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Interactive and animated stories
triggered by iBeacons



AKQA x STARBUCKS ROASTERY

PRODUCTS, ENGAGEMENT
TIME BRAND INTENT SERVICES, SOLUTIONS EXPERIENCE
Time within the Credible Quality, exotic coffee Starbucks Roastery
roastery (scope) Ethical baverages & beans Seattle

Mobile quided tour Mobile web app

Captivating
Exclusivity Merchandise
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SUMMARY OF INSIGHTS

01. 02. 03.

USER EXPERIENCE USER EXPERIENCE USER EXPERIENCE MUST
IS HOLISTIC IS FOCUSED PROVIDE A VALUE



User experience is holistic.



": they serve
uct business...




— WEE MOBILE APP x INSTORE EXPERIENCE
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User experience is focused.
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CHANNEL

WEB

INSTORE

NOBILE
VIA IBEACON

WORD OF MOUTH

JOURNEY FRAMEWORK

DISCOVER

staroucks roastery news

pass by and enter store

baing told about the
ruaslery existence)

PRE-EXPERIENCE

see inside + explore

mobile nosification

LEAR’N

engage with barista

use tour guide 1o
reinforce knowledge

PRODUCT EXPLORATION

startucks + third garty site

exploring menu

PURCHASE

pay 1or drink,
merch, beans

POST PURCHASE

record noses of coffee
on starbucks passport

experience space,
consume the coffee

POST EXPERIENCE

share your experience
online

exit the store

share your experience



CHANNEL

WEB

INSTURE

NOBILE
VIA IBEACON

WORD OF MOUTH

JOURNEY FRAMEWORK

DISCOVER

PRE-EXPERIENCE

mobile no:ification

LEARN

use tour guide to
reinforce knowledge

PRODUCT EXPLORATION

PURCHASE

POST PURCHASE

POST EXPERIENCE



BRAND EXPCSURE x PERCEIVED VALUE

“"All the experiences that occur during the exchange of

value are being associated with the business and

PERCEIVED VALUE therefore whatever Brand the business has established.”

ENGAGEMENT WITH BRAND - - Newberry & Farham



User experience must provide a value.
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PERCEIVED VALUE > COGNITIVE OVERHEAD

CUSITOMER E2PECIATIONS

PROVIDED BY AKQA + tult)
STARBUCKS ROASTERY

CUSTOMER NEEDS

CUSTOMER CONTEXT

”~

PERCEIVED VALUE

TANGIBLE
quality coffee

INTANGIBLE
deeper uncderstanding of colfee

become coffee 2xpert



VAN UX AWARDS GUIDELINES

X
R

STARBUCKS RESERVE"

ROASTERY &
TASTING ROOM

SEATTLE, WA



VAN UX GUIDELINES + GLIMMER P.104

INNOVATION
IMPACT

“..produce a - onlicent chanae in the market-

place/people’s lives”

"..new technology coesn’t result in innovation

unless it...brings about moaning ha

e Glimmer

Innovation
“"what's new, ditferent, or exciting about this work?
How does il slack up Lo current convenl ons and

patterns we use today?”

Impact
“what results can be attributed to tha user experi-
ence of the solution? what measurable ways "1 |

P

v Nancouver UX Awsrds



INNOVATION GAP

WHAT WE LEARN

ORGANIZATION'S

KNOWLEDGE

INNOVATION GAP

W WL APPLY

o
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LOOKING FORWARD

01. USER EXPERIENCE IS HOLISTIC

HOW WE APPLY

02. USER EXPERIENCE IS FOCUSED AKQA

PROVIDES

03. USER EXPERIENCE MUST PROVIDE A VALUE
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