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EXPERIENCE DESIGN
IS THE ART OF
TURNING RESEARCH
INTO REALITY.

STAGE SEGMENT

Compare Stare Visit

Encounter Clues
Uniformed Rep

Tablet with access to
schedules for exams and
shopping, demos, CRM
and profiles
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Authentic smile

O Ability to capture visitors’
appearance via tablet allows
others to greet by name

© Guests' questions are
answered before more
information is shared

© Answers are accurate,
focused, and emphasize the
wearing experience

0 HandEHolder enables
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AFTER THE NUMBERS
YET BEFORE LAUNCH, o © e

EXPERIENCE DESIGN
HELPS ORGANIZATIONS .
DELIVER MORE VALUE*

T0 GUSTOMERS.

*VALUE OF ALL KINDS: EFFORT AND TIME SAVINGS, FUN,
HOPE, AFFILIATION, AND TRANSFORMATION, FOR EXAMPLE

CXO



BASED ON SYSTEMS
THINKING, EXPERIENGE
DESIGN FINDS
MOMENTS OF TRUTH
THAT WORK FOR
GUSTOMERS,
EMPLOYEES, AND
SHAREHOLDERS AT
THE SAME TIME.
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EXPERIENGE DESIGN BENEFITS

e VISUAL BLUEPRINT FOR ACTION

 TANGIBLE TIES ESTABLISHED
BETWEEN STRATEGY AND
OPERATIONS

e UP-TO-THE-MINUTE COORDINATION
BETWEEN MULTIPLE SUPPLIERS
AND TRADES

For example software, architects, trainers,
construction contractors, fabricators, and so on

 PEOPLE (AND TECH CAPABILITIES)
CLEAR ON SPECIFIC
RESPONSIBILITIES

e EMOTIONALLY GROUNDED
APPROACH YIELDS MORE ENGAGING
EXPERIENCES

 DRY-RUNS TO SPOT ISSUES AND
OPPORTUNITIES BEFORE LAUNCH



EXPERIENGE DESIGN IS FOR

@ PLANNERS, OUTCOME OWNERS, @ CUSTOMERS, SUPPLIERS,
FRONT-LINE TEAMS PARTNERS, SUPPORTING
Experience Design is a tool to help PLAYERS

businesses keep the promises their brands

Experience Design gives all contributors a
make.

clear picture of their product's or service's
role in any documented experience from a
profoundly human perspective.

It lets everyone contribute with precision and
efficiency (time and cost savings).
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EXPERIENGE DESIGN DELIVERABLES

@ UNDERCOVER VISIT REPORTS € PROMISE MAP

Optional research focused on front-line and

competitors (in and out of category) n JOURNEY MAPS

a REASON FOR BEING Usually future-state
Primary outcome of value EXPER'ENCE DESIGNS

This is the differentiator.

) PERSONAS

LEADER'S OPERATING MANUAL
@ RISK + OPPORTUNITY READINESS o :
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UNDERCOVER VISITS

Personal experience yields empathy.

LU ES

FIELD JOURNAL

NAME :

CLIENT :

PROJECT :

EMOTIONAL OUTCOMES :

[ Office O store 1 web
LOCATION :

[ Competition O other:

[ Phone

DESCRIPTION :

CHECK OME BELOW @ WRITE DESCRIPTION HERE (use back if more space is required)

[ EXISTING
Describe Rational

Reaction, Emotional
Reaction, Behaviors, &

Observed

[ NEW

Describe Audience,
Rationale, & Builders

Motes
TYPE SENSES IMPACT
{select one)
[] Human O Hearing O Positive
1 Informational . O sight o
i o]
[J Physical : O Smell 2
‘ O Touch O Neutral
O Taste o
(o]
(o]
O Negative
0 Yes PHOTO REF # :
DID IT / WILL IT HIT THE EMOTIONAL OUTCOMES? -
Mo
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UNDERCOVER VISITS




REASON FOR BEING

Vision Beyond Nature™ is the working The centerpiece of our design work
name for the communication strategy will be the demonstrations that give
to tell people that their natural vision people the experience of enhanced

can actually be improved. vision without having to purchase
their own products first.

Transitions Vision Beyond Nature" in-store experience
exists to astound eyeglass wearers and non-wearers

" so much that they tell their friends.

This is what The fcxptritnct‘

we exist to do, and demos work
not what we : : for everyone
g Amaze (unexpected delight) The in-store demos 4
do to exist e i o 2 L B who can see
! and prove pr{:] sonal discovery) should astound
1'-‘r’h'<1'l' .H"L\L'.-I!-.E:‘,{ ht'rtff- can hl‘ ]il‘if I_}ﬁop]_e S0 much that
with Transitions technology they feel compelled to

share the experience
with their friends
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JOURNEY MAPS

We help the client match software to their needs

WHAT IS YOUR FOCUS?

IS YOUR ORIENTATION...

WHAT IS THE PRIMARY USE?
HOW BIG IS THE TEAM?

IS THE JOURNEY...

HOW ARE DECISIONS MADE?
HOW MUCH DETAIL IS NEEDED?

DO YOU WANT TO LEARN/TEAM?

CURRENT

COMPANY

DOCUMENTING

FEW

COMPLEX

CONSTRAINTS

BIG PICTURE

DO IT FOR ME

FUTURE

CUSTOMER

IDEATING

MANY

SIMPLE

POSSIBILITIES

DETAILS TOO

DO IT MYSELF




EXPERIENGE DESIGN

LEGEND

We break experiences down into parts so that they're easy to talk about—and easy Lo align to.
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inwords. come alive memorable
for students. and valuable.




LEADER'S OPERATING MANUAL

This deliverable shows leaders how to operate an experience as a business, what to ask for (negotiating
accountabilities), how to build momentum, and how to maintain capabilities.

CAPABILITY BUILDER'S AND
LEAD'S GUIDE

A HANDBOOK FOR ESTABLISHING
CAPABILITIES AT iPAY

S
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STEPS

Start somewhere, go everywhere.

IDENTIFYING & IDENTIFYING &
oz | WS - N
SEGMENTS ENCOUNTERS
a) Tools Overview, 4 01) Sample 03) Situations, 19 10) Customer 16) Encounter
Engagernent Experience Details, 34
b) Reading List, 10 Outline, 15 04) Touchpoints, 20 Segments, 27

c) Glossary, 11

02) How to Leverage
Experience
Design, 17

05) Props, 21

06) Values, 22

07) Constituents, 23

08) Desired
Emotional

Qutcomes, 24

09) Clues Field

Journal, 25

11} Organizing
Segments, 28

12) Linking
Encounters to the
Segments, 29

13) Experience
Segment Map, 30

14) Sample Segment
Map, 31

15) How to Write
Experience
Statements, 32

17) Experience
Encounters, 35

18) Organizing
Encounters, 36

19) Sample
Encounter Map, 37

20) Props, 38

ASSEMBLING
THE CLUES

21) Individual
Clues, 40

21) Sets of Clues, 41
22) Clue Details, 42

23) Clue Evaluation
Matrix, 43

MAPPING &
VALIDATING
THE EXPERIENCE

—

24) Encounter
Storyboards, 45

25) Experience
Map, 46

26) Experience Map
Examples, 47

CREATING
CHARACTER ROLES

27) Character
Roles, 51

28) Sample
Character
Roles, 52

29) Character Role
Summary, 53
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MIKE WITTENSTEIN

Founder + Managing Partner, Storyminers

E mike@Storyminers.com

2] +1404.229.5809 mobile/whatsapp

www.StoryMiners.com

m linkedin.com/in/MikeWittenstein

u @mikewittenstein






