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How WP5 is built up

»Task 5.1 —in spring
* stakeholders were identified and categorized into 3 groups
* data collection plan has established

 preliminary preparation of personas and customer-service provider interactions

»Task 5.2 — in autumn
» desktop research was done for best practices
* research on customer journey maps
 research on focus group meetings and survey techniques
» focus group interviews are ready

» Task 5.3 —in autumn/winter

* conducting online surveys

* creating customer journey maps: the basis of costumer
(eit Urban Mobility journey maps are the outputs of online surveys



Aims of WP5

Understanding customer experience and customer-service provider relationship.

GOAL SETTING

Data collection regarding the DSS framework:

- Rank modes
‘ »| - Indicators for system-level performance

- Indicators for financial performance

* Get familiar to potential DSS user needs — city representatives

+ mobility service providers + non-mobility service providers USER PROFILE BUILD

- Existing user profiles building

- Potential user profiles building
-- Background info

e Get familiar to HUB user (=customer) needs

--Experiences

v

* Creating user profiles

. . . USER LEVEL OF SERVICE
e Ranking user satisfaction

v

* Creating customer journey maps S oring o oty

ACTION PRIORITIZATION

- Importance for satisfaction vs. Perceived
performance rating
H e - Feasibility of implementation due to
eit ) Urban Mobility

v

- Short-term vs. long-term priority

Milos Mladenovic — Draft of DSS Framework (extract)




Data collection process

The activities during the data gathering were the following:

@ focus group interview with city representatives
and mobility service providers (CM) + online survey

focus group interview with non-mobility
o : : :
9 service providers (NM) + online survey
small group interview with users (HU) +
(on-site recruited) online user survey Online interviews
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Materials for data collection

LimeSurvey Professional - Your online survey service

* City statuses were checked owing to COVID-19

< # SOUL Survey - for hub users (customers or travelers)
* Draft questions has been prepared for online surveys ) m
Settings
* relevance check and refinement based on
. . __» 1. Profile classification (7 B4
focus group interviews
. . . . 2. Layout!Appearance ov
* Guideline for focus group interviews has been prepared S UL
. . 3. Information (3 R
* The online survey itself Are you happy with
. 4. Services O~ mobility hubs in Budapest as a
e for the different groups | traveller?
. . 5. Feelings 0- Within the framework of a European Union
® Creat| ng user prOﬁleS ! funded project we invite you to fill in a survey.
6. General insight [ 2 R4 With your help wgll—tailgred mobility hubs
e the inputs for customer journey map R~ o- o edlesigneaty B pest
¢ ranking user Sat|SfaCt|0n —,—> 8A. COVID-18 related questions ) +
e COVID-19 related question ———— 8B. COVID- 18 related questions @+
9. Rellability (7
10. Demography ov https://bmesoul.limequery.com/647178%lang=en

above.

. Please, help our work providing your
ert Upban MObl“ty opinion following the QR code or the link



Lessons learnt from focus group interviews

[Groupoftasks [ Task _______________Host __|Moderator

« ,Feedback on feedback” is more than welcome (U) revision of guidelines and N .
. . Material finalization ::;:;igg:ﬁ?gzi delines ;
* Feelings have a strong impact (f necessary)

recruitment (invitation of -
on Syste m pe rce pt i on ( U ) Before online participants)
meetings meeting organization X
(making appointments)

* Greater clarity of information within and more space T X x
around the hub is important (U+CM)

language difficulties
moderating meetings

X
(following guideline)
* A station transforms from a simple transport hub Pumeonne [ :
X
. manuscripts)
to a shopping center nowadays (NM) T )

check

collecting email addresses

(for after survey distribution)

sending survey question

suggestions (based on X
relevance check)

preparing manuscripts of

e Collected information about the users WESCUE I nline meetings &

e A communication platform would be helpful
,to remember” (CM)

After online

. sending records X
is common (CM+NM) snding manusit X
. X
. ° questions
* Early stage involvement and full cooperation emailing surveys X

o ensn s =n s handling out leaflets with QR

(during online code directing to the online X
fo un d necessa ry (C M + N M ) survey digstribution) survey (on thge spot)
‘ eit ) Urban Mobility

advertisement and
encouragement (forcing X
survey fillings)




Customer journey map examples

Rail Europe Experience Map

.- Bright Vessel e

CUSTOMER JOURNEY LAYERS BT BT e | e

BrightVessel com T
STAGES / s Consideration Acquisition Service Loyalty et et v e o Ffil ot e o O, [T —_— -
s Journey
Model
TOUCHPOINTS
neven o
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N == . e Quantitative
| | J j | | Informatioin
Opportunities
e o doa T —
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Customer journey map for a hub —under development

* A couple of maps per personas (=user profiles)

* From home preparation to post-travel activities as stages

y
* bUt fOCUSing on the hUb SeCtion Of a travel What feelings have you E\'Efha@ligh:e{j]mahub?ch intense it was and how freguent?
(from arrival tO depa rtu re) Intense Moderate Mild Only once Eﬁ:illr‘:'l]ee:.“r F”ﬁ;‘"‘" No answer

Abandoned - customer leftin an uncomfortable L]
H ° ° H H V2 situation without information ar help
» ,Doing + feeling/thinking + provider
Annoyed - by pushy commercals or marketing L ]

relationships at each stages s~ du toefng i crows .

Bitter/disgust - by the lack of public sanitation or L ]
other's cleanliness

* A non-linear flowchart is preferred T E— 5
° MObiIity and non-mObiIity prOViders Uisappoimed—cus:amergeiless.manexpij:; L ]

from a service

a re Considered Humiliated - conflict between customer and service L]

provider handled without empathy
out of control - customer drifted with the events
Pressured - customer pressured for fast decision

Stressed - about paying attention constantly

vulnerable - in situation. where one feels belng
. expased to physical or emotional attack or harm
‘ Elt l l r‘ba I | M O b | | Ity Worried - about personal safety or security of your L ]

belongings

@ Rate only the maost relevant feelings (a couple is enough).
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Thank youl!
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