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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
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Welcome... let's review some concepts!




Desirability

(CUSTOMER)

Innovation
Feasibility

(TECHNOLOGY)



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.
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Undefined Disorganized
Customers Assumption
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Storytelling Strategy for Non-Profits to

Generate Empathy + Encourage Giving
- Immerse your
Introduce the Begin V\.”th : audience in a Make your
. startling
main character moment of cause a quest
fact/stat :
conflict
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the muppets.
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Personas are
not documents.

ooooooooooooooooooooooo



SCOTT SHOPPER
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T have two small children with me, so | just need o get in and out without having to weather a todadler meltdown.”

SUMMARY

Windsor Mill, MD

28, single father of 3

2 under age 3

Lives in 3rd floor apartment

“Big” shopping trip every weekend

TOUCHPOINTS

coupons
Cashier p

children

(larger circle = more frequent interaction)

MAJOR ACTIVITIES

Find store coupons

Create, edit, and finalize shopping list
Locate items in store and place them in cart
‘Wait in checkout line

Load / unload car of grocery items
Repackage bulk items for freezer

Put groceries away

L

Freguency

FRUSTRATIONS

{The pain points I'd like to avoid)

Difficult to bring all of my groceres uwp to my third floor apartment
Do not always know if | can use spacdific coupons with my grocery store

Itis not always easy to find everyday items. Where do | find breaderumbs?

| cannot find a cart that works for my two young children

There is parking for special people (handicapped etc. ). What about checkout loo?
“ary difficult loading my car and trying to gat my kids safely strapped in

Dlivery otions are not available for me

HE MY TYPICAL DAY

MOTIVATIONS

Likes to stick with his list to stay in budget
Thrill of the deal
Meeds to keep his children cccupied
Get done quickly

PERSONA VARIANTS

Shoppers who do not have personal transportation, online (deliv-
ery} shoppers, 15 items or less shoppers

Thizs parscng B & ok of folion, Ay svmilanhy fo aciaal porsans, Ring o Gsad, o Soing svenls, I Sursly coinoiiantar
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Searching for Groceries

Google Analytics in Real Life




The Grocery
Shopper
Journey:
Define the
Phases




Defining the Grocery Shopper Journey

Plan ning What trigger alerts the persona to decide that it is time to buy groceries? What are ideal criteria to choose a store?
? 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 s 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.




12 3 4

Service Design
(simplified)

‘ 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

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

gLy



Journey Map

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

goals. N



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

gLy



o o o

Use Human-Centered

Design (HCD)

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

gLy



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 andtouchpoints

\ The grocery /

store experience




The Grocery Store Experience

] find
shopping find shortest
WWW 7arch |§St ca{t line \
118101181 F§
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e drive to shop / checkout



How the Business Supports the Experience

5 logistics custom A
T roup - service
/ ! X \
CE W e e mam e
. e W /

marketing ? marketing customer
service



l\\_ < =

3 CMS’ DELIVERY OF
/ PRODUCT AND/OR SERVICE*

CUSTOMER’S BACKSTAGE
EXPERIENCE | N\_

FRONTSTAGE

o 82 |

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



™

“l have some ideas
about how we can
streamline the
submission process.”

~

N

/

“It takes forever for
the CMS system to

)

validate the
information | have

SmeittEd.” BAC“GTA &E
~ o POLICIES
< ~ TECHNOLOGY

F 3
o ®, INFRASTRUCTURE
TSTAGE
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Why is it important?




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

Why
Journey
Map?

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

Human-Centered
Design

Center of Excellence (CoE)



U.S. Digital
Service
HEVS

https://playbook.cio.gov/

Understand what people
need

Address the whole

experience, from start to
finish

and iterative practices

Structure budgets and
contracts to support
delivery

Assign one leader and hold

that person accountable

Make it simple and intuitive

Build the service using agile

10.

11,

12.

13.

Bring in experienced
teams

Choose a modern
technology stack

Deploy in a flexible
hosting environment

Automate testing and
deployments

Manage security and
privacy through reusable
Drocesses

Use data to drive
decisions

Default to open

Human-Centered
Design
Center of Excellence (CoE)



Anatomy of a Journey Map




@ SPECIFIC USER + SCENARIO + GOALS

PHASE 1

PHASE 2

PHASE 3

L

N

o bW

L

o —

)

OPPORTUNITIES + INTERNAL OWNERSHIP

Context
e Persona
* Journey
e Goals
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| @ SPECIFIC USER + SCENARIO + GOALS

Journey
PHASE 1 PHASE 2 PHASE 3
N N y * Phases
2 4. 8. .
s o * Doing
[ ) ¢ * Thinking

\ * Feeling
\-.._

* Touchpoints

OPPORTUNITIES + INTERNAL OWNERSHIP
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@ SPECIFIC USER + SCENARIO + GOALS

L

N

PHASE 1 PHASE 2 PHASE 3
1. 3. 7.
2 4. 8.
5. 9.
6.

L

o —

L

OPPORTUNITIES + INTERNAL OWNERSHIP

Business

* Pain Points
* Opportunities

* Ownership

Human-Centered
Design
Center of Excellence (CoE)



Step 1: Determine critical up-front
constraints

|Step 2: Gather research

|Step 3: Synthesize your findings
IStep 4: Evaluate the experience
|Step 5: Craft the visual narrative

Step 6: Continually refine based on
feedback




'Which persona should we focus on first?

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

representation/buy-in from across the
enterprise?

|Can we get the right business

|Can we get access to customers to conduct
research?

Can we get access to data stored across
the enterprise?

Human-Centered
Design
Center of Excellence (CoE)



[Interviews with customers
|Quantitative data - behaviors
‘Qualitative data - attitudes

Journey map activity with
customers




DATA

IDisseminate research
CLUSTER

IAnalyze and synthesize

Gather business
stakeholders

PATTERN

Reach group consensus
and priority

INSIGHT

IValidate findings with customers

Human-Centered
Design
Center of Excellence (CoE)



Step 4:
Evaluate the
Experience




Talent Journey Map

“| want a personalized experience that guides me through the job search
pracess and a recruiter that cares about my career goals.”

2. EXPLORE & APPLY

I want...
Guidance on how to prepare for pre-client interview and the screening process
Access to 3 recruiter wha understands my skill set and presents relevant opportunities

To have a clear understanding of my value in the marketplace and what the desired skills are for the roles I'm
interested in

Adashboard that displays all of my important information
An easy to update profile for successful job matching and job recommendations
To know where 'm at in the process at all times

Career coaching and guidance on working with an Allegis OpCo

USER OPPORTUNITIES
v

To know my choices of employers and internal vs. external positions

INTERVIEW & NEGOTIATE

| want...

Guidance to prepare for job interviews
An easy mechanism to schedule and perform interviews with recruiters and clients
Complete insight and transparency into the interview process and my status

To learn hiow to make the transition from my current joby/situation and prepare for my
new role

Insight into this client and environment from for currently placed talent

Insight into my new package including onboarding, PTO and benefits information

PLACEMENT

| want...

Atracker that can show me the important actions
and tasks | have to complete to start my job such as
drug test

\mrrave orientation and f)mvide guidance that will
hielp me prepare for my first day, week and month at
the new role

Access to all my important tools and information in one
location such as my P10, benefits, time and expense
management systems

Collaborative sodal gruufswith ather consultants to
ask questions and get help

ENGAGEMENT

| want...

To maintain my relationship with my recruiter

Timely feedback and insight into my current engagement
Long:term career guidance and training.

To be prepared for my next assignment

A place to access case management and support

Clear understanding of reporting structure

A place to access field support for questions on payroll,
benefits, etc.

OFFBOARDING

| want...

Transparency and advance notice regarding end-date of current
assignment

Reviews with my employer

Recruiters actively engaged to find next role

Guidance into how to transition and exit appropriately
Access to a system to track exit documentation

An easy transition between one recruiter to the next

Connected Alignment

| want a dear understanding of OpCo’s brand/messaging. An easy to access, personalized dashboard to
guide me through the process of exploring and applying for jobs. | want easy access to multiple
apportunities and realistic job descriptions. | want to have insight into key next steps along with guidance
and coaching for my career.

Future Experience

EXCITED

Connected Alignment

Use knowledge base to prepare for interviews and an integrated interview
management tool to provide insight into the process and remove friction frem
coordination. Easy access ta documents in my offer package.

Connected Alignment

Guidance to prepare for my new role and easy access to
documents pertaining ta my job (manage time,
expenses, PT0 and benefits). Eamn points as my
performance enhances.

4 1 have my first
interview!
| can’t wait to
ANXIOUS start my new job! NERVOUS
I'm uncertain about
next steps and the ;:o':ipi!w:p"::;:
JUST 0K interviewing process
UR
'OVERWHELMED
Where do | start?
R e RELIEVED IRRITATED CONCERNED CONCERNED
I'm finished with my [‘ol'g‘l'z‘;l takes The interview didn't Do | know what my
o internal screening and £ match how the recruiter ‘market value is?
onboarding process described the job

OVERWHELMED

There is so much manual

APPREHENSIVE INSECURE paperwark to complete

I haven't heard any feedback, |
Mo s S conpan? FEAR ANGER hope | did well during my
'You care more about yourself interview
What if | don't have the latest and client than what | want
skill set to find a job | love?
FRUSTRATED
Multiple recruiters
are calling me IRRITATED
¥ FRUSTRATED I missed my drug test
I've been asked to take a technical b’“"::;ﬂ:“ﬂ":t‘in": o

screening that ['ve already completed

— =]
Knowing my worth in the marketplace today
Multiple recruiters calling me with irelevant opportunities
Mo easy way to rack my application status

Failure to receive any response on my submitted applications

FRICTION POINTS
v

Difficult to find job description

Lack of information around company

TOUCHPOINTS e PHONE e INBOX 0 IN PERSON e NETWORKING o WEBSITE

Limited guidance when preparing for interview
Lack of insight inta interview process and next steps
Interview scheduling is a painful pracess

Delay of feedback

Lack of insight into the details of my offer

Uncertain on how to make transition

o LINKEDIN 0 GLASSDOOR @ SALESFORCE @ SKYPE

Manual and duplicate paperwork which takes too long
| don't know who | repart to
| don't know who to contadt for benefit information

Failure to enter hours worked in a timely manner

@ CAREER BUILDER o VIDED SCREENING OR INTERVIEW

FRUSTRATED

My background chedk is
taking way too long

Connected Alignment

Collaborate on my onboarding process and current
engagement. Use knowledge base and my peer netwark for
long term career development and guidance. Measure
availability and utilization.

DELIGHT
It's my first day!

CONCERNED

1 feel placed and
forgatten. Will | get
another job when this
one ends?

L]
Unprepared for the first day

Lack of direction and clarity from client during
onboarding

This is not the role | signed up for

Lack of feedback on current engagement

didn’t know | wasn't

Connected Alignment

Insight from my recruiter on when m¥ jobwill end and tools to
collaborate with my network to help find my next opportunity or
make the transition easier.

Continued Relationship

RELIEF
This job wasn't a

good fit, I'm glad it
s over

Ho:vE::III CONCERNED
pay my bills? What's next for me?

CONFUSED
Why did my
assignment end? |

doing a good job.

FRUSTRATED
There are not many

opportunities out there that

are a good fit for me.

Limited communication with recruiter when assignment is
nearingend

Recruiters do not nurture and re-assign
Limited meaningful engagement feedback from client

Disjointed systems to access documentation

Exit conversation is difficult and does not end wel



Step 6:
Continually
Refine Based
on Feedback




Understanding the Details of the Journey

Thinking /[ Feeling

Doing

Touchpoint/
Channel

Pain Points

Success Measures

Opportunities/
Validation

Planning ? ? ? ? Food Storage

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?

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

As an organization, how do we measure success?

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?



Mapping the Initial Phase: Planning

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

Doing What are shoppers doing at this stage?

Touchpoint . . . .
Cthne/l Which channels are shoppers engaged in at each stage? What are the touchpoints with Company and the ecosystem?
Pain Points What are the pain points shoppers are experiencing during each phase of the journey?
Success Measures As an organization, how do we measure success?
OPP:’:E:;T;SA 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?



TTTTTT







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
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[M)HS of 1. Qualitative vs. Quantitative Research

Research il v Bohavior Recenrch
MethOdS ' Itudinal vs. benavior Researc




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."

Human-Centered
i

Center of Excellence (CoE)



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.




BEHAVIORAL

WHyY & How MANY &
HOW TO FIX HOw MUCH
ATTITUDINAL
QUALITATIVE (DIRECT) © 2015 Christian Rohrer QUANTITATIVE (INDIRECT)

Human-Centered
Design
Center of Excellence (CoE)



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




Human-Centered
Design
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PERAVIORAL WHAT PEOPLE DO
A
’
ATTITUDINAL WHAT PEOPLE SAY
QUALITATIVE (DIRECT) © 2015 Christian Rohrer QUANTITATIVE (INDIRECT)
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PEAVIORAL WHAT PEOPLE DO
A
WHY & How MANY &
HOW TO FIX HOwW MUCH
v
ATTITUBINAL WHAT PEOPLE SAY
QUALITATIVE (DIRECT) © 2015 Christian Rohrer QUANTITATIVE (INDIRECT)

Human- Centered
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PERAVIORAL WHAT PEOPLE DO
i:\
WHY & How MANY &
How TO FIX How MUCH
* °
Interviews
v
J— WHAT PEOPLE SAY
QUALITATIVE (DIRECT) © 2015 Christian Rohrer QUANTITATIVE (INDIRECT)

Human- Centered
Design
Center of Excellence (CoE)



Interview Activity




Interview Introduce yourself to your neighbor; group in pairs .

Interview each other on your grocery store

Activity

experience:

* Ask about typical routine

* Tryto 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

Human- Centered
Design
Center of Excellence (CoE)



Interview Pros + Cons

Pros Cons

 Great way to start collecting data, Data hardgr to quantity
prioritize * Results might not generalize

. Explains "why?" (because of small samples or

. recruitment bi
* Yields alot of data about the . Hec(;ut de tblasesl) . h
interviewees ard to draw conclusions about

* Facetoface oroverthe phone populations

* Easily combined with other
techniques

* Usually inexpensive



: * Recruit a representative sample of participants
The Interview based on characteristics that best represent
your target audience

Participant:
* May use a stratified sample, such as 60%
Female, 40% Male, it you feel this better

represents what matters to your findings

Sampling




* Bestwaysto recruit:

: « Contactexisting customers (email, phone,
The Interview cmpor)
- * Use amarket research firms to recruit
Partlc:lpa Nt e Postand ads on social media
" * Convenience sample
RQCfUltlng « people you know (friends & family), trade shows,

shopping malls

Human-Centered
i

Center of Excellence (CoE)



Use a screening questionnaire with a large pool to
choose from

» Select participants based on relevant attributes

e Orexclude from the study, based on attributes that

Participant: might affect the study

The Interview

Screeners




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

Human- Centered
Design
Center of Excellence (CoE)



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):
* "Doyou like the way we designed this page?"
* Better: what do you think of the design of this
page?”
Don't write double-barreled questions:

e "Should the website include a search function and
sitemap?”

o Dbetter: “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




PEAVIORAL WHAT PEOPLE DO
A
WHY & How MANY &
HOW TO FIX HOwW MUCH
S
, urveys
V
ATTITUBINAL WHAT PEOPLE SAY
QUALITATIVE (DIRECT) © 2015 Christian Rohrer QUANTITATIVE (INDIRECT)
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* 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'senoughtime

When to do a

survey

Human- Centered
Design
Center of Excellence (CoE)



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



DOs
* Usethe Funnel approach (general to specific)
* Allow for a wide range of selections in answers

Sy rvey Content * 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)

Human-Centered
Design
eeeeeeeeeeeeeeeeee (CoE)



survey

Questions:
Closed-Ended

Questions

1. Closed Ended: respondent must choose from a set list

YES-NO Response to questions where people either endorse or don’ t
endorse a statement. Gives clear indication of what applies and does not.

SINGLE RESPONSE Gives respondent the opportunity to choose one
selection from a list of things

MULTIPLE RESPONSE Gives respondent the opportunity to choose multiple
choices from a list of things — helps to determine touch points a person has
come into contact with

NUMERIC SCALED QUESTIONS Quick to read, easy to answer, more room
to understand “shades of gray”

VERBAL SCALED QUESTIONS Can provide a predetermined frame of
reference and help discriminate people’ s response. However, if not worded
properly, they may not accurately reflect respondents’ true opinions

Human-Centered
Design

Center of Excellence (CoE)



Single selection

My favorite sport is
S U rvey Baseball
Basketball Multiple selection
. : s Which topics are you interested in learning more about?
Q u eStl O n S . Hockey Research
Other Design
ClOsed- Management

Numeric Scale

E n d ed Q u eSti O n Evaluate the following statements.

Strongly Strongly
S Disagree Agree
| tend to live beyond my means 1 5 3 4 5

Human-Centered
Design

Center of Excellence (CoE)




survey

Questions:

Open-Ended

Questions

2. Open Ended: respondent not offered a list of answers, rather
answers in his/her own words (verbatim)

Examples:
UNAIDED BRAND AWARENESS Looking to see what brands are top of mind
among consumers

IMPRESSIONS OF BRAND / ADVERTISING Provides context for closed-end
questions — can point to the “why?”

Best used when:
e Possible responses are too numerous to list

e The responses are unknown
* Looking to obtain people’ s unprompted info in their own words

» Soliciting ideas or suggestions

Note: Provide some guidance on the format of the open-ended input, if
appropriate.

Human-Centered
Design

Center of Excellence (CoE)



What is your first name?

S U r\/ ey In your opinion, what is the primary reason for the economic decline over the past 5 years?

Questions:

Open-Ended

Open-ended questions can be still be constrained to prevent errors:

Phone Number

Questions

sa# ### #i##
Price
L3 Email
Dollars Cents

Human-Centered
Design

Center of Excellence (CoE)




Survey Activity







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




Research Prep

Interviews with Customers

morning break

Finalize our Journey Maps

lunch
ldeation

Prototyping - Storyboarding

afternoon break

Validation of New Ideas
Future State Journey Map
Service Blueprint Preview

Summary + Questions

Human-Centered
Design
Center of Excellence (CoE)



Keep in Mind...

Interview Set * Introduce yourself and give context for the
| D 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

* Seeif they have questions before getting started

Human-Centered
i

Center of Excellence (CoE)



Interview Goals [
for “Scott » Validate customer needs and goals

» Validate thejourney

Shopper”

* Allow customer to feel heard
» Validate “Scott Shopper” pain points

* Opportunities to improve the customer
experience










PICk d TOO[ Your Job is To:

GOAL DONE BY ]_ZOOI 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
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Journey Maps and ldeation

Human-Centered

Photo by Rod Long on Unsplash ’ Design

Center of Excellence (CoE)



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.

eeeeeeeeeeeeeeeeeeeeeee



* "Yes, and..." brainstorming

FrameWOrkS for ° Storyboarding
Innovation

Human-Centered
i

n
Center of Excellence (CoE)



"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").

'tis also used as a brainstorming principle that
improves the effectiveness of exploring new ideas,
fosters effective communication, and encourages

the free sharing of ideas.

Human-Centered
i

Center of Excellence (CoE)






Photo by TJ Arnold on Unsplash

Human-Centered
Design
Center of Excellence (CoE)


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
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Storyboards A storyboard communicates a story through
Help Visualize images displayed in a sequence of panels that

[deas chronologically maps the story’s main events.
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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.

Human- Centered
Design
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* FEachstepinthe scenariois represented visually in a

sequence.

Visuals

* 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.

* Imagesinclude 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.

Human- Centered
Design
Center of Excellence (CoE)



Captions

Fach 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.

Human-Centered
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Ready, Set,
Draw!

Tips to get started:

1.

[dentily the feature or idea that you want to
explore

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

|dentify the basis: who is the persona or user
you're focusing on?

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




PERSONA:

USER STORY/SCENARIO:

PAGE #

PROJECT/TEAM:

DATE:

STORYBOARD NNGROUP.COM




etsBeginto  [REAUMANIAIVIEES before we
Wrap-up vote Tor our

ravorite storyboards to
use for customer
validation







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

Coffee Break
Activity Ul

User Inyerche
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Sto ryboa rdin g? * Explore specific features or services

e Understand user behavior




Future State Journey Map

Human-Centered
Photo by Randy Fath on Unsplash ’ Design

Center of Excellence (CoE)



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

Scott Shopper's ACME Grocery Store Experience

Stages ltem Selection Checkout Food Storage
Steps Selecting Focd based on rieds B2 cead JCompletion of food selection / purchasiesy load groceries, go home arrive homee, secure grocenes

* Cresabe grocery list + Can | find a parking spot near |+ 'Will the store have my tems + i | within my budget? + Tired / exhausted = Tined / exbaurshed

= Collect coupons (paper or | store? + Will | be able to locate my ems? |+ Hope cashier is friendiy? + How to get kids and items info car |+ How to get ids and items into house safely

Jonline] + Wil the kids be safe walking |+ Will | be able to use my coupons? |+ Hope cashier is expenenced? Loads mry bags |safely * Hope all ttemes fit in pantry / frigeratar
Thinking * Prepare kids throwgh parking ot to store? + 'Will | be able to afford accordingly? + where did | park my ar?

+ |deal time when kids will |+ How to keep kids ccoupied?  ewerything® + Hiope ooupons work?

|behawe + Pray Iids dion't meettdown

= Choose day and time + Park the vehide + Firsd| ey ibems + Waiting in line + 'Walk to car = Take kids in house

* Choose route + Load lids into cart or haoldd + Speld ascictanoe + Seff-chedout + Lonad grocenies * Take groceries in houwse

+ Prepare kids for trip their hand walkirg into store + Tend 1o kids + Paying & using coupons + Seruare kids safely = Secure fids safely
Doing * Load kids & bags in car + Linckiing car, collecting itermes |+ Chedk items off of my list + Bagging food + nefurm cart * Marvigate shens safiely

reded for shopping (coupons, + Secure fiood from shifting during trip |- Store food
credit card, §, bags) + Hawe & drimk of wine! = Have a drink of wine!
A
) L] L ] a - L | L L al - 1
Feeling i * @ K !
iy F Y : = F P

= Weekly Ads + Deli = ask for help + Cashier + Cart attensdant « Meighbar

= Online coupons + Florst marager = ask for help + Cart Attendant

+ Email coupore (Personal + Cart Attendant + Bag Assistance

- |Crevice) + Stome Fhyers f Coupons + Customer serdoe

Touch Points + Chisbomes survios

= Craniry kids + Uinavailable cart / + Stone congestion + Lomg lines # fewer open lanes at checkout |+ tined kids = Bags are not shurdy

= Store congestion malfunctioning cart + Carts too small or unavaiable + Marathon shoppers + loadirg heavy bags = Too mary bags to carmy

* Traffic + Forgetting kid's comforttoy |+ Store layout confusing + Cashier inexpenenced with checkout f + nefurming carts * Foods packed with no crder

= Wasting time at store + Forgeting items needed for |+ Ladk of activities for bds bagging + Putting food in wrong cabinets * Purtiing fiood in winoing cabirets
Challenges shopping + Candy in chedinout akles + Wiached day = Wasted day

+ (meftireg stiffed on coupons or salle prices




et Grocery Hers Eaparisncn

I'I_i-| Earrhal Rems Seledt bon | (amcion Dparture Hﬂdhl“i
Wl By ol
oo dheald | [Am o Budgst?
St i i irrem Tar “Whaers should | park? Jbuynames Brand o [ A% e 5 tha
Wi “Hememben o ey Jothen)T Tz ™
Budgel Lonsdematon ihzsping [ - Wlrr are e s e bl ey
1 enli purchiss “Whare B the cart e Johings | sead & "Cash of crediT =t o] | T “ren ravbmliresed with
availabbs™ wcrombdate iy i | Condemed e gt =Gled thbi b cromr wrmmsunt ol Bz
Pdwal Plarmisg T 1 b wiuggh [~ Anekeus b Tiakih =1 g | have everpthing | 0o 1 hase erough
Thi nikbeg Wk e 1o go b7 |tima? En2En = ferim ate iy epa Apaa
Putlieg Rerms on the
~Sapbecting i ared [l
puilEing in cael Pyl
“Firaling a goosd I U g Fired Tasbe e “DHapei chach
Firkiag teal o igholl Bae Slone 56 coupons fhady | W alk ou Lkl ~Stere in ik,
Wit o iboppiag 1 |Gl @ can avokding crowd ~oeep ks vy o | —load kids and Groosbes |Beaser, cuplsard
E 5 e Cirugmr e —mmu [ p kbl crupaed Joandy -l:-mm!.wrim ardu-_rlml.uuhn
FHH gl ol 80 adit e 1 4 st el 1D gl ol 80 oiil af 10 adt sl 13
aale e ot of
Pire= Ly Wl Ui ~Horertee i clids B PlLEn | R0 £ o g i
—Sereaming Kdi et Bl oy loem Dy Bl el T ~Dmalir with
Eudgel Comtliainl ] 12t mreeugh L Lirdrberriby ek —inaimey ks g ankieg Tosd nlo
Paln Paints -ﬂ-u.l"iﬂ.nﬂh.- ~Himin] MO Moy -Llﬁrnhhlu'.rl"_-lr:m-rupﬁu “oird mrntheni ibctinin
FEmplyee Lany
et Bt N el
Ty “lsm slivag e wrslem
SR piy; A sl Lae D " Heil chea ey mheen ey b bremaghl 1
[ Curtclds Pk ug B e ity P B OLEry §ehe|
[~Adto populals shepping | ~sion provided child  |GF plus pesh e [Teasy oveimide “Ureianiting food Ik
[ ame ol | prren e ugh carihrs el A mdant 1o calegura mhilk
Prlor Pl ~treern chikl caits P i Wl ~openn farniby lare ook ibe keaed al e ilere.
| Departunithes -ﬂﬂhﬂhﬁh‘ -Frn-.-ﬂﬁ | i e _hﬁ'h-il‘:lu == el kid car me b




Thinking / Feseling

Dain J

Touch Points

F ain Paints

Opportunities

Plamning Aurival term Select Checkout Depariure Food Storage
- _ ""'Pwa"f-'b"w of R =amlon wihere B my
mrPatking approprigte carks = Distracted, P i
X budget, length of car, Do | have Lam Tired, throwing

aocess, cost, far children, confused, . . :
L . o the line, cashiar evernpthing, Glad out old food
timing planning for best farmiliar ity i .

i effi cien ils ower

parking =pots
Create shoppin
-fEate Shepping _ Matching Fulling the cart
li=E, inventory Farking, safehy
couparns to and coupons,

household, chedk
famiby schedule,

unloading
children, geting

product, lazating

keeping the kids

zetting to the car,

Sorting tems to

packingsnacks, children into cart, 2 s ::'n 3Ele, ::alm. putting the lnading kids and put al:maw,r, )
diaper bags, toys aathering list chediing produce | terms on the bel, S carnying things
forthe kids Iclean Co P NS an-:ll quality, checking | bagging up the steps
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and pan!?trg.r ) family restrooms WOUr Q.

Bakery cled:, deli
Store app, print cerk, produce Fartking lot
and online Greater oart manager, meat Cashier, kiosk, signage, cart
coupons, store ' manager, bag boogdgirl returns, parking
magazine stodkers, scanner lot attendant

gqure, Signage

Expired food,

it Id out, Mot h )
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. staff awailability, chedtout lines, . .

kid=s, graceny of carts, crowds, i ) , .. ) patking and cart e3zy to divide far
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Scott Grocery Shopping Ejnurnev Map

STEPS |Planning > |Arrival > |Item Selection >  |Checkout > |Departure> |Food Storage
Cverwhelmed;
Inconvenienced; Will there be Hope all items Getting in a fast Tired already; How
Thinking of items; good parking?; Is available; Hope my lane; Did | get do | get kids &
Do | have enough It convenient kids don'tactout ewverything? Ami | groceries in the
Thinking Money? with kids? while | shop in budget? Feeling Anxious house?
Maeuvering
Selecting items; between cars
Checking w/cart;
Getting kids Mutritional Scan the Returning the Getting kids out of
Make a list; Get from the carto Content; Keeping checkout lines; cartand getting the car; Sorting
Doing COoUpOons the cart safely  Kids Occupied Waiting; Paying  kids situated; Eroceries
~ PN
& & T Il.u:""” I'.'":; :l . . i W
ST Tj!ﬂ N = S E —
L . .
Feeling
Bags not packed
Managing groceries Screaming kids; Kids want stuff, properly; No
and kids; not Mo carts; Desired tems sold out; InCorrect pricing; assistance Mot having enough
enough money for Kid Carts not Walking circles Out of stock; getting bags room for food
Pain Points all items available searching for items Crabby People  from store to car storage




Scott Shopper’s Grocery Store Journey

Stages

Planning

Item Selection

Departure

Food Storage

Thinking/Doing

Feeling

Pain Points

Opportunities

1. Creating Grocery
List

2. Deciding best
time to shop

1. Overwhelmed
2. Anuious

1. Budgeting
2. Paper Coupons

1. Anapp
shawing low
or high crowd
times,

2. Rerminders of
Sakes

Parking
Finding a cart

Putting kids in

W

1. Strewsed
. Mrious

3. Annoyed

et

Crowds
Carrying Kids
Finding a parking
spot

W g

1. Keeping kids
octupied while
shopping (device in
cart)

2. Cart for alder
ichiilldiren

3. Parking lot
astistance (reserved
Spats near cart
storagefor bring carts]

B

o

1.

Finding groceries
Diccupying kids
Checking off list
Inspecting Food

Rushed
Social/Anti Social

Decupying Kids

Keeping to the
st

Hawving fterns far
older child to
“shop” for

o

Maoney

Long lines
Loading belt
Keeping kids
oetupied

Rushed
Stressed

Happy to be
almadt done

Candy in the aisle
Kids are DONE

Having kid-friendly
check out Eanes

. Where did | park?
. Loading kids, then

groceries in the car

. Returning grocery

cart

. Did I get

everything?

. Relief
. Stress of getting

kids in apartment

. Cart return
. Mavigating parking

lat

. Artendants o help

load groceries or
talos cart

1. How am | going to
keep kids
occupied?
Getting groceries
and kids safely in
the house

1. Rushed
2. Tired

1. Many trips up the
steps.

Keeping kids safe
whille bringing in

groceries.

1. Large reusable
bags to reduce
trips up the steps.

2. Coloring/ctivity
page to take home
to occupy kids



Stages Planning Arrival tem Selection Checkout Departure Food Storage
Steps Prepare for Parking and Moving throusgh | Complete in store | Getting stuff into | Get food in house
Shopping getting into the the store activities the car and and put away
store leaving lot
Thinking What store do | Will | be able to Will the kids Did | get Where did | park Howe difficult will
Eo to? find decent behawve everything Kid logistics it to get
Howr will | handle | parking? Will they hawe How quickly can | | Cart logistics kids/groceries in
the kids? Will there be kid what | need get out of here the apartment
friendly carts? Will it fit my Did | blow mmy Will have enough
How busy is the budget budget storage for food
store? Will | hawe Which cashier
nutritious options | looks pleasant
Can | locate
everything
Dioing Cko am imventony Find a parking Search for the Choosing a Finding car Getting kids in the
Clip spot item checkout Loading groceries | apt and settled
coupons/identify | Organize the kids | Find help option:self or Loading kids Getting groceries
sale items Get a cart Ocoupying kids cashier Return cart in the apt.
Price chedcking Picking shortest Putting groceries
Waiting at the line away
deli Bagzing, Dividing family
Paying, leaving packs imto smaller
packages
Feeling Stress, wishful Stress, uncertain Stress, confusion, | Stress irritation Glad its ower, Tired and frazzled
thinking Frustration Glad at car
Pain Points Budget, Time, Kid | Lack of parking, Can't find item Long lines, Kid/cart logistics Kid/grocery
Logistics Lack of {location or out of | enough open Location of cart logistics
appropriate carts | stock) lines retums
available Kids behavior Incormect pricing
Kid logistics Wait times (e.g,, No family friendhy
deli) lanes
Rest rooms Bad bageing




Service Blueprint Preview
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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.




Service
Blueprinting




SERVICE DESIGN 101

CUSTOMER JOURNEY

BUSINESS
é 1
0 % =
PROPS PEOPLE PROCESSES
Physical or digital artifacts, Anyone who creates, uses, Workflows, procedures, or
including products, used or is indirectly affected rules needed to perform
throughout the service by the service the service successfully

NN/g



NN/g



« 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

Human-Centered
Design

Center of Excellence (CoE)




* Thiscomponentincludes anyone who creates or
uses the service, as well as individuals who may

be indirectly affected by the service.

* Examples include:
* Employees
* Customers

e Partners

Human-Centered
i

Center of Excellence (CoE)



* These are any workflows, procedures, or rituals
Process 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 afile
» CMS process: Submitting quality data

Human- Centered
Design
Center of Excellence (CoE)



Wrap-up and Questions

. Human-Centered
Photo by Camylla Battani on Unsplash ‘Design

Center of Excellence (CoE)
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* 3 key points from the workshop?

Key Learnings

e Resources?

* Something witty and inspiring?







Observation Method




Observation: the
action or process
of observing

something or
someone to gain
information.







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

Do patterns exist?

What environments
set the stage for the
service experience?

What does the site,
architecture, and
artifacts convey to
visitors/users?

What information is
exchanged between
the user and the
institution?

What interactions
occur between users
and staff?

What objects or
tools do customers
use?

Are they analog or
digital?

Who are the
users/customers of
the institution? Are
there variations in

their behavior or
goals?

What are their
expecations,
motivations, and
needs?




 During field observation, use the AEIOU

How to Use framework as a lens to observe the surrounding
environment

AEIOU * Record observations under the appropriate
headings

* Supplement direct observations with photos or
video tape when appropriate

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

Human-Centered
i

Center of Excellence (CoE)
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