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—— Q: Tell me about a significant global experience you had as a student?
A:

Journey Map Purpose
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experience journeys. In new product development courses it can help students understand '?t =
how customers experience a product/service or activity domain — such as cooking or travel, in
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Q: How was this step in the process?
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Q: What was the next step?
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It is not a one-time exercise, but a continually-evolving tool (as
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Journey Map for

For New Product/Service Customer Insights

BEFORE

Teams: Create teams of 4-5 learners.

ACTIVITY

Each learner interviews one customer in an activity domain chosen by the team.

The objective Is to understand the customer experience as a step-by-step journey in the life of
the individual, gathering thoughts, feelings, motivations, and actions related to the focal
domain of interest.

After completing the interview, the interviewer creates a drawing that provides a visual
understanding of the journey (a map of the journey) that includes at minimum, the steps that
complete the journey.

In new product development, it is helpful for the map to include valence (positive/negative) for

each step, touchpoints (between customer and others), and insights the learner comes to
recognize as a result of examining the data.

The most comprehensive journey maps break each step into: doing, thinking, feeling, the
overall experience insights, and opportunities for the future.
AFTER

The learners can use this information in addition to other customer research to brainstorm new
product/service development ideas.

Other Journey Map Uses for Learners

and Extensions Beyond the Classroom

Other uses:

« For teambuilding and fostering understanding among class members;

* In completing the activity, the learner appreciates others perspectives and experiences,
« This activity helps to shift the learner’s outlook from self to another;

« Learners identify moments of truth that shape experience.

For example, in a classroom or online course -

« Learners interview each other on their experiences in a domain relevant to a course or for
fostering teams/interpersonal relationships, such as first year experience at Mason,
experience of coming to the U.S. or another country, or a study or work abroad experience.

Next, learners create a visual representation of the other person’s journey that includes
touchpoints with others, positive/negative valence, and insights. A more comprehensive
assignment would address thoughts, feeling, motivations, and actions. The learner shares
their representation of the journey with the person interviewed for feedback.

« The final journey map is shared in the class and/or with the faculty member.
Extensions beyond the classroom:
« Learners interview people in or affected by the field of study.
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