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Where do you support the paths of different visitors?

r Pre-visit

PLAN THE DAY

GET INSIDE

* = Rents a Zipcar = Needs to meet friends there
Local Adult
a - Discovers Exploratoriumon = Plans day around visiting
" Pl T T (TS G o e T
- Discusses with hotel concierge
Tourist
. = Heard about Exploratorium = Talks with family about going = Asks about Spanish support
' on Univision = Learns about Spanish options
- Unsureifit'stherightplace . Considers cost deeply
for them

Is triggered by fond Looks up member

Seeks special member check-in or
memories benefits

benefits
Receives Exploratorium Wants to skip line
communications

Feels extra frustration with crowds

At Exploratorium

Seeks alcohol
Buzzed and wants munchies

Feels pleased at the depth of
the content

Needs to keep family together, old
and young

Pleasantly surprised that translation
is free

Feels pride and belonging
Looks for favorite exhibit
Feels frustration if it isn't there

WHA'

NEX'

Wants to continue social activities -

for the night

Seeks spot to rest and recharge

Gathers the troops

Feels proud of San Francisco

expl ratorium’

map by adaptive path

Post-visit

RETURN TO

Plans another date

Reviews on Trip Advisor
Crashes in hotel

Shares photos with family

Wants to get more involved
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Designing the Experience - Example WOW

frequent flyers @
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Bk B4R (UHEAEANER TR, Bk i A ) .
HBBERFHREI. Fle. Idea |
F B\ EMER TR "

internet connection

(8 ) CUSIOMS Ta dCK g Q watch a movie

luggage collectio! @ @c oice of mealtimes
@passpon&lmmlgration fast track@ @ @ @sle p in fold-out beds

short walk in airport disembark - reserve seat @ Use the Experience Icons:
for return flight @

@ How can this be a positive
experience?

@ Make or break moment -

what can we do to make
sure consumers come back
time and time again

@ Where do we need data to
help deliver the experience?
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Action(What)
Why & How

Evaluation



Painpoint & Highlight

“Pain point” is the business term for emotion, and emotion is a term that leads to business conversions.
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