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

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

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

team to help you solve your most complex challenges.

F A N  E N G A G E M E N T  P A R T N E R S

ENGAGEMINT
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TEACHING POINTS
Here’s what you’ll learn today

W H A T  I S  D E S I G N  
T H I N K I N G

H O W  T O  C R E A T E  
C U S T O M E R  P E R S O N A S

P L A N  B Y  U S I N G  
C U S T O M E R  J O U R N E Y  

M A P S
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DESIGN 
THINKING

P A R T  1
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WHAT & WHY –
DESIGN THINKING
Set of principles for creative problem solving. Also 
known as “human-centered design” or 
“customer-centric”

F A S T E R  I D E A T I O N M O R E  I D E A S

L E S S  M I S T A K E S H I G H E R  A D O P T I O N
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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.
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SET THE GOAL YOU WANT TO TARGET

S T A R T  W I T H  T H E  
E N D  I N  M I N D

H O W  W I L L  Y O U  K N O W  I F  
Y O U ’ R E  S U C C E S S F U L

W H A T  M E T R I C S  W I L L  
Y O U  M E A S U R E  B Y ?
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DEFINE THE 
SCOPE

Clearly articulate what you 
WILL and what you WON’T 
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 

include. Even if it’s anecdotal.
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Q U E S T I O N S ?
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CUSTOMER 
PERSONAS

P A R T  2
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WHY IS A FAN 
PERSONA? 
The “Average” Fan is not a real person. 

He does not exist.



14

HOW CAN PERSONAS HELP ME?

D E E P E R  U N D E R S T A N D I N G B E T T E R  D E S I G N S T A K E H O L D E R  B U Y - I N
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F I C T I O N A L  Y E T  
B E L I E V E A B L E
Personas are fictional, 
yet believable 
archetypes you can 
develop to represent 
your target 
customers. 

D E E P  I N D I V I D U A L  
S T O R Y
Individual names and 
stories that reflect 
personal attributes and 
behavioral characteristics 
such as needs, 
motivations, attitudes, and 
pain points.

WHAT IS A CUSTOMER 
PERSONA?



16WHAT TO INCLUDE
What type of information should I include in my Fan Persona? 

D A Y  I N  T H E  L I F E

W H A T D O Y O U H E L P
H E R  S O L V E ?

J O B  L E V E L  &  
S E N I O R I T Y ?

D E M O G R A P H I C S W H A T  D O E S  S H E  V A L U E  
M O S T ?

W H A T  A R E  H E R  G O A L S ?

O B J E C T I O N S  T O  Y O U R  
O F F E R I N G ?

W H E R E  D O E S  S H E  G O  
F O R  I N F O R M A T I O N ?
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A L I G N S  W I T H  
B U S I N E S S  
O B J E C T I V E S

U S E S  D A T A  &  
R E S E A R C H

HOW DO I CREATE AN 
EFFECTIVE PERSONA?

B R I N G  Y O U R  
P E R S O N A S  T O  
L I F E

M A K E  T H E M  
E Y E  
C A T C H I N G  &  
M E M O R A B L E
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WHICH FAN TO CHOOSE
Where do I start?

S I N G U L A R  O R  M U L T I P L E
Don’t try to create more than 3-4 
personas, max

M O D A L  V S .  $
Either start with the fan that has 
the greatest number of fans or the 
highest value fan

G E T  W I T H  Y O U R  T I C K E T  T E A M
See what data your ticket team has.
The results will likely surprise you.
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Q U E S T I O N S ?
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JOURNEY 
MAPS

P A R T  3



21CUSTOMER JOURNEY MAPPING
A customer journey map is a visual representation of every experience your 

customers have with you..
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HOW DO WE CREATE AN EFFECTIVE MAP?

FAN POV
Build from the fan’s point of new, 

not an internal business point of 

view. Look through their lens, what 

are their goals, needs, 

expectations.

01 INCORPORATE KPI’S
Don’t just guess. Use the data you’ve 

collected, whether quantitative or 

qualitative.

02 VISUALIZE ACROSS THE JOURNEY
Make it visually appealing to optimize 

stakeholders’ understanding, 

engagement, and decision-making 

based on the journey map story.

03
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BUILDING YOUR MAP
Start with your column titles first. Map out the Stages and the Sub Stages

P R E - A R R I V A L
• Awareness
• Info gathering
• Purchase
• Travel & Arrival

I N - S T A D I U M
• F&B 
• Merch
• Guest Amenities
• In-Game 

Entertainment
• Concourses / 

Restrooms

P R E - G A M E
• Parking / 

Tailgating
• Fan Activities
• Gate Entry

P O S T - G A M E
• Exit Stadium
• Travel Home
• Follow-Up / Thank

You
• Advocacy 

Opportunity
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BUILDING YOUR MAP
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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C U S T O M E R  P O V
Cannot stress enough. What are the
customer’s goals and emotions each step
of the way?

N O T  Y O U R  P O V
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.

R O A D B L O C K S  T O  T H E I R  G O A L S ?
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? 

IDENTIFY PAINT POINTS

C O N S I D E R I N T E R V I E W S
If you’re having trouble producing good 
stuff, consider interviewing fans that fit 
your customer persona. 
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MOMENTS OF 
TRUTH
P I T S
First look for the Pits. The moments that 
are highly important to your fans and are 
highly upsetting in the current state. 
Attack those. 

P O T H O L E S
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.

P E A K S
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 
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“HOW MIGHT WE…” “WHAT IF…”
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FINISHED PRODUCT
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BONUS
If you find you have just too many ideas for improving your offering, 

use this Feasibility Matrix
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Q U E S T I O N S ?
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FREE  CUSTOMER PERSONA CARDS
www.engagemintpartners.com/nacda

EXPERIENCE  DES IGN  SPRINT
2 Week virtual process to help 

you build plan for Game 1
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