Experience Design
A Framework for Integrating Brand,
Experience, and Value
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A customer
becomes aware
of a particular
business, Brand,
or product /service;
he/she begins to
realize that he/she
has a need.

The process of
formalizing needs
and weighing
alternatives. This
includes acting
on needs but can
also include
the decision not
to do anything.

The decision to
buy a product
or service: the final
stage of the
customer acting
on his /her needs;
usually covers
the transaction
process up until
first use.

This is the
customer’s first
unaided use of
the product
or service (sometimes called
the out-of-box
experience),
where his /her
expectations
meet reality.

Regular ongoing use and:

The end of product
or service use,
because of
obsolescence,
business failure,
lack of interest
or perceived value
by customer, or
changes in his /her
circumstances.

The process
of disposing of
a product and
the re-engaging
with a service,
perhaps through
a new product.

Emergence of new needs (through
discovering features or finding
gaps in value provided) and formalization
of these needs into actions.
Problems that prevent realization of
expected value (either through defects
or lack of knowledge on how to use
the product or service).

IT Systems of Engagement
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Sharing his /her experiences with other
people through actions or words (either
directly or indirectly).
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