each stage of the journey? Where do we want to dig deeper to research and 
get direct input from new shoppers and shoppers currently/previously engaged with this grocery store chain?

Food Storage



Mapping the Initial Phase: Planning

Thinking / Feeling

Doing

Touchpoint/
Channel

Pain Points

Success Measures

What do shoppers think and feel? What are the highs and lows at each stage of the journey?

What are shoppers doing at this stage?

Which channels are shoppers engaged in at each stage? What are the touchpoints with Company and the ecosystem?

As an organization, how do we measure success?

What are the pain points shoppers are experiencing during each phase of the journey?

Opportunities/
Validation

Thinking forward: what are the opportunities that exist at each stage of the journey? Where do we want to dig deeper to research and 
get direct input from new shoppers and shoppers currently/previously engaged with this grocery store chain?





Construction



CONSTRUCT:

Phase 2
Arrival



CONSTRUCT:

Phase 3
Item Selection



CONSTRUCT:

Phase 4
Checkout



CONSTRUCT:

Phase 5
Departure



CONSTRUCT:

Phase 6
Food Storage



CONSTRUCT:
Phase 4
Checkout

Phase 5
Departure

Phase 6
Food Storage



Validating Research Methods



Dimensions of 
Research
Methods

1. Qualitative vs. Quantitative Research

2. Attitudinal vs. Behavior Research



Qualitative Research

Why and how to fix. Non-numerical data. This 

type of research "refers to the meanings, 

concepts, definitions, characteristics, metaphors, 

symbols, and description of things" and not to 

their "counts or measures."



Quantitative Research

How many or how much. Numerical. Data 

typically gathered indirectly through a research 

instrument such as a survey or web server 

logs. Large amounts of data that can be coded 

and analyzes mathematically.





Attitudinal Research

What people say. Aims to understand, measure, or 

inform a change in people's stated beliefs or 

attitudes. Often relied on heavily in marketing 

departments.

E.g. Surveys, Focus Groups



Behavioral Research

What people do. Aims to understand what people 

do with minimal interference from the method 

itself.

E.g. Web Analytics, eyetracking









*Interviews



Interview Activity



Interview 

Activity

Introduce yourself to your neighbor; group in pairs . 

Interview each other on your grocery store 

experience:

• Ask about typical routine

• Try to learn what services they use most and why

• Find out what they love and what could be better

Spend 10 minutes on one person, then switch



Interview Pros + Cons
Pros
• Great way to start collecting data, 

prioritize
• Explains "why?"
• Yields a lot of data about the 

interviewees
• Face to face or over the phone
• Easily combined with other 

techniques
• Usually inexpensive

Cons
• Data harder to quantity
• Results might not generalize 

(because of small samples or 
recruitment biases)

• Hard to draw conclusions about 
populations



The Interview 

Participant:

Sampling

• Recruit a representative sample of participants 
based on characteristics that best represent 
your target audience

• May use a stratified sample, such as 60% 
Female, 40% Male, if you feel this better 
represents what matters to your findings



The Interview 

Participant:

Recruiting

• Best ways to recruit:
• Contact existing customers (email, phone, 

support)
• Use a market research firms to recruit
• Post and ads on social media

• Convenience sample
• people you know (friends & family), trade shows, 

shopping malls



The Interview 

Participant:

Screeners

Use a screening questionnaire with a large pool to 
choose from

• Select participants based on relevant attributes
• Or exclude from the study, based on attributes that 

might affect the study



How to do the 

interview: 

Preparation

• Do research on the domain ahead of time

• Develop an “interview script” to guide you through 

the interview, but be ready to improvise and change 

gears

• Structure the script: General > Specific

• Make questions clear and relevant

• Aim for short sessions, questions, and words

• Try to create a set of questions that, when 

answered, provides a more complete view



How to do the 

interview: 

Preparation

• Don't lead or bias
• “Should the website include a search function and 

a sitemap?”
• Avoid showing personal involvement in the 

topic (to avoid the politeness response):
• "Do you like the way we designed this page?"
• Better: what do you think of the design of this 

page?"
• Don't write double-barreled questions:

• "Should the website include a search function and 
sitemap?"

• better: “How useful would a search function 
be?" and “How useful would a sitemap be?"

• Dry run your questions with friends or 
colleagues



How to do the 

interview

• Dress the part (match the audience)
• Minimize distractions

• No meals
• Close the door
• Crowd control: find a good place to do the 

interview

• Take careful notes
• Don't let notes distract (laptop typing is fast, but 

can be distracting)
• Record if necessary



*Surveys



When to do a 

survey

• If:
• You want quantitative and/or qualitative data on 

attitudes, beliefs, opinions, preferences, 
motivations, self-reported behavior

• You care less about observing actual behavior 
(though you could combine with a usability study 
or field study)

• You want to reach many people to understand 
entire populations

• There’s enough time



Survey Pros + Cons
Pros
• Great way to collect quantitative data
• Great way to collect open-ended 

(sometimes called "qualitative") data 
from respondents

• Flexibility (phone, web, email, paper)
• Easily combined with other 

techniques (observation, focus 
groups, usability testing)

Cons
• Requires special skills like careful 

sampling, data analysis for 
generalizable data

• Can take time (more than you think!)
• Not the best for data on usability (e.g. 

what people say vs. Do)
• Hard to show cause-effect



Survey Content

DOs
• Use the Funnel approach (general to specific)
• Allow for a wide range of selections in answers
• Show only mutually exclusive and exhaustive 

answers
• Avoid ranges (e.g., birth year) when possible

DON’Ts
• Loaded questions
• Vague meaning words
• Biases (especially sample bias or politeness bias 

response)



Survey 

Questions: 

Closed-Ended 

Questions



Survey 

Questions: 

Closed-

Ended Question

s



Survey 

Questions: 

Open-Ended 

Questions



Survey 

Questions: 

Open-Ended 

Questions



Survey Activity





Welcome... let's prepare for our interviews!



Agenda

Day 2

Research Prep

Interviews with Customers
morning break

Finalize our Journey Maps
lunch

Ideation

Prototyping - Storyboarding
afternoon break

Validation of New Ideas

Future State Journey Map

Service Blueprint Preview

Summary + Questions



Interview Set 
Up

Keep in Mind…
• Introduce yourself and give context for the 

interview
• Overview goals for the session
• Remind them that there's no "right" answer. 

Whatever is true for the customer is what we 
want to know!

• Mention that your taking notes as a way 
of capturing ideas

• See if they have questions before getting started



Interview Goals 
for “Scott 
Shopper”

Goals:
• Validate customer needs and goals
• Validate the journey
• Allow customer to feel heard
• Validate “Scott Shopper” pain points
• Opportunities to improve the customer 

experience







Pick a Tool Your Job is To:

1.Put your interview 
notes on whiteboard

2.Complete a journey 
map of the ENTIRE 6-
phase journey

3.Use a digital tool (Excel, 
PowerPoint, etc.) to 
create and PDF the 
entire journey (not just 
your phase)

4.Send final PDF to 
hcd@hcqis.org

GOAL: DONE BY 12:00!





Journey Maps and Ideation 

Photo by Rod Long on Unsplash

https://unsplash.com/@rodlong?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/s/photos/lego-disney?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText


COMING UP:

How might we improve the 
customer experience now 
that we understand 
the customer journey.



Frameworks for 
Innovation

• "Yes, and..." brainstorming

• Storyboarding



Yes, and...
"Yes, and..." is a method used in improvisational 

comedy when a participant accepts what another 

participant has stated ("yes") and then expands or 

builds on that line of thinking ("and").

It is also used as a brainstorming principle that 

improves the effectiveness of exploring new ideas, 

fosters effective communication, and encourages 

the free sharing of ideas.





Photo by TJ Arnold on Unsplash

https://unsplash.com/@missinformed?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/s/photos/%26?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText


Photo from Pinterest by Chris Huang



Storyboards 
Help Visualize 
Ideas

A storyboard communicates a story through 

images displayed in a sequence of panels that 

chronologically maps the story’s main events.





Image from NN Group



Components of a Storyboard



Scenario
• Persona or role that corresponds to that scenario 

is written at the top of the storyboard.

• The description of the scenario or story is clear 

enough that a team member or stakeholder can 

understand what is depicted before looking at the 

visuals.

• For example: Corporate buyer, James, needs to 

replenish office supplies.



Visuals
• Each step in the scenario is represented visually in a 

sequence. 

• The steps can be sketches, illustrations, or photos.

• Depending on the purpose of the storyboard and on 

its audience, these images can be quick, low-fidelity 

drawings or elaborate, high-fidelity artifacts.

• Images include details relevant to the story, such as 

what the user’s environment looks like, speech 

bubbles with quotes from the user, or a sketch of the 

screen that the user is interacting with.



Captions
• Each visual has a corresponding caption. 

• The caption describes the user’s actions, 

environment, emotional state, device, and so 

on. 

• Captions are concise and to the point.



Ready, Set, 
Draw!

Tips to get started:
1. Identify the feature or idea that you want to 

explore
2. Decide on your level of fidelity; for today's 

activity, we're looking for low-fidelity which is 
perfect for this stage of an idea

3. Identify the basis: who is the persona or user 
you're focusing on?

4. Write out the steps that you want to illustrate
5. Create visuals and write captions





Let's Begin to 
Wrap-up

10 minutes before we 
vote for our 
favorite storyboards to 
use for customer 
validation





Coffee Break 

Activity

Visit + critique: https://userinyerface.com/

https://userinyerface.com/


Vector Stock-Free



Vector Stock-Free

So what?



Why 
Storyboarding?

• Empathy

• Explore specific features or services

• Understand user behavior



Future State Journey Map

Photo by Randy Fath on Unsplash

https://unsplash.com/@randyfath?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/s/photos/board-game?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText














Service Blueprint Preview

Photo by Hans-Peter Gauster on Unsplash

https://unsplash.com/@sloppyperfectionist?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/s/photos/innovation?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText


Service Design
Service design is the activity of planning 

and organizing a business’s resources (people, 

props, and processes) in order to deliver a 

seamless customer experience.

Service design blueprints are one tool used in 

service design.





February 6, 2020



February 6, 2020



Props
• This component refers to the physical or digital artifacts (including 

products) that are needed to perform the service successfully.

• Examples include:

• Physical space: storefront, teller window, conference room

• Digital environment through which the service is delivered

• Webpages

• Blogs

• Social media

• Objects and collateral

• Digital files

• Physical products



People
• This component includes anyone who creates or 

uses the service, as well as individuals who may 

be indirectly affected by the service.

• Examples include:

• Employees

• Customers

• Partners



Process
• These are any workflows, procedures, or rituals 

performed by either the employee or the user 

throughout a service.

• Examples include:

• Withdrawing money from an ATM

• Getting an issue resolved over support

• Interviewing a new employee

• Sharing a file

• CMS process: Submitting quality data



Wrap-up and Questions

Photo by Camylla Battani on Unsplash

https://unsplash.com/@camylla93?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/s/photos/questions?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText


Key Learnings
• 3 key points from the workshop?

• Resources?

• Something witty and inspiring?





Observation Method



Observation: the 
action or process 
of observing 
something or 
someone to gain 
information.





A E I O UA
What activities are 

users, service 
providers and others 
engaged in prior to, 
during, and after the 
service experience?

Do patterns exist?

E
What environments
set the stage for the 
service experience?

What does the site, 
architecture, and 

artifacts convey to 
visitors/users?

I
What information is 
exchanged between 

the user and the 
institution?

What interactions
occur between users 

and staff?

O
What objects or 

tools do customers 
use?

Are they analog or 
digital?

U
Who are the 

users/customers of 
the institution? Are 
there variations in 
their behavior or 

goals?

What are their 
expecations, 

motivations, and 
needs?



How to Use 
AEIOU

• During field observation, use the AEIOU 
framework as a lens to observe the surrounding 
environment

• Record observations under the appropriate 
headings

• Supplement direct observations with photos or 
video tape when appropriate

• Review and cluster observations to uncover 
higher-level themes and patterns
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