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EXPERIENCE MAP

Outline + overhaul the experience! This is individual assignment No.2 of three. It is due before class on 
Tuesday, April 26. Please submit a PDF of your one-pager to BEST.stanford@gmail.com. Thanks! 
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HOW
Plot the most important touchpoints within the experience – moments where people or materials represent-
ing the brand impact the user’s emotional state (see Dana Cho’s Scenography, Scene Template, and Experi-
ence Blueprint for several useful methods). The most successful experience maps will communicate creative-
ly, demonstrate emotional insights, and clearly identify where transgressions against the brand attributes or 
personality could be prevented or repaired by solutions consistent with the brand.

Interview users. Try to unpack a user’s emotional state throughout the experience and how that relates to 
the brand’s intentions. try to understand what they feel, what they care about, and what that implies.

put us in their shoes. Using photos, artifacts, or vivid descriptions, communicate what your user went through.  

You will be evaluated on (1) Creativity, (2) Persistence, (3) Thoughtfulness, (4) Thoroughness.

Create a one-page experience map that captures 
the emotional state of a user through an essential 
interaction with your brand. That experience can 
be anything from buying and unboxing a new 
BlackBerry to calling AT&T customer service. 
Whatever the experience, it should be one that 
informs a user’s lasting attitudes and opinions about 
your brand. Your map should highlight the best 
and worst parts of the experience and how those 
moments relate to the brand’s intended personal-
ity. Your should try to demonstrate the following:

BRAND PERSONALITY. How does it feel to interact 
with this brand? How does that differ from 
what’s intended? How does the user character-
ize the experience?

HIGHS & LOWS. Where does the brand succeed? 
Where does it fail? What causes those peaks and 
valleys?

INFLECTION POINTS. What are the critical moments 
where the brand could save the day? How could 
the brand respond in a way that reinforces its 
personality?

Communicate who your user is, what they expect 
from the brand, what the brand delivers, and how 
much more the brand could deliver in a way that’s 
consistent with its personality.

Time

FINER DINING (INTERVENTIONS)

Amuse bouche

“Your food  
will be ready  
in 10 minutes”

Delay dessert 
order

Remain close

FINE DINING

Seated at table

Wait to order

Appetizers

Wait for meal

Entrée

Dessert

Pay the check

Time

Relief

Excitement

Restlessness

Eagerness

Desperation

Joy

Regret

The rough examples above show how, in the first graph, a user’s 
experience at a three-star restaurant moves between positive and 
negative emotional states. The second graph shows how possible 
interventions could improve the user’s overall impression of the 
brand. Please take this graph as a jumping-off point, you could as 
easily produce a storyboard, treasure map, photo essay, or boxplot to 
explain your user’s experience. Be creative and have fun!
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urrently, the D
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C

enter’s Front D
esk is in 

the back of the w
aiting 

room
, and the room

 
itself is hard to �nd in 
the context of the larger 
building. M

ove it up 
front, just inside the 
front door to provide a 
great w

elcom
e 

experience.
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It’s frustrating to get 
w

ell into the entry 
process only to �nd out 
you aren’t a candidate 
to give. The visit could 
start w

ith a shorter quiz 
that screens for m

ajor 
disqualifying issues.
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The needle prick can be 
one of the m

ore 
negative parts of the 
donation experience. 
E

lsew
here, doctors use 

a prickly plastic pad to 
confuse nerve endings 
around a needle- 
injection point. The 
C

enter should 
incorporate this or other 
crafty distraction 
tactics.
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The S

tanford B
lood C

enter focuses on providing a com
petent, 

caring, and com
fortable blood donation experience. U

sers 
range from

 �rst-tim
e donors, to donors w

ho give every few
 

w
eeks, year after year.

For the m
ost part the experience w

as in keeping w
ith the 

C
enter’s intentions, but a few

 interactions – speci�cally 
�guring out w

here to go, �lling out paperw
ork w

ith the 
unknow

n of “am
 I a viable candidate to give?”, and that 

unavoidable needle prick – serve to undercut an otherw
ise 

m
eaningful experience.

“W
earing the sticker 

around cam
pus after 

donating gave m
e the 

chance to talk to others 
about donating.”

“I felt like I w
as taking a 

test. I really w
anted to pass, 

to be able to give, but w
as 

anxious that travel or an 
ordinary vaccine m

ight 
disqualify m

e.”

“I felt a great sense of 
com

m
unity talking to other 

donors. O
ne of them

 invited m
e 

to give w
ith her again in 8 

w
eeks. I think I w

ill.”


