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Metoa 9. Customer Journey Map

Customer Journey Map — Lie Alarpama, Ha aKir 300paXyIOTbCH KPOKM, SKi 3AIMCHIOITL KOPUCTYBAY AAS PeaAi3aLlii neBHOT QYHKLIT MPOAYKTY,
a TAKOX BKA3YKOTbCA PI3HI XapaKTePUCTUKIM B3AEMOAIT KOPUCTYBAYIB 3 MPOAYKTOM Ha KOXHOMY KPOLLI: eMOLii KOPUCTYBAYIB; iXHI KOMEHTap!;
NPOOAEMIN BUKOPUCTAHHSA MPOAYKTY; IHCAATW.

CJM onmncye B3aEMOAIKD 3 MPOAYKTOM 3 MOTASAY KOPUCTYBaYa, QOKYCYETHCH HA eMOLIHMX Ta MOBEAIHKOBUX aCNeKTax KOPUCTYBAAbHULBKOMO
AOCBIAY.

Aornomarae 3p03yMiTit, 9K KOPUCTYBAY B3AEMOAIE 3 MPOAYKTOM Ha KOXHOMY €Tarli MOro LLAAXY, MOYMHAKOUM BIA NEPLLOTO 3HANOMCTBA AO
MOXAUBUX MPODAEM UM AOTAGAY.
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Metoa 9. Customer Journey Map

A\Ba PIZHOBUAM KapTW:
1) “as-is” CJM (kapTa ®aKTUYHOTO MaApLLUPYTY KOPUCTYBAYa)
2) “to-be” CIM (kapTa ManbyTHbBOrO MapLLPYTY)

Narrative

Transcribing

Insights

Time

Step 1

Action Verb

Action description

Think aloud

Step 2

Action Verb
Action description

Think aloud

Step 3..

Action Verb
Action description

Think aloud

Step 1

Action Verb

Action description

Step 2

Action Verb
Action description

Step 3..

Action Verb
Action description

Self-reflection from Self-reflection from Self-reflection from Insights Idea 2 Thee's Idea 7
Tlea Idea 3 Idea 4 Thad
the first person the first person the first person , y L
— / 7
= & & = = ©
— © m—m

Idea 2
Idea 1

Idea

3

Idea 5
Idea ¢

CJM AAQ aHaAOora abo NMPOAYKTY, LLO YAOCKOHAAKETHCH

CIM AN POAYKTY, LLIO NMPOEKTYETHCA
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Customer journey map

Benefits

-0
“ NLp .<\~o:="0 - O-'&\

Understanding of step by step process
towards the customer/user goals

=

E:3 )

KA

i i Listing key task
Insightin cus:tomer i .g y Identify key pain points along the way and
thoughts, emotions, and interactions on every : s
R : convert them to improvement opportunities
motivation stage of the journey

https://uxdesign.cc/ultimate-guide-to-customer-journey-mapping-ux-tools-series-b973ca442213
[MoTpatukosa A. B, XHEY
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Thinking
& feeling

X

Touchpoints
& tools

Termplats by
Tasas Dakusevych

@windmill
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Fill in - Step 1

Setting the stage

&

Customer Jjourne; y map

FIRST TIME VSING VBER TO GET TO THE OPERA

-

Sconario and Goals

SUTAN WITH WER WUTBAMD
WAULD LIKE TD VNIT TNE OfEeA
HOVTE AFTER WORK, AT IT IS SN
THE OAPOTITE 5108 OF THE TOWW
THE DECIMED TO VIE A TR TD

GET T ERE

e o’
Stages

523
%

Doing

o
Thinking
& Feeling

X

Touchpoints
& tools

ﬁ”/ O

As-lIs To-Be
e ]

Define journey lens, current
state vs future state.

Chose persona or user - Describe the situation
who experiences the and goals that the
journey journey map addresses

by Taras Bakusevych
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Fill in - Step 2

Define the phases

Customer journey map

FIRST TIME VSING UBER TO GET TO THE OPERA

As-Is As-to-be P DownLOAD -
T s M H EHE M H
________________________________ > > >

0 > > > d 2
""""""""""""""""""""""" ) > ) )

v/ The easiest way to start is to define the first
and last stage and start filling once in-between.

X Don’t create too many phases. Break the

journey into meaningful chunks

by Taras Bakusevych
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Fill in - Step 3

List actiohs

r journey map

doing /V

ST TIME VUSING UBER TO GET TO THE OFPERA

DownLoAD -
AR
REGISTER
REGISTER, A/
ENTER
Discovee NAME,
AVAILABLE PHONE
SERVICES NUMBER
Provibe
DOWNLOAD

AND INSTALL

CREDIT CARD
DETAILS
THE APP

Orber
>

Flup OVR
(4
T:f:ﬁ:‘“ APPLICATION
Gg
app B e Tsma
%QE THE papp

* Don’t be too
granular

v Listing key action
required to get to
next stage

by Taras Bakusevych

10
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Fill in - Step 4

Add Thought & Feelings

= \gﬁ :5 _)A”

22, LAWYER

Scenario and Goals

SUSAN WITH HER HUSBAND
WOVLD LIKE TS VISIT THE OPERA
OUSE AFTER WORK, AS IT IS ON

SIDE OF THE TOWN

Déing
o O

Thinking
& Feeling

x

THE APP

HOPEFULLY, 4/

THIS WILL BE
BETTER THAN
ORDERING A
Hesim ur
TAX! BY PHONE
UWhey
mWDMI‘ HEp

/' PETAILS

 _rh

v/ Thoughts & Emotions
are linked to actions
we take

N8,

X Emotional curves are
often too subjective
and meaningless

by Taras Bakusevych

11
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Metoa 9. Customer Journey Map

Fillin - Step 5

|[dentify touchpoints

snario and Goals

SUSAN WITH HER HUSBAND

WOVLD LIKE TO VISIT THE OFPERA

HOVSE AFTER WORK, AS IT IS ON

THE OPPOSITE SIDE OF THE TOWN

SHE DECIDED TO VSE A TAXI TO

GET THERE.

TOYKWM KOHTAKTY

Thinking
& Feeling

X .
Touchpoints
& tools

TYT HABOAATBHCA BCI LMPPOBI UK Gi3NYHI BIAEMOAIT 3 IHLLIMMM

BETTER THAN
ORDERING A

TAXI BY PHONE Hestmmur
Whigy
PROVIDING. gg
PETBILS
GOOGLE
SEARCH APP sToe

5

oy

IHCTPYMEHTaMU, AIOABMM Ui CEPBICAMM.

y 2

&
/‘«f‘ N
‘ (\. : ,,/;

/ Identify key touchpoints
with people, services,
and other tools

\
S

X Don’t include all that
happens backstage.
This is not a service

blueprint

by Taras Bakusevych

12
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Fill in - Step 6

Proceed phase by phase

[1icA9 3aBepLUEHHS NepLloro ctoBnugd Gasw (etany) NoCAIAOBHO
NepexoAbTe A0 BCIX HACTYMHWMX €TaniB.

Customer journey map

FIRST TIME VSING VBER TO GET TO THE OFPERA

As-Is As-to-be . / LOAD
— Q & Wm % Y | Cuoocswe 3y | OrbERwNG A ) GELBTE Sie > ARSIVAL
b REGISTER DESTINATION Xt Xt
Stages
CURRENT CHECK A
‘?:ﬁ:m % LocATION AVAILABLE 4
st BLE PH o8 MANUAL DaIVERS
. . = T
CHOOSE THE
PAYMENT
o
N Provive ENTRE SELECT b
] DowwLOAD  CREDIT CaRD e N FARE AMD
47 WSTALL DETAILS HovsE oYL %
Persona i "':“ APP ADDRESS DESTWWATION va;;':i—
SusaN Doing
32, LAWYER
How can
HopeniLy, I avd
‘: :) W,mmum" T ween 10 ADDITIONAL Nl::/:/‘:::\:u
ORDIRIG A PICK UP MY Sroes? WIS wiee
«® a2y oowe AT NUsBAMD asT?
- - wnen ALONG THE
Thinking e war
Scenario and Goals . e
& Feeling v
SUSAN WITH HER HUSBAND \ 4
WOULD LIKE TO VISIT THE OPERA v
Sao‘g,m
p C s \ 4
HOVSE AFTER WORK, AS IT IS ON lovse 3 MEETNG o
Arp SToRs ™E MY b oI 4
THE OPPOSITE SIDE OF THE TOWN - AN A s oo \ 4
Touchpoints LT
SHE DECIDED TO VSE A TAXI TO
& tools

GET THERE.
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Fill in - Step 7

|[dentify the pain points

FIST TIME USWIG VBER T5 GET T8 THE GPERA .-.‘.-.
v . S —— , =g EgERSEy

As-Is As-to-be . m Sty >7 ;7 7 e by L
Stages | REaTER ey e | S - X Don’t create a
6 e .- separate row for
. . » e pain points
Persona z’; m ovtes "’M"""" k
SUSaN Doing b
32, Lawree PrOVIDING CREDIT
CARD DETAILS
Q PURING THE
Thinking ey gy
;‘:"'m’: G.::... & Feeling concERNs
—_— K v Use red dots to vot
= Touchpoints i OLeOR
s Sl the biggest pain points
.. @Windmil and describe them if
needed

by Taras Bakusevych
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['eHepYBaHHS IAE LLIOAO TOT0, AKI GYHKLIT Yv MOCAYTH

Fill in - Step 8
MOXHA BMNPOBAANTY AAA YCYHEHHS BUABACHUX MPOOAEM.

Find improvement opportunities

Customer journey map

FIRST TIME VSING UBER TO GET TO THE OPERA

v | 0

As-ls As-to-be o B DownLoAD
ELE & Moo Mo
Stages

2
Persona

SUSAN Doing

32, LAwYER

©

& wamue  ABILITY TO
Thinking e pugecms  Tiia? sraecne
TO ADD FUNSH MY WORK

Scenario and Goals L MULTIPLE (4= pcrv

& Feeling Barieey i

STOPS ON THE
SUSAN WITH HER HUSBAND ks
WOULD LIKE TO VISIT THE OPERA
.@OR,”‘.

HOVSE AFTER WORK, AS IT IS ON Hovse wini 6oooLE MEETING usoe

X L@ wma @ e e oo R
THE OPPOSITE SIDE OF THE TOWN e e ‘ PR 0 sosuessss Ao cormhs s <ar e

Touchpoints or Lou @ “oare amr
SHE DECIDED TO VSE A TAXI TO AW Locanon SAvG. wrni

& tools DESTINATION CTHER vsERs

GET THERE.
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Torl DownLoAD : \
@ 0’ ARP Y u‘mﬁa > B
REGISTER
Stages -
Piscovee
AVAILABLE

SERVICES

o pesme sy
Doing
Woreie,
How Mucy
(®) ™S wiee
.0 e
Thinking e
4 MULTIPLE (4=
& Feeling Prilprom
MAPS TO AIND
'%f' o .

Touchpoints
& tools

RIDE

T WANT TO 58T
WP TIME, 50 A
TAXI (5 WAITING  ABILITY TO

roe e wieh T <eT SPECIFIC

nME
erle
MeETG quet ™
PuouE cacr SENwe, aswane
ry T THE DRIVER s e W’M“‘
AM CoMine T2 CAg AR
PICK Jipm EUABLE TRip o e
. F‘.- v A :
OTNER vsees
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Metoa 9. Customer Journey Map

CUSTOMER JOURNEY MAP Shopping for a New Car

EMOTIONAL ERIC

CONSIDER
1week

u - |n

1. Sees TV commerical for a 3. Explores site and looks at
website, YourCarNext.net, all vehicles in his budget
which helps people shop
for vehicles; visits the
website

EXPLORE
2 months

4. Creates account; saves
favorite cars in wishlist

. Sees ad on Facebook

N

5. Downloads mobile app
while at his office

“Wow that website looks
great for car shopping!”

“I like that | can save
cars and a listis
automatically made”

“I’'m disappointed by the
quality of some listings...
very few photos.”

“This website looks
much different from
the commercial.”

“This mobile app
is missing alot of
features.”

“I might miss the

Ericis an emotional car buyer. He purchases based on aesthetics and status.
Scenario: Eric recently moved to the area. He is shopping for a car that is fun
to drive and dependable enough for use for everyday commuting.

COMPARE
1 month

8

6. Reads Consumer Reports
and reviews; keeps a
spreadsheet to compare
cars

7. Consults with trusted
indviduals

8. Constantly checks site for
new options that meet his
criteria

EXPECTATIONS

* Ability to compare cars and their breakdowns
* Good photography with closeups, inside and out
* Video overview of car with demonstrations

TEST
2 weeks

80

9. Selects a set of cars he
plans to test-drive

10. Looks up location of each

dealership on Google Maps

11. Visits dealership; fills out

lead card, discusses
process with sales person,
drives car, discusses more;
repeats process for each car

12. Discovers he can take notes

about each car he drives in
the app

13.

14.

15.

16.

“I love that | can take
notes about these cars

7

\.

“I'wish all car dealerships were
shown on a single map, so |
can plan my route.”

~

perfect carif |
don’t check the !
; : through competing
site multiples
: 5 resources. | have to use
times a day »
a spreadsheet.

\/_/

“It’s difficult to narrow
down options and parse

in the app. So helpful!”

“Why does it take sooo long
to test drive a car? | wish |
knew it was going to be
procedural and salesy.”

NEGOTIATE
1week

-

Decides on a car

Gets financing terms, total
price, monthly payment
from salesperson

Researches more,
specifically about price

Makes a competing offer
and buys his new car

“I’m so happy with
my new car!”

“Iwonder if  can get
a better deal?”

NN/g

1. 3BEPHITb YBary Ha MOMEHTU Y MPOLLEC
POOOTH, KOAW OYIKYBAHHS He
BUMPABAOBYHOTHCA.

Epik NODAUMB PEKAAMHUI POAUK CaNTy
yournextcar.com no TEAEBI30PY, LLO
BMAVHYAO Ha NOr0 OYIKYBAHHS BIA CanTy.
300PAKEHHS Ta NPUKAAAN, BUKOPUCTAHI B
DEKAAMI, AEMOHCTPYBAAM PIBEHb AETAAI3ALI
Ta QYHKLIOHAABHOCTI, HEAOCTYMHUN AAS
MOr0 PErioHy Ta aBTOMOOIAIB, SIKI BIH
NeperAsAaB Ha CanTi. 3 LIET TPUYMHM NOrO
OYiKYBAHHS HE BUMPABAAAMCS, LLIO BIAPA3Y
BUKAMKAAO MPODAEMU Y MOrO B3AEMOAIT 3
LIIEK KOMMAHIEHD.

17
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CUSTOMER JOURNEY MAP Shopping for a New Car

CONSIDER
1week

u

1. Sees TV commerical for a

website, YourCarNext.net,

which helps people shop
for vehicles; visits the
website

. Sees ad on Facebook

N

“Wow that website looks
great for car shopping!”

EMOTIONAL ERIC

Ericis an emotional car buyer. He purchases based on aesthetics and status.
Scenario: Eric recently moved to the area. He is shopping for a car that is fun
to drive and dependable enough for use for everyday commuting.

EXPLORE
2 months

=N

3. Explores site and looks at
all vehicles in his budget

4. Creates account; saves
favorite cars in wishlist

5. Downloads mobile app

while at his office

“I like that | can save
cars and a listis
automatically made”

“This mobile app
is missing alot of
features.”

COMPARE
1 month

8

6. Reads Consumer Reports
and reviews; keeps a

EXPECTATIONS

TEST
2 weeks

80

9. Selects a set of cars he
plans to test-drive

spreadsheet to compare

cars

7. Consults
indvidua

8. Constantly checks site for

new opti
criteria

“This website looks

much different from
the commercial.”

“I’'m disappointed by the

very few photos.”

quality of some listings...

“I might miss the
perfect carif |
don’t check the
site multiples

10. Looks up location of each
dealership on Google Maps

with trusted
ls 11. Visits dealership; fills out
lead card, discusses
process with sales person,
drives car, discusses more;
repeats process for each car

ons that meet his

12. Discovers he can take notes
about each car he drives in
the app

13.

14.

15.

16.

“I love that | can take
notes about these cars

a N

“I'wish all car dealerships were
shown on a single map, so |
can plan my route.”

\. \/_/

“It’s difficult to narrow
down options and parse
through competing

in the app. So helpful!”

“Why does it take sooo long
to test drive a car? | wish |

knew it was going to be
procedural and salesy.”

* Ability to compare cars and their breakdowns
* Good photography with closeups, inside and out
* Video overview of car with demonstrations

NEGOTIATE
1week

-

Decides on a car

Gets financing terms, total
price, monthly payment
from salesperson

Researches more,
specifically about price

Makes a competing offer
and buys his new car

“I’m so happy with
my new car!”

“I'wonder if I can get
a better deal?”

resources. | have to use

times a day”
SEER—

a spreadsheet.”

NN/g

2. BUSBITb BYAb-AKI HEMOTPIOHI TOYKY
AOTUKY Y¥ B3AEMOA]i

B X0AI LbOT0O NpoLecy nokynku Epik
BIABIAYE BEO-CalNT OaraTto pasiB Ha AEHb,
LLI06 NOBAYMTH HOBI aBTOMODIAI, LLIO
BIATMOBIAQHOTb MOTO KPUTEPIAM, AO
NPOAAXKY. Taka NOBEAIHKA CTBOPKOE Y Epika
HEeMnOTPIOHUI 3aHEMOKOEHHS | 3DIAbLLYE
3YCUAAS, 9KI BIH BKAQAQE B MPOLEC, 33
DAXYHOK AOAGBAHHA BE3AIYI HEMOTPIOHMX
TOYOK KOHTaKTY. YourNextCar.com CAIA
BPAXyBaTV Lie | MOBIAOMAATK Epika npo
AOAABAHHSA HOBMX aBTOMOOIAIB,
N030aBASAOYM MO0 HEOOXIAHOCTI MOCTIRHO
NEPEBIPATU CanT.

18
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CUSTOMER JOURNEY MAP Shopping for a New Car

CONSIDER
1week

u

1. Sees TV commerical for a
website, YourCarNext.net,
which helps people shop
for vehicles; visits the
website

. Sees ad on Facebook

N

“Wow that website looks
great for car shopping!”

EMOTIONAL ERIC

Ericis an emotional car buyer. He purchases based on aesthetics and status.
Scenario: Eric recently moved to the area. He is shopping for a car that is fun
to drive and dependable enough for use for everyday commuting.

EXPLORE
2 months

=N

3. Explores site and looks at
all vehicles in his budget

4. Creates account; saves
favorite cars in wishlist

5. Downloads mobile app

while at his office

“I like that | can save
cars and a listis
automatically made”

“This mobile app
is missing alot of
features.”

COMPARE
1 month

81

6. Reads Consumer Reports
and reviews; keeps a
spreadsheet to compare
cars

7. Consults with trusted
indviduals

8. Constantly checks site for
new options that meet his
criteria

EXPECTATIONS

* Ability to compare cars and their breakdowns
* Good photography with closeups, inside and out
* Video overview of car with demonstrations

TEST
2 weeks

80

9. Selects a set of cars he
plans to test-drive

10. Looks up location of each
dealership on Google Maps

11. Visits dealership; fills out
lead card, discusses
process with sales person,
drives car, discusses more;
repeats process for each car

12. Discovers he can take notes
about each car he drives in
the app

13.

14.

15.

16.

“I love that | can take

-
“I'wish all car dealerships were
shown on a single map, so |

~

notes about these cars
in the app. So helpful!”

“This website looks

much different from
the commercial.”

“I’'m disappointed by the

very few photos.”

quality of some listings...

“I might miss the

\.

can plan my route.”

perfect carif |
don’t check the

site multiples .
: 5 resources. | have to use
times a day »
a spreadsheet.

“It’s difficult to narrow
down options and parse
through competing

\/_/

“Why does it take sooo long
to test drive a car? | wish |

knew it was going to be
procedural and salesy.”

NEGOTIATE
1week

-

Decides on a car

Gets financing terms, total
price, monthly payment
from salesperson

Researches more,
specifically about price

Makes a competing offer
and buys his new car

“I’m so happy with
my new car!”

“I'wonder if I can get
a better deal?”

NN/g

3. B3HayTe ToYKM 3 HanbIAbLLIMMY
NpoOAEMaMK

HalHWX4MA piBEHb NnepexmBaHb Epika
BIAMOBIAQE €TanaMm nopIBHAHHS Ta
TECTYBAHHS.

1. CanT He AonoMir Epiky NMOPIBHATK Ta
3BY3UTV BUDIP, 3MYCUBLLIM NOrO CAMOCTIMHO
DO3POOUTU PYUHUI NPOLIEC.

2. CaiT AO3BOAMB MOMY CKAQCTVM CMIUCOK
LLIKaBVX aBTOMODIAIB, aAe TXHE
PO3TALLYBaHHA HEe DYAO NMOKa3aHo Ha
EANHIV KAPTI, TOMY EPIKY AOBEAOCS CaMOMyY
LLIVKATW HaMKPALLMI CNOCIO MOAMBUTUCS iX
yCl.

3.HapeLwuTi BIH He OyB roTOBMI AO MEPEXOAY
3 CanTy B aBTOCAAOHW. BIABIAYBAHHS
ABTOCAAOHIB MiA YacC TeCT-APaBIB

BUSIBUAUCS AOBLLMMM, HIXX BIH O4iKYBaB.
19
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CUSTOMER JOURNEY MAP Shopping for a New Car

CONSIDER
1week

u

1. Sees TV commerical for a
website, YourCarNext.net,
which helps people shop
for vehicles; visits the
website

2. Sees ad on Facebook

“Wow that website looks
great for car shopping!”

EMOTIONAL ERIC

Ericis an emotional car buyer. He purchases based on aesthetics and status.
Scenario: Eric recently moved to the area. He is shopping for a car that is fun
to drive and dependable enough for use for everyday commuting.

EXPLORE
2 months

=N

3. Explores site and looks at
all vehicles in his budget

4. Creates account; saves
favorite cars in wishlist

5. Downloads mobile app

while at his office

“I like that | can save
cars and a listis
automatically made”

“This mobile app
is missing alot of
features.”

EXPECTATIONS

* Ability to compare cars and their breakdowns
* Good photography with closeups, inside and out
* Video overview of car with demonstrations

COMPARE TEST NEGOTIATE
1 month 2 weeks 1 week
6. Reads Consumer Reports 9. Selects a set of cars he 13. Decides on a car

and reviews; keeps a

spreadsheet to compare

cars

7. Consults
indvidua

8. Constantly checks site for

new opti
criteria

“This website looks

much different from
the commercial.”

“I’'m disappointed by the

very few photos.”

quality of some listings...

“I might miss the
perfect carif
don’t check the
site multiples

10. Looks up location of each
dealership on Google Maps

with trusted

plans to test-drive

14. Gets financing terms, total
price, monthly payment
from salesperson

ls 11. Visits dealership; fills out 15. Researches more,

lead card, discusses

process with sales person,
drives car, discusses more; 16. Makes a competing offer
repeats process for each car

ons that meet his

12. Discovers he can take notes
about each car he drives in
the app

& N

“Iwish all car dealerships were
shown on a single map, so |
can plan my route.”

%\/_/

“It’s difficult to narrow
down options and parse
through competing
resources. | have to use

times a day”
S EEER——

a spreadsheet.”

specifically about price

and buys his new car

“I’m so happy with
my new car!”

“I love that | can take

notes about these cars
in the app. So helpful!”

“I'wonder if I can get
a better deal?”

“Why does it take sooo long
to test drive a car? | wish |

knew it was going to be
procedural and salesy.”

NN/g

4. Bu3HayTe MicLA NepexoAy KaHaAIB I3
NepeLUKoAaMM

1. CnoyaTky Epik X0TiB BUKOPUCTATK
MODIABHWI AOAQTOK, aA€ BUABMB, LLIO B
HbOMY HEMAE BCIX QYHKLIN BeO-canTy. BiH
AAPEMHO BUTPATUB YaC HA 3aBaHTAKEHHS
nporpamu I BIAPa3y po3dapysascs. BiH
nepecTaB BUKOPUCTOBYBATK AOAITOK Ha
DAHHbOMY eTarni, YNyCTUBLLN MOXAMBOCTI,
aKi OYAM AOCTYMHI MI3HILLE.

2. BIH TaKOX 3ITKHYBCH 3 TPYAHOLLIAMU MiA
4ac NepexoAy BiA €Tany OHAANH-
MOPIBHAHHSA AO eTany 0CObUCTOro TeCT-
APAVBY, OCKIAbKM BIACYTHSA MIATOUMKA
MAQHYBAHHS MApPLLPYTY.

5. He ByAn BCTAHOBAEHI OYIKYBAHHS LLIOAO
B33EMOAIT 3 AUAEPCHKUM LIEHTPOM.

20
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Metoa 9. Customer Journey Map

CUSTOMER JOURNEY MAP Shopping for a New Car

EMOTIONAL ERIC

CONSIDER
1week

EXPLORE
2 months

u - |

1. Sees TV commerical for a 3. Explores site and looks at
website, YourCarNext.net, all vehicles in his budget
which helps people shop

for vehicles; visits the 4. Creates account; saves

Ericis an emotional car buyer. He purchases based on aesthetics and status.
Scenario: Eric recently moved to the area. He is shopping for a car that is fun
to drive and dependable enough for use for everyday commuting.

COMPARE
1 month

=

6. Reads Consumer Reports
and reviews; keeps a
spreadsheet to compare
cars

10. Looks up location of each

website favorite cars in wishlist
7. Consults with trusted

. Sees ad on Facebook indviduals

N

5. Downloads mobile app
while at his office
8. Constantly checks site for
new options that meet his
criteria

“Wow that website looks
great for car shopping!”

“I like that | can save
cars and a listis
automatically made”

“This mobile app
is missing alot of
features.”

12. Discovers he can take notes

EXPECTATIONS

* Ability to compare cars and their breakdowns
* Good photography with closeups, inside and out
* Video overview of car with demonstrations

TEST NEGOTIATE
2 weeks 1week

9. Selects a set of cars he 13. Decides on a car
plans to test-drive
14. Gets financing terms, total
price, monthly payment

dealership on Google Maps from salesperson

11. Visits dealership; fills out 15. Researches more,

lead card, discusses
process with sales person,
drives car, discusses more; 16. Makes a competing offer
repeats process for each car and buys his new car

“I’m so happy with
my new car!”

specifically about price

about each car he drives in
the app

“I love that | can take
notes about these cars

7

“’m disappointed by the can plan my route.”

quality of some listings...

“This website looks very few photos.”

much different from
the commercial.”

)/_/\ﬂ
“I might miss the
perfect carif |
don’t check the
site multiples
times a day”
S EEER——

“Iwish all car dealerships were
shown on a single map, so |

%\/_/

“It’s difficult to narrow
down options and parse
through competing
resources. | have to use
a spreadsheet.”

~N

in the app. So helpful!”

“I'wonder if I can get
a better deal?”

“Why does it take sooo long
to test drive a car? I wish |

knew it was going to be
procedural and salesy.”

NN/g

Aon.l.

OCKiAbKM EpIK nepecTaB BUKOPUCTOBYBATY
MODIABHWN AOAQTOK Ha eTani «BMBYEHHSAY, BIH
He BUSIBMB BaXAUBUX OYHKLIN, 9Ki 6
AOTOMOTTW MOMY Ha eTani «[ TOPIBHAHHSY.
MOBOIABHUI AOAGTOK AO3BOASIB KOPUCTYBAYaM
AETKO HAaAALLTOBYBATM NMOBIAOMAEHHS MPO HOBI
aBTOMODIAI, LLIO BIAMOBIAQIOTb iX KpUTEPIAM
NOLWYKY. g @YHKLIS MOTAG 6 YCYHYTH
HaNDIABLLUMI HEAOAIK Y MOTO AOCBIAI - TPMBOTY
Ta 3YCUAAS, BUKAVMKAHI HROOXIAHICTHO MOCTIVHO
NepeBIpATY CaNT Ha HAABHICTb MOTEHLLIMHWX
HOBWX aBTOMODIAIB. OCKIAbKM BIAMOBA BIA
MPOrpammn 06XOAMAACS TaK AOPOTO, Liei
MOMEHT MOXHa BBa)aTW NMEPEAOMHUM. AKOU
BIH MPOAOBXMB BUKOPUCTOBYBATM NMPOrpamy,
0ro AOCBIA MIT O1 YTV HabaraTo YCMILLHILLNM.
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Metoa 9. Customer Journey Map

CUSTOMER JOURNEY MAP Shopping for a New Car

EMOTIONAL ERIC

CONSIDER
1week

EXPLORE
2 months

] 0]

1. Sees TV commerical fora
website, YourCarNext.net,
which helps people shop
for vehicles; visits the
website

4. Creates account; saves
favorite cars in wishlist

. Sees ad on Facebook

N

5. Downloads mobile app
while at his office

“Wow that website looks
great for car shopping!”

“I like that | can save
cars and a listis
automatically made”

“I’'m disappointed by the
quality of some listings...

“This website looks very few photos.”

much different from

3. Explores site and looks at
all vehicles in his budget

“This mobile app
is missing alot of
features.”

the commercial.”

Ericis an emotional car buyer. He purchases based on aesthetics and status.
Scenario: Eric recently moved to the area. He is shopping for a car that is fun
to drive and dependable enough for use for everyday commuting.

COMPARE
1 month

=

6. Reads Consumer Reports
and reviews; keeps a
spreadsheet to compare
cars

7. Consults with trusted
indviduals

8. Constantly checks site for
new options that meet his
criteria

EXPECTATIONS

* Ability to compare cars and their breakdowns
* Good photography with closeups, inside and out
* Video overview of car with demonstrations

TEST
2 weeks

a0

9. Selects a set of cars he
plans to test-drive

10. Looks up location of each
dealership on Google Maps

11. Visits dealership; fills out
lead card, discusses
process with sales person,
drives car, discusses more;
repeats process for each car

12. Discovers he can take notes
about each car he drives in
the app

43}

14.

15.

16.

can plan my route.”

“I might miss the
perfect carif
don’t check the
site multiples

times a day”
N

“I'wish all car dealerships were
shown on a single map, so |

“It’s difficult to narrow
down options and parse
through competing
resources. | have to use
a spreadsheet.”

~

“I love that | can take
notes about these cars
in the app. So helpful!”

“Why does it take sooo long
to testdrive a car? | wish |

knew it was going to be
procedural and salesy.”

NEGOTIATE
1 week

-

Decides on a car
Gets financing terms, total
price, monthly payment

from salesperson

Researches more,
specifically about price

Makes a competing offer
and buys his new car

“I’m so happy with
my new car!”

“I'wonder if | can get
a better deal?”

NN/g

5. OUIHITb BUTPaYyeHnit Yac. Ha kaprTi
MapLUPYTY BKAXITb TPUBAAICTb OCHOBHUX
eTaniB NMoAOPOXI

ETan nopiBHAHHSA aBTOMOOIAIB Y MOAOPOXKI
Epika 3anHaB 1 Micdub. Lien eTan 3A3€TbCs
AOCUTb AOBTUM | ICHYE PU3NK, LLIO EPIK He
3MOXKe YCMILLHO MPOAOBXUTY CBIV LUASAX. €
KIAbKA MPUYMH, Yepes dKi Lier eTan mir
3aMHATK TaK 6arato Yyacy. MoXAMBO, 0bCar
DYYHOI POOOTW, KY EPIK BMKOHYBAB,
MOPIBHIOKUM aBTOMODIAI 033 AOAATKOM, B
Excel | BIACTEXYHOUM MICLIEBI MPOMO3NLL
LLIOAO MOYAMBWX 30ITIB, TAKOXX CNPUAB
TPUBAAOMY eTany nopiBHAHHS. YourNextCar
M€ KIAbKa MOXXAMBOCTEN ONTUMI3YBATY
NAATOOPMY, LLIOD CNPOCTUTL Lier eTar
B33EMOAIT 3 KAIEHTOM.
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Metoa 9. Customer Journey Map

CUSTOMER JOURNEY MAP Shopping for a New Car

EMOTIONAL ERIC

CONSIDER
1week

EXPLORE
2 months

] - |n

1. Sees TV commerical for a 3. Explores site and looks at
website, YourCarNext.net, all vehicles in his budget
which helps people shop
for vehicles; visits the
website

4. Creates account; saves
favorite cars in wishlist

2. Sees ad on Facebook

5. Downloads mobile app
while at his office

“Wow that website looks
great for car shopping!”

“I like that | can save
cars and a listis
automatically made”

“I’'m disappointed by the
quality of some listings...

“This website looks very few photos.”

much different from
the commercial.”

/

Ericis an emotional car buyer. He purchases based on aesthetics and status.
Scenario: Eric recently moved to the area. He is shopping for a car that is fun
to drive and dependable enough for use for everyday commuting.

“This mobile app
is missing alot of
features.”

“I might miss the
perfect carif
don’t check the
site multiples
times a day”

EXPECTATIONS

COMPARE
1 month

]

6. Reads Consumer Reports
and reviews; keeps a
spreadsheet to compare
cars 10. Looks up location of each

dealership on Google Maps

TEST
2 weeks

a0

9. Selects a set of cars he
plans to test-drive

7. Consults with trusted
indviduals 11. Visits dealership; fills out
lead card, discusses
process with sales person,
drives car, discusses more;

repeats process for each car

8. Constantly checks site for
new options that meet his
criteria

12. Discovers he can take notes

about each car he drives in
the app

“I love that | can take

& N

“Iwish all car dealerships were
shown on a single map, so |
can plan my route.”

\. \/_)

“It’s difficult to narrow
down options and parse
through competing

notes about these cars
in the app. So helpful!”

13.

14.

7

16.

“Why does it take sooo long
to test drive a car? | wish |
knew it was going to be
procedural and salesy.”

* Ability to compare cars and their breakdowns
* Good photography with closeups, inside and out
* Video overview of car with demonstrations

NEGOTIATE
1 week

-

Decides on a car

Gets financing terms, total
price, monthly payment
from salesperson

Researches more,
specifically about price

Makes a competing offer
and buys his new car

“I’m so happy with
my new car!”

“Iwonder if  can get
a better deal?”

resources. | have to use
a spreadsheet.”

NN/g

0. BUABITb MO3UTUBHI KAKOYOBI MOMEHTY

Y XOAl NOIBAKM EpIK ABIYI BIAYYBAB NMO3UTUBHI
eMOLLIT, OCKIAbKM BUABKB QYHKLLIT, 9KI 3HAYHO
NOAErLLMAN MPOLLEC KYNIBAI aBTOMODIAS.

Lle MOyKe MaTi BMPILLAAbHE 3HAYEHHS AAS
eMOLIHOrO CTaHy KAIEHTA Ta YCrixXy BCbOrO
MPOLIECY MOKYMKMW.
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UX| Metoa 8. Customer Journey Map “as is”. [1p0eKT-npuKAaA; «P03p0bKa IHTEPAKTUBHOrO PO3KAGAY

NOCAIAXKEHHSA B3AEMOAIT PEAABHOr0 KOPUCTYBAYa 3 PEAABHIM MPOAYKTOM.

AOCAIAKEHHS peaAi3alli OYHKUIT «I1eperAda PO3KAAAY».

BIAKpUTY 0bpaTun
CEPBIC —> MapameTpu
DO3KAQAY DO3KAQAY
@ @8
3aHanTo Sknn B mene
L0BrO LUyKaTK HoMep
po3knaz, rpynn??°?
Homy Hemae
MOBifbHOro

L00aTKy?

Otpumatn

—> DPO3KAAA Y

opay3epi

[loraHo B1OHO:
iHTeppenc He
afanTVBHWN

24



UX| Metoa 9. Customer Journey Map. [1p0€eKT-NpMKAQA; «PO3p0OKA IHTEPAKTUBHOIO PO3KAGAY»

AJi KOPUCTYBAYIB AN OYHKLIT «[TeperAgA | 3aBaHTaXEHHSA PO3KAQAY»

[leperAsiA PO3KA3AY 3aBAHTAXKEHHSA PO3KAAAY
BIAKpUTH 33AaTH OtpumaTti 33AaTH OtpumaTtu
CEPBIC —> MapaMeTpn  ——> PO3KAAA —> MapaMeTpu —> DO3KAAA

DO3KAQAY DO3KAQAY (Ha eKpaHi) 33BAHTAYKEHHS V QanAl

25



UX| Metoa 9. Customer Journey Map. [1pOeKT-NPUKAGA; «PO3PODKA IHTEPAKTVBHOIO PO3KAAAY»

AJi KOPUCTYBAYIB AAS QYHKLT «[1eperagA i 3aBaHTaXKEHHSA PO3KAAAYY»

[leperada PO3KAAAY 33BAHTAXKEHHSA PO3KAAAY
BIAKpUTH 33AaTH OtpumaTti 33AaTH OtpumaTn
cepBic > MapaMeTpu > DO3KAAA > MapamMeTpu > DO3KAQA
DO3KAQAY DO3KAQAY (Ha eKpaHi) 3aBaHTAXKEHHS Y QanAl

MoTpatukosa A. B., XHEY



UX| Metoa 9. Customer Journey Map. [poeKT-NPUKAGA; «PO3D0OKA IHTEPAKTUBHOTO PO3KAAAYY

AJi KOPUCTYBAYIB AAS QYHKLT «[1eperagA i 3aBaHTaXKEHHSA PO3KAAAYY»

[leperada PO3KAAAY 33BAHTAXKEHHSA PO3KAAAY
BiAKpUTK 33AaTH OtpumaTti 33AaTH OtpumaTn
cepBic > MapaMeTpu > DO3KAAA > MapamMeTpu > DO3KAQA
DO3KAQAY DO3KAQAY (Ha exkpaHi) 3aBaHTAXKEHHS Y QanAl

MoTpatukosa A. B., XHEY




UX| Metoa 9. Customer Journey Map. [1p0€eKT-NpMKAQA; «PO3p0OKA IHTEPAKTUBHOIO PO3KAGAY»

AJT KOPUCTYBAYIB AAG QYHKLIT «TTeperAsiA | 3aBaHTaXKEHHS PO3KAAAY» (3MIHEHO)

ba30Bi HaAALLTYBaHHS

BIAKDUTH
MODIABHWI
ab0 Beo
AOAQTOK

333U
HAAALLTYBAHHS
33
3aMOBYYBAHHAM

[leperasa PO3KAIAY 3aBaHTAXEHHS PO3KAQAY

33AaTU
NOTOYHI
NnapameTpu
DO3KAGAY

OTpyMaTN PO3KAAA

. 3aAaTH OtpumaTu
Ha eKpaHi
—> MapaMeTpu —> DPO3KAQA
3 cepsepy abo o
33BaHTaXKEHHS y QariAl

3 MaM'aTl AOAQTKY
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UX| Metoa 9. Customer Journey Map. [1p0€eKT-NpMKAQA; «PO3p0OKA IHTEPAKTUBHOIO PO3KAGAY»

KpOKM KOPUCTYBAYIB AAA QYHKLUIT «BKAKOYEHHS CMOBILLEHDY:!

0bpaTu 0bpaTn BUA,

HaAaQLLTYBa CMOBILLIEHD: OTpuMaTH
— . —> .

HHA BeD- PO 3MIHU; CMOBILLIEHHS

cepBicy PO 3aHATTS

KpOKM KOPUCTYBaYiB AN OYHKLIT « AOAGBAHHSA KOMEHTAPIBY:

ObpaTtn
0bpaTun D
MapameTpu
MEHH0 , 0bpatu
. DO3KAQAY: AoAaTy
BEO-CepBicy —> . C —> «AOAABAHHA  ——>
MIADO3AIA; KOMEHTap
, KOMEHTapO»
[IB;
AATy
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UX| Metoa 8. Customer Journey Map. AnnAomMHa poboTa
KPOKM KOPUCTYBAYIB AN OYHKLT « 3aBaHTaXeHHS AR-KOHTEHTY 3 aHIMALIEID 300PaXKEHHSAY:
9K MOLIHOBYBAY MUCTELTBA,

9 X04Y/MOXY 3aBaHTAXUTV AR-KOHTEHT 3 aHIMALIEI0 KapTuH,
LLI0D MO3HANOMUTUCA I3 LLEAEBPAMM YKPATHCBKOMO MUBOMMUCY Ta CYYaCHUM LMOPOBUM MUCTELITBOM

BIACKaHYBATH 3aBAHTAXUTH HaBecTtn kamepy Otpumatn
QR-koA = AOAQTOK —> (MAPTOOHY Ha  —> aHIMaLo
300PAKEHHS 300PAKEHHS

YacTo All pO3NUCYIOTb MEHLL ACTAABHO
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Metoa 9. User story map

User story map — Le KapTa AEKOMIO3NLIT Ha KDOKW All KOPUCTYBAYa, 3anncanoiy User story, 3 ONUCaHHAM 33c06iB
MIATOMMKY IDOAYKTOM KOXHOTO KPOKY 13 PO3AIAEHHAM LMX 3aCOBIB Ha PIBHI BIA MPOCTOrO A0 CKAGAHOrO. AONOMarae
BV3HAYUTW, Ki 3aBAAHHS MaOTb OYTU BUPILLEHI Ta PO3TALLYBATL iX Y MOPAAKY NMPIOPUTETHOCTI.

User story:

* K <POAb abO THM KOPUCTYBAYa>,
* 4 X0YY <BUKOHATW A0 aDO OTPUMATV PE3YAbTAT>,

* 110D <OTPUMATU LIIHHICTD>

BapiaHTu

peaAizatii

KDOKIB
KOPWCTYBaYa
(33C00U NMIATPUMKN):
BIA 0O0B 13KOBUX
AO DaXaHMX

KpoKu KOpUCTYBada 3 BUKOHAHHS All

v

Bap.

11

Bap.

12

Bap.

13

Bap.

21

Bap.

2.2

Bap.

31

Bap.

3.2

Bap.

3.3

Bap.

4]

Bap.

42

Bap.
51

Bap.
52

000B’A3KOBI

DAXKAHI
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UX| Metoa 9. User story map

,A,illl Activities
High-level tasks users can
do in the digital product

CHECK ACCOUNT DEPOSIT A
BALANCE CHECK

KPOKM Steps
Steps users go through to
complete the activity above

ACCESS ENTER MOBILE PHOTOGRAPH SuBMIT CONFIRM

ACCOUNTS DEPOSIT DETAILS CHECK DEPOSIT DEPOSIT

ea/\i3a Lllﬂ Details READ TIPS FOR VIEW
9 P ENTER USERNAME VIEW ACCOUNT T i R ENABLE CAMERA CONFIRM OVl
' O0R EMAIL BALANCES ST ACCESS DEPOSIT piesig s
to complete the step above
ENTER SEE PENDING ENTER DEPOSIT TURN PHONE L ""‘”0 ”;fr” RECEIVE EMAIL
PASSWORD TRANSACTIONS AMOUNT HORIZONTAL CONFIRMATION
AVAILABLE
VIEW TAKE A PHOTO
"::#::’” ’::c‘;'zﬁr" TRANSACTION OF FRONT AND  CANCEL DEPOSIT
LUMITS BACK
Deferred details for future
sprints and releases
i W see Lecal wrone ST NSTANT ey peposiT v
ol DISCLOSURES NUMBERS b PAST DEPOSITS
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UX| Metoa 9. Customer Journey Map. [1pOeKT-NPUKAGA; «PO3PODKA IHTEPAKTVBHOIO PO3KAAAY»

ba30BI HaAALTYBaAHHS

YBINTN B
MOBIABHII
abo Bed
AOAQTOK

3aAaTV NMOCTINHI

HaAQLLUTYBaHHA
—> —>

3d
3dMOBYYBaHHAM

[leperasis PO3KAGAY 3aBaHTAKEHHS PO3KAQAY

33 HEOOXIAHOCTI
33AaTV MOTOYH
MapameTpu
DO3KAQAY

OTPUMATH PO3KAGA

. 33AaTH Otpumatn
Ha eKpPaHi
—> MapaMeTpu —> DO3KAAA
3 CepBepy abo L
3aBaHTaXKEHHS y QarAl

3 MaM'aTl AOAQTKY
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UX| Metoa 9. Customer Journey Map. [1p0€eKT-NpMKAQA; «PO3p0OKA IHTEPAKTUBHOIO PO3KAGAY»

[leperagA PO3KAAAY

33 HEOOXIAHOCTI
3aAQTM MOTOYHI

Alg
napaMeTpu
DO3KAQAY
KOOKH B1Oip cyb’ekTa PO3KAAAY BMOIp ATV PO3KAQAY | BMOIP KIABKOCTI AHIB
(0cobw abo rpynu) V DO3KAQA|
heaniaa BMbIp OAHOrO CYy0’eKTa 33 3aMOBYYBAHHAM — | | 33 3aMOBYYBAHHAM
DO3KAQAY MOTOYHUM TUIKAEHD — 7 AHIB
Bnbip 3 BapiaHTIB: BMOIp KIABKOCTI AHIB
NOTOYHUI TUXKAEHD V PO3KAQA: /-3]
MVP abo MicdLb 34
BMOIp AEKIABKOX CYO'EKTIB Bubip AaT 33

DO3KAQAY

KaAGHAQPEM



UX| Metoa 9. Customer Journey Map. [1p0€eKT-NpMKAQA; «PO3p0OKA IHTEPAKTUBHOIO PO3KAGAY»

Al

KDOKM

peani3auis

33BaAHTAXEHHS PO3KAAAY

3aAaTH

napameTpu

3aBaHTAXKEHHS

Bubip tmny Ganay Bubip micus

AAS 3aBAHTAXKEHHS 3aBaHTAXEHHS

33 3aMOBYYBAHHAM - jpg 33 3aMOBYYBAHHAM -

NAMNKa « 3aBaHTAKEHHA»

3anyck
33BaHTAXEHHS

KHOMKa
«3aBAHTAXKUTIY

Bubip: xIs, doc Bubip nanku
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UX| Metoa 9. Customer Journey Map. MpoekT-npukAaA; «Po3pobKa IHTEPaKTUBHOIO PO3KAIAY»

33BaAHTAXEHHS PO3KAAAY

33AaTH
K [aPaMeTPU
33BaHTaXEHHS
KDOKM Bnbip Tuny painay Bnbip Micus 3anyck
AN 33BAHTAXEHHS 33BaHTaXEHHS 33BaHTaYeHHS
IHTEPENC KHonka
«3aBaHTAXNTN»
[ToAe AAS BMOOPY THNY DopMa AN BHOOPY
danay (xls, doc) MNanku

[Motpatukosa A. B., XHEY
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Narrative

MVP

Metoa 9. User story map. Mpo€ekT-npukAaA: «Po3pooKa iHTepaKTUBHOI0 PO3KAQAY»

User story map AAS QYHKLIT «3aBAHTAXKEHHS PO3KASAYY:

AK CTYAEHT,
g X04Y 3aBAHTAXMUTH PO3KAAA 3aHATD,

LLIOO MATK 3PYYHMI AOCTYM AO PO3KAAAY HABITH 33 BIACYTHOCTI IHTEPHETY

0bpaT MeHIo Obpatu napameTpu 0bpath BMA

BEO-CepBicy DO3KAAAY 33BaHTaXEHHS
dopMa Brbopy KHonka
I'IapaMeTDiB «3aBaAHTAXUT»
DO3KAAY:

BNUKAGAQY, rpyna

36epertu
3aBaHTaYKeHUM
ORI

ABTOMaTMYHe
33BAHTAXEHHY
Y Nanky «3arpy3ku»

®opma BMbopy dopma 3 BUHOPOM
napameTpis TUNY Ganay AN
DO3KAGAY: 3aBAHTAXEHHS
BMKAQAQY, rpyna,

nepioA yacy

Bubip nanku, y 9Ky
DYAE 3aBaHTAXKEHO
bann
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Metoa 9. User story map. AMnAoMHa poboTa

User story map AAS QYHKLUIT ... IPOAYKTY, KU PO3PODASETHCS Y AUIAOMHI PODOTI:
« 1K <poAb ab0 TWM KOPUCTYBaYa/cuTyaLlis>,

« 1 XO4Y <BVIKOHATU AlK0 3OO OTPVMATY PE3YAbTAT>,
« W06 <OTPUMATU LIIHHICTb>

Narrative

MVP
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Metoa 9. User story map. AMnAoMHa poboTa

User story map AAS QYHKUIT «3aBaHTaKEHHS AR-KOHTEHTY 3 aHIMALIE) 300PaKeHHSAY:

9K NoLIHOBYBAY MUCTELTBa,
9 XO4Y 3aBaHTAXMUTV AR-KOHTEHT 3 aHIMALIIE KapTuH,
L1106 MO3HANOMUTICH i3 LUEAEBPAMY YKPATHCBKOMO XXMUBOMUCY Ta CY4aCHUM LIMPPOBUM MUCTELITBOM

Narrative BiaCkaHyBaTH 3aBaHTAKNTL HaBecTn kamepy OTtpumaty
QR-KkoA | AOAQTOK CMapTHOHY Ha aHiMaLito
300paAKEHHS 300paXKEHHS
AHIMaLs 6e3 3BYKY i
TEeKCTY
MVP

AHIMaUIS 3 TEKCTOM

AHIMaLIS 3 TEKCTOM |
3BYKOM
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UX| MeTtoa 9. User story map. MpoeKT-NPUKAaA: «P0O3PO6Ka iHTEPAaKTUBHOIO PO3KAQAY»

Obpatun
MEHI0
BeO-
cepBicy

Obpaty
MEHH0
BEO-
CepBICY

Obpatn
napameTpu
DO3KAQAY

dopMa Bnbopy
napameTpiB
DO3KAAY:
BMKAGAQY,

rpyna

0bpatn
napameTpu
DO3KAQAY

®opma BUOOPY
napametpis
DO3KAGAY:
BUKAQAQY,
rpyna

OtpmMaTy
DO3KAQA Y
bpay3epi

TabAMLA 3
PO3KAJAOM
HA TUXXACHD

0bpati BUA
3aBaHTAXKEHHS

KHOMKa
«3aBAHTAXNTH
»

3b6epertu
3aBaHTAXeHNI
dana
ABTOMATUYHE
33BaHTaXEHHH
y Manky
«3arpy3kmy»
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UX| Metoa 9. User story map. MpoeKT-NpuKAaA: «P03p0o0OKa iIHTEPaKTUBHOI0 PO3KAQAY»

[MoTpatukosa A. B, XHEY

®dopma BMGOpy napameTpiB po3knagy

Harpyny HaBuknagaya Poaknag gagiHkie ®iavune BuxoeaHHA MoBinkHi gonatku

dakynsTer [ Byab nacka, obepitb... v ]
CneyjanbHicTb v
Kypc v
Ipyna v
CrygeHt v

Pescren

OcTaHHA NepernAHyTa rpyna: 5.04.166.010.22.1

[ ]
napa |
napa 2
napa 3
napa 4
napa 5

napa 6
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MeToA 10. Wireframe

Wireframe — Lie 6A0K-CxeMa iHTepderlicy, aKka NOKa3Ye, Ae LLIO MaE bYW PO3TaLLIOBaHe, aAe He BAAKUMCh A0 AGTaAH 30BHILLHbOTO
BUMASIAY.

3aBAAHHSA DAOK-CXEMM — MOKA3aTV CTPYKTYPY CTOPIHKM, 3aTBEPAUTH PO3TALLYBAHHS Ta KIABKICTb €AEMEHTIB, 316paTh CriAbHY
KOMMO3MLO.

Y BAOK-CXEMI HIYOTO HE MOBMHHO BIABOAIKATM BIA CTPYKTYPU KOHTEHTY, TOMY 3a3BKYait y DAOK-CXEMaX BUKOPUCTOBYIOTH AMLLE
aXPOMATUYHI KOALOPK. BAOKWM IHGOPMALLT 306paXYHOTHCS CIPUMM NMPSAMOKYTHUKAMK Ta IHLLMMU TPAIYHUMUM NPUMITUBAMY 3
MIHIMAABHIM OMACOM.



UX| Metoa 10. Wireframe. BAOK-CXeMa 3araAbHOi CTPYKTYPU CauTy
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UX| Metoa 10. Wireframe. BAOK-cxeMa Be6-CTOPiHKM

[lot

palkoBa A. B., XHEY
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UX| Metoa 10. Wireframe. BAOK-cxeMu Be6-CTOPIHOK
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UX| Pi3HOBMAM CXeM iHTepdency

[Motpatukosa A. B., XHEY
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MeToA 10. Wireframe

NN/g Nielsen Norman Group
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UX|  Metoa 10. Wireframe. MpoeKT-NPUKAAA: «P03PO6Ka iHTEPAKTUBHOTO PO3KAGAY»

MoTpatukosa A. B., XHEY

PO3KJIAL. l'onoBHa cTopiHkKa

A MobinsHi

Harmpyny Ha Posknag Di;

dakynsteT [ Byab nacka, obepiTb...

CneujianeHicTb |

Kypc |

Ipyna |
|

CrygeHT

| Pozknag |

OcTaHHA NepernAHyTa rpyna: 5.04.166.010.22.1

PO3KJ1A[ i3 3apaHnMun napameTpamu

G

napa 1

napa 2
napa 3
napa 4
napa 5
napa 6
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MeTtoA 11. User flow

User flow — Lie Bi3yaAbHe NPeACTaBACHHS LUAGXY KOPUCTYBAYA Y BUTASIAI CXEMU AilA, 9Ki KOPUCTYBAY NOBUHEH BUKOHATY 3 MPOAYKTOM
3 MOMEHTY BIAKPUTTA (3aMyCKY) NPOAYKTY AO AOCATHEHHSA CBOE MeTH.

User Flow BiA0DPaXae KPOKM KOPUCTYBAYA AAS AOCATHEHHST KOHKPETHOT METU Yepes IHTepdeNC.
User Flow MOXHa CKAQCTU 9K AAS BCbOTO MPOAYKTY B LIAOMY, TaK | AAG NOT0 OKPEMOT QYHKLI.
User Flow MOXHa BI3yaAi3yBaTh 9K Ha MaKeTi MPOAYKTY, TaK | OKPEMO.

MaatoBaTit UF MOXHa ByAb-Ae. AAe AAS 3PYYHOCTI KPaLLLe BMKOPUCTOBYBATM MAATOOPMM 3 TOTOBUM HabopoM eaeMeHTiB (FigJam, Miro,
Draw.io TOLLO).
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1. User flow
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UX| Metoa 1. User flow

2. Wire flow

Flujo1: Launching y Onboarding

I

I
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Flujo2: Experiencia de oferta o catalogo

[MoTpatukosa A. B, XHEY
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UX|

MeTtoA 11. User flow

Etanu:

1. OnmcaTy KOpUcTyBaya

2. BU3Hauntv MeTy

3. BU3HAYUTV TOYKM BXOAY

4. TIPOAYMATH LLASX BiA TOUKM BXOAY AO TOUYKM BUXOAY

CTaHAQPTHI DAOKM:
KOAO Y¥ OBaA — MOYATOK | KIHELLb CLIeHAPI.
CTPIAKA - HAaNPAMOK PYXY KOPUCTYBAYa 3a CLIeHAPIEM.

[TDAMOKYTHUK — AISl, 9KY MOTPIOHO BUKOHATY AAS
MPOCYBAHHS BMEPEA 3a CLIEHAPIEM.

PoMO - piLleHHs abo BMOIP, KM MOBUHEH 3p0dUTH
KOPWCTYBAY, AKLLIO BIH Ma€ KIAbKa OML.
[lapaneAOrpaM - BBEAEHHS ab0 BMBEAEHHS HOBOI
IHDOPMaLI.
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MeTtoA 11. User flow

OnNTMMI3aLIg LWAIXY KOpUCTYBaYa:

* CKOPOYEHHS KIABKOCTI Al (KAIKIB TOLLLO);

* CKOPOYEHHS KOTHITUBHOIO HaBAHTAXEHHS:;

* CKOPOYEHHS TPAEKTOPIT MOrAAAY (CKOPOYEHHS BIACTAHI HA
eKPaHI MIX B3aEMOMOB A3aHNMMN EAEMEHTAMW)

AoUiAbHO Bunmcatyt Ton 30 OCHOBHUX AW KOPUCTYBAYa,
11100 HAAQTW IM AOCTYM I3 TOAOBHOMO €KPaHa
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UX] Metoa 11. User flow. MpoekT-npuKAaaa: «Po3po0OKa iHTEPAaKTUBHOIO PO3KAQAY»

| }
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Kyoe . napa 2
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‘OcTaHHA nepernaHyTa rpyna: 5.04.186.010.22 1 napa 6

[Motpatukosa A. B., XHEY



UX| Metoa 11. User flow. Mpo€eKT-npuKAaA: «Po3p00Ka iIHTEpaKTUBHOI0 PO3KAQAY»

®dopma BMOOpyY napameTpiB po3knagy Po3knap i3 3agaHummn napametpammn
bakynsTeT [ Byab nacka, obepits... v
napa 1
CneuianbHicTs v
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>
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Posknag napa 5
‘OcTaHHA nepernaHyTa rpyna: 5.04.186.010.22 1 napa 6

> @ SABAHTTAYKWUTIN

[Motpatukosa A. B., XHEY



UX|  Metoa 11. User flow. poeKT-NpuKAAA: «P03pPO6Ka iIHTEPAKTUBHOIO PO3KAGAY»

MoTpatukosa A. B., XHEY

PO3KJIAL. l'onoBHa cTopiHkKa
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A MobinsHi
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UX]| Mertoa 1. User flow. User Flow Anst MOGIABHOTO AOAQTKY

[Motpatukosa A. B., XHEY
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UX]| Metoa 11. User flow. MpoekT-npukAaa: «CaiT-nyTiBHUK Mo

IHTEPAKTWUBHUM NYTIBHUK M0 XA
3 bBOHYCHUMM NIPOr PAMAMU

e m KiB

~| HaUjioHz
DyHiBep
pagioene

QVHKLF: \

HaZaHHA IHQopMaLIT MPO Nam'aTKK;

peknama 3akaajiB XxapuyyBaHHA W T. .

OTPUMYH BAJIK:

* 3a nepernag nam atku

* 32 HanucaHHA BIATyKy

* 3a jojdaBaHHA ¢oTtorpadii

* bann mo>xkHa BMKOPWNCTOBYBATW Ha

NPOAYKTM 3i 3HMXKKaMW Bifl, KOMMaHInN-
napTHepIB



UX] Metoa 11. User flow. MpoekT-npuKkAaaa: «Cant-nyTiBHUK Mo XapKoOBY»

CAUT-NYTIBHUK N0 XAPKOBY
3 bBOHYCHUMM NIPOr PAMAMU

MYHKLII:
HaZaHHA IHQopMaLIT MPO Nam'aTKK;

peknama 3akaajiB XxapuyyBaHHA W T. .

OTPUMYH BAJIA:

* 3a nepernag nam aTku

* 33 HanuCcaHHA BIATYKY

* 3a fofaBaHHA poTorpadii

 bann moxHa BUKOPUCTOBYBATW Ha

NPOAYKTH 31 3HUXKKaMWU Bl KOMMaHin-
MapTHEPIB



UX| Metoa 11. User flow. MpoekT-npuKAaA: «Cant-nyTiBHUK N0 XapKoBy». QYHKLIT canty

DyHKLUIT canTy

CTOPIHKM canTty

O3HaMOMAEHHS 3 MPOEKTOM

[ OAOBHA CTOPIHKA

OrA9IA MaM’aToK XapKoBa

OrAIA MaM aTOK XapKoBa

O3HaNOMAEHHS 3 KOHKPETHOK Mam aTKOK

BipTyaAbHa ekckypcid

PekAaMyBaHHA 3aKAQAIB-NAPTHEPIB

OrAgiA 3aKAQAIB Xap4yBaHHS Y XapKOBI

30Ip BIATYKIB

0cobUCTUIM KabIHET KOPUCTYBAYa

HapaxyBaHHs OOHYCIB

OCoBUCTUIM KabIHET KOPUCTYBaYa

HaAQHHS 3HMYOK Y 3aKAAAAX-NAPTHEPaX

OCobUCTUI KabIHET KOPUCTYBAYa

CnmncaHHsa BoHyCIB

OcobUCTUIM KabIHET KOPUCTYBaYa
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UX| Mertoa 11. User flow. MpoekT-npukaaa: «CaiT-nyTiBHUK No XapKoBy». 3araAbHa 6AOK-CxeMa

[Motpatukosa A. B., XHEY

[onoBHa
CTOpiHKa

Ornsag
nam’siTok

Ocobuctunn
KabiHeT

BipTyanbHa
eKCKypcis

Ornsag
3aknagis
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UX|

Metoa 11. User flow. NpoekT-npuKAaA: «CanT-nyTiBHUK No XapKoBy». [lepcoHaXxi

[lepcoHax 1. AHAPIA. CTYAEHT
MeTa: CaMOPO3BUTOK
DpycTpauig: byae 6arato 3anBoi iIHpopMaLi

[lepcoHax 2. bopuc. Mpri ANt
MeTa: po3Bara
OpycTpaLig: MaAo Yacy

[lepcoHaxx 3. Bipa. Matu 3 AUTUHOK
MeTa: PO3BUTOK AUTUHW
OpycTpaLia: AUTUHI He LIKaBO

[lepcoHaxx 4. [aAnHa. XKiHKa, 9Ka NOBEPHYAACS 3 eBakyaLlii
MeTa: cnoraam
DpycTpauid: po34apyBaHHA BIA MOOAYEHOTO
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UX|

Metoa 11. User flow. NpoekT-npuKAaA: «CanT-nyTiBHUK No XapKoBy». CLeHapii

CueHapin 1.

Bipa AI3HAAACs NMPO CanT BIA 3HANOMUX.

3aWLLUAQ HA CaNT | CTBOPWAQ BAACHUI KabIHeT.

[TicA9 LLbOro 06paAa MapLLPYT NPOTYASHOK 3 AUTUHOIO.
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UX|

Metoa 11. User flow. NpoekT-npuKAaA: «CauT-nyTiBHUK no XapkoBy». User Flow

[onoBHa Ornsag
CTOpiHKa nam’siTok
. 4‘
] &
N
\Z
OcobucTtun Ornsag
kabiHeT 3aknagis

A2

D

Vv

BipTyanbHa
eKCKypcis
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UX| Mertoa 11. User flow. MpoekT-npukAaA: «CaiT-nyTiBHUK No XapkoBy». User Flow

[loTpalukoBa
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CTOpiHKa
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KkabiHeT

Ornsag
nam’siTok
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A2

Ornsag
3aknagis

D

Vv

BipTyanbHa
eKCKypcis
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UX|

Metoa 11. User flow. NpoekT-npuKAaA: «CanT-nyTiBHUK No XapKoBy». CLeHapii

CLeHapin 2.
[TOUDKAXMI TYASE MICTOM. [106a4MB QR-KOA Ha OYAMHKY. 3aLiIKaBMBCH. 3aMLLIOB Ha
CalT AAS TOTO, LLIOO NOYUTATY IHOOPMALLIIO NMPO LIer OYANHOK
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UX| Mertoa 11. User flow. MpoekT-npukAaA: «CaiT-nyTiBHUK No XapkoBy». User Flow
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UX| Mertoa 11. User flow. MpoekT-npukAaA: «CaiT-nyTiBHUK No XapkoBy». User Flow
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UX

BUCHOBKU

1. Lean canvas

2. User story

5. T1epcoHn

4. Feature Comparison Matrix

5. Four forces

6. MoAeAb KaHo

> [lepenik QyHKLIN

MVP

8. BuasaeHHa MVP

/. baratokputepinHe
S-M-L-0OUIHOBaHHS

9. Customer Journey Map

10. User story map

11. Wireframes

12. User flow




