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Hi everybody, thanks for being there. Can you hear me well?

This talk is about mapping the user experience to help us 
understand the steps people go through when dealing with a 
product or a service, the strengths and the weaknesses of this 
experience and how we can make it better.
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WHO’S THIS GUY?
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But before we get started, let me quickly introduce myself.
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My name is Marcio and I was born in the beautiful city of Rio de 
Janeiro, Brazil...
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...where I graduated in... electronic engineering a long time ago. 
But I never had the chance to work as an electronic engineer. I fell in 
love with computers and as soon as I finished school I started 
designing user interfaces in a time where computers looked like 
these.
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I was already working with what we call today “user experience” but 
had no idea that it would be called like this one day.
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In Brazil I worked for companies like globo.com, the biggest media 
portal in Brazil, and for Michelin, the tire company, on their 
websites, intranets and extranets.



CANADA
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In 2004 I moved to Montreal, Canada 



YU CENTRIK
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In 2005 I started working at Yu Centrik, where I’ve been working as 
a User Experience Director since then.
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 Since 2003

 User Experience, Product and Service Design

 Multidisciplinary experts
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Yu Centrik was created in 2003, we celebrated our 10th anniversary 
this summer. 

We are a multidisciplinary team committed to creating user 
experiences for people and with people, by integrating psychology, 
human factors and technology. We help our clients define, shape and 
improve their products and services.
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The global network for 

The global network for 

The global network for 

The global network for 

The global network for 

The global network for 
user experience

  CANADIAN PARTNER OF UX ALLIANCE  |  25 countries

User research and international usability testings 

The global network for 
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We are the proud Canadian member of the UX alliance - our global 
network of user research companies, that brings to you the UX 
Masterclass. 
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WHAT IS AN EXPERIENCE MAP?
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Let’s start by defining what an experience map is.
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WHAT IS AN EXPERIENCE MAP?

A visual representation of the 
COMPLETE user experience
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Basically it’s a visual representation of the complete user experience. 
It shows the highs and lows, the strengths and the weaknesses of 
the experience and how people feel while interacting with the 
products and services your company offers.

And when you show this you’re really telling the story of the 
experience.
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A B C D

WHAT IS AN EXPERIENCE MAP?
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It shows the points of interaction one makes with a product or service - we call these 
touchpoints...
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A B C

WHAT IS AN EXPERIENCE MAP?
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...what happened at these points of interaction...



© 2003-2013 | Yu Centrik - UX Masterclass 2013 C EN T R I K15

A B C

WHAT IS AN EXPERIENCE MAP?
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...what emotions were experienced...
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A B C

WHAT IS AN EXPERIENCE MAP?
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...what emotions were experienced...
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A B C

WHAT IS AN EXPERIENCE MAP?
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...what emotions were experienced...
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WHAT IS AN EXPERIENCE MAP?
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...and of course - what can be learned...

An experience map is a strategic tool that gives us key insights into 
the complex customer interactions

An experience map is also known as a customer journey map, 
although I’m sure there are those that would argue about the subtle 
differences for hours on end...

So what are some of the common elements of an experience map...?
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SOME EXAMPLES
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The experience map represents the whole journey from the moment 
the need or the desire to use a product or service raises to the 
moment these needs are accomplished
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There’s no single best visual representation, but some key 
components are common and must be present to give us the 
insights we need.
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They are show the path over time and what people were thinking, 
doing and feeling throughout the way
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OUR EXAMPLE
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So - this is an experience map!  We created this one in our office 
recently...  it shows the emotional journey of someone’s one week 
trip to Mexico they took this last winter.

We’re going to get into some of the common elements found in 
experience maps, and see how we went about building this one...
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This is how it looks in our office wall, to give you a better 
perspective
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THE USER STORY
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Before we get into how we design an experience map, let’s go 
through some key concepts.

First, let’s talk about the user story - this is what sets the 
foundation for the experience map
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THE USER STORY

A user story describes the 
user’s experience with a 

product or service (or both).
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Simply, a user story is a description of someone’s interaction with a 
product... or a service or a website or any system...
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The benefits of the user story:

THE USER STORY
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The user story is very beneficial.
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The benefits of the user story:

• Knowing the needs of the user

THE USER STORY
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It tells about the needs of the user...
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The benefits of the user story:

• Knowing the needs of the user

• Knowing the REAL experience

THE USER STORY
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It tells about the REAL experience they had - versus what is just 
assumed about it ...
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The benefits of the user story:

• Knowing the needs of the user

• Knowing the REAL experience

• Knowing the emotional journey

THE USER STORY
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It tells about the emotional journey of the user (more on this 
soon...)...
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The benefits of the user story:

• Knowing the needs of the user

• Knowing the REAL experience

• Knowing the emotional journey

• Knowing the touchpoints

THE USER STORY
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It tells about the touchpoints - where and how people interact with a 
product...
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The benefits of the user story:

• Knowing the pain points

THE USER STORY
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It tells about the pain points - what went wrong?
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The benefits of the user story:

• Knowing the pain points

• Discovering opportunities

THE USER STORY
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It tells about opportunities for improvement & innovation
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The benefits of the user story:

• Knowing the pain points

• Discovering opportunities

• Seeing the big picture

THE USER STORY

Tuesday, 24 September, 13

Perhaps most importantly, it tells about the big picture - getting a 
holistic view of the whole experience.
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TOUCHPOINTS
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Another important concept is the “touchpoints”. What are they?
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TOUCHPOINTS
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This is a term for the various methods by which users interact with 
the product or a service - using a website on their desktop 
computer, using it on their mobile phone, calling the company for 
tech support, meeting a sales person in a store...  going to a 
facebook page of the company... etc.



Tablet

Computer

Cell

xbox

TV

A typical morning with tech...

6:00 6:15 6:17 7:00 7:30 8:30

CHECK THE 
WEATHER

WATCH 
THE NEWS

READ 
EMAIL

CHECK BUS 
SCHEDULE

SEND SMS

WRITE EMAIL

Tuesday, 24 September, 13

This is a simple example of a map that includes touchpoints - 
showing someone’s morning interactions with technology, from the 
time they get up at 6AM, to the time they arrive at work.

In this layout, you can see the touchpoints here … (checking the 
weather, watching the news)...  each one representing an activity 
where a device was used.

You see what happened, and when -  but this doesn’t show 
emotions...
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THE EMOTIONAL JOURNEY
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So we talked about the user story and about touchpoints. Let’s talk 
about the emotional journey.

This is a way to learn about how someone experiences a service or a 
product across the different touchpoints they encounter.

By tracing their steps and getting feedback about their emotions, 
you can really identify the things that work … and more importantly 
things that leave negative lasting impressions. 
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“The Experience”

THE EMOTIONAL JOURNEY
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We have to remember that we are all human beings and that humans 
are driven by emotion. The emotions people feel while using a 
product or service shape the entire experience. And the lasting 
impressions that we just talked about are all related to the emotions 
we have.

Paying attention to these emotions can reveal the most effective 
ways to improve your offering.

We need more information about what happened at each of those 
touchpoints... we want details - and we want to find out why...  It is 
very important to understand the emotions of your users!
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So here’s an example of a customer journey .... showing a particular 
experience of someone buying a gaming computer on DELL’s 
website...

You have some useful elements here... The steps they took... 



Post-Service:

Alienware 
Homepage

Step 1 Step 2

Step 6 Step 5

Step 7 Step 8

Step 3

Step 4

Review the 
right Tech 
Specs

Gaming 
Desktops

Select 
between 2 
options

Drop outView !nal 
price

Sent on Dell 
main site

Personalize 

Step 8

Sent on Dell 
main site
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but unlike the previous example, this one shows the emotional 
journey of the person during the experience...

For each page there is a rating showing whether the person had 
positive or negative emotions at that respective stage.

You can see the experience starts out positive - the person is 
excited about buying a new computer - they’re on the Alienware site 
(being a brand owned by DELL)... navigating to gaming desktops, 
reviewing the technical specs of the various models... but things go 
downhill when he is redirected to the main Dell website to continue 
the purchase... he wasn’t expecting to go there - he didn’t want to 
buy a DELL computer.  From this point onward, the experience was 
changed significantly enough for him to abandon the purchase - and 
the overall emotion was a storm cloud with lightning... I.E. “bad”.
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...and through the various steps you can see how things changed... 
its pretty clear this ended up being a bad experience...
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OPPORTUNITIES
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User story, touchpoints, emotional journey. They all lead to 
opportunities. Once you can see what works and what doesn’t work, 
you can look at how to make improvements...
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Opportunities to fix problems

OPPORTUNITIES
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People usually want to fix things that hurt the overall experience of a 
product...

When you find that the person or people have had negative 
experiences at a certain stage you really need to understand why... 
and ask the right questions...



© 2003-2013 | Yu Centrik - UX Masterclass 2013 C EN T R I K47

OPPORTUNITIES
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Look at the behaviour of people this point - what needs do they have 
that aren’t being met?  What motivated them to reach this stage and 
what were they expecting out of it?  This is the perfect opportunity 
to solve problems... the clues are there.
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OPPORTUNITIES

Opportunities for innovation
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Insight from customers or people using a service often lead to 
innovation - someone says “well that was nice - but i wish they had 
provided this!”

Some valuable knowledge!
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EXPECTATIONS &
THE TRAVEL EXPERIENCE
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Our example is based on a travel experience. Modern travel is a 
great subject to break down and evaluate... people will tell you - “Oh 
I went on the best trip!” or “I just got back from the biggest waste of 
time and money ever!”.



© 2003-2013 | Yu Centrik - UX Masterclass 2013 C EN T R I K50

EXPECTATIONS & THE TRAVEL EXPERIENCE

DETOUR

Tuesday, 24 September, 13

Let’s take a short detour here to look at an important element of UX:
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What someone expects from a 
product or service greatly 

influences how they 
experience it.

EXPECTATIONS & THE TRAVEL EXPERIENCE
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 “What someone expects from a product greatly influences how they 
experience it.”

When designing products or services, it’s important to make sure 
what you’re trying to create is going to meet (and hopefully exceed) 
what people expect... 

This is no different with travel - people build expectations of their 
next great vacation on which they’re going to spend their hard-
earned money.

So where do expectations come from?
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Where do expectations come from?

EXPECTATIONS & THE TRAVEL EXPERIENCE
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• Prior Experiences

Where do expectations come from?

EXPECTATIONS & THE TRAVEL EXPERIENCE
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Prior Experiences:
Someone’s prior experiences create expectations - So, “the last 
time” someone does something greatly influences “the next time” 
they do it.  The “last time” I flew I was offered a drink and a meal and 
a towel and some peanuts... this time I got nothing (an unfortunate 
reality of modern flying experience).
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• Prior Experiences

• Online Reviews

Where do expectations come from?

EXPECTATIONS & THE TRAVEL EXPERIENCE
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Online Reviews : people researching vacations online - reading trip 
advisor, Expedia and others
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• Prior Experiences

• Online Reviews

• Personal Recommendations

Where do expectations come from?

EXPECTATIONS & THE TRAVEL EXPERIENCE
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Personal Recommendations (and this is a big one) positive or 
negative reviews from someone you actually know- people in your 
circle -  have a huge impact on decisions you’ll make... 
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• Prior Experiences

• Online Reviews

• Personal Recommendations

Where do expectations come from?

EXPECTATIONS & THE TRAVEL EXPERIENCE

In-group bias
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this is known as the In-group bias in case you want to check it out 
later...

Don’t forget we’re talking about human psychology here
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• Prior Experiences

• Online Reviews

• Personal Recommendations

• Advertising

Where do expectations come from?

In-group bias

EXPECTATIONS & THE TRAVEL EXPERIENCE
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Advertising: If you’re showing the beautiful pictures of a resort and 
ridiculous people enjoying themselves  - you’re building up 
expectations of your product, hopefully you can follow through...

All these things build expectations.
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Are people’s expectations 
being addressed?

EXPECTATIONS & THE TRAVEL EXPERIENCE
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An important question to ask when designing or evaluating a 
product is:

 “Are people’s expectations being addressed?”

Looking back at the Dell computer buying example - the person was 
expecting to stay on the same website throughout the whole 
purchasing process and to be sent to another site to make the 
purchase, and this had a really negative impact - the trust in the site 
was affected and the person abandoned their purchase.

This all sounds pretty obvious - but think back to your own 
experiences with travel or otherwise - you’ve likely run into 
situations where you thought you should have been given more 
information or instruction... 
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CREATING A MAP!
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So lets see how we can put these things together to create an 
experience map... 
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Getting back to our example...
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How do we get there?
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1. Understand the story

CREATING THE MAP

• existing information: stats, logs, surveys
• new information: interviews, surveys with customers, reps, stakeholders - 

both quantitative and qualitative
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- existing information: stats, logs, surveys
- new information: interviews, surveys with customers, reps, 
stakeholders - both quantitative and qualitative

As in any user research project, the more information you have the 
better. Just as an information, in our example, we represented the 
experience of a single person, which for the purpose of our project 
was ok, but be aware that you need than that to have a more precise 
representation of the process.
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2. Summarize the story, 
create the typical journey

CREATING THE MAP

understand people’s goals, their motivations, what they are doing, thinking 
and feeling; what they are interacting with and the context - where, when
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understand people’s goals, their motivations, what they are doing, 
thinking and feeling; what they are interacting with and the context 
- where, when
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3. Make it visual

CREATING THE MAP

Do it together with other teams, in a workshop, using post-its. Make sure 
people can understand the overall process in a glance - what was good, 
what was bad
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Workshop! Do it together with other teams, make sure people can 
understand the overall process in a glance - what was good, what 
was bad



Tuesday, 24 September, 13

We laid this out on a wall in our office... this is a great way to 
collaborate with an interview subject and get the best information... 
much more valuable information than say, getting them to fill out a 
questionnaire.

It also helps you retain the big picture while working on something 
like this...



Research Trip There The Stay Trip Home
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We identified the main phases of the experience - she went through 
a research phase, the trip to the destination, the stay, and the trip 
home.



Getting to 
the Room

The Room The Stay Hotel
Check-Out

On the Bus...
to the Airport

Coming Home:
At the Airport 

& the Flight

Sharing
Memories

On the Bus...
To the Resort

Hotel
Check-In

Let’s Go!
 At the Airport

& the Flight

Planning a
Great Winter

Vacation
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We then expanded these into more specific events, and these 
became the touchpoints - how she was interacting with Air Canada’s 
website, their staff, the hotel... 



On the bus...
To the Resort

Hotel
Check-in

Let’s Go!
 At the Airport

& the Flight

“Our bus guide is fun!”

“This is a long trip...” 

Nobody mentioned the

trip was 90 minutes.

   “Is it going to be too late

to have something to eat?”

“What do I do with my

luggage?” 

When I arrived at the resort,

the luggage was unloaded...
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We then documented the specific events around these touchpoints - 
and more importantly - how this made her feel.  Direct quotes on 
the experience were recorded.



On the bus...
To the Resort

Hotel
Check-in

Let’s Go!
 At the Airport

& the Flight

“This is a long trip...” 

Nobody mentioned the

trip was 90 minutes.

“Our bus guide is fun!”

   “Is it going to be too late

to have something to eat?”

“What do I do with my

luggage?” 

When I arrived at the resort,

the luggage was unloaded...
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These emotional details were then grouped to get an overview of 
how she felt at each touchpoint. 
Things that were positive
Things that were negative
Things that were confusing … Now, things that are confusing to 
someone are also a negative, but really show opportunities for 
improvement.



Getting to 
the Room

The Room The Stay Hotel
Check-Out

On the Bus...
To the Resort

Hotel
Check-In
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We then have columns with all the content we’ve gathered.
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Now we can adjust the touchpoints on a scale...



The Room

The Stay

Hotel
Check-Out

On the Bus...
To the Resort

Hotel
Check-In

Getting to 
the Room

Tuesday, 24 September, 13

 - the higher the touchpoint the more positive the overall 
experience. This gives a quick overview of what worked and what 
didn’t

You can tell right away that the hotel check-in and check-out were 
really poor experiences.

So what can be done about them? Opportunities boxes were added 
to point out ways that improvements can be made.
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an example here... 

From the negative point:
     
“Was the hotel unprepared for the arrival of these guests?” 
     
“When I ask questions they tell me to go to hospitality desk 
tomorrow. This is not very professional” 
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We get the opportunity:

Nail the first impression. Gracious, welcoming, helpful, multilingual 
staff is a necessity at an international resort. This first touch point 
with the resort will set the tone for the rest of the stay. 
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Another good one from when the traveller arrives at the resort:

“What do I do with my luggage?”
When I arrived at the resort, the luggage was unloaded from the bus. 
I was
asked to leave it in front of the hotel outside while I was checking 
into the hotel. Very unusual.
“Is it safe?”
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We get the opportunity:

Don't leave the customer in the dark. Basic information is a bare 
minimum. etc etc...  you know - explain the process of how the 
luggage is handled to ease their concerns - they’ve just arrived... 
they should be properly guided on what to do.
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So here is the finished experience map 
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there are some visual aids along the top
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and along the bottom we have a summary to contrast the beginning 
of the experience with the end...

“It’s booked!...”

to

“i wouldn’t recommend...”

which is at the “sharing memories”, which very well could include 
social media... this is important because it influences others.
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CREATING THE MAP

1. Understand the story

2. Summarize the story, 
create the typical journey

3. Make it visual
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We talked about the 3 steps to design the map but there’s one more 
step, that is extremely important...
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CREATING THE MAP

1. Understand the story

2. Summarize the story, 
create the typical journey

3. Make it visual

4. Use it!
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Share your map, put it in a place where other people can see it, print 
it in a smaller format, use it in presentations
It is important to use the map as a communications tool, something 
that we can use to get a shared understanding of the overall 
experience to help make it better.

I hope this quick overview of experience mapping motivates you to 
create your own!



© 2003-2013 | Yu Centrik - UX Masterclass 2013 C EN T R I K

Questions?
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That’s all I had to share with you today. Questions?
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Thank you!
@yucentrik  | @marciokl 
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