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To increase energy, those who...
® turn to others are an E (extroversion),
turn inward are an | (introversion),

ENFls are goaloriented and

yirl for similar reasons can b
averly sensitive to criticism.
W or Ir

ENTIJs tend 1o assume leadership

roles and solve organizational

problems. They can be pushy ~
whan putting their ideas forward,

N e

ENTPs are clever and
entreprenaurial. They dislike routine,

which can make it hard for them to 9.
&G;w mil longer tarm te an interest,

Ba ranklin

ESTPs are bold and tactical, with
an anergy for problem-sohing.

They have a harder time focusing a®
on concepts and theories.

Wir ehill

ESTIs are decieve and afficient
They are systematic in their
approach, but ean be forceful in
Implementing those decisions,
Hi ¢ Ford

ESFJs are outgoing and loyal,

on projects, yet often seck
affirmation and appreciation.

Those who take in information in a...
creative way ane an N (intuition),
pragmatic way are an S (sensing),

ENFPs are charismatie,
imaginative and warm with
their support. They need a lot of
affirmation frem others

O

caring, They are highly empathetic,

ngce'lvingfpll

Y
&

They are great at following through '

ESFPs enjoy working in groups,

and match common sense with

flexibility. They love people and life,
but can Hkewise be materialistic.
F it

loyal. They seek to understand

Wil

Parceiving Py

=B
=
2
Intreversion 2
n a
T
\ (§) Bureuss /
& {d) bopdaniad
s
[ Ll

a quiat friendliness. They are

When making decisions. those who...

@ seek harmaony are an F {fealing),
@ seek objective truth are a T (thinking).

INFPs are idealistic, curious and

others, yet can be less accepting of
those who threaten their core values.

I5FPs avold conflict and exude

open-minded and sympathstic
but prefer not to work with others.

Those who prefer to...
@ get closure and act are a J {judging).
stay open and adapt are a P (perceiving).

INFls are insightful and future-
orented, They are consclentious,
but can be firmly decisive when it
comes 1o their vision.

INTIs hold themsehes, and

nthers, to high standards. They are
‘ indnvidualistic and visionary, yet

have a tendency to be skeptical,

INTPs are rational, contemplative
and have a knack for problem-

- sohving. The down side ks that they
can also be critical,

ISTPs tend 1o be tolerant and
candid. They are quick with

] solutions, yet spend a lot of time
silently observing.

I5Tls are staadfast, tharough
~ workers who prize practicality.

They have a stronger need than

mast for arder and arganization.

I5FJs are careful and considerate,
They tend to remember small detalls

about people and projects, but can
be painstakingty thorough. \.\
- -
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10 LEVELS OF INTIMACY IN TODAY’S COMMUNICATION

TEXT MSG FACEBOOK MSG FACEBOOK STATUS

TWITTER

ONNEI KJNEMMKOB @

The New Economist



1. Represent your Customer’s perspective, The map
shows the patient’s perspective as he or she travels
through the journey.

2. Use Research. In-Depth Interviews or Ethnographies
are used to understand the journey. Survey results
{online or phone) are used to determine satisfaction,
importance and Customer Effort scores.

4. Include Customer goals. Customer goals are
included for each phase. Specific insights are added
whenever segments vary in how they go about each
phase.

5. Focus on emotions. The heart of this journey isthe
emotional perceptions. This chart usesa—100 to +100
chart to show the level of emotional response as he or

9. Include time. Different segments spend varying
amounts of time in the shopping process. These
durations are specific to the Young Families segment.

Optional 1. Break the experience into phases.
Here, the purchase experience is broken into four
logical phases. Specific phases vary by experience.

\

Physical Appointment (no blood work) Journey Map

Schedule Appointment
Goal: No more than 2 weeks

Phase

_———Gwal  Thepatient calls into schedule an appointment. The Senior segment strongly

prefers to talk 1o a representative in person. This also includes the

Check-In Physical Checkout
Goal; 10 minutes Goal: 30 minutes Goal: 3 minutes
The Check-In and Wating Room Most Seniors have had enough The patient is

typically have small impacts on physicals that they know what to released with any

she goes through the journey. Effort is also used to
gauge how the customer is feeling about the
experience. These vary by segment.

7. Include moments of truth. At SMS, we use the term
moments of truth to refer to touch points with high
impact onthe rest of the process. In this case, the
biggest Moment of Truth involves the scheduling
process—if the doctor is not available within two
weeks, patient retention is threatened.

6. Represent touch points. Touch points are included
as a table, and called out at each point in the journey.
This journey is more focused on emotionsthan is the
purchase journey, unlike the purchase journey map
which highlights specific touch points.

Optional 3. Include Customers and Non-Customers.
Not relevant for a Customer Experience Perception
Map, unless benchmarking against competitors.

‘Optional 4. Use your other Voice of the Customer
components. If the client uses NPS, we will include this in
the segment overview and other relevant areas. We also
include relevant learnings from specific VOC studies.

appointment information, such as the need o fast before an appointment. Seniors’ satisfaction, unless there is  expect. Walting s the biggest issue  instructions, and
a substantial delay for most schedules any future
appointments.
g Customer Experience Percepti Map wrwerey 8
expect, and are typically hoppy with the resuls, 5o long 35
= The mailed reminder, with information they 8o not feel the doctor 1 rushed. Most patients are 2
B Theautomatedcall reminds the needed for the it isvery welseceived, satistied with the ‘of physician tine they receive.
| cerior of heneed toshedule particulary since information vias adde
g serior of he need o schedule about what wilbe tested in the appointment Ashortwalt for the dochar Isa s
prefer |, they neutral experience. Regular check ing
o prefer the automated call over 10 5et expectations help, unless ‘ .
S email or other inethads. (When doctor is avaitable inaccurate information is given. g
Wi B v The checkout process is quick and
) (@] Q easy, so long as.a schedule is s
Patient ‘ . available i a follow-up appointment
E i 1 is needed and follow-up information
motional alable
° The check in processcan satisfacion drops s avalable inprinted s °
Response significantly when wa
g for more than 15 m =
¥ Thepatient calls in for an . . 5 &
appoiniment. Many are
S| v sy, e @ i
gy o fna o
e X than that, Once the process spirals down 3
option on the st dowrd,
= m scheduler, which has. onhis
Bl | monoysece becom Thes » turn tback 1o positive experience S
- able to schedule the sgnificantly depending on the availal of their doctor. If no time is
€ appointment ks, his b g
= Ll
Legend . Touch paint (Area of interaction) ‘ Moment of Truth {Critical Interaction)
WaitingRoom
Phone system intment Room
Touch Points used b ids Area pe
thi Scheduler Chedcln Desk Nurse Scheduler
in this phase - eck-n’
> Phase pomider information Doctor
Checkn staff

Date
Requirements (e.g., fasting) for physical
Paper is the most affective format for the Seniors sagment

w5 About the Same
Effort as Expected

© 2013 Satisfaction Management Systems.

8. Measure your brand promise. This provider’'s brand
promise involves keeping the patient informed.
Specific commentary describes the impacts of and
performance towards that goal.

Gl

Patients quickly lose patience when left el i o Sar

Lengih of walt. Accurate information Diroctlycalling the patient’s

w " unattended. Delaying the nurse’s routine for e
about the estimated wait ime helps e cos et bl oo, e PHATIISY 250 el he
reduce the impact of long waiting time. 2 S0 patient follow the

it spreads out the waiting time.
presaribed regimen.

Far More Effort slightly Less Effort. Slightly
than | Expected 4'6 than | Expected 3'7 Less Effort 2'3

10. Ditch the PowerPoint. We print on tabloid {or
larger) paper, but do not use a dedicated software
tool. We also laminate the results and include them
as client takeaways.

3. Represent Customer segments. This shows the Seniors Segment, a critical
offering for this provider. Separate maps are used for each segment. One
large Touch Point map may be used to contrast different segments’ journeys.

Seniors Segment

S

The Seniors Segmentis made up of 65+ year-olds.
Many are retired, so have time to schedule check-
ups during the day. The majority prefer to
schedule their visits over the phone, talking to a
scheduler in person. They will wait until their
“regular” doctor is available, even when sick

While this is changing, older seniors do not
typically utilize their health records online,
preferring to keep paper copies

&

v
Flexible scheduling Specific time needs

&

Uses multiple services Narrow range of services

Face-to-Face Technology-Enabled

“When | call my doctor, | watch how quickly they
answer the phone, how knowled| ’
professional and friendly the people were. If | see
they weren't really interested in me and take the
time to see that I'm satisfied, then I'd call another
doctor.”

“Ilove my doctor! He always takes the time to ask
how 1am doing, and gives me my paperwork before
Ilsave, sa | can keep them in my file. My other
doctor was in such a rush that | hardly got to see
him.”

A
STNS sutistaction Management systems

Optional 2. Bring in Customer Verbatims.
Verbatims make the experience come to life
forour clients. On simpler maps we may
sprinkle them into the central map.
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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
of the expe
®hote| reconfirm flights bac & (@“e’ e”e,,o safety procedures
~ Flight to NYC ®
get to LEGO fresh @ - Who? @ take off
@ _ Description:
driver checks into hotel for me Richard.is. a 1all sanior © seating - wide comfy seats @
executive travelling
met by driver @ nypertofwork o @sleep in fold-out beds
o
. xd
business lounge for shower o read/work in quiet with internet connection

@ customs fast track @ @ watch a movie
ioi

luggage collect choice of mealtimes

@ passport & immigration fast@k@ @ @ @sle p in fold-out beds

short welk 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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Forer effect / Barnum effect

The tendency fo give hlgh y ratings fo d ipi of their

lity that supp ly are tail specifically for them, but are

|n fact vague and general enough to apply to a wide range Df people.
For example, horoscopes.

Ingroup bias

The tendency for people to give preferential
treatment fo others they perceive to be
members of their own groups.

Self-fulfilling prophecy

The tendency to engage in behaviors that elicit results which
will (consciously or not) confirm existing attitudes.

Halo effect

The tendency for a person's positive or negative traits to "spill
over” from one area of their personality fo another in others'
perceptions of them (see also physical attractiveness stereotype).

Ultimate attribution error

Similar to the fundamental attribution error, in this emor a
person is likely to make an internal attribution to an entire
group instead of the individuals within the group.

False consensus effect

The tendency for people to overestimate the degree to
which others agree with them.

Self-serving bias /
Behavioral confirmation effect

The tendency to claim more responsibility for successes than

failures. It may also manifest itself as a tendency for people tu
evaluate ambiguous i ion in a way benefi

to their interests (see also group-gerving bias).

Notational bias

A form of culfural bias in which the notational conventions of
recording data biases the appearance of that data toward (or away
from) the system upon which the notational schema iz bazed.

Egocentric bias

Occurs when people claim more responsibility for themselves
for the results of a joint action than an outside observer would.

Just-world phenomenon

The tendency for people to believe that the world is just and
therefore people "get what they deserve "

System justification effect /
Status Quo Bias

The tendency to defend and bolster the status quo. Existing social,
economic, and political arrangements tend to be preferred, and
alternatives disparaged sometimes even at the expenze of individual
and collective self-interest (See alzo status quo bias )

Dunnlng-Kruger | Superiority Bias

ing one's il qualities, and underestimating undesirable
qualrhes, lelatwe to other people. Also known as Superiority bias
(also known as "Lake Wobegon effect”, "better-than-average effect”,
"superiority bias", or Dunning-Kruger effect).

lllusion of asymmetric insight

People perceive their knowledge of their peers to surpass their peers’
knowledge of them.

Herd instinct

Commeon tendency to adopt the opinions and follow the:
behaviors of the majority to feel safer and to avoid conflict.

lllusion of transparency

People overestimate others' ability to know them, and they also
overestimate their ability to know others.

Fundamental attribution error/
Actor-observer bias

The tendency for people to over-emphasize personality-based
explanations for behaviors observed in others while under-
emphasizing the role and power of sifuational influences on the same
behavior (see also actor: bias, group attribution error,

positivity effect, and negativity effect).

Projection bias

The tendency to unconsciously assume that others share the
same or similar thoughts, beliefs, values, or positions.

Outgroup homogeneity bias

Individuals see members of their own group as being relatively
more varied than members of other groups.

Trait ascription bias

The tendency for people fo view themselves as relatively variable in terms of
personality, behavior and mood while viewing others as much more predictable.
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