ENGAGE ENGAGEMINT

FAN ENGAGEMENT"PARTNERS

EngageMint is a leading customer-experience (CX) design firm for college

athletic departments and sports organizations. A collective of best-in-class CX

poractitioners from a diverse set of B2C industries, EngageMint builds a custom

team to help you solve your most complex challenges.
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TEACHING POINTS

Here's what you'll learn today

WHAT IS DESIGN HOW TO CREATE PLAN BY USING
THINKING CUSTOMER PERSONAS CUSTOMER JOURNEY
MAPS
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WHAT & WHY -

DESIGN THINKING

Set of principles for creative problem solving. Also
known as “human-centered design” or
‘customer-centric”

o %

FASTER IDEATION MORE IDEAS

£ =

LESS MISTAKES HIGHER ADOPTION
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FOCUSED ON EMPATHY

Customer “POV”
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EXPANSIVE
THINKING

Break out of your “River of Thinking”
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PLANNING FOR GAME 1

GET A TEAM.
DON'T TRY THIS ALONE.




SET THE GOAL YOU WANT TO TARGET

©

START WITH THE WHAT METRICS WILL
END IN MIND YOU MEASURE BY?




D EFI N E TH E Clearly articulate what you

WILL and what you WON'T

sco PE tackle with your group
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BE PREPARED TO GATHER DATA

Depending on what you're trying to tackle, everyone has some sort of data to

INnclude. Even If it's anecdotal.

| Quality Score
.8
] '

7 20,13
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QUESTIONS?




CUSTOMER
PERSONAS

P A RET




-

WHY IS A FAN
PERSONA

The “Average” Fan is not a real person.

He does not exist.

R
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HOW CAN PERSONAS HELP ME?

DEEPER UNDERSTANDING BETTER DESIGN STAKEHOLDER BUY-IN



NAME

Background

Sarah has some experience with life insurance. but doesn't really feel comfortable
making purchase decision on her own. She's looking for an expert who could guide her

through the process.

Sarah would like to have someone she could trust and call personally anytime she has

guestions.

Motivations

» Feeling not alone, but the part of the
team who wants her to succeed

» Explanations in simple words,
without professional terminology

» Transparency and user stories,
helping to build trust

Strategy

MARKET SIZE TYPE

70 % Self-Service

&

g

Pain points

Pressure (needs to make a decision

fast. but is not sure which option to

select

Professional terminology and jargon

Highlights

= Security/trust issues

Overwhelmed by numerous offerings

Desire to be in control

lony high

Expertise in insurance

« Collect success stories from other clients like Sarah in order to build trust and show her

what other people tend to pick. low high
+ Use language that is easy to understand. get rid of professional terminology and jargon
« Overall tone of voice: warmth, letting Sarah know we are here to help. Need in human warmth
lonwy high

+ Simple calculators
« “Call or request a call” function

* Live chat on the website

WHAT IS A CUSTOMER

FIGTIONAL YET
BELIEVEABLE

Personas are fictional,
yet believable
archetypes you can
develop to represent
your target
customers.

PERSONA?

DEEP INDIVIDUAL
STORY

Individual names and
stories that reflect
personal attributes and
behavioral characteristics
such as needs,
motivations, attitudes, and
paln points.
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WHAT TO INCLUDE

What type of information should | include in my Fan Persona?

DEMOGRAPHICS WHAT DOES SHE VALUE
MOST?

WHERE DOES SHE GO
FOR INFORMATION?Y

JOB LEVEL &
SENIORITY?

ASPIRATIONS

LANGUAGE
LINGO USED

DAY IN THE LIFE WHAT ARE HER GOALS?

FACTORS IN HER
PURCHASE DECISIONS

WHAT DO YOU HELP OBJECTIONS TO YOUR
HER SOLVE? OFFERING?
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HOW DO | CREATE AN
EFFECTIVE PERSONA?

ALIGNS WI
BUSINESS

OBJECTIVES

H

BRING YOUR
PERSONAS TO

LIFE

USES DATA &
RESEARCH

MAKE THEM
EYE

CATCHING &
MEMORABLE

MNAME

Susan Soccer Mom Updated 3.10.20

Background

5125,000

+ Son S5am, 10 years old (soccer and football)

activities/fitness junkie
+ They like to buy merchandise

CAUTION MIGHT BE LOWD

schedules

e Kids'schedules

Demographic

e Weather conditions

52

Goals

Technology
Quote

from smaller university that was closer to home

+ Owns an RV - Sometimes takes it up for games

+ Office administrator (full time) for a major healthcare company, $65,000; college degree

+ Husband:Jim, £7-year-old senior software engineer with the same company for 20 years;

+ Husband isthe alum; both of them are sportsfans (What sports?)

» Daughter Sarah, 12 years old (twirler and cheerleader)

+ Supermom = works full time/takes care of the house/chauffeurs the kidsto

*» They hold [4) season tickets and 1 preferred parking permit.

+ Occasionally buy single-game tickets to other sporting events depending on kids'

« Asa family, attend only 3-4 games per year even though they are season ticket holders

o Will sometimes leave the kids home and attend a game with another couple

o Sell tickets for games they aren't using on Ticketmaster. They also try to sell parking

permit on the 3rd party market to some of the games they cannot attend.

» Tofoster the same "Penn State” love and loyalty in their children
+ Toprovide a fun family activity (not necessarily vacation time) that is a treat
» Dad wantsa Penn State Legacy; hopes his children want to attend Penn State

+ Enjoythe entirety of gameday weekend - join friends who host a tailgate every game

‘Wothing can take the place of time spent with your children”

"V am the facilitatar of fun!”

Expectations
Motivations

asy ingress and parking to get there

and be able to enjoy as much pre- . .
o ° 10y as ‘P Easy drive from their western PA

suburb (2.5-3 hrs)
+ Kids enjoy sports of all kinds

ame fun as possible
easonable food prices

stadium entrance :
= e * Husband can cccasionally connect

with some college buddies who
attend games aswell

+ Prefersgamesearlierin the season

Brands & Influences

for nicer weather

Mike Catching up with friends at tailgate

« Email

Both Husband & Wife Follow Penn State Sports on Facebook/Twitter/Instagram

Frustrations

Difficulty in making hotel reservations
when they want to spend the
weekend

Frice of hotels

Egress on games they have to drive
home afterwards

Long wait times - want to maximize
the use oftheir time

Takes too long to park

Challenges with selling tickets for
games the family is unable to attend
Not having a guarantee of RV
parking

Preferred Communication/Channels
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WHICH FAN TO CHOOSE

Where do | start?

SINGULAR OR MULTIPLE oo

Don't try to create more than 3-4
personas, max

Roaras A Zasuinn Lengka (L

GET WITH YOUR TICKET TEA - - -

See what data your ticket team has.
The results will likely surprise you.

MODAL VS. §

Either start with the fan that has

the greatest number of fans or the
highest value fan
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QUESTIONS?




JOURNEY
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CUSTOMER JOURNEY MAPPING

A customer journey map Is a visual representation of every experience your
customers have with you..

Awareness Consideration Decision Delivery & Use Loyalty & Advocacy

Hear from friends,

, ; Compare & evaluate Add groceries to Receive or pick up Contact customer : : Order again / ;
see offline or online ad, . . Make an order . Enjoy groceries Share experience
alternatives a shopping cart on order service order more
read from newspapers
Find the best solution Find dhd:setect ficeeive ) pickup an Gethelp ipiobies Have right and good Repeat good Share feelings,

products Order effortlessly order effortlessly appear, request for

to buy food easily, get inspired SRR AT rahing quality ingredients customer experience give feedback
Word of mouth, Word of mouth, website, : Website, app, Delivery service, Phone, Food products, =) Word of
s traditional media, brick & mortar store, i . order confirmation packing, messages email, packages, other ig mouth, social
social media social media ' email (email, SMS, phone) chat materials - (f media _

“I have to share this”

Requires effort, happy when receivad Frustrated Satisfied *This is easy”

Deliver on time and Increase customer Increase retention rate Turn customers to

Increase awareness and
interest

Create marketing
campaigns and content

both offline and online, PR

Increase number of
website visitors

Create marketing
campaigns and content
both offline and online

Increase shopping cart
value & conversion rate

Shopping cart value,
conversion rate

Optimize grocery
shopping experience

Increase online sales
and conversion rate

Online sales,
conversion rate

Optimize online
purchase
funnel, order handling

minimize a delivery
window

On time delivery
rate, average
delivery window

IMMlavals avtan | =& miakiaa

service satisfaction,
minimize waiting

Customer service
success rate,
waiting time

Organize customer
service

Make products
to match expectations

Develop products &
product range

and order value /
frequency

Retention rate,
order value &
frequency

Target marketing,
make re-ordering easy,

upselling / cross-selling

advocates, turn negative
experiences to positive

Viral coeffient,
customer satisfaction

Manage feedback and
social media, develop

sharing / inviting chances

F aimdnan oo m oo e
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HOW DO WE CREATE AN EFFECTIVE MAP?

Persona name i PRE ARRIVAL #  PRE GAME i IN STADIUM
i Food & Beverage [ Merchandise

+ A i Maareness #i Purchase/Donation i Travel & Arial # Parking/Tailgating #  Fan Activities i Gate Entry #  Guest Amenities #  In Game Entertainment i ConcoursefRestrooms
B _ _ _ _ _ _ _ _ _ _
i Attendee
xpectations

#  POST GAME

il Exdt/Departure

ok ok ™ ™ ™ ™ ok ok ok ok

O-l FAN POV INCORPORATE KPI'S O 3 VISUALIZE ACROSS THE JOURNEY

Build from the fan's point of new, Don't just guess. Use the data you've Make it visually appealing to optimize
not an internal business point of collected, whether guantitative or stakeholders' understanding,

view. Look through their lens, what qualitative. engagement, and decision-making
are their goals, needs, based on the journey map story.

expectations.
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BUILDING YOUR MAP

Start with your column titles first. Map out the Stages and the Sub Stages

—~ __ »

i IN STADIUM PRE-ARRIVAI. IN-STADIUM

Parking/Tailgating i: Fan Activities i Gate Entry » Food & Beverage [ Merchandise i Guest Amenities ° A\Na Freness ® I: & B

* Info gathering * Merch
« Purchase « Guest Amenities
* IN-Game

e Travel & Arrival
Concourses /

PRE GAME

PRE-GAME POST-GAME
« Parking/  Exit Stadium
= 2 = = N Tailgating * Travel Home
- o > @ @ « Fan Activities « Follow-Up /Thank
« Gate Entry You
« Advocacy

Opportunity

—
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i IN STADIUM

1 Food & Beverage [ Merchandise

BUILDING YOUR MAP |88

¢ Process

Determine Touchpoints, Channels, Processes

for Every Stage

These are what allow you to think deeper,
have empathy.

Role play, get into character.
Put yourself in that character’'s shoes with

their backstory. How do they perceive each
step?
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CUSTOMER POV

Cannot stress enough. What are the
customer’s goals and emotions each step
of the way?

ROADBLOCKS TO THEIR GOALS?

What's standing in the way? Do they want
to provide good fun for their kids, but the
drunk fans next to them impede it?

NOT YOUR POV

Don't list what's painful for you. It's your
job to figure out what's painful for the
fans, and have a CAN DO attitude to fix it.

CONSIDER INTERVIEWS

If you're having trouble producing good
stuff, consider interviewing fans that fit
your customer persona.
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MOMENTS OF
TRUTR

PITS

First look for the Pits. The moments that
are highly important to your fans and are
highly upsetting in the current state.
Attack those.

PEAKS

Then look for Peaks. The moments that
are highly important and making fans
very happy. Can you make those
moments last longer, or replicate it at a
different point in the journey

POTHOLES

This is where a lot of people get hung up.
They spend the majority of their time
working on improvements that only
marginally improve the experience.
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FINISHED PRODUCT

1N STaIHLRS

# ConmurssfDeimoms

| SaNETENEDT s Purchass\Donation s Trowed & Arrival (o toend s ParidngTslgstirg ¥ [ Artieities s Gale Erfiny ¢ Food & Beversge | Mercherdze § Guesh Amenities & In Game Enfertaimment

Guast Servicas PO
n B awari o rariseal Ll eiss and = Pay Dkl d sl riridwal o L] n Saky aCduces LG Lankgalaeg gl LI R s Gl i dueckly willecul Baresda s Quek & daiy afoodable B = Eiey & guck st Lo Slall L] Fa laber adeartags of al n » Eany @ ddwiearisent Sddish L L] D vl L = el
3 L] worl s ol e = Hgh n Sale, Swidura sanlry Tize Carstaby mlvd Cark Bl HFI imlirlanr—sml aviad (rowes chai nrilr dets wxill wllhoor '] | Lo
marils L Ladoin Cara off 1k L] miaall boata it s Gl parkind e n Porchiais sally Food apisini Erpirirics an ot ai Ecrdaly raawealie 10 Oy aredas Cachy LRl Slals &
=0 e rdd i = Sgle, HispLabde & Tun L] Lol & Qi Proup prclure fn Tier iz idks [ H el Lisr Slaadiuem L] Lalichh up h I g
ed Frtancwaily va maki a £ L1 L] i e = Alnbly b purchissa Gans | L] fizr
L vl ey TRl L] LTy W aanly 1o L] souvane for kids Dl wed
Sharl plariranrg Sl e min duli, raanils L] Barmw i-L (L= T arn sk el ¢l R
wliech Qs Wil L] N ol lahe Care o il L] M @ T o Didfore ckall 1o L] i i - T rasa e W L] HF
Ly e ki L e s vty Tossaracha il 1 7 il vl v il Fann 1 i el
s wormimrl mraize Ll lear arorval.
Expadla Sl 1o De ol and L] o sl Lk L] ml ralles, bl niail L] LI SFTw Moy gl ks fraem Foocd B BEsrerage Hicdzerali empdroeic Erear L3 Thiser ', szaronill Fumriay iz Lowearnlen B b likss ik sl s
: & aIT el n el Bl B spanl Or g ir ity orl Bk ichanBadcks n Plassdiable Tood predis reduicl foe Beidp A e Oreinly @il dursiag hall vy and o B
Expadla 10 Near abdul remmwaks L] Elvic i burialy Lo A ity rmsen urilil L] = al an b s Fravdly Ot wir ks Parsdwial ralabezrmbap v wcalian Bz o i Lk g slawl ol pra Lt
k] i STE =TT m. L] = W-Fom Eadhsp n  Harrp dilfinanil oplideis Fo Framidby milaracbeza sl Leoest e arilirlanrsaml | 20 s
Cls o it & Sl L] 10 s abiks LS Coamph Lacal znal L] Lhan U mrieslass 12 it ivend) ol payr=am S o SalT [T B
Lraz b Eermailn calundar ang L lvdesl L onndisa Mol ineg vl Esnnkareg ol L] Wanls PeesEand o lelen
T N L] Lol ari g 10 e L Murchandize rade: play by pay
Viarils L krvdewr any payirsnl plan el ey P el 2 wilzne = Hesstndable merch prereg n Lorrsealent, clasr sound
o 14 e kals mas W LSl elodanl saecian
s Lkl pdwic i all S pair blapala i el
Chardls, s - - Eoge slc
Pz Moy T Wit v
-
= AL Currivil s scn Desgore, el ducks L] Lissiavw rariarmmal mivCeEE v L] Vadk 4 sldatk watiech i regi L] L] o lan L] Foed & Bsrerage Fined ety ot macd I saals wilh GO0 ol es an Weals rializim Dediere g ta L] Firls dlhr g ¥
o rove Ty sl s r=dil | = Lo b el Ao welr ks itk and ready b wa Lo pre ol il |
(ST ool discuss wlh L] Laien Crihr ¥ h Al L] L] raburn D Lok b aflar L] L] Tread L purchass babora thae Pty sl i vecie naiated garra fsliviles Hizmrds up walh obiwr Tvsnds 1
Sl all - lars. N i g FH*HT LETIEWR. L] L] 100 I mdca 2000 L] BT & pafE i wvee gt Sl oo all ol e Thail bl mcvkdad ol Fer
([T e L] Lal bkl riag B ask any L] L] = P rria O Sploete B oSland R Ok surrouriineg hnereds ladgatie, Dl N Ledada T
L] sl kel s HE =S B L] ATt L] L] I=talen Bk Lalwn welvirs 10 D Wa b G Tedaduriy Whias ari L oo down s L]
1 Imia i L] diatiavers Cormimtunecalesn abtul L] L] = hd wind b Lrpll el el S v Exyperpind] Earvilf T W arros dhss L O ewdla. ot frdim a
pairboreg el sual sekaChoris = Bgrrew fial i L] vl vl of paaryretsiil L psf L L &4L05S0 Slarywid Diw sl -ganrtvii o an b Har el
L] i el aniy pre dartad bbb | i Han ' A pal. L] L] iy, wdlory Exll] sCa L Zni e
» LWy i L wle i ko el L] Murchandizu L] lodk arslisr pelure wilh Wl {RE
TS o T i Lo L] = Purchasial preveaes 1O oarorang Tarrmly ni ssrals
L] il
L] sarizpen Fear lanbgarlineg drea
i, ek
9
- oa =
=
'-_.' '-_.' - v v |
o —
¥ e
; L .'I_I
| e O @ O
T HiTH 0 i Arie L 3 e LA A o ey SO { otla S i ! fjus! e dade WE AfE} SANr bkl Errr I SO B
o manl My el S S ud by aridihir i) M Ll FLALITESLLY Jet o il oy ek
a ol Il et
L] Lack Ol consmsisresy L] Frualréated wills anlhirm buy L] Traic - wap mlth e garssm L] L] Lack of AT (o thes o L] Wl 1 Foed & Barerage L] Lrabians B Gusrl Sarvics slall L] L] HO g prodhecEs mn L] O wilaral iy = Lanln s
L] el L remewval bmehme Precuss L] Walae Cormsrlee ity L L] Profebited = Long hing & sal i Doz Ineon s wiarl o L] 1l s ™ iy wirail b
L] LaCk il L] Frumiratiad of Ky have troubis L] Lar Licublas L] Lack of sralnk avalabb b Liom resoias Ll s L] L] Long s posiesa or L] Lorsealmn B long linis | =gt = H TS S ] IR
o Turariela i unexpeecbed prece guibing sormmone ocn the pisone = el i e aeghil bl Lo baizp laris drdorkd s s Employes Demearssr o Rl TrL T 0 et al il Lotk ol chian segriadgs of ol wx e
IFFCr el i L] Ty 2enl el Lise par ing o Ptk s lankgalurg srics B aladis allér Liam drored (= HT [ st Iy 2w Bizxlinig during e lir—wml waalhir rernlr dr=ich Ll iy Baver a -
= Parking i radlsc ad paehimants waadn thak wank. n DU bk W s BralTie pallsnoa St lEal upon &  Dadlen Lhark Ehear lad Gt i = %Py ConmecEiviky L] = Mo conaimbent method o L] haClwiasloaly ramurich wlidr Lar s
s Schadule layout - B many Eadk L] ey vedasld conmsder upping = Had mgnage o Fegledys s Fr wmployes demeance & s 10 sllodic B3 allract s TrashfOverfiow ¥ Laaliz [ 1 Cavricel Sar-aeds LairsedLre iy s LSt o oaxlriemsty oy
L Bardk Qi rmiash dieratean Bul il @ dallicull ba n Tankgaling surfacs L, Iaarty Frzarss laar prcgranTi | el LS Eaa sy L] LELED Bl Lany ailir hal s




ENGAGE
— MINT

BONUS

If you find you have just too many ideas for improving your offering,

use this Feasibility Matrix

EFFORT BY
ORGANIZATION
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QUESTIONS?




Y o i .
il AI- Is the goal you've written clearly stated
and specific?

Is this the end goal of your r:-:’f:na'f“
Peel the layers of the onion w

Do not include goals that are too globa
and have no connection to the workplace.
Be sure to not confuse perks and benefits
with employee goals, 1.e. "work from home
What Is the end goal days" are not goals; "healthy work-life

of your persona? balance" or "time to spend with my kids'
Goals are your larger, might be the goal.

2 3
REE CUSTOMER PERSONA CARDS | EXP@RlENcmsmu SPRINT

of what your persona

: : NGAGE . P —
CWAAN. eNaac iNntpa rtners com/ a-eéﬂvl‘HT | ) VV help
life. you build plan  for Game'1

Turn Ideas Into
Products Faster

.

Dedign, prototyps, and gather
fewdback sl in one place with Figma. -

daiable onime; on Windows, Mac of Linus

« What are the things that can increase

MOTIVATIONS

LY,

:@:

employee autonomy, purpose,

iastery, ana Eat|5fan:t on’

« What drives your persona and e i % —
O motivates to start working at your e oy
organization or stay working at your . .
organization? _ T
» Why would yvour persona choose to - -
Does the motivation work at your specific organization over 3
a competitor?
vou found lead to
new processes,
N ] Tall= il [ ] ?
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