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Who is Heart of the Customer?

We are a focused journey mapping firm.
This is what we do. It’s our focus and our mission.

&,
96% | | |
O of our business comes from journey mapping. Customer
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Recent Thought Leadership

Jim Tincher shared one of his favorite journey maps
to give us a better idea of how to bring his 10 steps
to life. Yes, it’s profoundly more sophisticated than
previous examples we reviewed. It should be.

This is a grid approach that works well as it
provides an in-depth overview of people and

the context and relationships...” Cover article on YMCA case study,

- X: The Experience When Business Meets Design Quirk’s Magazine, April 2017

X' THE EXPERIENCE WHEN

- Seeking to identify specific ways to boost loyalty and Macbeting Researsh Revies
Mappmg referrals among its radiology patients, Meridian Health
EXpeﬂel’lceS reached out to the customer journey map experts at

Heart of the Customer’”

Walkingin
their fobi

Mapper-in-Chief, Jim Tincher, and his team worked with
[Meridian] to identify several key customer personas to
focuson...”

James Kalbach

Cover article on Journey Mapping,

- Mapping Experiences, page 270 Quirk’s Magazine, October 2015
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Managing the Overall Journey is Critical

A journey is your customer’s end-to-end experience as they see it.

Companies have long emphasized touch points...but the narrow focus on
maximizing satisfaction at those moments can create a distorted picture,
suggesting that customers are happier with the company than they actually
are. It also diverts attention from the bigger—and more important—picture:
the customer’s end-to-end journey.

- The Truth About Customer Experience, Harvard Business Review

“Journeys are 30% more strongly correlated with business outcomes
[than measuring individual touch points.]”

- McKinsey Consulting




e I
Journey Mapping is Becoming Indispensable

88% 60%

of customer experience of customer experience
professionals are mapping their professionals are increasing
customers’ journeys™ their journey mapping efforts™*

FORRESTER TEMKW

GROUP

* The State Of Customer Journey Mapping, 2017 ** State of the CX Profession, 2016 7



Journey Mapping ROl is strong

ROl advantages for companies with a journey mapping program
vs. those without

Improvement in customer service costs +2 3%

Improvement in average salescycle +716%

Employee engagement +149%

Return on marking investment - 10%

Revenue from customer referrals  +71(0%
Revenue from cross-sell and up-sell +59%

Number of positive social media mentions +4.9%

Source: Customer Journey Mapping: Lead the Way to Advocacy, Aberdeen Group



But it's easy to get it wrong

Thinking of your last journey mapping ]
project, how successful was it? The overwhelming reason?

Very successful 20%

A lack of action taken.

4 15%
3 28%
2 % ~ 2/3rated their journey mapping
Not at all successful 2% aS unSUCCGSSfUI
Too soon to tell 30%







What elements are most critical to success?

* Executive sponsorship

* Graphically designed/visually appealing maps

nvolving broad cross-functional teams
nvolving customers in the process

Running a project quickly

e Sales/field involvement

* Selecting the right journey to map

« Use of customer personas




Most critical factors for Success

Practitioners: What do you see as most important for a successful journey mapping initiative?
(select up to three) n=53

Involving broad cross-functional teams

60%

Involving customers in the process

53%

Selecting the right journey to map 43%

Executive sponsorship 32%

Use of customer personas 25%

Customer verbatims 17%

Sales/field involvement - 8%

Graphically-designed/visually appealin
p y-designed/ y app g -8%

maps




Most critical factors for Success

Practitioners: What do you see as most
important for a successful journey mapping
initiative?

5 Critical Journey Mapping Questions:

Involving broad cross-

. 60%
functional teams ?

1. What is the business problem or
opportunity?

What is the right journey?

Involving customers

. 53%
in the process ’

Who is the right customer?

What is the right approach?

Who's on the team?

AR S AN

Selecting the right
journey to map

43%




-

5 Critical Journey Mapping Questions

You can't drive RO
@ without a clear target

Business
Problem or
Opportunity




3 Common Categories for CJM Business Problems or '
Opportunities

Something is : New CX
New opportunity o
broken capability
e Loyaltyissue e New development e New CX program or
e Negative feedback e Website update leadership

e Survey drivers e New survey platform

15
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5 Critical Journey Mapping Questions

Select the Right Journey
to Create the Right

@ Change

Right Journey




Most participants mapped multiple journeys

Which types of journeys did you map?

(select all that apply) n=57

End-to-end customer journey 60%

Setup/onboarding
Product/service usage
The purchase process

Customer support

Pre-sales/awareness




5 Critical Journey Mapping Questions

A Journey Map of
Everybody Sometimes

@ Tells You About Nobody

Who is the
Customer?




Role of personas

Practitioners Vendors
Had existing Developed
personas/segments we 38% personas/segments as a 83%
used for JM part of the JM process
Developed Clients had existing
personas/segments as a 31% personas/segments we 15%
part of the JM process used for JM

No, we did not use o No, we do not use o
personas/segments 27% personas/segments I 3%
Don't know 4% Don't know I 4%




5 Critical Journey Mapping Questions v

Use the right research
methodology to discover

@ the true experience

What is the
approach?




Peak-End Rule

“The Peak-End Rule: the [experience]
] ] THINKING,

rating was well predicted by the

average of the level of pain reported

DANITEL

at the worst moment of the
experience and at its end.

21



Who experienced more pain?

101 PATIENT A 107 PATIENT B
E 81 E 8- /)
L i 1 )
- = /
= - / /‘
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z z ///
£ 24 £ 24 //
o, o.
N7/ —— 0 /// ,
0 10 20 0 10 20
TIME (MINUTES) TIME (MINUTES)

Patient A Patient B




&,
Use the appropriate research methodology

Research varies depending on the journey and the customer.

Guided in-office interviews Great for B2B o S
In-home contextual Powerful consumer-focused
interviews methodology Q
Virtual interviews Work well for either B2B or B2C R
Digital or mobile Most common for consumers, but @ ez
ethnographies also in specific B2B journeys
Focus groups Typically used only as a secondary

methodology
Surveys Often used in healthcare and

financial services
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5 Critical Journey Mapping Questions v

Use the right research
methodology to discover

@ the true experience

L DT ED T D

team?




Who was on the journey mapping team

. 78%
Customer experience
I 52%

67%

Customer service/technical support
71%

o)
Marketing 61%
82%

. 59%
Operations
73% In-house

549 m Consultants
Sales/field representatives _

75%

46%
Customer insights/market research o

86%

[0)
T 30%

59%

[o)
HR /%
37%







A deliberate process ensures success

K

9,

Discovery
Discover what is known today

Kickoff
Review existing research
Stakeholder interviews
Hypothesis Workshop

Typically 3-5 weeks

Protocol development
Research (methods vary)

Typically 4-8 weeks

Action
Drive customer-focused change

Journey map(s)
Research report
Action planning

Typically finishes in 3-4 weeks

27




N
MERIDIAN

*HEALTH

Engage Your Patients
and Stop the Leakage

| | Mappmg
Case Study from Mapping Experiences Experlences

Heart of the
Customer



Situation at Meridian

Faced with significant leakage in their advanced radiology services, Meridian reached out to
Heart of the Customer to better understand today’s patient journey, and to identify
opportunities for improvement.

%,
‘e
o
Discovery External Validation
¢ President interviews ¢ Protocol Development ¢ Follow up validation via e Final report
e Review existing research e Diary Study Meridian Sounding Board e Journey Maps
¢ Hypothesis Journey Map e Physician Interviews online panel e Action planning
Workshop e Office Lead/ Coord.

Discussions
e Patient Immersion
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Seen-lt-All Stanley

“Focusing on two of the journey maps HotC created for Meridian -
those representing patients on either end of the experience
spectrum - illustrates the unique value of customer journey
mapping. On one end, there’s Seen-it-all Stanley, a heavy healthcare
user whose familiarity with ‘the system’ tempers both his
expectations and his anxiety level. He knows to leave a little extra
time for parking, can relax and enjoy watching TV in the waiting
room until he’s called in, and knows when he can expect his test
results. Minor inconveniences or delays don'’t faze him because he
knows he’s in good hands. Meridian has already earned his loyalty,
and needs only to maintain the high level of service it already
provides to keep it.” - from Mapping Experiences

Mapping
Experiences




Seen-It-All Stanley

The Experienced Patient’s Journey

Opportunities to Impact the Experience at Meridian Health

MERIDIAN

HEALTH

Seen-it-all Stanl ey EXPERIENCE FACTORS Stanley knows how radiology works, and trusts his QUOTE "Jersey Shore Is 'my” hospital. LEGEND
hospital to do right. All my records are here, and 1 trust
Age €5 ‘them. Sometimes I'm told 1 should go —— Median level o rmﬂw .
Background Cancer survivor; heavy user of health care ANXIETY - ' . . somawhere else, burt | come back here. of satisfaction dotorminas hoow the patient
——— CoeTtan with thal Journay.
Imsight Stanley represents a core patient for Meridiam Health: e ) ) ) ) 'It u;ualh- :"I:'e‘;t myfappcl:almrr:nttl: R o '
a heavy healthcare services user who has learned to t t t t o I':n?ui;:ﬂ‘? e day. IF It's less than that, I ey ) Friction Foine
navigate “the system.” He trusts and appreciates the ) ) ) . . : e
care provided to him and his family. His expectations HERLTHCARE SAMVY ! ! & ' -
are tempered by an abundance of experience. ! : : N £
—— Pre-appolntment Drive & Arrive I Procedure I Follow-up I Cutcome -]
TN WD T BT X
Staniey Is daustrophable,
and as he readles for Nis exam,
he begins to feel nenvous.
me}g;ig;:ﬂm The taoh notices and otfers
Likkes that the TV |5 on : him music and a warm blanket Once done, Stanlay Stankey walts 3 weak
He walks up to 10 pass the time. Walts about the Mets a5 and says she'll be talking to Qets dressed and Tinds betore calling his
Staniey needs his He: knows parking the reglstration 20 minustes past his they haod bark. him throughaut the exam. s owr weay aut. He aoor—its not REsults are nagative— [Glsd that's done ]
wll be 3 hassle, 50 appointmant tme. wesieally this kong. Stanley’s refleved. for ancther year.
anmual MR He gets e plans for that get the results. yeal

the prescription
Trom hils doctor.

| TOLEHPOINT ANTERACT O |
<
L

Stanlay wants to go to ISUMC
Ha makes the appointment
himsed, which Is easy. HIs
Insurance, however, requinas
F‘E—HU‘m, and Is a hassie for
him znd his MD. Finally, It gets
approved.

i “I'm ratired! | have all

=1 had my cancer taken i = Call was quick; mayme ! “llearned long ago 0 I kniew to pre-reglster, H | “The staff hare Is 50 ! *l counted the songs i =My doc |s affillated i "My doc normally calls i “Fmlucky. Eversince my | 1 have no reason to
w care of at Jersey Shore, | 2-2 minutes.” i notto park in the | 50 Cherk-In Was Smootn | thetime In the work. | endly. They aways | Uil my tech told me | owith shore so | MEInacouplecfdays. | cancerscarefvelbeen | goamywhare glsa”
T and they've taken i | ramp. | hawe a spedial | and sasy.” | Beskies, I'mfrom Mew | say 'HI'when they | we were haltway | hegetsmysansand | Did hefind something? | clean.” [
E qgreat care of my family. i place | go cut back.” i | YOk We're used to | seeme Once,sheeven | through. Thenlknew | tha faport” | Inatewalting.” 0 0
o Wy would | go ! i i | walting for everything.” | noticed Itmy birthday | how many songs|had | i i i
z anywhare glsa?” | i i i | Was coming up, and et | can hear her i i i i
! 1 ! 1 ! wihed me a Happy 1 through the music, ! 1 1 1
! I ! I i Elrthday.” | wihlch Is great.” ! ! ! !
WVERSION DATE
Heartof the ——
8 4.23.2015 Customer Praparad by Haart of tha Customar Aprd 3915




Newbie Natalie

“On the other end of the spectrum is Newbie Natalie, who is
‘learning the ropes’ as she navigates Meridian’s Radiology services
for the first time. Understandably, Newbie Natalie is more nervous,
which magnifies the negative impact of friction during any
touchpoint in her journey. Parking difficulties get her visit off to a
bad start, and not knowing when to expect her test results
unnecessarily adds to her already elevated anxiety level. As a result,
even though she is satisfied with the treatment she receives, and
even though those kinds of problems are unlikely to recur on
subsequent visits, they negatively impact her overall experience.”

Mapping
Experiences




Newbie Natalie

The New Patient’s Journey

- MERIDIAN
Opportunities to Impact the Experience at Meridian Health HEALTH
NEWbl e N ata | ie EXPERIENCE FACTORS Matalle has little healthcare experlence overall, QUOTE "I wish they'd have helped LEGEND
Including advanced Imaging, so she's anxlous. me a bit more with where to go,
Age 34 and with what to expect. | was o Median level o Maoment of Truth
Background This Is Natalle's first time for an MRI, so she's a bit ANKIETY : : & : surprised how much | had to figura of satizfaction e e
anxlous about It out on my cwn.” ---— Matalie’s Route continues with thair journay.
Llarg ! i ! ! -
Insight Matalie’s doctors office printed out some \WebMD Satisfaction up ﬂ Friction Point .
Ani Intaraction t
pages about MRIs to help her understand what to HEALTHCARE SAVVY ¢ @) , . , , | sstisfaction down . —
EIPQCL 1 2 3 4 5
Pre-appolntment Drive & Arrlve Procedure Follow-u Qutcome
— peo A T
T ey Sy e ST SN 1 M ST Y
Onece the scan is over,
Matalle can't find a Natalie changes.
place to park, and The tech walks her
Isn’t sure about the to the door.
valet. After driving Her tech lets her know
around the lot for a ger
wihlle she finds an ineg waill £k MHatalle inds her way
open spot. :{_";3;:'9 "HBHLW evenyihing wil take. back to her car and
= the team at the fromt goes home.
E desk Is gassiping.
g
£ F
i -
% “*'h 3
o
x
o
2
[=]
= should call the hospital
L of her goctors. A few
Gays o by Does sne Four days later, her Matalla Is ha)
il tha hospital or b .
Nataliz m:‘ﬁ:;r mmp_"“p orner dodtor calls her back she's okay, m‘ﬂ.as
dn-ctnq.IMuHsher Matalie first g=ts  fist from her Her tach walks her back, 1o say that everything no raason to selact
o schedule it san. insurance prowides, then googles il radio] explaining whatwill ias e Filvarvle naxt tmes.
the locations on the list. ogy- happen. He answers her
Riverview has 4 stars, so she cils questions as if itwas the
there and a few other places. first time he had heard
Riverview calls her back very them.
‘quickly, so she schedules there.
-Mydoctor didnthelp | “Hsesmedstrangetome | “I'veneverbsembere | <This place i in the | -Wow, howunprofes- | “Ifeftmuchbetteronce | “Everytimelstarted | "Onetheprocedure | "S0.Mowwhat?Fmnot | CIdreally Bketoknow | ~Theywere fine butl
" mefind a place atall. | that only one hospital | before. Which | basament?” | sonal. Didimakethe | |waswiththetech. He |  gettingnervous he | wasover |guessitwas | Surewnattodomext™ | thateverytninglsckay” |  might iook around a
T They justgavemea | calledmeback Butthey | entrancedoluse?” | | mghtdecision coming | wasvery profesional | Mediedinand kept | Just done. 1 | | Wttle more If | ever need
g script.” | saemed really nice on i i | hera?* i andkind.” | meencouragad.” i i i | another scan.”
1 ! the phone, and they i H i H ! i i | |
E | wers ciose to my house.™ | 1 : : i : : E :
i i : i i | i i i i
WERSION DATE
Heart of the teridian 2015

8 4.23.2015 Customer Fraparad by Haart of the Customar April 2015




Driving Change

“That finding was key to determining where to focus future
customer engagement efforts, because Natalie won’t be a Newbie
for long. If her first experience is peppered with uncertainty and
inconvenience, regardless of how minor, she will have little
incentive to choose Meridian next time around. So therein lay
Meridian’s greatest opportunity: meet Natalie's needs today, so

that she can transition into a loyal, satisfied Seen-it-all Stanley

tomorrow.” :
Mabbi : appmg
- Mapping Experiences :
bExperiences

James Kalbach

34



High-Maintenance Holly

The Anxious Patient’s Journey Case

Opportunities to Impact the Experience at Study
i i i EXPERIENCE FACTORS Holly Is quite anxious about her health. She Is a very QUOTE "The tech asked about my left LEGEND
ngh Malntenance HO"Y Informed health care consumer, without a lot of trust In the system. side. How would she know that's where
Age i It hurt? What Is she seeing? Why doesn't | —— Medaniot Q) MomentotTran
Background Accesses advanced healthcare services regularly, having ANXIETY + + @ + she tell me? | spent the weekend datarmines how the patient
experienced a serious health event, which she still worrying, and drove my husband crazy == Holly's Route e .
belleves was not handled as well as it could have been. TRUST @ + + + + wondering what the results could be.” M sistacionup () Friction Aot
that
insight  Holly Insists on being a partner In healthcare decision- | ex rucase savvy ) , ° ) B e
making, and feels that her Involvement Is critical to the 2 < 3 e g
right decisions being made.
T Pre-appointment Drive & Arrive Procedure Follow-up | Outcome = 1

e S S - =

[ﬁemn [Shernlmmdl

OMC, where all her and is toid to be there
records are kept. 30 manutes early.

I TOUCHPOINT/INT ERACTON I

{ . v ; v
“Iknow the doctor will | “When | scheduled, they | "Why isn't there better | *If someone was not | *The extra walt ime just | "1wish I'd have known | *How wouid the tech i "1think they sala my *My husband was so “Ihave a 2-gay rule It | "Iwish the system
mbm?.pre | had to take ol of my | perking?Andsome | there to help me, | | made memoreanxious. | abouttneV.ldontilke | Kknow that'swherethe | have frustrated with | mydoctordoesn'tcall | worked better | don't
where | jon over again. | sgnswould benice.” | would never havefound | Iflcan‘tbe ISminutes | needies, and | dlan't | painwas?Whatisshe | resultsinadayortwo. | Questionsthathetold | mewithin two days | | know how | feel about
Ir;mn' | Thatdoesn't make ' | myway" | late thennelthercan | understandwhatthat | seeing? There mustbe | ldon‘tunderstandwhy . e to call the doctor | keep calling until they | the haspital.”
| sense to me; | was just i i ioyou* i was for. If I'd known, | something there.* i they can't just gve | fustthingonMonday | gweme my resuits” i
H n&ew;u!m_l&lmz ! 1 couks have mentally 1 them to me while I'm © and ask him what ' '
| Why don't their computers prepared.” 1 ! there. ! theyfound * H 1
| talk to each other?” { } ] { ! ! i

VERSION

o ‘ ”Heart of the

4.23.2015 Customer
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