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Final Prez.



Part |
Last week & This week



Let’s look at one video



LAST WEEK’S LEARNING GOAL.:
What solution can we propose to our
end-customers?

How is it valuable to them?
How is it valuable to our client?
How does it differentiate?
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THIS WEEK’S LEARNING GOAL.:
What are we designing,
as a journey?

How do they hear about it?
How do they engage with it?
How do the “buy” it?

NEXT WEEK:
Validation & gathering evidence.
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PLUS: Check your
business goals with
your client!

Your client



Part Il
Grading & Final Prez



This is not what we teach you!

“build a web page” solution ”now it is done”
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We teach you design under uncertainty®.

Many alternati
»we need this any alternatives to

impact”

”this is how we know
we have succeeded”

get there
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* You can call it creativity as well.



”we need this
impact”

Many alternatives to

get there

“this is how we know
we have succeeded”

“this is how we know
we have succeeded”

”this is how we know
we have succeeded”

“this is how we know
we have succeeded”
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The tools & skills required
are situational
(contextual).

”we need this
impact”

No clear paths.

Many alternatives to

get there

Objective changes and
gets clearer

“this is how we know
we have succeeded”

“this is how we know
we have succeeded”

”this is how we know
we have succeeded”

“this is how we know
we have succeeded”
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Should you check with your client
the criteria for your success?
The value you are providing for them?

“this is how we know
we have succeeded”

“this is how we know
we have succeeded”

Many alternatives to o
”this is how we know

we have succeeded”

”we need this
impact”

get there

“this is how we know
we have succeeded”
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Grading = packaging

~80 % your final presentation.

- positioning (us and the big picture)

- strategic focus

- customer transformation & value prop

- the concept that transforms the customer
- evidencel!!!

- your concept & next steps for your client
- the value of your work to the client

- clarity of presentation

~20% how you got there.
(plus points for tough circumstances etc.
minus points for obviously not doing something)
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~ Your concept vision
" (in June 20217?)

Next steps for client,
MVP perhaps?
(your proposal

for next 2-4 months) Your latest experiment




and why.

entiate, benefits to client & end user?
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ext to realize the value?

on.

ould be understandable to outsiders.
es, anecdotes, examples, big picture, repetition, simplicity...
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7 teams, 7 presentatio.}s\?._\ A Y/

20+5 min each.
DON’T GO OVER 20 MIN!

14:15- 15:05... 2 teams

break

15:20-16:35... 3 teams :
break /
16:50-17:40... 2 teams

17:55 judges’ results




Questions?
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Discover Explore Buy Ask Use Engage
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Problem worth solving

1. Currently: how do customers solve the problem now?
2. Stages: what different phases can you identify?

unsolved 3. Channels: what different channels they use? Slellcle
4. Thinking: what are they thinking in each phase?

5. Feelings: excitement, anxious, uncertain...?
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How do 1? . Why did it? . Who would?
Where should 1? . Where should 1? . What can I?
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Solution worth using?

1. Path: how would customers solve it with your solution?

2. Stages: what different phases there are?

unsolved 3. Channels: when do they interact with your service & how? solved
4. Thinking: how do you guide their thinking?
5. Feelings: how do you create positive feelings?
(NS
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Who do you want then to become?

1. Path: what is the journey planned for them?
2. Stages: what different phases there are?
Now 3. Channels: when do they interact with whom & how? Have become

4. Thinking: how do you guide their thinking?

5. Feelings: how do you create the feelings you want?
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How do 1? . Why did it? N Who would?
Where should [? . Where should 1? . What can 1?
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The richness of “journey thinking”

How are they doing it now?
Empathy, their worldview.

How to help them solve a problem?
Rational, logical, “engineering”.

How to transform them into something new?
Inspirational, empathic, rational.



Enriched Experience

Poached Experience

Touchpoints

Anticipate

Enter

@ Starbucks Experience Map

. o
.
) .
.
.
D
.
Engage

Date: 3/22/10

Eric - Repeat Customer
Purpose: To work/drink coffee

Exit . Reflect







Example of Customer Journey Map for Online Travel Agency

Stages of journey

Desire for Explore Select Book S Travel to Experience Remember
travel options Vacation travel o location vacation experience

Customer needs and activities

* Find out * Discuss with  + Discuss with « Book + Book a few « Figure out what * Arrange for « Pack up family « Create digital
about school family family cheapest reservations to pack and activities at * Plan for food photo album
vacations Discuss with  + Search flight and for dinner pack family hotel and meals « Send pictures

* Find out friends online for hotel that nearby Print ticketsand * Keeptrackof  duringthetrip to friends and
about family Read details on meets needs Find and book travel all of things Plan for family
events magazines top options of the entire a couple of information that have transportation  * Tell people

Review online family interesting Plan for been to and from about the
travel sites tours and transportation scheduled airport good and bad
Get sense of excursions to and from Post fun stuff parts

costs airport on Facebook

Expectations for online travel agency  (Customer perception of experience: Good | Neutral | Bad)

+ None - Compare + Compare + Book « None * Notify when  + None * Notify when  * None
prices of prices of cheapest flights are late flights are late
different different flight that Rebook Rebook
travel itineraries meets needs flights when flights when
destinations Book thereisa thereisa
and packages cheapest missed missed
hotel that connection connection
meets needs

Emotional state of persona

Potential opportunities for improvement
« Offersample  * Allow searches * Provide « Explore + Develop Explore Develop « Provide

itineraries for  across multiple  reviews of closing “white proactive closing “white  proactive capability to

family destinations, hotels from space” with rebooking space” by rebooking easily share

vacations e.g. lowest previous vacation based on sending based on photos,
cost options families on scheduling family traveler targeted family traveler  comments
anywhere in vacation at that includes profile offers based profile and details of
Caribbean hotels restaurants & on family itinerary

excursions itinerary °

Copyright © 2013 Temkin Group. All rights reserved. When experience matlers




Case LAATTAPISTE

Asiakasymmarryksen havainto
Remontti on kuilu, jonka yli on paastava

Suunnittelun alku
Hauskaa ja inspiroivaa...
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Toiveet, odotukset,
unelmat, mielikuvat
“koti-spa”

Ei vield ajatusta sille,
mitd muutos vaatii...

Eldma uudessa
kylpyhuoneessa

Nautinto valmiista
kylpyhuoneesta, muutoksen
tuloksena toimivampi ja
miellyttadvampi kylpyhuone seké
parempi myyntiarvo jne...

Tuotteiden valinta,

hankinta, aikataulut
Ty6lésts ja aikaa vievés...

Kohti valmistumista
Remontin loppu hd&mott4a.
Pienid ylldtyksid aina loppuun
asti, mutta lupaus
paremmasta arjesta alkaa
realisoitua...

Remonttitydn
organisointi ja
aikataulutus

Todella tydléstd ja aikaa
vievaa...

Remontti

Likaista, aikaa vievda, vaivalloista,
siséltéa aina “yllatyksia”, kalliimpaa
kuin oletettiin...




Case LAATTAPISTE

Asia
Rem

1toksen

ifa

wone seké
ne...

LIngiIdtlg, dikgdg vicvadg, vailvauuvisia,
siséltsd aina “yllatyksia”, kalliimpaa
kuin oletettiin...
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“ Ho\N
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u sell tnis?”

Mapping the Journey

Awareness

Advocate

VALUE
PROPOSITION

Continued use

First use

Interest

Purchase






Once upon a time there was

(your customer)

Every day,

(customer’s problem worth solving)

One day

(how your customer becomes aware of your service?)

Because of that,

(how does your customer get interested in your service?)

And because of that,

(how does your customer get your service?)

Until finally

(how does your service change your customer?)



Team work:

Map the journey. .
Write a short fairy tale ©
Back here 17:15

i i t



Part Il

Making the journey work
(the foundations of your business model)



Finding routes & locations

Learning about wpracticalities

Cycling 100+ km runs
Measuring my condition
Doing local overnighters

Surfing the internet
Arranging vacation time

Reading books & blogs

Doing bike maintenance -

Heartrate monltor
GPS tracker

Books
Websites, blogs

Time

Bike maintenance tools

n adventure cyclist”

Key partners

A bike manufacturer

A reliable bike shop

Strava & Polar

Bloggers, websites, Youtube
A loving spouse ©

Friends with same hobby

Park Tools



Dream for 5 minutes... and be practical.

“! want to become a...”

Key activities Key resources

What do you need to do? What things do you need?
Actions? Activities? Stuff? Documents? Information?
Verbs. Nouns.

Key partners

What activities you won’t do
all by yourself?

What resources you will not
own yourself?

Who do you need to help
you out?

Nouns.
People. Companies.
Services.



Share with a pair!



Customer Engagement

How do we get people to become our advocates? Ideation continues!

Awareness

Advocate Interest

VALUE
PROPOSITION

Continued use Purchase

First use

Key at Key resources: Key partners:

What key ces do lue proposi o our K ner )
What key activities do our value propositions \ilh it key ”,e do our value er position: i Who are 3\\17 Key Partn 'ho are curlf Y
S eetomer Our distribution channels? Customer relationships? suppliers? Which Key resources are we acquiring
! from partners? Which Key Activities do partners
perform?

Revenue streams?
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How will you keep the customer journey up & running?

Key activities: Key resources: Key partners:
Should we do everything
What key activities does What key resources does your ourselves? What should we
your customer journey customer journey require? not do ourselves?
require?
What assets we must have? Can we buy it as a service?
Once our thing is up and What concrete things we need? Can we partner up with
running, what concrete How many people and in what someone?
actions we need to do to roles?
keep the value proposition
working?
Who are our key suppliers?
Brand awareness? Contact Which Key Resources are
information of potential we acquiring from partners?
In creating Awareness? customers? Good relations with Which Key Activities we
Engagement? In key stakeholders? leave to partners?
Purchasing? In Distribution
Channels? Deployment?1st Aalto-yliopisto
time use? In Advocacy? A. Aalte Univeraity o
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Key activities, IKEA

Instead of having a furniture salesman show
customers around the store and navigate the
available choices (models, fabric styles, etc.),

Ikea uses a self-service mode, products
displayed in room-like setting, and a warehouse

for immediate pick-up.

(many of the traditional activities
are replaced by self-service)
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Solution interviews next week:

e Gather evidence (be practical)
* Prototype your value prop (build a prototype)

. Get their worldview focused with a solution



Your three biggest risks this week

Too vague
You remain too much on the higher level of "becoming”
and forget what it is that you deliver at the end.

2nd interviews go too fast
You were so focused on the solution that you forgot that
next week is your 2nd round of interviews.




hat customers are you focusing on and o
What do you want them to become? R eEE
What is the | journey you’ll take them to? ' 3
“How will your “solution” make that journey pOSSIbIe"> 33‘

" What will you do next week \




