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DE TU EMPRESA
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Ir de la mano de la pyme y auténomos para
ayudarles en su transformacidn digital.

Pymes ¥ autonomos. Multisectorial.

Lineas de actuacion

de la Oficina de transformacion
digital “Acelera Pyme” _
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Juan Gomez

*Digital Transformation Leader en Seidor
‘Director de Creatividad y Estrategia Digital
‘Emprendedor Capitan Briefing




OFICINA
I N GENIEROS

Acelera ' INDUSTRIALES
pyme ) I

Webinar: Experiencia de
usuario (UX) y diseno de
interfaces (Ul)

Programa:

«Como poner la experiencia de cliente en el centro de
tu estrategia para mejorar los resultados.

Por qué adoptar metodologias de disefio podria
suponer una ventaja competitiva para tu organizacion.
‘Descripcion de los conceptos basicos y metodologia
de trabajo para un proyecto de diseno digital.
Aprender a liderar un proyecto de diseno de un
desarrollo digital.

«Conceptos basicos como: ABT, BTF, Header, Footer,
CTA, Diseiio Visual, Tipografias, Filtros, Rejillas, Menu
Navegacion, Buscador, etc...

‘Investigacion y comparacion.

Estructura y organizacion.

Diseno de bocetos y prototipos navegables.
*Realizacion de pruebas y tests.
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First, a confession...
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We, as consultants, make DIGITAL
TRANSFORMATION PLANS.

To recommend companies to take actions
In technology, processes, strategy, people,
innovation, marketing and data.

And we NEVER take in consideration the
customers.

And companies don’t care.
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WHY?




My assumption,
companies and
consultants presume that
CX is only about digital
design (for an App,
Website, Software, etc.)



HELL NOT
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What is customer experience (CX)? '
Customer experience (CX) refers to how a
business engages with its customers at
every digital or physical point of their
relationships & buying journey—from
marketing to sales to customer service and
everywhere In between. In large part, it's
the sum total of all interactions a customer
has with your brand.
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Positive customer experiences include
well-targeted marketing campaigns, \
products well ordered on shelves
easy-to-purchase-from ecommerce sites,
simplified buying processes, products
ordered on shelves, self-service customer
service options, the ability to connect with
company representatives anytime,
anywhere, through any device and the smile
of an employee when serves you.



CXIS ABOUT
BUSINESS, NOT

DESIGN
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¢Qué profesionales de empresa suelen estar en
los equipos de CX? '

Diseno Negocio




Wi ir
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We asked practitioners which team most commonly owns (i.e., leads,
facilitates, or initiates) service-blueprinting projects. We found that
design teams most commonly own service-blueprinting initiatives,

followed by product/project management, and research teams.

BUT NOT: LEADERSHIP, MARKETING, SALES OR CUSTOMER

SUPPORT

WO PR M e G GiTEN OWTiE "I|i;|.||'.l|'||_ eads. facistates or mndtiateds)

service-blusprinting projects
[Please check all that appiy ]

T ol

I rganization, who participates in a service-blusprinting project 7

I EaseE chack all that appdy. |




WHY SUCH A
CONFUSION?

DESIGN IS A WAY FOR
CX, NOT A GOAL
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:Qué empresa espanola creéis que es lider en
CX? '

L ]
-




Mercadona scores highly against the criteria that def

a good instore experience — helpful workers, clean
stores, and a quick and convenient checkout — and has
been p1|ur!--=:ul.z|r15,F well-rated for the ease with which
customers find the products they are looking for. This
along with a fcur:us on reducing friction and maximising
trust through private brand quality across categories,
allows Mercadona to offer the ideal experience for their
customers

Country #retailers  Highest RPI

Australia

Kalea

Getmany
France

1tily
Por tugal
T el el
Spain
LIS

Canada

TESCH e 1AL B bl T

Mercadona: numero 5 del retail mundial
gracias a su estrategia basada en la
experiencia del cliente

Pillar 1

Pillar 2




OTHER CONFUSION?

UX & CX ARE VERY
CLOSE, BUT ARE NOT
THE SAME.




DEFINITIONS
UX & CX
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Both UX and CX are crucial for brand success. Both
bring attention in different ways to the work of designing
more considerate products and experiences—so what’s

the difference between the two, and how do they
complement each other?




Ve a www.menti.com y utiliza el codigo 4856 6312

;Qué disciplina trata temas mds amplios?
‘Q 3
CX
5]
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What is user experience (UX)?

User experience focuses on the people that are directly
interacting with a singular product or service. The product is
most often a mobile app, website, or some sort of software.

[=—=n

_:!jJ
o)
1=
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What is user experience (UX)?

Topics like information architecture, visual hierarchy,
navigation, and learnability are at the forefront of the UX
design process.

- Ux DESIGN """""""""

f’f%rhlﬁﬂp YG@

INTERFACE NAVIGATION STRUCTURING  DESIGN HCI USER RESEARCH USABILITY ACCESSIBILITY
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What is customer experience (CX)? g

Customer experience, or CX, casts a much wider net and encompasses all of

the interactions the customer has with all aspects of a company—including a

specific product within a brand or a specific service they provide. In this way,
CX sort of envelopes user experience.
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What is customer experience (CX)?

CX takes into account the customer’s perception of an organization’s
advertising strategy, brand reputability, customer service, pricing, delivery
methods, product usability, and the general sales process.

i CUSTOMER EXPERIENCE g___,:

|
! |
wa Lfa' Qef) ' ?“J ﬁ M* (&)

R (DS FT@ FER

Advice Support Mind Quality Competence HELP Satisfac'tmn Service




DIFFERENCES
UX & CX
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User experience designers focus mainly on a user’s interaction with a single
product, while customer experience designers are focusing on the
consumer’s experience with the organization as a whole.

UX CX
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Keep in mind that the “user” UX designers are studying is not always the
consumer or purchaser. For instance, let's consider a CEO purchasing a
certain software for his employees to interact with and use daily. A CX
designer would take into account the CEQO’s experience researching and \
purchasing the software, while a UX designer would focus more on the
employees interacting with the software itself.
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Both types of designers conduct lots of in-depth research, but UX designers
tend to get well-acquainted with smaller amounts of people or individual
personas, whereas CX designers are surveying larger groups.

UXx CX
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UX designers spend most of their time designing digital or non-digital
products, observing users when they interact with that product, and
designing ways to improve it based on user feedback. A CX designer’'s main
goal is to boost overall brand perception and increase customer loyalty; they ®
are usually coming up with better ways to market, better ways to
communicate with customers, and better ways to design enjoyable
customer experiences overall.

Ux CX

STARBUCK: .
| R. EI W ﬁ;!-_ & T ','_:_.-_?- FE]
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UX designers use metrics that look at the usability of a product and how
users rate their experience interacting with it. They are often looking at app
store ratings, reviewing usability testing results, and recording how
consumers describe their experience using a product or service. CX use "
metrics like churn rate, retention rate, customer lifetime value (CLV),
customer effort score (CES), and net promoter score (NPS). These tests are
mostly measuring customer satisfaction as well as customer loyalty.

UX CX

SALTLL
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Differences between CX and UX

Mot this Mot even this

Kinda like this Ideally this

Perfectly this

-ﬁ".':- =
f _
G \:Jgr"' \

nl’eﬁ

'-

'.u'
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Topics about CX and UX

CUSTOMER SERVICE

ADVERTISING USABILITY

BRAND REPUTATION INFORMATION ARCHITECTURE
SALES PROCESS INTERACTION DESIGN
PRICING FAIRNESS ~ VISUAL DESIGN

PRODUCT DELIVERY CONTENT STRATEGY

USER EXPERIENCE USER RESEARCH




LEVELS
UX & CX
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Interaction Level \
Interaction-level experience is what is commonly understood as the focus of
UX and is concerned with designing the experience of a single interaction
that a user has with a company to perform a task. Most UX designers work
at the interaction level: they design the interface for a website or an
application.

Filing a claim form on an insurance
provider’s website
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Journey Level \
The next level of experience is the journey level. A customer journey Is the
end-to-end process that a customer goes through in order to_complete a
goal over time. This process may use multiple devices and interaction
channels (e.g., web, desktop or mobile apps, email, online chat, phone).

Filling a claim
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Relationship Level \
The relationship level (aka the customer experience) focus on the lifetime
experience that a person has with an organization and his cumulative
impression as a patron of that organization: all interactions and journeys
between that person and the company.

. . . Purchasing a policy

= (= — Filling a claim
=A =) { |
_,/; ﬂ Renewing a policy
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;Qué porcentaje de beneficio en una empresa crees que se ““u

puede aumentar con un buen CX?

1-2% 3-4%
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IMPORTANT FOR CONSUMER

Experience Impacts the Bottom Line, for Better or Worse

62, 20 72 67
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;Qué porcentaje de compaiias crees que dicen que  “**™*

el CX es vital para ellos?

6
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IMPORTANT FOR COMPANIES

1)




SUCCESS
CASES CX




NETFLIX

K
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NETFLIX

their favorite shows with its autoplay feature
N automatically starts the next episode arte

one endas. In adaaition, Nethix olfers neiprul
B i=Talaladl iy .|I.___. ..!I. . r|‘l""' v
y FeCormnimendader aiJgoriummm 1o
N l;!']:'_}'-,'_':-. T:’]L'Z"', d be
iNnterested in, t_a;l:::'r_:ij on wnat [!.r-".'-, Ve u_]|.-7¢l!1-; seen
T'I el ==t d o=} '| T T i i w Firme . _jl..._l. e §

| Nese strateqgies save viewers time ana contribute

. e i -~ LY " s 1§ = .
1O a seamiess experience. strategies like these

are paying off for the streaming giant. According

v - i & 1y + i
SUull Ddoa ealliliadles
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IKEA

[hroughout the pandemic, IKEA opened more
stores, Invested In its home delivery network and
continued to launch improvements to its app, all
in an effort to create an awesome experience for
shoppers both on the ground and online. As a
result, according to the company's annual
summary, in 2020 the company recorded $4.7
billion in total sales, including a 32% Increase In
eCommerce sales. IKEA also recorded an
Impressive 60 million visitors at its stores and had
more than 490 million visitors frequent its
website, figures that backup the eftectiveness of

its consistent CX.
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Uber overhauled it
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the convenience of the hom
1sy for users to find Uber Eat:
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billion in revenue in 2020, a 152% increase from
2019. While the pandemi yntributed to a
Increase In socletal 'appetite’ for delivery, Ubel
continued to iterate on their CX to help omers
get from A to B, or from hungry to full, without ti
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LIME

[he company has been able to record revenue

T=11aT. it d & I Wr=t dT, q’ § 1 i Tl el aTa
gains with innovations that include a "group rids

feature that enables customers to unlock multiple

vehicles so that people can ride together. And fou

SOIO riders. a reserve feature qives them the

T, ko i it = Al s oS e s s e e . W l-TaTaT w
freedom to DUTL & NOIA On a scooter In advance so

thevy wont nave to worrv about it beina taken

Y L W | ! e Il
¥ & o e 2 =4

someone else beftore they arrive. By maintaining

convenlient process, poth Lime and its customers

can keep scooting along smoothly.
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COURSERA

T - | a = . =1
| his online learning provider occasionally makes

its courses and some certificate programs free to

recognize. When the budgets of potential
customers shrunk

content a move that enhanced lovyalty and

strenqathened their brand



STITCH FIX
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When thi niine persona ||||-. QINpPally LITCI
Fix, rolled out its "Fix Preview" service to its entire
U.K. client base and to more than half its U.S
clients, customers reacted positively. In fact

Freview, which allows users to accept or reject

tems before they are ship
I 4 i i i ¥ ‘.\-| 4 T
CUSIOMe (T10O0Me= CHoOlGeE Al

purchases, In the thira qu
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i f oy :-:II-:l'hlr :-\.Il!wll..\.lII Ir I1I I

i ¥ i [ FiT ¥ | v -Illlll_“l

k LSS | LICI Y L




COSTS BAD CX
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k

¢A cudnta gente (en promedio) crees que se le cuentauna  “Meme
mala experiencia con una marca?
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&
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cQuien creéis que es mdas proclive a hablar mal
de una empresa si ha tenido mala experiencia?

Hombres Mujeres
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ANGRY MEN

A Aoy ] W siln s [ Al as b o . . b Ay ~m o~ " v el Feslll e
Vien are especially chatty when it comes to service, reports American express, with males telling

(wice as Imianvy i}--r]i}!l- 1S WOITIEl .1tJ1};|[ LNelr pDOOI CLISTOME! experience (£1 comparedad (@) -[}]
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REVIEW READERS

87% of consumers read online reviews for businesses and brands.

k| kK aax XKKK e
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¢Cudl es la puntuacién minima en una puntuaciéon de 5 s
estrellas para no perder clientes?

0 0 0
1 2 3 4 5
estrella estrellas estrellas estrellas estrellas
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:Qué porcentaje de posibles compradores pueden WA
abandonar su deseo de comprar si tienes malas opiniones
en Google Search Results?

20% 0% 90%

be




number more than -'_r'g[al.-

L8

:"ﬁ_ Karen W.

- 0 friend

A negative online review

4 BAD REVIEWS

% when four or more negative articles about a bra

. 1/27/2012
LS
| am so disappointed. | feel like | was just held up. | got a
$10 caesar salad to go-What a rip. Terrible, boring
dressing. 4 boring, no flavor croutons, powder cheese. |
had to go home and use my own lemon wedge and
anchovie, and find some dressing to put on the dreadful
thing. There is no service there, but he has the tip jar
pretty dang prominent. He definitely convinced me to not
try anything eise there

Was this review ...1

Useful 13 Funny 6 == Cool 2

A Mentimeter

could cost a business as many as 22% of potential customers. That

=lale i ™
i|.'|.-|.":'.:.|1..lll.| in
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jHas llegado al final de la presentacion!
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Instructions
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www.menti.com

Introduce el codigo
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T'here is significant romanticism over the
customer experience in the market today.
You’'ll hear recommendations to delight
customers regardless of cost, implying the
more you invest in customer experience, the
greater the financial return. In fact, the
relationship between customer experience
and financial return is much more complex.
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:Crees que tener una CX demasiado buena
puede traer malos resultados econdémcios?

ol No
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:Crees que tener una CX demasiado buena
puede traer malos resultados econdémcios?

) &

8-

5

Si No
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It’s no secret that failing to meet your
customer’s expectations can have serious
negative consequences. However, exceeding
customer expectations can also negatively
impact profits. Often, the cost of delighting
customers exceeds the potential value it can
generate. In their efforts to surprise ad
delight customers, organizations can
generate higher-than-necessary operating
costs, which can also result in profit loss.
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Economic value 1= lost Customer
when experience fails Experience

lost revenue
nod share

Y

+1X

Customer
i Expectations

Economic value
Economic value lost whe -
maximized whe! inificantly exces
] experience are ir nigher tha
alignment operating costs.*
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;Creéis que las empresas gestionan bien el asen
aspecto econdmico del CX?
Fe
Si
b
1)
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;Creéis que las empresas gestionan bien el it
aspecto econdémico del CX?
x O
Si
h
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Do most organizations manage the economics of

the customer journey effectively? Unfortunately, no.
For many organizations, investments in improving the
customer expenence doesn't generate enough value,
provide an acceptable return on investment (ROI) or
promote consistent and sustainable organizational

processes.
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Manage by metrics

Create an affectva business case based on financial
maasumnes (Nat Rave 8 oroven ESsociation with cCustomnmar

X Eence

Recognize true benefit potential

Generate an accurate astimation of the benafit potantial |

possible from customer axperence Wl

Gain clarity on costs

Obtain comprehansive data on customar axpernance

COSTS Bcoruad BCross the organizalion

Align organizational support for success

Lonsider the organizationa! effort required 10 support

Customear axpananca
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IMPORTANT FOR REVENUE

Customer Satisfaction, Retention, and Lifetime Value Are Linked to a
Journey-Based Approach

80




PHASES OF AN CX AUDIT*
FRAMEWORK

VISION
TECHNOLOGY
OPERATIONS
EMPLOYEES
EMPATHY MAP
CUSTOMER JOURNEY
EXPERIENCE MAP
BLUEPRINT
MOMENTS OF TRUTH

—
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TRADITIONAL ORGANIZATIONS

Most companies were built to support the

traditional experience of doing business In person

or over the phone. Decades of investment in
operational structures created silos of
responsibility within the organization to handie the
various arms of the business. As these

ervices via digital

digital-product

- s . e v LT . o P i
groups 10 their operatonal inirastructure. but,
! R | iy gy SR Rl B E, ol donle i dk . el
intortunaielyv. a slno-pased inrastruciure 1s noi

flexible enough to address customers

expectations for smooth interactions across all
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CX FOCUS AREAS

e Vision and strategy: Committed

leadership invested in a long-term and

CX
Focus
Areas

NN /g TECHNOLOGY

defined customer-focused strateqgy

e Employees: An organizational structure
with an established network for
collaboration across teams,
departments, and silos

e Operations: New processes and

procedures designed to foster
collaboration and work across

VISION &
STRATEGY

S f ®

OPERATIONS

functional groups toward a shared
vision of journey-focused experience
design
e Jechnology: A technical infrastructure
EMPLOYEES that supports crossfunctional
operations and journey-focused
customer-experience management
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2. VISION

QUESTIONS TO ANSWER

Is our company vision focused in customers?
Do our company know our customers
satisfaction?
Are our leaders qualified to focus in customers?
Do our leaders really know our customers?
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e AUDIT STATEMENT

The company statement will serve to create focus and commitment among leadership
roles ana to align all employees around a unified strategy and guide them in choosing

customer-focused strategies in their day-to-day jobs

Ritz-Cariton vision statement is “to inspire life's most meaningful journeys.” The
company is all about the fun and satisfaction of the needs of the clients.

https.//mission-statement.com

T R snn B B owt o e A Y T T T - o haw R o e min ko
Ritz-Cartton Mission and Vision Statements Analvsis

&
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¢ CUSTOMER SATISFACTION AUDIT

T.‘ 'llf-_]l'f--. Zlgle h"‘l]'h

Customer Satisfaction Tools

« Net Promoter Score.

» Live Chat.

« Social Media Mentions

« Marketing Emails.

« Short Message Service (SMS)
« Churn Rate.

« Follow-Up Surveys.
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e AUDIT LEADERS

Surveys & Personal Interviews

hitps://customerthink.com

5 Essential Qualities of a Customer-Centric Leader

5 Essential Qualities of a Customer-Centric Leader - 1. Empathy - 2.

Envisioning - 3. Storytelling - 4. Collaboration - 5. Agility

hitps://customerthink.com
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CUSTOMERS KNOWLEDGE

part of sustained business success I1s know

ey want. Atter all, it a customer doesn't feel appri

Isn't going to stick around for long.

10 THINGS YOU NEED TO KNOW
ABOUT YOUR CUSTOMERS:
. Who they are
- What they do
- Why they buy
. When they buy
. How they buy
- How much money they have
. What makes them feel good about buying

. What they expect of you
. What they think about you
0. What they think about your competitors
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S FeT = | 7= b= - i~ - & o | S
an iast iong without Its owner understanaing the

wclated
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3. TECHNOLOGY

QUESTIONS TO ANSWER

Do we have channels to show customers
what they look for?
Do we have tools to provide customers
what they need?

&



A Mentimeter
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DIGITAL ECOSYSTEM
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TECHNOLOGY ARCHITECTURE

A technoloqgy architecture is the conceptual model that defines the structure,

behavior, governance and relationships between hardware, software, networks,
] = = ey . . . A - ey . - " : e e o,
data, human interaction and the ecosystem surrounding our busiNess processes
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CHMV, automation marketing, logistics geoiocalization, payment getaways, |
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- Enterprise : : A
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Quality Strateqy j—l’thﬂecture

. Organization Processes
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. Application
-, Architecture | : +, Architecture :

Information : "

Architartira




4. OPERATIONS

QUESTIONS TO ANSWER

Are our company processes focused In
customers?

"
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5. EMPLOYEES

QUESTIONS TO ANSWER

Are our employees empowered?
Are our employees collaborative?
Are our employees agile?
Do our employees really know our customers? *
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EMPOWERED EMPLOYEES

Ihe first thing you must evaluate to ensure customer satisfaction is that your
employees truly have the abllity and the autonomy to provide the pest service

possibie




d Mentimeter

COLLABORATIVE EMPLOYEES

N . . | & " b oo o 4 ; WT, & sl o P iil o | " = " | b ' . ;
\ collaborative team IS a group of individuals who share common beliefs and work

towards common goals. Collaborative team members spend time discussing what
they hope to accomplish as a team and set team and individual goals for reaching

§ | — 4 T
LAl VISION




AGILE EMPLOYEES

cross-functional group of people that
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6. EMPATHY MAP

QUESTIONS TO ANSWER

What do our customers say, think, do and fell
about us?

*
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EMPATHY MAP

Definition: An empathy Nndp 1S d 1001 used 10 articulate what we Know apout a
particular type ot user. It externalizes user knowledge In ordel

understanding. and 2) aid in decision making

EMPATHY MAP

SAYS THINKS

i)
./

DOES FEELS




EMPATHY MAP Example /if
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7. CUSTOMER JOURNEY
QUESTIONS TO ANSWER

What goals have our clients (purchase,
complaint, return, etc.)?
Which phases do our customers follow to
achieve their goals ?
Which touchpoints use our customers in their
phases? \



CUSTOMER JOURNEY

| | I 111010

product. It's u
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CUSTOMER JOURNEY MAP

O SPECIFIC USER + SCENARIO + GOALS

PHASE 1

PHASE £

PHASE 3
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CUSTOMER JOURNEY MAP Example

DEFINE

1. Review currant

JAMIE

Scenario: Jamie needs to switch her current mobile plan
she wants & plan that can save her money without having

Lo Sacrfice U Emge ks

plan

E Di“ﬂﬂ BErRMaTers ‘Fl}l

T gy pl.rl

COMPARE

3. Warches commareial an

v

4. Researches companwes
and offers on consumer
reports webarte

5. Usaes current carrar
webante tool to compare
options

EXPECTATIONS

® Clear online information
* Ability to compare plan breakdowns

# Friendly and helpful customer support

NEGOTIATE

. Calls eurrent earniar to
tell them sha s shopping
around

-.F {::":. :nrrputitnr: o
see what they can offer

SELECT

8. Decides on a new plan
.:II'IL‘E Ci"'\ Cuslormer !-I'.I-r"-ul'il.'ﬂ

to switeh Servics
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8. EXPERIENCE MAP

QUESTIONS TO ANSWER

Which emotions have our customers in every
phase?

&
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EXPERIENCE MAP

Definition: An experience map is a visualization of an entire end-to-end experience

that a "generic” person goes through In order to accomplish a goal. 1his experience

IS agnostic of a specific business or product. It's used for understanding a general

iuman penavior (as f.‘.'f,;’.'l!'_j.“.l"l’_i 1O a customer jaurney Imdap, which IS more F'.;_ia":f_iifll.'f andad

focused on related to a specific business).

EXPERIENCE MAP

PHASE 1 PHASE 2 PHASE 3

Y.
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9. BLUEPRINT

QUESTIONS TO ANSWER

How do our company respond to every phase of
the customer (vision, tech, employees,
processes)?

&



service plueprint

props (pnysical or digital eviaence),

Blueprints are instrumental

A Mentimeter

BLUEPRINT

Wil=1R1[-= - = 4 3 1AL IT .__\._.' - I 1 wlen g | +-'.,'. - £
visualizes the relationships between difierent sel

oI

[} |_‘.{:."!'|7'Jii':p-; SCenarios spdanning manyv s

Blueprinting i1s an ideal approach to experiences that

SERVICE BLUEPRINT

EVIDENCE

CUSTOMER
ACTIONS

FRONTSTAGE

BACKSTAGE

SUPPORT
PROCESSES

compor Ients i_=:-*['_:1_2=|-'_ :

that are directly tied 1o touchpoints in 2

anca []' DCBasS5aE,

[c customer journey

are omnichannel. invol

touchpoints, or require a cross functional effort (that is, coordination of multiple departments).
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BLUEPRINT 4 Mentimeter

A service blueprint visualizes 1

s the relationships between «

props (physical or aigital evigdence), and

| different service components — people,

processes — that are directly tied to touchpoints in a

specific customer journey.

Blueprints

Blueprinting is an ideal approach to ¢

g are Instrumental in complex ¢

scenarios spanning many service-related ofterings.

= bl |

xperiences that are omnichannel, invoive multiple

touchpoints, or require a cross functional effort (that Is, coordination of multiple departments).

SERVICE BLUEPRINT

EVIDENCE

CUSTOMER
ACTIONS

FRONTSTAGE

i i@ S FEEESEETEEEEEEEEEE RS E RN

BACKSTAGE

SUPPORT
PROCESSES

hasssssssEeeeEs s eEeeEEEeEEEeeeESEES S |
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O SPECIFIC USER + SCENARIO + GOALS

CUSTOMER
JOURNEY PHASE 1 PHASE 2 PHASE 3

MAP

CUSTOMER
ACTIONS

CUSTOMER l
THOUGHTS +
EMOTIONS j

EVIDENCE

CUSTOMER
ACTIONS
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SERVICE
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Ve a www.menti.com y utiliza el codigo 1208 4659

;Cudntos meses como mdximo crees que se pueden "
dedicar a hacer el blueprint de un sélo objetivo de un
usuario con una compania?




% of
participants

A0%

2 MONTHS

Time to Complete a Focused-Experience Service Blueprint

2 2-4 1

weeks wesks month
Time spent

conducting research

week g

1-2 34
weeks weeks

Time spent
creating the blueprint

4%
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Ve a www.menti.com y utiliza el codigo 1208 4659

;Cudntos meses como maximo crees que se pueden B
dedicar a hacer todos los blueprint de una compania?

a8




N

GO}

% of
participants

0%

6 MONTHS

Time to Complete an Entire-Experience Service Blueprint

1 1-3 3
it h manths months
Time spent

conducting research

% fhan Morw han
1 1-3 E |
manth moanths monihs
&
Time spent

creating the blueprint
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10. MOMENTS OF TRUTH

QUESTIONS TO ANSWER

Which phases are critical for our business and
need an action?

L]



MOMENTS OF TRUTH

Moments of truth (M
an opinion about the brand I1s form

customers either tall

e Find the weakest part of th

. N d

e Indthe moments

[S where your service r'=_;'J||*.#.- ~1all

B . S B e e - i . T T ’
l-'-ili.”!L.-I represent the points In a cusio

ne customel i'-‘..'l'..l!'l.”,' dald

mer |journey when a

%

| In love with your product or turn away

=1aTd

other stages.

ed. In simple words, these are the touch

|r-|_a{ rl.

» aANca aither reintorce them
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MOMENTS OF GLORY

A Mentimeter
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.\[

expectations of our customers auring a certain interaction,
where they may experience difficulties and need help. The
moments of glory can occur at any stage of your journey,

although their intensity will vary

Ad bl = K. o L S T . R — e e ~
Al the “First visit™ stage, receiving a aiscount coupon
can be considered to be a moment of glory

e At the "Post-purchase” stage this would be calling

up customers and asking It they need any help with

e or offline business such as a cafe this could be
when customers are ormeraed a free darink whnile

. X
waiting for their order.




MOMENTS OF PAIN

d Mentimeter

Moments of Pain happen when the experience is so bad

that the customer goes on Twitter and tells the whole

world about it. This could happen when the sales re

ignores them or when the support rep acts inappropriately

and being rude to the calling customer.

The good news is you can transform negative moments

INtO a positive customer experient

e Let'ssay vou had to wait too

vou receive a ‘Sorrv card’ with a discount for

next oraer.

food cafe, and along with apologies from the w

ong for your order in a
valier,

VOul
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Beneficios
Break even
Satisfaccion

-1 O >» TV <

LOW COST
HIGH IMPACT

LOW COST
LOW IMPACT

COSTS

Tiempo
Recursos
Inversion

HIGH COST
HIGH IMPACT

HIGH COST
LOW IMPACT
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Something went wrong.. Relood
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Something went wrong.. Reload

LOW COST 3 HIGH COST

M HIGH IMPACT . HIGH IMPACT
P x
Beneficios
Break even A .
Satisfaccion C LOW COST : HIGH COST
LOW IMPACT . LOW IMPACT
T
£
COSTS

lempo
HRecursos
Inversion




GOALS BLUEPRINT



Discover

A blueprint acts as a treasure map th:
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Create opportunities

Or when the business has a huge opportunity to differentiate themselves.

9 - Amazon Locker continues delivery innovation for
customers all over the globe




Blueprints identify
-.l_-J -E IL:. | Tl-l."lir "-II| .I‘:II'}:: _.|1 il:J-

& i | clala | o -
NOIrk and nighlights

Eliminate redundancy

opportunities

]
s | ] |

for |

W I-_I.I..

-

where internal processe:

Something went wrong.. Reload

ization by providing a map of each acto

1 T g . .
ualization often surfaces duplication of

3 can be streamlined (by having two

S collaborate or by consolidating actors and actions).

No tiene sentido su uso
habiendo otras
alternativas



Coordinate future changes

Blueprinting communicates vision and strategy for a complex service. The blueprint

Decomes a singie source ot truth across gepartments and aisciplines. Al parti

ference the same visualization and thus can make informed, coordinated gecision

Click & Go: Salacting Store Modea within the Zara app lals

shoppars check in 1o any store, showing only the

products and sizes avallable in that specific location In

real time. Alter browsing, a Click & Go featura enables

usérs o purchase items in-app for collaction in 30 minulas

via an on-screen QR code




Coordinate future changes

Blueprinting communicates vision and strategy for a complex service. The blueprint

pecomes a single source of truth across departments and disciplines. All parties

afarence the same visualization and thus can make informed. coorainated aecisions

at align to the igeal state of the service.

Click & Go: Selecting Store Mode within the Zara app lets

shoppers check in to any store, showing only the

products and sizes avallable in that specific location in

real time. After browsing, a Click & Go feature enables

usars to purchasa items in-app for collection in 30 minutes
via an on-screen QR code




CX PHILOSOPHY &

CULTURE







And an on-going culture.

DEFINE

» Understand current pain points
* |dentify opportunities

* Align on areas of focus

 |deate new processes
* Prototype future changes

* Measure potential impact

IMPLEMENT

A

* Communicate changes
* Single source of truth for everyone

* Benchmark against vision







Something went wrong.. Reload

Thank You For
Watching
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Somathing went wrong... Relood

Thank You For
Watching
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“Don’'t trust a digital agency that first
shows you some designs of how your
website is going to look like.”







“The eternal struggle between Traffic and

Conversion”

What's your funnel shqf







“Sectors with more website problems”

Sourcy: BOG amd Ry Lr

MNota: Larmpie e 151 weebaites with a totad of 4.5 miliblon UHLS




"Most common errors”

Source: BCG and Ryte analysis.
Mote: Sample includes 351 websites with a total of 4.5 milbon URLs. Apparent discrepancies in percentage totals are due 1o rounding




1 SECOND
10% EFFECTIVENESS
DIG MKT

1 MEGABYTE
7.5% EFFECTIVENESS
DIG MKT

Assuming 1 million potential visitors, the
decline in future visits when load speed falls
IS precipitous; every additional second costs,

on average, between $3,000 (for food and
grocery sites) and $9,000 (for business and
industrial) per month. In terms of marketing
spend, this translates into a 10% reduction in
effectiveness. Every additional megabyte in

page size amounts to average losses of
between $4,000 (food and grocery) and
$14,000 (business and industrial) per month,
or the equivalent of a 7.5% reduction In
digital marketing spend effectiveness.
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PHASES OF AN UX / Ul PROJECT
Research or investigation
Organization and structure

High level sketches and prototypes
Trials and tests

Application in design




RESEARCH







AN EXAMPLE OF THE ANALYSIS
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e Find the differences
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“Alexs, mudstrame
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Fire TV Stick Lite
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'here is a lot that goes into doing a thorough UX competitor analysis,

analysis consists of two basic phases

KNowing how 1o research properily an

1Id understand exactly what i

Synthesizing that information before act

.-

it at its heart, a competitor

nformation you are looking fo
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User Expernience (UX) & User Interface (Ul)
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BusSiness
Requirements

User requirements

User
Requirements

System Requirements







FUNCTIONAL vs NONFUNCTIONAL
REQUIREMENTS

Functional requirements Nonfunctional requirements

Objecltive Uescribe what the produclt does Uescribe how the progduct works
=nd result Ualhine product fealures Uelme product properties
FOCUS FOCUS On user requirements Focus on user expeclations
Locumentalron Caplured in use case L-aptured as a quality attmbute
Essentiality They are mandatory 'I'H'f:,. are not mandatory, but desirable
Usually gefineg by developers or ather

Drgin type Usually dafined by user
[&Ch experts
Parformance, usability, secunty testing

. iC. Tested
gic Tested after functional testing

Component, AP, Ul testing, etc

Testing
' beforea nonfunchonal testing

external interface, authenticahon Usability, relability, scalability
parformance, @ic

authorization levels, busineass rules, eic

qltgxsnft
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Traditional empathy maps are EMPATHY MAP

split into 4 quadrants (Says,
Thinks, Does, and Feels), with
the user or persona in the
middle. Empathy maps provide
a glance into who a user is as

a whole and are not THINKS

chronological or sequential.

NN/g




Think and feel. What matters to the user?
What occupies her thinking? What worries
and aspirations does she have?

Hear. What are friends, family and other
influencers saying to her that impacts her
thinking?

See. What things in her environment
influence her? What competitors is she
seeing? What is she seeing friends do?

Say and do. What is her attitude towards
others’” What does she do in public’? How
has her behaviour changed?

Pain. What fears. frustrations or obstacles is
she facing?

Gain. What is she hoping to get? What does
success look like?

PAIN

HEAR?

TH |'|~I|i:'_'£|_~m FEEL?

SAY AND DO?

SEE?

GAIN



Empathy maps should be
used throughout any Digital
UX process to establish
common ground among
team members and to
understand and priontize
digital user needs. In
user-centered design,
empathy maps are best used
from the very beginning of
the WEBSITE design
process

DIGITAL

EMPATHY MAP

DIGITAL
REVIEWS

SAYS

DOES

DIGITAL
PURCHASE

DIGITAL
MATURITY

THINKS

FEELS

DIGITAL
CONFIDENCE

NN/g



Brand & Products reviews
Social media opinions
Online Complaints

Online Recommendations
=ic.

Average digital ticket

Kind of Online Products
Purchased

Online Purchase Frequency
=t

DIGITAL
EMPATHY MAP

DIGITAL DIGITAL
REVIEWS MATURITY
SAYS THINKS
USER
DOES FEELS
DIGITAL DIGITAL
PURCHASE CONFIDENCE

NN/g

Tech Devices
Digital Expertise
Digital Environment
Eic.

eCommerce trust

Online purchase satisfaction
Online purchase
recommendation

Digital Payments

Etc.




User journey
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Busca Navega ‘ Encuentra

producto producto oferta




Surveys v ik




Header & menu.
Navigation bar
Search bar
Images.,

Videos.

Website content.
Configurator.
Footer.

Filters.

Sorting.

Layout.

Social Media integrations
Logo.

CTA.

Blog.

Forms.

Etc.

shopping cart
Log In/Sign Up
Deals

New collection
Blog

Wish list

Language/ currency change .

Popular product
Fopular seller
Testimonials
Subscription

Terms and conditions
FAQs

About Us

Contact us

Chat option

Etc.

form



Interviews
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User personas




(Google
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PHASES OF AN UX / Ul PROJECT
Research or investigation
Organization and structure

High level sketches and prototypes
Trials and tests

Application in design




ORGANIZATION AND
STRUCTURE
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User flows




As a <user role>

I want <goal>

so that <benefit>.
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Tasks (combined features)

-Step 1: Login page 100.0%
-Step 2: Homepage 1/7.47%
-Step 2: Shopping cart 44.76%
-Step 3: Shipping 38.73%
-Step 4: Payment 28.37%
-Step 5: Final preview 19.97%

Product Possible task

Smart-speaker app Setting up a new smart speaker
Ecommerce website Making a purchase with 1-click purchasing
Mobile-banking websile Updating contact information

B2B-agency website Submitting a lead form

Mobile puzzle game Solving one puzzle
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PHASES OF AN UX / Ul PROJECT
Research or investigation
Organization and structure

High level sketches and prototypes
1Trials and tests

Application in design




HIGH LEVELS SKETCHES
AND PROTOTYPES
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W Sketch

Welcome to Sketch

. New 10 Sketch?
. Join our Newsletter
. Get Sketch Mirror
. Join Sketch Cloud
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PHASES OF AN UX / Ul PROJECT
Research or investigation
Organization and structure

High level sketches and prototypes
Trials and tests

Application in design




TRIALS AND
TESTS




Heat Maps

HEATMAP
Tracking Tools
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e Heat Map Benefits

e Reaching important content or failing to see it

e Finding and using a page's main links, buttons, opt-ins, and ClAs
e Getting distracted by non-clickable elements

e EXperiencing




Example

A sharp change alerts you to the fact that a significant percentage

of users has F;h_:[_;;_wul crolling afte aching a specific point.
5 (which | way above average) Is an
excellent social ;::r::nc:zt element for []r'{Z}E_;IZ]Ei{Z:tI'~,-’|'.-'_': candidates, but 80%

of people who get on the page will never kKnow about it.

20.8% OF VISITORS REACHED THIS POINT




Example 2

See that lonely, un-clicked ‘play’ button in the middle of both heat maps? The desktop
one Is particularly revealing: out of almost 7,000 recorded clicks, 3 (three!) were on the
Video.

And If the video Itself had contained unique, valuable information that was not replicated
in writing elsewhere on the page, this click map alone would give your UX team enough
proof that the page needs fixing.




Example 3

A higher percentage of readers moved their cursor to that
image than they did anywhere else on that page. What
does this tell us? For one, it indicates that this section has

captured a lot of people’s attention, so we could consider

expanding it or creating a standalone page in the future.
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Think aloud







Lavoul

1o run a basic thinking aloud usability study,

you need to do only 3 things:
Recruit representative users
Give them representative tasks to perform

ohut up and let the users do the talking.

| e paricipand has roable Dimding the advanced search buiton on
the catalo@mie s |||'-||'.-.;i'-.'._'._'
IThe participant cannol locate the mames of co-authors in the

catalogue™s result list

I erminology | he participant does not undersiand the meaning of the term *limits

he participant dees nol understand the meaming of the lerm

‘Truncabion

L¥ata entry | e partcipant has trouble using the boolean opeoralors

I'he pariicipant does nol know how o ender dales in ihe "year box

L ormprehensi veme ss Aulhors memes are messne i the resull sl

[ b help funcuion offers information only in English, not in Dutch

Feedback Fhe catalogue als fo provide an ermor notice when the partcipant

makes a misiake

| he catalogue fmls to ibhicale how s results are sorted (byv vear

puthor, ¢ )



APPLICATION IN
DESIGN
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COLORS
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TYPOGRAPHY

Typography represents 95% of your website. We need to choose the sizes of all
titles, compare them with each other and arrange them in the right hierarchy. The

hierarchy goes as follows: H1, H2, H3 and so on.

Lorem ipsum dolor sit ametl, consectetur adipiscing et
Cras dapibus vulputate diam eu pretium. Mauris elit orc,
ultricies id fermentum vel, porta et eras. Vestibulum
condimentum lectus in convallis feugiat. Sed vulputate
fringilla felis. Aliquam ut arcu et dui feuglat scelensque eu




GRID

On our website we also need to determine a grid for the content and other
elements, such as pictures and graphics to helps us maintain the consistency of

the visual image.
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PHOTOS

When it comes to photos, we need to be careful about their style and colors.
Pictures can contain a colored filter or a gradient, they can be monochrome, they

could contain text on the background, etc.
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BUTTONS

We also need to choose the look of the input fields and the stvle for secondan,

and primary pbuttons.

Material Button

=
it
3
=
]
)
-8
s
]
£










Thank You For
Watching



