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About Me

I studied physiology at the University of Arizona and started my career in neurophysiology research. I moved 
into IT then eventually into sales, marketing and strategy. I have worked for global electronics component 
manufacturing firms, software product companies and for technology consulting firms. 

In May of 2015 I started JW Fellows, a customer experience design and strategy firm. 



About Me



Contact Information
http://www.jwfellows.com 

jwfellows@jwfellows.com  

http://twitter.com/jwfellows 
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Why Bother With Experience?
As consumers, we are confronted by an overwhelming variety of the same exact products 
and services. 
As companies, we face incredibly fierce competition with commoditization occurring early in 
a product or services lifecycle.  
Barriers to getting new products to market have dropped. The cost to develop new products 
has plummeted. The new products and services are easily copied. Market advantages of 
new technologies or features are short lived resulting in price or feature wars. 
The use of data and marketing technology enables companies to target consumers in 
evermore granular detail. Companies can create highly customized products and offers and 
reach a very specific audience, leading to increased product proliferation. 

Experience can be a market differentiator.  
Great experiences are hard to copy and drive loyalty, word of mouth and revenue.
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Experience By The Numbers
Experience has a significant impact on an organizations financial performance: 

According to the American Express 2012 Global Customer Service Barometer two 
thirds of consumers state that they are willing to spend more with a company they believe  provides excellent customer service 
http://about.americanexpress.com/news/docs/2012x/axp_2012gcsb_us.pdf 

The Accenture 2013 Global Consumer Pulse Survey, found that although "price still plays an important role in the choice of provider, the 
customer experience is equally important." in a customers decision to switch service providers. 
https://www.accenture.com/t20150523T052453__w__/us-en/_acnmedia/Accenture/Conversion-Assets/DotCom/Documents/Global/
PDF/Strategy_3/Accenture-Global-Consumer-Pulse-Research-Study-2013-Key-Findings.pdf 

Decision makers buying products and services for their business are paying on average 30% more for an improved customer  
experience. 
http://www.avanade.com/~/media/documents/research%20and%20insights/the-new-customer-journey-global-study.pdf 

In their report “Why Customer Experience, Why Now”, Forrester found that a stock portfolio of Forrester’s Customer Experience Index 
leaders had a cumulative 43% gain in performance over a six-year period (2007 to 2012), compared with a 14.5% increase for the S&P 
500 Index and a 33.9% decrease for a portfolio of customer experience laggards.
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What is Experience?
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Customer Experience is Not
Although customer service is part of the overall experience, experience  is not limited to customer 
service. 
Customer experience is not limited to customers. Every system and individual involved in the 
production and consumption of a product or service is part of the customer experience. Yes, you do 
need to think about the employee experience ,the partner experience the developer experience. 
CX is not UX. Although User Experience is part of the overall customer experience it’s concern is with 
the experience surrounding the use of some type of technology, whether it be screen based software 
or screen-less applications like beacons. If digital technology is not involved in the interaction UX is 
typically not going to get involved. 
Customer Experience is not fluffy, it is a numbers driven business discipline. Customer experience 
has a significant impact on a companies financial performance. 
Customer experience is not necessarily high touch. In many cases self service or fast, anonymous 
service is preferable to a high touch experience.  
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Experience Is 
Customer experience is the sum of every interaction a customer has with your company. 
Companies typically focus on specific interactions like sales or technical support but 
customer Experience is the sum of every interaction, not isolated interactions. Failure to 
coordinate across interactions and organizational silos creates a disjointed experience. 
You are delivering an experience whether you intentionally design the experience or not. 
To be successful any experience must first be effective. Your customers need must be met.  
The experience can then be designed to be enjoyable and it can be differentiated. Trying to 
be enjoyable or differentiated without being effective will not work. 
Experience design is not just about fixing problems. Experience design can identify and fix 
poor experiences but also identify opportunities for innovation.



Experience Design

“The Squiggle” Damien Newman, Central Inc.



Design Framework



Customer Centered
Experiences must be designed from the perspective of the person experiencing the 
experience:  
• The language used must reflect the language of the customer 
• Expectations for the interactions must be the customer expectations 
• Time must be the customers perspective 

• You may view support call as the time your agent is one the phone with the customer 
• They view it as the time they are on the call and the time it takes them to try to 

implement the instructions they were given. 
• Experience area must be the customers perspective 

• You view it as the duration that the customer is directly interacting with the company 
(i.e. in the shop) 

• They view it as the time it took to get to travel you, to park, to get in contact with you 
• Customers consider the time it took to find your contact information as part of the 

customer support experience



Co-creative
No one person or department owns the end-to-end customer journey, and often the journey includes segments that 
you do not own or control. IN order to design the optimal customer experience you must include all parties involved 
in the creation and consumption of the product or service in the design process. 

• Not just marketing 
• Not just customers 
• Not just owned resources! 

For example, If an experience is delivered digitally you must include: 
• Customers 
• Support agents 
• Developers 
• UX designers 

If the experience includes partners or services providers that are not in your organization it may be necessary to 
include them as well. For example, a consumer will judge an airline experience based on the overall travel 
experience including airport parking, transportation, and amenities. These ancillary groups may have insight into 
the behavior of passengers that can help an airline create an optimal experience.



Holistic
There must be a focus on deliberately designing all customer interactions into a single cohesive experience extending beyond the 
companies products and experiences. The customer experience does not start with the company nor does it end with the company. 

To understand Holistic must examine the context in which the experience is delivered: 
• Time 
• Space 
• Senses 

Time must be understood from the perspective of the customer. Their interaction with a company may be a short part of a much 
larger experience associated with the companies product or services. 

Space, like time, is very different from the customers experience than the companies experience. A company may consider their 
storefront to be the beginning of the customer experience when the customer actually considers the drive to the store and the 
parking lot to be part of the overall experience. Digital experiences can be impacted by the ISP or devices used to access the 
product or services. 

Consider all senses. Sight, touch, sound and taste can have tremendous impact when neglected. Think of a patient in an ER 
environment. The sounds of sick and injured patients, the smells of cleaning chemicals and the taste of medicines can all impact the 
patient experience. 

An experience must be aligned with the corporate identity, culture and character. Delivering a high touch experience doesn't fit for a 
fast, convenient brand (i.e. Ruth’s Chris experience at McDonalds).



Sequencing 
The order, pace and flow of the interactions impact the customer experience. You may not be 
able to control all aspects of the sequence, a slow internet connection for example, but you 
need to take the pace and order of interactions holistically. 

Multiple touchpoints in each stage 
• Interrelated 
• Overlapping 
• what is the correct order? 

What is the pace of the experience experience? 
• Too slow - Frustrating and disappointing 
• Too fast - Can be frantic and cause anxiety i.e. Website popups asking if you need help the 

instant you land on the website 
• For long experiences, pace may need to vary to keep customers engaged. 



Evidencing 
Is great experience still great experience if there is no evidence? Design experiences according to 
the story your are trying to tell and give people evidence of the experience they are receiving. 

Examples 
Bitsbox (https://bitsbox.com) - Teaches kids how to code. Can be taught digitally but the delivery of 
a box of material monthly is more engaging and creates a tangible connection to a digital product.  

Hotels cleaning staff put a fancy fold on the roll of toilet paper to create tangible  proof of their care 
and cleaning. 

How and where can you provide evidence?  
Consider the invoicing experience. What is the tone and feel of your paper invoices? What 
message do they send about the services you deliver? Depending on your audience persona your 
invoices might need to be styled like an infographic or an excel spreadsheet.

https://bitsbox.com


Process



Design  
An experience design project will consist of a design sprint with multiple phases with a focus on 
understanding the current customer experience, developing insights from the current 
experience, creating new experience approaches and testing these new approaches.  
The design phases are: 
• Research 
• Analysis 
• Ideate 
• Experiment 
• Evolve 

Depending on the size and complexity of the journey segment the project is addressing multiple 
iterations of the design sprint may be necessary. 
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Focus on the Research 

Research starts with understanding your customer - empathy is key. 
Understand the WHO - don’t rely on demographic segmentation, group by behavioral qualities. 

Use both quantitative and qualitative research to drive customer understanding: 
• Quantitative - Get into the numbers to find out WHAT people are doing. 
• Qualitative - Get out of the numbers to find out WHY people do what they do 

In the future your most valuable role may be the business anthropologist and not the CTO. 
Ethnographic research is a key component of customer understanding because: 
• People don’t actually understand what they do so they cannot tell you accurately. 
• Open minded observation can surface latent needs that a customer cannot articulate.
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The Tools



Behavior Based Personas
Consider two princes: 
• Born in 1948 
• Raised in Great Britain 
• Married 
• 2 kids 
• Wealthy 
• Love dogs 

Demographically these princes look the same but the behavioral differences could not be bigger. One is Prince 
Charles, the other is Ozzy Osbourne. 

The persona should be as real as possible. Use actual customers pictures.  
The description should be as engaging as possible and include things like motivations and goals. 

More information with links to templates at http://www.jwfellows.com/blog/2015/4/24/developing-behavior-based-
personas

http://www.jwfellows.com/blog/2015/4/24/developing-behavior-based-personas




Contextual Interviews
Documenting the experience in vivo. One example of ethnographic research method, studying people from their own point of view. 
This type of research is incredibly important. What people say they do and what people do are rarely the same. 

Combination of observation and interview with an emphasis on making the interviewee feel relaxed and natural. 

Documentation for sharing with full team 
• audio  
• video, 
• Pictures 
• notes 

Observe someone as they use software, engage with technical support staff or attempt to complete a task related to your 
product or service 
• Have them explain the reasons they do what they do 
• look for incongruences - people say they do one thing when in reality they do another 
• Look for workarounds 
• Look for ad-hoc platforms - customers solving their own problems by creating their own product/service combinations. 

Practice by observing and noting what is happening 
• Sit in a coffee shop and see what people do when they first walk in 

• Where do they look first 
• How to they interact with products on the shelves 
• Look for patterns in behavior



http://nform.com/



Story Boards
The storyboard is a tool taken from the movie industry. It communicates the interactions a 
customer experiences as they work with a product or service.  
Storyboards are used to document the existing state or to prototype possible new 
experiences.  
Storyboards can be developed as part of a co-creative effort in a workshop setting or as part 
of a one-on-one interview. 
You do not need to be able to draw to use Storyboards effectively. Stick figures can work just 
fine, focus on the flow of the experience not on the artistry of the storyboard.  
Document the touchpoints and the needs, wants and emotions of the customer at each 
touchpoint as explained by the customer. 
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Customer Journey Maps
A Customer Journey Map tells the story of the actions, emotions and motivations of a customer as they interact with your organization as told from 
their perspective.  
Journey maps enable organizations to identify opportunities for improving experience and developing new products or services by uncovering and 
communicating insights into customer behavior.  
Journey maps can focus on one segment of an overall journey, like sales or product pick-up, or they can document every touchpoint in the 
customers end-to-end journey. 

Journey maps typically include the following information:-  
• Touchpoints - Interactions a person is having with your company 
• Channels - How the touchpoint is delivered (i.e. website, phone, face-to-face, etc.) 
• Emotions - How stakeholders (customers and employees or partners) feel at that touchpoint 
• Operations - Front and back stage people, information, materials and processes necessary to support the touchpoint 
• Questions - Questions customers ask at each touchpoint and the effectiveness of the answers 
• Goals - what customers are trying to accomplish at each touchpoint 

A customer journey map is only as good as the research used to inform its development. If you haven’t done your research don’t bother building a 
map. 
For more detailed information about journey maps as well as journey mapping tools: 
http://www.jwfellows.com/blog/2015/6/30/the-most-powerful-business-tool-you-are-not-using 
http://www.jwfellows.com/resources/

http://www.jwfellows.com/blog/2015/6/30/the-most-powerful-business-tool-you-are-not-using
http://www.jwfellows.com/resources/
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Influencer/Stakeholder Map
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Influencer maps are used to help a company understand who influences an experience an 
how they expert their influence.  
In a B2C scenario a customers friends and family exert influence over how they interact with 
a company and how they view the experience. Friends and families can include people they 
only interact with digitally. 
In a B2B scenario a customers co-workers, peers and management influence the experience 
as well as friends and family.  

In either scenario it may be necessary to design materials and interactions for primary 
influencers in order to address their needs and expectations. This cannot be accomplished if 
these relationships are not understood and communicated to the organization.
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Ideation
Once you have conducted your research and visualized the results in the form of personas, 
journey maps, storyboards and influencer maps you will need to analyze the results. One 
form of analysis is ideation. 
Ideation is the data-driven development of new ideas based on the patterns, gaps and 
opportunities found in the customer experience.   

Ideation can take many forms such as mind-mapping, SWOT analysis and brainstorming. 

Successful ideation depends on including representatives from across the organization. The 
number and quality of insights increase with the variety of perspectives represented. 
Customer facing, back-office and product staff have unique insights into the customer 
experience and should be included in the ideation process.





Experience Blueprint

The experience blueprint documents all aspects of the delivery of an experience. Experience 
blueprints are used to document the current state of of the journey segment prior to starting 
an experience design project. They are also used as the blueprint for communicating 
changes and actions required to deliver an experience after the design is completed.  

Experience blueprints document all touchpoints and the IT systems, staff, channels and 
infrastructure necessary to support the touchpoints.  
It is useful to use a blueprint generated pre-design project and one generated as the result of 
a design project to provide a clear understanding of the changes required to create the 
experience. 
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Caution!



Some final words of caution.
Who owns the customer experience? In order to implement an effective CX program one 
executive needs to own the entire customer experience. The customer experience requires 
coordination and cooperation across all divisions of the company. Development of 
experience within organizational silos results in fragmented and disjointed experiences. 

Track your results. Customer experience can be a powerful tool. But without tracking results 
your customer experience initiative will wither and die. Establish a baseline, identify KPI’s, 
design with those metrics in mind then track and communicate the results. 

Customer Experience is a company-wide initiative. Similar to a branding initiative, it requires 
activation. You need to communicate key components of your strategy to the entire 
organization as well as the reasons why the strategy is necessary. Have a graphic designer 
translate elements of your research into posters, share videos of your customer expressing 
how they feel and create micro-sites that can be shared with everyone.



Thank You!


