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81% of consumers are willing to pay more for a
better customer experience.

@kerrybodine Source: Oracle



81% of consumers are willing to pay more for a
better customer experience.

70% have stopped buying goods or services

from a company after experiencing poor
customer service.

@kerrybodine Source: Oracle



81% of consumers are willing to pay more for a
better customer experience.

70% have stopped buying goods or services
from a company after experiencing poor
customer service.

64% have made future purchases from a
company’s competitors after experiencing poor
customer service.

@kerrybodine Source: Oracle
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Every day we’re working to be flyer-friendly.
View in web browser

To ensure delivery to your inbox, please add UnitedAirlines@news.united.com to your address book.
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N
l)“ MileagePlus # XXXXX235

fly the friendly skiess-

From take off to landing, putting you first.

We're working hard to deliver the products and services you want, by providing the complete travel
experience you expect and deserve. It's this commitment that's inspired us to reinterpret our
famous tagline fly the friendly skiesSM.

“Friendly” now means more than it ever did. It means being user-friendly. In other words,
flyer-friendlySM. We're giving you an unmatched global network with more onboard product features,
better technology and, of course, great customer service.




“Friendly” now means more than it ever did.
It means being user-friendly.

In other words, flyer-friendly>M.

We're giving you an unmatched global network with more
onboard product features, better technology and, of course,
great customer service.
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FLYING IS MORE THAN JUST A FLIGHT.

DELTA CONTINUES TO ELEVATE THE FLYING EXPERIENCE.
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Sorry.
That's not going to cut it.
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TurbOTa)(. v Personal Pro How it works What it costs Request a pro Contact us

We Make House Calls On Demand

A local credentialed tax pro comes to you and does
all the work. Pushing start is the hardest part.

How it works

] o 63

You request a pro Our pro arrives and We efile for you and
when you're ready does all the work get you your refund




(THINKING)
Um... this looks interesting...
1l try this.

Shop & Try

(THINKING)
Hmmm, I'm not sure how long
this will take.

Oops! | signed in at the wrong
place.

@kerrybodine

NEUTRAL)
Oops! Signed in at wrong place.

(SATISFIED)
Customer Chat: | like the
personal greeting.

Customer Chat: | like that
someone is there in case | have
a question.

Data Entry: 48% of customers
responded it was easy to enter
their personal information
online.

a
Chat/Data Entry

{(NO EXPRESSION)
Customer Chat: Um, is anyone
there?

Customer Chat: | don't
understand that response.

Customer Chat: That response
didn’t really answer my
question.

Customer Chat: Only 38% of
customers responded that the
answers they received from the
chat pro were easy to
understand and follow

Data Entry: I'm not sure where
I'm at.

CUSTOlugy
0,

,

(CONTENT)
Faxing my documents wasn't an
issue.

Schedule Meeting

(UNSURE)
I'd like more appointments

available for the phone meetings.

Not sure what to fax and who is
receiving my documents.

I wonder if my return is accurate
and if | entered my information
correctly.

I'm anxious to find out how
much | owe or if I'll get a refund.

Wait

WORRIED)
| wonder if they got my fax.
Do | need to be near my
computer for the phone
meeting?

I'm not sure what to expect for
the phone meeting.

| wonder if the pro will phone at
the exact appointment time.

Do | have everything | need for
the phone meeting?

STy
%
0,

(DELIGHTED)
WOW! That was cool!

1 got all of my questions
answered.

The pro was friendly and
personable.

1 got the re-assurance | needed
during the phone meeting that
my tax return is accurate.

| received the exact calculations
that the pro used to determine
the amount owed or refunded.

74% of customers rated the
phone meeting as a positive
experience.

59% of customers rated the
expertise/knowledge of the tax
pro in the Excellent range.

67% of customers rated all of
their questions were answered
during the phone meeting in the
Excellent range.

Phone Meeting

(CHALLENGED)
Oops! | need to fax more docs.

Sometimes it was a little
challenging communicating
with the pro over the phone
regarding my tax docs.

| would have liked to receive
tips and future planning advice.

Only 35% of customers
responded that they received
tax advice/planning tips during
the phone meeting.

Wait Wonder

(CONFUSED/FRUSTRATED)
What's the status of my
return?

When will | hear from the pro
again?

What's the timeframe for
completion?

custdy,
R
0%,

(SATISFIED)
Yeah, it's done!

Approval Finish/E-File

(CONFUSED)

I've printed everything out, but
do | need to mail anything to

the government?

Source:

Intuit



(THINKING
Um... this looks interesting...

P'll try this.

(THINKING) (NEUTRAL)

Hmmm, I'm not sure how long Oops! Signed in at wrong place.
this will take.

Oops! | signed in at the wrong

@kerrybodine

(SATISFIED)
Customer Chat: | like the
personal greeting.

Customer Chat: | like that
someone is there in case | have
a question.

Data Entry: 48% of customers
responded it was easy to enter
their personal information
online.

Chat/Data Entry

(NO EXPRESSION)
Customer Chat: Um, is anyone
there?

Customer Chat: | don't
understand that response.

Customer Chat: That response
didn’t really answer my
question.

Customer Chat: Only 38% of
customers responded that the
answers they received from the
chat pro were easy to
understand and follow

Data Entry: I'm not sure where
I'm at.

(CONTENT
Faxing my documents wasn't an
issue.

Schedule Meeting

(UNSURE)
I'd like more appointments
available for the phone meetings.

Not sure what to fax and who is
receiving my documents.

I wonder if my return is accurate
and if | entered my information
correctly.

I'm anxious to find out how
much | owe o if I'll get a refund.

WORRIED)
I wonder if they got my fax.

Do | need to be near my
computer for the phone
meeting?

I'm not sure what to expect for
the phone meeting.

| wonder if the pro will phone at
the exact appointment time.

Do | have everything | need for
the phone meeting?

(DELIGHTED)
'WOW! That was cool!

1 got all of my questions
answered.

The pro was friendly and
personable.

1 got the re-assurance | needed
during the phone meeting that
my tax return is accurate.

| received the exact calculations
that the pro used to determine
the amount owed or refunded.

74% of customers rated the
phone meeting as a positive
experience.

59% of customers rated the
expertise/knowledge of the tax
pro in the Excellent range.

67% of customers rated all of
their questions were answered
during the phone meeting in the
Excellent range.

Phone Meeting

(CHALLENGED) \ 4
Oops! | need to fax more docs.

Sometimes it was a little
challenging communicating = 7
with the pro over the phone i
regarding my tax docs.

1 would have liked to receive
tips and future planning advice.

Only 35% of customers
responded that they received
tax advice/planning tips during
the phone meeting.

(CONFUSED/FRUSTRATED)
What's the status of my
return?

When will | hear from the pro
again?

What's the timeframe for
completion?

(SATISFIED)
Yeah, it's done!

Approval Finish/E-File

(CONFUSED)
I've printed everything out, but
do | need to mail anything to
the government?

Source: Intuit



(THINKING
Um... this looks interesting...

P'll try this.

(THINKING (NEUTRAL)

Hmmm, I'm not sure how long Oops! Signed in at wrong place.
this will take.

Oops! | signed in at the wrong
place

@kerrybodine

(SATISFIED)
Customer Chat: | like the
personal greeting.

Customer Chat: | like that
someone is there in case | have
a question.

Data Entry: 48% of customers
responded it was easy to enter
their personal information
online.

Chat/Data Entry

(NO EXPRESSION)
Customer Chat: Um, is anyone
there?

Customer Chat: | don’t
understand that response.

Customer Chat: That response
didn’t really answer my
question.

Customer Chat: Only 38% of
customers responded that the
answers they received from the
chat pro were easy to
understand and follow

Data Entry: I'm not sure where
I'm at.

(CONTENT)
Faxing my documents wasn't an
issue.

Schedule Meeting

(UNSURE)
I'd like more appointments

available for the phone meetings.

Not sure what to fax and who is
receiving my documents.

I wonder if my return is accurate
and if | entered my information
correctly.

I'm anxious to find out how
much | owe or if I'l get a refund.

-

(WORRIED)
I wonder if they got my fax.

Do | need to be near my
computer for the phone
meeting?

I'm not sure what to expect for
the phone meeting.

| wonder if the pro will phone at
the exact appointment time.

Do | have everything | need for
the phone meeting?

(DELIGHTED)
WOW! That was cool!

I got all of my questions
answered.

The pro was friendly and
personable.

I got the re-assurance | needed
during the phone meeting that
my tax return is accurate.

| received the exact calculations
that the pro used to determine
the amount owed or refunded.

74% of customers rated the
phone meeting as a positive
experience.

59% of customers rated the
expertise/knowledge of the tax
pro in the Excellent range.

67% of customers rated all of

their questions were answered
during the phone meeting in the
Excellent range.

(CHALLENGED)
Oops! | need to fax more docs.

Sometimes it was a little
challenging communicating
with the pro over the phone
regarding my tax docs.

I would have liked eceive
tips and future pla

(WORRIED)
| wonder if they got my fax.

Do | need to be near my
computer for the phone
meeting?

I’m not sure what to expect for
the phone meeting.

| wonder if the pro will phone at
the exact appointment time.

Do | have everything | need for
the phone meeting?






TOUCH POINTS

]

Exploratorium Visitor Experience Map
What opportunities exist to impact the experience at scale?

Digital Media

Marketing

People Transit
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@ Highlight
Standalone online
experience
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Too many other options
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isitor Experience Map

Source: Adaptive Path
ist to impact the experience at scale?
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Exit

Places to meet and rest Retail

PLAN THE DAY GET INSIDE

DO THE MUSEUM WHAT'S NEXT

@ Highlight

Amazing exhibits and
programs

Highlight
Sense of welcome
Surprise and newness

\. Pain Point

@ Pain Point

Parking Confusion

Too long of a wait
Too many people

@ Pain Point
Too much to deal with
Crowded, too loud

Sense of wonder
"l didn't know that!"
Stunning view

@ Pain Point
Post-visit burnout
No attempt to keep vis



Who's responsible for brand?
Who's responsible for marketing?
Who's responsible for CX?



Source: Bridgeable



Finding Catering Deciding on Catering Ordering Catering Receiving Catering Eating & Presentation Wrap-up, Follow up, Payment

Customers find out about the service The caterer communicates to the
IDEAL CATERING via word of mouth, social media, customer, through all marketing
website, and marketing materials. media, that they are available,

7 reliable, and consistent.

This service is friendly and
consistent, and staff strive to answer
order requests within one hour during
the work day. The kitchen staff are
active partners in helping the client
decide on @ menu appropriate for the
avent.

Delivery always arrives shortly
before the event. Tt is atways the
right temperature, and arrives in the
right location, The delivery staff arc a
friendly face for the caterer and
ensure the customers are satisfied
and have all that they need.

Eating the food is an experience: new
flavours are around every corner. The
packaging and dishes explain clearly
what the contents of each dish are, and
indicates which dishes are intended for
which special diets, The presentation is
professional, sustainable and
reinforces an experience.

There Is an established pick-up and 8
clear involcing system that leaves a
pood last impression on the
customer. There is & system to
gather feedback from customers.

POSITIVE MEMORY

NEUTRAL

NEGATIVE MEMORY

. Communication & Experience
@ customer Service

B Food

POSITIVE MEMORY

@ customer Emotion

NEGATIVE MEMORY
QUOTES .%mmmmmr “They have a lot going for them in ‘1 love Sybil. She is a doll. I simply “1 foel bad. Their heart and soul is
terms of feel good factor, but adore her.”” there. But the driver wrecks it.”
because they're social
SUPPORTING 'we know they may not be as ‘Currently staff do not make “It would be nice to receive a
DATA Some people visiting the FoodShare But really win recommendations about whether confirmation email a day before.
website took more than two minutes to on the feel good factor.”” I right 1 feel Like, "Well, I
find the Field To Table Catering food.”” hope they're coming!"’
section. Others dismissed the website People choose Field To Table because
because it presented too strangly as @ they like what it stands for. However, People love interacting with Sybi. Food is sometimes too Late, too early,
charity. there is a connatation that social or delivered to the wrong location,
i i times, two or three days pass
Many people found out about Field To before customers get a reply or There is sometimes cither too much or
Table Catering via word-of-mouth or The lack of marleeting materials makes canfirmation on their order, nat encugh food.
after attending an event that had been it difficult for customers to get a sense
catered, @ of whether Field To Table is a good The online menu is unclear and doesn't
catering choice and for giv a sanse of
their event. or presentation.
Some customers love being sble to
take advantage of the full culinary
capabilities of the kitchen; others seem
unaware of the options of which Field
1o Table is capeble.

“Wow, it's so good! This is ‘I would have expected to be
ridiculously yummy. Invoiced right away.”
“The presentation of the food in “It would be great to have a pick
plastic, not ceramic, made it not up option with a charge in order to
suitable for client-facing events.”” have bags or candle lit catering
trays to keep them hot.””
Sometimes, customers receive the
wrong item. For instance, cne client The imvoicing system cen create
received a jar of spicy chutney instead confusian.
of 3 jar of jam.
A lack of a pick-up system leaves
with the for
disposing of a lot of waste.
Clients often collect internal feedback
and are willing to share it with their
caterer,

Source: Bridgeable



IDEAL CATERING

Finding Catering )| Decing on Cteing Recehing Caterng | ating & Prosentaion |

Customers find out about the service
via word of mouth, social media,

The caterer communicates to the
customer, through all marketing

This service is friendly and
oonsistent, and staff strive to answer

Delivery always arrives shortly
before the event. It is atways the

Wrap-up, Follow up, Payment

Eating the food is an experience: new
flavours are around every corner. The

There Is an established pick-up and 8

clear inwals tem that leaves
delightful website, end marketing materials. media, that they are available, arder requests within ane hour during right temperature, and arrives in the packaging and dishes explain clearly ikt e
W reliable, and consistent. the work day. The kitchen staff are right location, The delivery staff are a what the contents of each dish are, and customer. There is & system to
i active partners in helping the client friendly face for the caterer and indicates which dishes are intended for gather feedback from customers.
o decide on @ menu appropriate for the ensure the customers are satisfied which special diets, The presentation is
avent. and have all that they need. professional, sustainable and
reinforces an experience.
POSITIVE MEMORY
NEUTRAL . Communication & Experience
. Customer Service
NEGATIVE MEMORY

B Food

@ cCustomer Emotion

NEGATIVE MEMORY

QUOTES you sure they do catering have a lot going for them in it's s0 good! This is would have expected to be
“Are 2 “They “Wow, 1
ridiculously yummy. Invoiced right away.”
6 “The presentation of the food in “It would be great to have a pick
suppon;z«r: J 0 ffnlhd.ﬂnihuﬂlmlowlb plastic, not ceramic, made it not up option with a charge in order to
Y 0 there. But the driver wrecks “.” suitable for client-facing events.”” have bags or candle lit catering
0) trays to keep them hot.””
\ ise Sometimes, customers receive the
b 3 . £ wrong item. For instance, cne client The invoicing system can create
I've ordered the right amount of "7 o delivered to the wrong ocation. received a jo of spicy chutney instead confusian.
food. " UG
0 There is sometimes cither too much or Alack of a pick-up system leaves
«/ ot encugh food. While the food ian is good, with the for
50 the packaging detracts from it. Small disposing of & lot of waste.
(2 of whether Field To Table s a good The online menu s unclear and doesn't () dotats tio Labals and placement of
catering choice and for @ give a sanse of u «eating utensils can also detract from Clients often collect internal feedback
their event. or presentation. the overall experience. and are willing to share it with their
caterer,
Some customers love being sble to Food is sometimes nat
/\ take advantage of the full culinary labeled, making it dangerous for
Q capabilities of the kitchen; others seem peopie with specisl diets.
&2 Unaware of the aptions of which Field
1o Table is capable. Customers reve about how the . 5
@) o pat Source: Bridgeable



Finding Catering Deciding on Catering Ordering Catering Receiving Catering Eating & Presentation Wrap-up, Follow up, Payment

& o (%)

CLIENT

Source: Bridgeable



FRONT OF HOUSE

Finding Catering Declding on Catering Ordering Catering Eating & Presentation | Wrap-up, Follow up, Payment

@.

@o

)

line of interaction

Communicatesina

R ot

S
%
Food

professionaland friendly @) THANKYOU
l manner Confirms order within 24 EOIP -
: hrs if possible
I a Makes recommendations as mendsfood items Plates, cutlery, 1'hanlrpyo. u note
and quantity servingware :
questions - H
: SURVEY
i)
" Food Labels

Social Media

%

Logo

'ﬂ"%mm

Email Templates

Customer Satisfaction

Order Intake Form

.......

Order Spreadsheet ® = H Pickap dishies

Plastic bin

Delivery Truck

v

Source: Bridgeable



Finding Catering Deciding on Catering

line of interaction

Communicatesina
professional and friendly
manner

Makes recommendations as
needed
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Finding Catering Deciding on Catering

line of interaction

Communicatesina
professional and friendly
manner

Makes recommendations as
needed
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@‘ oo
* CLIENT 3
EEm——— i

FRONT OF HOUSE

Marketing Materials



Confirms order within 24

]
hrs if possible
- ﬁ

Uniforms P
: Sheat
—— Frp==
=
Plastic bin Delivery Process
..... Map

Ordering Catering Receiving Catering Eating & Presentation Wrap-up, Follow up, Payment

Plates, cutlery,

Invoice

'rhanl(-you note
servingware y G
: Plastic bin
o) . -

Cumner Satisfaction

STORY Delhmymxck
. E

Picks up dishes a

Source: Bridgeable



Ordering Catering Receiving Catering Eating & Presentation Wrap-up, Follow up, Payment

o

Food

o el ; TO[P
Recommends food items

'rhanl(-you note
Plates, cutiery, .s
servingware -

Invoice

and quantity

Fluﬁc bin
Food Labels .
H Cumrler Satisfaction
. D.Ihmv

Story Cards.
Q E : Picks up dishes a
‘
FTT staffensures.
customer has
‘everything they
need

Source: Bridgeable



Ordering Catering Receiving Catering Eating & Presentation Wrap-up, Follow up, Payment

| DeliveryTruck

y
Uniforms Delivery Setup
H Sheet

%

Uniforms Delivery Setup
: Sheet

Source: Bridgeable
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line of visibility
Manages online Lets kitchen staff know of Sendsinvoice, thank-you

o presence . . Checks inbound . new catering order . B note, customer survey, .
].I.VI:‘ bl ma; m Enllllr::mmedncyby responds to feedback if
wu| Maintains/distributes (emalls, phone y G Catering coordinatorand ions for driver using recipes and photos necessary
= T krcHen stare marketing materials A ar e chef coordinator delegate for plating reference
: contact form) L) tasks to kitchen staff Uses customer feedback to
O COMMUNICATION STAFF Rpawe sacvics
ac
| _; ] . 3 ]
x 4 ﬁ """"" T

i Visual Brand Guide : Recipes : 4
] : Delivery Setup i Customer Satisfaction Survey
g - | - | E

= Photos Invoicing System
Marketing templates

Source: Bridgeable
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line of visibility

line of visibility
Manages online Lets kitchen staff know of Sendsinvoice, thank-you

| PEEsence e o Checks inbound ® new catering order o i note, customer survey, [ ]
Ha communications daily Fompcen o Enmures conalsianey by responds to feedback if
wu| Maintains/distributes (emalls, phone G Catering coordinator and instructions for driver using recipes and photos necessary
=Y T krcHen stare marketing materials kG, WSl chef coordinator delegate for plating reference
: contact form) L) tasks to kitchen staff Uses customer feedback to
o COMMUNICATION STAFF improve service
w g : : 2 §
] S m

! Visual Brand Guide : Recipes : :
) N : Delivery Setup i Customer Satisfaction Survey :

= Photos Invoicing System
Marketing templates

Source: Bridgeable



Finding Catering Deciding on Catering

@o @o

line of visibility

@ e m:.'m:-
‘ COMMUNICATION STAFF

Marketing templates

BACK OF HOUSE




Finding Catering Deciding on Catering

@o @o

line of visibility

@ e m:.'m:-
‘ COMMUNICATION STAFF

Marketing templates
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BACK OF HOUSE

Finding Catering Deciding on Catering

@o @o

Manages online
presence

Mainta!ns/dlstﬁl?um

line of visibility

@ .G‘“_KITI'CHEN STAFF mm'-/‘m‘- : 4
@ COMMUNICATION STAFF Visual Brand Guide

3
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Ordering Catering Receiving Catering Eating & Presentation Wrap-up, Follow up, Payment

Lets kitchenstafiknowof () Sendsinvoice, thankyou (@)
new catering order note, customer survey,
Prepares clear Ensures consistency by responds to feedback if
Catering coordinatorand instructions for driver using recipes and photos necessary
chef coardinator delegate for plating reference
‘tasks to kitchen staff Uses customer feedback to
improve service

Recipes H
Delivery Setup :
- | |

Source: Bridgeable




Ordering Catering Receiving Catering Eating & Presentation Wrap-up, Follow up, Payment

Lets kitchenstafiknowof () Sendsinvoice, thankyou (@)

new catering order note, er survey,
responds tofeadback i

Catering coordinator and necessary

chef coordinator delegate

tasks to kitchen staff Uses customer feedback to
improve service

Source: Bridgeable




Ordering Catering Receiving Catering Eating & Presentation Wrap-up, Follow up, Payment

Prepares clear
instructions for driver

Lets kitchenstafiknowof ()
new catering order

Catering coordinator and
chef coordinator delegate.
tasks to kitchen staff

Prepares clear
instructions for driver

Delivery Setup
Sheet

Delivery Setup
Shest

Source: Bridgeable



- Communicatesina : : | DeliveryTruck
professional and friendly :
manner Confirms order within 24 2

D hrs if possi
Makes recommendations as. ‘Thank-you note
I v Tesded Recommends food items M Plates, cutlery, o
and quantity Q@ servingware
C Is available to answer any §
C‘€| STAFF Marketing Materials questions : Pluﬁc bin
H : Delivery Setup "'
: Sheet
Food Labels
H Cummer Satisfaction
Social Media :
: Email Templates Order Intake Form : etk ik
: Delivery Process °€=rr‘ﬂw ; :ry
Logo : Story Cards H
Order Spreadsheet o : Picks up dishes a
H
& FTT staffensures §
customer has
everything they
T oriver need
— :
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Manages online Lets kitchen staff know of Sends invoice, thank-you
presence . ‘ Checks Inbound . new catering order . . note, customer survey, .
o lcaona daly Prepares clear Ensures consistency by responds to feedback if
° Maintains/distributes {emalls, phone e Catering coordinator and instructions for driver using recipes and photos necessary
TTKITCHEN STAFF marketing materials messages, website 0 chef coordinator delegate for plating reference
contact form) tasks to kitchen staff Uses customer feedback to
improve service
' COMMUNICATION STAFF

Visual Brand Guide

Recipes

Delivery Setup Customer Satisfaction Survey |
Sheet

Invoicing System
Marketing templates

Source: Bridgeable



Finding Catering Deciding on Catering

line of interaction

Communicatesina
professional and friendly
manner

Makes recommendations as
needed
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Ordering Catering Receiving Catering Eating & Presentation Wrap-up, Follow up, Payment

Confirms order within 24
hrs if possible

Th nl(-yo
Recommends food items Plates, cutiery, al u note
and quantity servingware
0 .
: Plastic bin

Food Labels
: Cumnelsnﬂuﬁnlm
Dellvery Truck
.en_. i H

Story Cards. 4
: Picks up dishes a
| I |
Lets kitchenstafiknowof () smasmua.u-ank.yau [ ]
new catering order note, customs
Prepares clear Ensures consistency by rupmd-hhdh-d( it
Catering coordinator and instructions for driver using recipes and photos ‘necessary
chef coordinator delegate. for plating reference
tasks to kitchen staff Uses customer feedback to
improve service
iy H
Racipns Customer Satisfaction Survey :

Delivery Setup i
- | |

Source: Bridgeable



How can you help your company
keep its promises?



1. Come to terms with what your
brand really stands for.

kerrybodine



52000 facebook machines






WHAIF[FIL E
HIOUIS [E

It's 2am and you're drunk.

Source: honestslogans.com



Slip into a nice coma
for a few hours.

Slelll(e-Hlilelalestslogans.com



WeoMD

Convince yourself that you have a terminal illness.

Source: honestslogans.com



Guarantee

Apinys

Confidence

Reliable

Change

Accuracy
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o
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Loyal
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2. Determine how your brand is
(or isn’t) reflected in your CX.

kerrybodine



Source: Doberman i
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CX/Brand map for:

Evidence in
the customer
experience

@kerrybodine © Kerry Bodine



3. Help employees discover
they role they play.

kerrybodine



@kerrybodine
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If'\i \ Jewish Federation

Source: Red Rooster Group



CX/Brand map for:

Department:

What should
this feel like to
customers?




CX/Brand map for: Susan Jones Date’

Department:  Marketing

Brand Transparency
promise

What should ‘I understand all of
this feel like to the ins and outs of
customers? my insurance.”
What can | Test the plan info on
do to deliver website with

this promise? members to see if

they understand it.
@kerrybodine © Kerry Bodine



CX/Brand map for: John Smith Date’

Department:  Customer service rep

Brand Transparency
promise

What should ‘I know how my
this feel like to insurance works.”
customers?

What can | Avoid jargon.

do to deliver Ask callers if they
this promise? have any questions

about their plans.
@kerrybodine © Kerry Bodine



CX/Brand map for: Brian Johnson Date:

Department:  Legal

Brand Transparency

promise

What should “My insurance

this feel like to company isn’'t try to

customers? hide anything.”

What can | Create new

do to deliver standards for legal

this promise? text on member
correspondence.

@kerrybodine © Kerry Bodine



4. Align your marketing with your
actual customer experience.

@kerrybodine



TOUCH POINTS

]

Exploratorium Visitor Experience Map

Source: Adaptive Path

What opportunities exist to impact the experience at scale?

Pre-visit

Marketing
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Amazing exhibits and
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Stunning view

Mobile Device
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Source: Adaptive Path

Exploratorium Visitor Experience Map
What gpportunities exist to impact the experience at scale?

Pre-visit

1T Post
Go, Things to See

Mobile Device

TOUCH POINTS

]

igital Media

Marketing

People

Transit

GET THE IDEA

@ Highlight
Standalone online
experience

@ Pain Point
No awareness
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@ Pain Point
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Too many people

Orientation
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\
@ Highlight

Sense of welcome
Surprise and newness

HE MUSEUM
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Too much to deal with
Crowded, too loud

Exit
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@ Highlight
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Sense of wonder
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Stunning view

Mobile Device
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The Emirates Special Plan & Help Emirates Skywards & =
Experience Destinations Offers Book Center Business Rewards .4 United States
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Emlrares Hello

Book a Flight

71
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Book now

F Like

Find Hotels & Cars

Manage Existing Booking

Check-in Online

Check Flight Starus

See What's on your Flight

Log In 10
! ' g ' Emirates Skywards
p— > p Not a member, Join here

Say Hello ro 2014

Travel the world with our special

fares. Book by January 9, 2014.

Book now »
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The Emirates
Experience

Special Plan & Help Emirates Skywards & Log-
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Emirates

Flying with Emirates i ) )
o Fostire Comfort and arffention fo detail you can rely on whenever you fravel
Inflight Entertainment
Seating

Staying Connected
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Lounges
Chauffeur-drive
Young Flyers
Emirates A380 Hub
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Emirates Executive

Services by Flight

First Class Private Suites on our Emirates A380s

Home + The Emirates Experience



InThight Entertainment
Seating

Staying Connected
Dining

Lounges
Chauffeur-drive
Young Flyers
Emirates A380 Hub
Our Fleet

Emirates Executive

Services by Flight

First Class Private Suites on our Emirates A380s

Home *» The Emirates Experience

Emirares Takes Home 2013 ‘World’s Besrt Airline’
Award 44

Cementing its place as one of the world’s leading
international airlines, Emirates has been awarded the
highly coveted ‘World's Best Airline’ award, presented by
Skytrax at the 2013 World Airline Awards.
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In addition to winning ‘World’s Best Airline’ Emirates
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