
Role: Research; Strategy; UX/UI Design; Art Direction

Challenge: MNAO saw the idea of interactive screens as a key
component to a “Retail Evolution”occurring at new and redesigned
dealer show rooms. They looked to use an interactive touch screen
to enhance the dealership experience, elevate the Mazda brand, and
assist in the sales process with measurable ROI.

PProcess: I worked with the client to obtain and analyze a customer
journey map that outlined the car-buying experience, performed
competitive analysis, and conducted stakeholder interviews and
observational research that led to personas that represented the
average user. These personas, and the user challenges that were
identified, were key in creating the mindmap and wireframes that
would drive the design.

OuOutcome: Aer several iterations, the screens now serve as a brand
standard component to all new dealerships, and will be implemented
at existing dealerships over time. Post-implementation observation
and interviews revealed additional improvements that may help
to make the screens even more valuable, but customers , dealers
and sales representatives express great satisfaction in the interface,
achieving the original goals set out by MNAO Corporate.



P R O J E C T  O V E R V I E W
•  Interactive screens as key 

component to “Retail Evolution”

 -  Enhance dealership 
experience

 - Elevate Mazda brand

 - Assist in sales process

 -  Complement existing 
video wall screens



I N I T I A L  R E S E A R C H
• Customer Journey Map

• Competitive Analysis

• Brand Standards Review

• Mood boards

• Personas

• UX Studio

OPPORTUNITIES
How might we 
position Mazda  
to be aspirational  
and desirous  
to prospective 
customers? 

How might we provide 
product experiences 
before customers even 
know they are looking 
for a new car?

How might we create 
content relevant 
across the variety of 
touch-points and 
experiences, and not 
just for TV?

How might we 
leverage cars on the 
road, or on the lot, to 
get people to explore 
Mazda more?

How might we get 
prospective customers 
to experience more 
test drives?

How might we  
support customers in 
establishing their 
needs, while choosing 
a vehicle model?

How might we create 
a shopping experience 
that is informative, 
transparent and 
exciting within the 
dealership?

How might we remind 
and re-educate 
customers to give 
them confidence in 
their potential 
purchase?

How might we be 
more transparent in 
pricing as well as allow 
customers to shop  
on their own terms?

How might we make 
the ‘committing to 
purchase’ moment 
more transparent and 
effective, alleviating 
the stress?

How might we support 
our customers while 
they establish financial 
power?

How might we ensure 
our customers that 
they received the best 
possible price and deal 
for their vehicle? 

How might we 
facilitate an 
experience that 
evokes a sense  
of victory within  
our customers?

How might we  
ensure our customers 
feel celebrated, giving 
them something to 
share with friends  
for validation?

How might we support 
customers through the 
on-boarding journey 
to third parties, 
ensuring they have a 
“Mazda” experience?

How might we ensure 
customers feel valued 
and celebrated when 
either collecting or 
taking delivery of their 
new car?

How might we 
progressively educate 
customers about the 
features of their 
vehicle over the first 
month of ownership?

How might we capture 
owner excitement and 
leverage it into 
creating a stronger 
relationship within the 
first six months?

How might we add 
value to the ownership 
experience through 
MyMazda?

How might we create 
delight in the everyday 
use of a Mazda car?

How might we 
improve customers 
driving experience in 
traffic, knowing our 
shortcomings?

How might we be 
there in the “I want  
to go...” moments?  
In a way that creates  
a more fulfilling 
ownership experience?

How do we ensure 
that owning a  
Mazda remains the 
best possible  
owner experience?

How might we 
leverage customers 
driving memories  
to create a more 
positive ownership 
experience? 

How might we give 
our customers the help 
and support they need, 
when they need it?

How might we provide 
clarity in the moments 
of ‘I need to know  
how to...” ?

How can we hold 
customer’s hands 
through the repair and 
accident experience?

How might we use 
data from throughout 
ownership to present 
end of life 
opportunities?

How might we 
improve the end-of-
life moments where 
customers may be 
disenfranchised  
with their ownership 
experience?

How might we make 
this re-commitment 
process hassle free?

How might we create 
continued “Mazda” 
ownership experience?

FEELING  
WE  
WANT  
TO 
EMBED

3 --------- -Joy / Excited

2 ---------- Impressed

1 ------------Hopeful

0 ------------Indifferent

-1 ---------- Underwhelmed

UNDERWHELMED

EXCITED EXCITED

INSPIRED INSPIRED IMPRESSED IMPRESSED INFORMED INFORMED INFORMED ASSURED IMPRESSED IMPRESSED

JOY EXCITED

SUPPORTED SUPPORTED SUPPORTEDCONFIDENT/ASSURED REASSURED SUPPORTED IMPRESSED IMPRESSED ASSURED ASSURED INSPIRED SUPPORTED

TRUST

IMPRESSED

INTERESTED

RELIEVED SUPPORTED SUPPORTED

INTERESTED

INSPIRED/EXCITED

ASSURED ASSURED ASSURED

TRUST HOPEFUL REASSURED HOPEFUL INFORMEDHOPEFUL TRUST

INSPIRED/EXCITED

DETERMINED

CURIOUS INTERESTEDHOPEFUL

EXCITED EXCITED/ASSURED CELEBRATED JOY JOY/INFORMED EXCITED PROUD PROUD

REASSURED

HOPEFUL

EXCITED EXCITED
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TRUST INFORMED TRUST
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INTERESTED

VALUED EMPOWERED

CELEBRATED

VALUED EMPOWERED

INDIFFERENT

EXCITED VALUED

DATA TRUTHS

17
comms on average 
per year customers 
receive from Mazda 
Corporate alone, 
before dealers, 
partners and affiliates.

75%
   

of CEC calls are driven 
by failures upstream.

75%
    

of research last year 
was completed by 
consumers—on digital 
devices. Spending  
an average of 3 hours 
researching cars.

50%
   

is the industry mean 
for repurchase rates.

40%
   

of repurchase rates 
have grown 8% from 
32% in recent years.

59%
   

is the rate searches 
for car-sharing  
service is rising year 
over year. 

27%
Approx. of the total 
car buying market  
can be classified as 
our target.

60%
  

of car shoppers  
were undecided on 
brand and model  
at the beginning of 
their journey.

69%
   

of car shoppers are 
influenced by YouTube  
content over advertising  
(TV and print).

58%
  

of customers reported 
that the results they 
received to their 
online queries were 
inadequate.

91%
of adults will leave a 
mobile site or App if 
it doesn’t satisfy their 
needs, meaning only 
9% will stay.

3hrs
is the average daily 
time people spend on 
their smartphone.

1 in 3   
adults watch auto 
content on YouTube 
once per month.

60%
  

Approx. of car buyers 
are using their 
smartphone during 
research.

78%
  

interest rate in 
searching for dealer 
phone numbers.

25%
   

of those using their 
smartphone are doing 
so while they are in  
a dealership.

1.4
 visits
on average to 
dealerships is all car 
buyers do to make  
up their mind  
before purchase.

39%
   

is the staff turnover 
rate at dealerships.

7.4%
   

of paid clicks on 
mobile and 6.1%  
of paid clicks on  
desktop led to 
dealership visits.

70%
  

of searches for car 
MSRP and list price 
are done on mobile.

30%
   

of digital car buyers 
were willing to travel 
further to close  
the deal.

75%
  

of CEC calls come 
from failures early in 
the customer journey.

20%
   

Approx. of new 
owners join / register   
MyMazda currently.

4%
   

are considering 
Mazda for their  
next vehicle.

KNOWN  
CHALLENGES Creating and 

maintaining content 
on a timely basis is 
challenging for 
Mazda from a budget 
and prioritisation 
perspective.

We aren’t currently 
capturing early signs 
of advocacy.

Our communications 
aren’t currently a 
two-way conversation.

External factors 
heavily influence the 
vehicle ownership 
experience.

Mazda lags years 
behind our 
competitors in our 
in-car screen 
technology.

There isn’t a clear 
indication of where to 
go for help.

Owners best 
memories are held 
closer than actual 
experiences, When 
talking about an old 
car somebody had 
they’ll often be drawn 
to a particular 
moment, story, and 
memory they want  
to share. 

It is human nature to 
plan the future.

Owners receive many 
contacts from 
MNAO directly, and 
from other 
departments. They 
see these all as 
communications from 
Mazda and can feel 
harassed, and 
annoyed.

The high cost of the 
magazine makes it 
prohibitive to send it 
to everyone for the 
whole duration of 
their ownership and 
ends after one year.

Owners reported not 
keeping, never using 
and not caring about 
their log book. They 
believe they can find 
answers easier online 
and that their vehicle 
history would be 
better tacked digitally. 

Owners often don’t 
know where to go to 
get something fixed, 
is it their fault? Does 
the warranty cover it? 
Will the local garage 
repair it cheaper? 

Mazda mostly 
unaware of 
communications 
between owners and 
dealer in most cases, 
therefore we cannot 
communicate the 
effect of the program 
to the owner.

More drivers are 
installing dash 
cameras to record 
instances of bad 
driving and cycling, 
helped by the 
usability of products 
such as GoPro.

Often owners are 
provided with a 
courtesy car not equal 
in size or performance 
to their own.
Courtesy cars 
provided by three 
parties (e.g. 
Enterprise / Hertz).

For servicing, dealers 
always recommend 
more than is required. 
In addition, most 
manufacturers have 
some sort of 
recommending 
service pricing 
schemes, and many 
dealers choose to 
charge much higher. 
And these are sources 
of mistrust and 
confusion with the 
consumers.

There is a need for 
improved service 
updates, and 
notifications. 
Experience landscape 
setting expectation 
for instant and  
live updates.

There is a concern, 
and a lack of trust  
for fear of being 
overcharged.

Owners want 
something for repeat 
visits, reward for  
their advocacy.

Recall campaigns  
are fraught with 
challenges in supply 
and scheduling. 
Owners need 
transparency and 
support. 

Keeping end of life 
customers engaged in 
the brand can be 
difficult when they are 
seeking change.

Prospective owners 
don’t frequently shop 
in this category and 
some need  
re-education. 

They are seeking an 
experience, services 
and interactions that 
could enhance strong 
attachment to the 
Mazda brand.

Prospective owners 
lack are unaware of 
the brand story. What 
is it like to be part of 
the Mazda tribe?

Prospective owners 
just want to know 
what car is best for 
them. Our challenge 
is to get on 
prospective owner’s 
radar early. 

Our target customers 
value distinctive 
design and the driving 
experience, even as 
the mass market will 
increasingly regard 
cars as a service.

Prospective owners 
have ‘expert’ 
relationships and 
‘go-to’ friends that 
know about cars.

There are too many 
touch-points from 
disparate sources, this 
leads to a confusing 
experience and an 
inconsistent tone of 
voice. People struggle 
to identify what 
Mazda stands for.

There are no KPIs  
for story-telling, and 
therefore nothing 
pushing Mazda to talk 
about it’s uniqueness.

OOH is expensive, 
and can have a  
low impact.

The presence of the 
Mazda brand needs 
to be intensified to 
capture greater 
attention of the 
potential customer.

Vehicle availability 
information on the 
website is not current 
and loads slowly, 
people felt baited  
and switched.

There currently is  
no go-to place for 
prospective owners 
and owners to get 
information.

There is significant 
frustration around 
getting factual vehicle 
costs details and trade 
in values. 

Prospective customers 
are hesitant to trust 
car dealers. 

There is confusion 
around what’s 
included with certain 
vehicle models.

“What car should  
I buy?” topped car 
related Google 
searches—car 
shopping isn’t a 
marketplace that  
most customers 
inhabit enough for 
them to become 
comfortable in it.

There is nothing telling 
customers what 
benefits Mazda will 
give them for being  
a loyal customer.

Prospective owners  
are seeking peer to 
peer recommendations 
and support with  
their purchases.

Digital “test drives” 
on YouTube are 
gaining popularity, 
before visiting 
choosing to  
visit dealers.

Naming conventions  
are confusing for 
customers to 
understand. There is 
no ability to compare 
and see the explicit 
pros and cons 
between models.

This is the first big  
dip in the journey, as 
the customer feels 
like they are giving up 
control of the 
purchase over to  
the dealers.

There is still a 
perception amongst 
some consumers that 
dealerships are filled 
with sales sharks and 
they dread going to 
the dealership.

A process that can be 
conducted offline, 
based around 
conversations, 
experiences and life 
stages. Customer 
expectations of cars 
can very dramatically. 
Interactions with 
salesperson should be 
managed to avoid 
focusing on just 
features and money.

Commission based 
environments lead to 
confused steps of 
service and awkward 
customer interactions 
where no salesperson 
was offering support 
to customers waiting 
for somebody else.

With no clear steps of 
service in dealerships, 
customers don’t know 
how to interact with 
staff and the vehicles. 

With the amount of 
research consumers 
do online, they are 
often more informed 
than the sales staff.

While it feels like  
a commitment,  
taking the step of 
test driving a vehicle 
fully exposes the 
prospective owner  
to the experience 
for the first time and  
can be a powerful 
decision maker, 
especially for Mazda.

Dealers have the 
opportunity to collect 
crucial prospective 
owner data, to be 
shared throughout 
the business.

Speaking to 
consumers in the 
dealer finance room  
is one of the most 
dreaded steps for 
consumers as they 
know this is where  
the up-sell hAppens.

Prospective owners 
are faced with many 
options in evaluating 
their finances and 
looking for credit. 
The process can feel 
overwhelming and 
customers can be  
left hoping they got  
the best deal. 

This purchase can be 
emotionally charged 
and rationalised at  
a later date.

People avoid confusion, 
embarrassment and 
painful experiences  
at all costs.

When making a saving 
over a dealer the 
prospective owner  
can feel a sense  
of victory and 
achievement, for some 
playing two dealerships 
together got them a 
better price on their 
new vehicle.

Material such as 
warranties, brochures 
and contact 
information is fairly 
uncompelling in 
traditional formats. It 
gives the prospective 
owner nothing to 
‘own’ until they 
receive their vehicle.

Dealer sales and  
F & I experience is 
frustrating, as it  
takes too long to 
finalise sale.

At this point, the 
purchase agreement  
is not yet signed.  
This process can be 
somewhat strenuous as  
a lot of negotiations 
takes place in the F & I 
room around the 
add ons.

Owners feel like  
they want more than 
transactional 
solicitation from 
Mazda and dealers.

Welcome experience 
doesn’t create a 
moment of celebration,  
or increase owners’ 
knowledge of their 
vehicle.

The amount of third 
parties customers 
have to deal with can 
be exhausting.

This is a learning 
experience where the 
customer attempts  
to adjust to their new 
car. Controls can  
work and be located 
differently. 

Each interaction is 
much more 
thoroughly thought 
through than the 
eventual autonomy 
the customer will end 
up in with the vehicle.

Owners find the 
welcome kit a nice 
touch, however they 
want something that is 
relevant to them.  
The exterior of the kit 
sets high expectations  
but was a huge 
disAppointment  
when opened.

Owners find it hard to 
understand how to use 
in-car technology.

Owners engage  
with other owners on 
forums to answer 
questions they 
couldn’t resolve  
with Mazda.

Amongst the limited 
owners that are aware 
of the MyMazda App, 
it is seen as adding 
little to no value.

Make the process feel 
more like Mazda is in 
control rather than 
the dealer.

How might we 
improve upon our 
ability to help 
customers with 
support inquiries?

We only see 
ownership as one 
customer—not as  
a family or  
multiple users.

We aren’t making 
owner information 
easy to access.

We know that families 
are going elsewhere 
for their car needs.

We aren’t reporting 
from Mazda events 
on social, there is 
limited momentum 
and hype about  
the brand.

We aren’t reminding 
our owners of the 
Mazda story, how it 
was built and why it is 
a great car.

Dealers have profitability 
issues they are concerned 
with, so they may invest 
less in experience and 
staff. There volume of 
sale is low, so they will 
want to take advantage 
before investing.

The industry is always 
changing, and it can be 
difficult to keep up with 
consumer expectation.

There is a lack of 
transparency in  
the deal around 
hidden costs and 
available models.
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3 --------- Joy/Excited

2 ---------- Impressed

1 ---------- Hopeful

0 ---------- Indifferent

-1 ---------- Impatient

-2 -------- Bored/Anxious

-3 ---------- Frustrated

“Oh boy here comes the  
up-sell on things I don’t need.” 

“My current car is useless.”  

“What car would I go for to 
replace this one?” 
 

“He always has had a Mazda, 
and hasn’t complained.” 
 

“I remember seeing the 
advertisement on TV,  
I googled the car  
immediately after.” 

“Car dealerships always make 
me a bit nervous, I often feel 
awkward in them.”  

“It was difficult to figure 
out and not quick enough. 
Nothing memorable on  
the site.” 

“If I give my contact info the 
dealership, they will never 
stop bothering me.”  

“How reliable are these 
reviews?”

 

“Should I visit a showroom?”

“I never know what to expect 
visiting a dealership, but 
I’m hopeful that this could 
become something.” 

“God, there is a lot of staff.” 

“But they don’t have the  
car I want...” 
 

“What were all the features 
again? I can’t remember.”  

“I never know what  
I need and what will be  
a wasteful purchase.”  

“The salesman was not very 
knowledgeable or courteous. 
He was more concerned about 
his profit than my needs.” 

“Can I afford it?” 

 

“Why so much paperwork?”

 

“When will I get the car?” 

 

“Filling out forms can often 
be a tedious task, it takes 
the excitement out of my 
purchase a little.” 

“No going back now, I hope  
I don’t regret this.” 
 

“I never look forward to 
completing the admin.”
 

“How long do I have to wait?”

 

“I made the right decision.”
 

“Let’s just learn for the first  
few miles before we do 
anything fancy.” 

“Don’t push me to give  
him a really good rating on 
the survey. I want that to  
be more honest.”

“I don’t want to break anything.” 

“I never quite understand what 
any of the books are telling 
me, it’s mostly jargon.” 

“I’m not getting that much  
use of everything.”
 

“What should I use here?”
 

“Sign-up process is brutal... 
this car better run nicer than 
the software.” 

“I would love to be able to ask 
questions about your vehicle, 
and get answers that relate 
specifically to me.”

“Feels like I spend all my  
time in this car.”

“I wonder if I could visit 
just to get a few questions 
answered?”
 

“The kids had a great time,  
I was worried that they would 
cause a mess in the car.”

“Would we have enough room 
in the car, or do we need to 
buy something extra?”

“I forgot about this, I wasn’t 
particularly excited to open it 
to say the least.”

“I had a quick look at it,  
but haven’t sat down to  
read it in detail.”

“I don’t pay too much 
attention to it.”
 

“I must remember to book that!”
 

“How do I find out what  
is going on with it?” 
 

“I hope it won’t be expensive!” 

“What was that mechanic he 
recommended again?”

 

“So how do I find what I’m 
looking for? I don’t even know 
what to call that part!” 
 

“I guess it is their  
responsibility to fix...” 
 

“God, how will I get this fixed?” 
 

“I panicked, I had never needed 
to use this before.”
 

“I wish I had evidence, I don’t 
think they believe me!”
 

“Getting to work and getting 
the kids from school might be 
difficult, until it is fixed.” 

“I trust my car will be looked 
after and repaired, hopefully 
it won’t take too long.” 

“They could have given me  
a similar sized car at least!”

 

“Will it feel the same  
as before?”
 

“Day to day it can be quite  
be frustrating to get used to  
a new car.” 
 

“I didn’t think I would need to 
pay for this so early on.”
 

“I hope that doesn’t involve 
me, this doesn’t look good for 
the company.” 

“If my car is on this list what 
will hAppen?”
 

“I was really disAppointed  
this has hAppened, shouldn’t  
I never have been sold this  
car in the first place.”

“I get so much use out of my 
car, but I’m starting to think  
it might be almost time for  
a change.”

“I think this car has reached 
its end, we need more space 
with the family growing.”

“I want to buy a new car but 
this is just not a good time, 
we have a lot to pay for and 
the car just isn’t a priority.”

“It’s quite annoying, I would 
buy a new car if I could.” 

 “The new Mazda is cool.”

“Finally, that contract is up.” 

“I wonder where they went, 
they always seem to be on 
top of stuff like this.” 

“I never knew Mazda does that, 
I’m going to look into it...” 

“I’ve always wondered what 
those cars are like to drive?”

“Let’s have a look...” 

“I would love this car, but it 
seems to cost a little more 
than the Honda.” 

“It is important to get some 
unbiased feedback from  
other like minded people,  
it will help me understand  
my options.” 

“I need to know what other 
people are saying about it.” 

“I’m going to have a second 
look back on the website,  
I need to make sure I know 
a lot about it before I do 
anything else.” 

“This is quite exciting, if l get 
to test drive a car I want I’m 
going to be hAppy.” 

“Here comes the sales pitch..” 

“This is amazing, this is better 
than I thought it would be.” 

“I need to think about this 
before I make any decisions.” 

“I need to consult the family 
before making a decision like 
this, it is a big commitment.” 

“I hope it’s not too expensive 
and I can’t afford it, because I 
really want it now.” 

“I’m not completely sure I knew 
what the guy in the dealership 
was talking about, there were 
too many acronyms.” 

“I think this is the car for me,  
it has met all my needs.” 

“I’m quite nervous, but  
mostly excited.” 

“I hope I’ve made the  
right decision!” 

“Before I made a decision I 
had to think about the family 
long-term and if we have 
anything coming up.”

“I sometimes start to second 
guess myself in these situations.” 

“I can’t wait until it gets here.” 

“I guess I will be sad  
to see it go.” 

“It’s a bit of a hassle to have 
sort all the details out.”

“I can’t wait to show everyone.”
“What should I call it? I can’t 
wait to start gathering items 
to personalise it.”

“This is fantastic, I want to  
just keep driving.”

“I probably won’t read this now, 
maybe just when I need it.”

“I’m so impressed with 
everything, I keep playing 
with all the gadgets.”

“I wonder what other people 
are doing with their cars?”

“It is just so nice to drive, I’ve 
been really impressed so far.”

“I bet there are tips and tricks, 
maybe I will check YouTube.”

“I’ve enjoyed showing the new 
car of to my friends, it’s all  
a bit of fun.”

“I feel welcome and at ease, 
it’s feel good to be part of  
a community.”

“This is bit of a inconvenience 
but I’m sure it will be worth it.”

“It didn’t have useful stuff.  
It can schedule services,  
but my dealer does that.”

“I didn’t expect this, but some 
of this is actually helpful.”

“Thank god my car is comfy.”

“I play around with the car 
gadgets to pass time.”

“This holiday has been great, 
the car was so reliable.”

 “Would the car be up to it?” 

“It was a really interesting read.”

“I hadn’t thought it would 
need serviced yet.”

“Oh! I never knew that 
shouldn’t work like that.”

“I’m sure the forum 
communities might know.” “He had the same problem.”

“I’ve never opened this book.”

“Hopefully I can get some 
answers on the phone.”

“I hope my insurance covers it!”

“Is this going to put my 
insurance up next year?” 

“At least it is getting fixed,  
I hope it is ok when I get  
it back.”

“That’s great, they’re going  
to sort everything.”

“Oh, this car is way nicer  
than mine.”

“It’s good to know what is 
going on and I can get  
peace of mind.”

“They make it a priority  
to educate me about my  
vehicle, the work being 
performed, and why the 
service is necessary.”

“I hate having to pay for this, 
do I have any protection?”

“Glad that is over and done 
with, back to normal now.”

“I’m sure they will have 
contacted me if it involves  
my car.”

“This wasn’t my fault, I expect 
Mazda to sort this out for me.”

“Mazda should be able  
to identify who their  
loyal customers are and  
reward them.”

“I think it still has some  
value to trade in!” 

“Maybe its time to get 
sorted with a new car, and 
I probably should take this 
opportunity up.” “It is important Mazda 

recognises me as a valued 
owner or I am getting 
greater value from being  
a Mazda owner.”

“I want to buy again and  
be recognised and valued 
for my loyalty.”

“I want to leave Mazda without 
fuss, on good terms and with 
all obligations met.” 

“My experience with Mazda 
has been fine but I don’t feel 
any loyalty to stick with them.”

“Why can’t I just use the 
navigation Apps I have on my 
phone through the car?”
  

“They better fix this properly.”

“Why isn’t my part available?”

“I just want something a bit 
faster and more exciting.”

CEC 

Dealership

Digital Team 

Marketing

Service CRM 

3rd Parties/ Other 

Multiple Owner

DOING & 
EMOTION

3 ---------- Joy/ Excited

2 ---------- Impressed

1 ----------- Hopeful

0 ---------- Indifferent

-1 ---------- Impatient

-2 ------- Bored/ Anxious

-3 ---------- Frustrated

THINKING

Prospective owner  
is dreaming of new 
car. Life trigger 
determines that they 
need a new car.

6-9 months before 
their lease expires,  
they start thinking 
about updating  
their car.

Mazda is  
recommended by  
friends and family.

They see advertising
(TV / Print / OOH).

They see a Mazda 
car on the road,  
drive by dealership, 
or at auto show.

Prospective owner 
visits MazdaUSA.com 
to browse models.

They create their 
dream Mazda and 
request quote.

They visit forums and 
car enthusiast sites.

They read Mazda 
reviews, and watch 
YouTube videos.

Visits MazdaUSA.com 
again to look for pricing, 
offers and inventory.

They find a 
dealership and visit 
their website.  

They establish  
their needs.

They ask friends
and / or family for 
their opinions. 

Travels to dealership 
and greeted by 
member of staff.

They are given  
a product demo,  
and evaluates  
the vehicle.

They test drive  
the vehicle.

Requests a quote. They consider “extras” 
or accessories.

They receive 
information and 
product brochures. 

Receives quotes  
and evaluates  
their finances.

They commit to 
Mazda and  
vehicle model.

They negotiate 
price with dealer.

They commit  
to purchase.

Trade in, or sell  
old vehicle.

They discuss  
finance options.

They submit credit 
Application and 
other paperwork.

They sign the contract. They drive out of  
the dealership  
with new vehicle,  
or find another 
dealership that has 
the vehicle available.

New owner drives 
vehicle home.

Update insurance and 
other third parties on 
vehicle change.

They take first drive 
in their new vehicle.

They review the 
collateral that they 
receive with the car.

They use and try to 
learn in-car tech.

They read about 
vehicle maintenance.

They consider 
buying accessories.

They take trips at 
every opportunity.

Cleans vehicle on  
a regular basis.

They show it to their 
friends and family.

They join privately 
owned owners forum.

Join / Registers 
myMazda.com.

Downloads 
MyMazda App. 

Owner receives 
product help emails.

They commute daily. They sit in traffic 
jams, hunt for 
parking spaces etc.

They visit dealer 
with queries.

They take trips with 
friends and family.

They plan longer 
trips and vacations 
that include their car.

They receive first 
finance statement. 

They receive Zoom 
Zoom magazine. 

They continue to 
receive owner 
emails, collateral 
and offers. 

They receive their 
first service 
communication. 
(re-sent after 45 
days if not booked)

Something in the 
vehicle doesn’t work 
as expected.

They search online  
(Google) for answers.

Speaks to friends 
and family “experts.”

They consult their 
vehicle manual.

They call dealer or 
insurance provider 
for support.

Owner has an 
accident or vehicle 
is damaged.

They use roadside 
assistance. 

They call their 
insurance provider.

They book / request 
an Appointment for 
service or repair.

Their vehicle gets 
taken for service  
or repair. 

In the meantime 
customer uses 
courtesy car.

They receive 
progress update.

They are notified  
of additional 
services required.

Waits for repair  
and / or service to  
be completed.

They make payment. They are reunited  
with their serviced or  
repaired vehicle.

They read or hear 
about potential 
vehicle recall.

Visits MazdaUSA.com 
to find information.

Receives recall 
notification.

They schedule the 
recall repair.

Their vehicle goes  
in for repair.

Everyday use, trips 
to shops, school runs 
and commutes.

New life trigger, 
owner begins to 
define new needs.

They receive special 
quarterly offers. 

They receive call, 
and deals from 
dealership.

They receive 
repurchase messages.

Receive early 
renewal option.

They contact 
dealership for 
information  
and quotes.

Recommits,  
and decides to  
upgrade vehicle.

Owner sees 
different brand  
car that Appeals  
to them.

They decide to 
research other  
car brands.

CHALLENGE 5
Lack of customer engagement throughout  

ongoing use is a symptom of Mazda not establishing  
an open conversation with customers.

CHALLENGE 4
A lack of education during the honeymoon period can 

create usage issues later on within ownership.

CHALLENGE 3
Customers feel anxious during the 

purchase process as they
hand over control to the dealerships.

CHALLENGE 2
There is a lack of transparency in the pricing  

and deal of Mazda vehicles.

CHALLENGE 1
Prospective customers are unaware of the Mazda

brand story, and therefore lack opinion about the brand.

CHALLENGE 6
Communications are about transactions  
over lifestyle, and therefore have little 

relevance to customers’ owner experiences.

CHALLENGE 7
Owner information isn’t easy to access, especially with Mazda’s disparate touch-points.

CHALLENGE 8
Mazda has the lowest loyalty in the industry because we don’t give owners a reason to stay.

INDIFFERENT OR 
HOPEFUL 

INDIFFERENT INDIFFERENT

HAPPY / INSPIRED

HOPEFUL

UNSURE

HOPEFULINTERESTED INTERESTED

IMPRESSED

EXCITED

HESITANT

HOPEFUL HOPEFUL INTERESTEDINTERESTEDHOPEFULINTERESTEDINTERESTED

INTERESTED / INDIFFERENT

RELIEVED

HOPEFUL HOPEFUL EXCITED / SKEPTICAL HOPEFUL
SKEPTICAL OR 

IMPRESSED INTERESTED DETERMINED DETERMINED

UNSURE

EXCITED EXCITED EXCITED

CONFIDENT EXCITED / ANXIOUS RELIEVED

EXCITED

 SKEPTICAL

JOY / EXCITED PROUD

IMPRESSED

HOPEFUL DETERMINED

SKEPTICAL / HOPEFULINDIFFERENT

RELIEVED

INFORMED / IMPRESSED

RELIEVED

HOPEFUL CONFIDENT INTERESTED

HAPPY / INSPIRED

ANXIOUS ANXIOUS ANXIOUS

FRUSTRATED ANXIOUS / SCARED

IMPATIENT OR 
RELIEVED

UNDERWHELMED IMPATIENT

ANXIOUS

FRUSTRATED FRUSTRATED FRUSTRATED FRUSTRATED FRUSTRATED

ANNOYED IMPATIENTANXIOUSANXIOUS 

EXCITED

UNDERWHELMED

BORED

IMPATIENT

BORED

OVERWHELMED BORED OR 
INDIFFERENT

FRUSTRATED

UNDERWHELMED

UNDERWHELMED

FRUSTRATED

HESITANT

STAGE PASSIVE / ACTIVE ASSIMILATION RESEARCH AND EVALUATION PURCHASE HONEYMOON ONGOING USE (3 - 10 YEARS) SUPPORT SERVICING AND REPAIR CONCERN END OF VEHICLE LIFE RECOMMIT LEAVE MAZDA

Mazda Owner Experience Map



S T A K E H O L D E R 
I N T E R V I E W S

• Corporate leadership

• Dealers

• Sales Representatives

• Customers

How familiar are customers with the Mazda brand when they step in the dealership? 
Safety, commercials, awards; 

How often are they already driving a Mazda? About half the time they are repeat custom-
ers. 

How do you envision showing the features of a vehicle of interest? Short video compari-
son; customers have more patience for a video than text

Does the typical customer come in with a car already picked out, research completed, 
etc.? Half and half. Many find a car that they want online and others are just browsing. 
Many of them shop other Mazda dealerships and try to get them to compete with each 
other.            

What tools do you use currently to present initial options and educate customers on 
the available models? Website and then print comparisons; “It would be nice to have the 
current models on the interactive screen.”

What are the most common competitor advantages (either real or perceived) that you 
must overcome with customers? Price, incentives, media features, trendy features, luxury

Do you keep competitors’ pricing and comparable vehicle specs on hand to compare 
and contrast with Mazda’s offerings? If so, how do you usually review these with 
customers? They use comparison tool on website. It’s not incredibly user-friendly though, 
and cannot be sent to the client in a way that makes it clear for them. They generally send 
them a link to the comparison page and then give directions on how to get what they 
need. Would be really helpful to have a tool in the dealership that they could then provide 
customers with a to-go reference.          

When all sales representatives are busy with other customers, what happens if some-
one else walks in the door? How are they usually greeted and how do they usually fill 
their time until a representative becomes available? A manager generally greets them and 
either sets them up with a test drive or tells them that someone will be with them soon.

Which part of the process do you feel is the most impactful in leading the customer to 
decide to buy a Mazda vehicle? (website search, product demo and vehicle evaluation, 
test drive, product information at dealership, quote/financing) Test drive. All the way.

How do you generally present extras/accessories and upsell the customer? Usually they 
suggest things based on things the customer asked about, or things that seem important 
to them (i.e. they mentioned skiing or travel, so offer the all-weather floor mats, roof rack, 
etc.); usually presented with the quote (on mazdausa.com and print it out so that it can 
be included in the quote) 



Typical customer experience - 

Customer arrives at the dealership, may have appointment or be a walk-in. If appoint-
ment, appropriate sales rep greets them and has information ready based on customer’s 
expressed needs, previous visit, etc. If no appointment, reps take turns greeting walk-in 
customers. If no rep is available, a floor manager greets them and either says someone 
will be right with them or proceeds directly through the sales process. 

While we observed, most reps were either on the phone or working on research for 
customers, but there are times when all reps are with at least one customer and are often 
multi-tasking through simultaneous sales processes.

The customer journey starts with a conversation in the showroom, either sharing collect-
ed research or collecting more based on customer’s needs, showing them comparisons, 
etc. Some viewing of showroom floor models may occur. The ultimate goal at this stage 
is to get customers out onto the lot and into a car for a test drive. Reps claim that the test 
drive is the single most important step in the process of selling a vehicle. Is there a way to 
include available vehicles on the lot to select and virtually set up a test drive? Would this 
make it less overwhelming/daunting to secure a test drive?

After a test drive of one or more cars, the customer and rep return to the showroom to 
discuss more features. This is the point at which the interactive digital sign might be 
employed to highlight specific features of the vehicles driven. If the “virtual test drive” 
noted above had been employed, could these vehicles be automatically populated with 
features available, comparisons, etc.?

When the customer has made his/her decision to buy a Mazda vehicle, the rep provides 
information on the model selected, including available upgrades. This is done mostly on 
handheld tablets used by every sales person, and printouts of the screens they show. Is 
there anything we could do with the digital signage to tie in with the tablets?

Customers are often left alone for some time (I estimated about 10-15 minutes based 
on observations) while the rep is working with the dealer on pricing and financing. 
Sometimes the dealer visits to work on the negotiations. This time period feels tense 
and customers (especially those who come in with family members and friends) seem to 
spend the time discussing the decision amongst themselves. Is there anything we can do 
to better fill that time, and reinforce the decision to buy a Mazda vehicle?

Once the paperwork has been signed, the customer may receive the vehicle. We didn’t 
actually observe any customers receiving their vehicle as the ones they chose were not 
available that day and had to be prepared.

O B S E R V A T I O N A L 
R E S E A R C H

• Current dealership experience

• Context of use

• Material analysis



W I R E F R A M E S
• Initial sketching

• Technical assessment

• Key features proposal

• Client review



P R O T O T Y P E S
• Built in Invision

• Many iterations

• Active testing

• Key challenges:

 - Hardware changes

 - Screen orientation

 - Budgetary constraints

 - Content hurdles

 - Constantly evolving brand



F I N A L  D E S I G N

“I think the displays are critical to 
the retail evolution. It helps fulfill 
all the senses when a customer 
comes in… It really helps enhance 
that customer experience… It 
gives us a tool that allows us to 
visually demonstrate it to a Mazda 
customer instead of just telling 
them about it. ”  
 
– Mazda Dealer





F O L L O W - U P
• QA Testing

•  Additional observational 
research

•  Post-implementation 
stakeholder interviews

• Recommendations for 2.0



L E A R N I N G S
•  Recommend A/B testing

• More in-depth user analytics

• Data to support design

•  More intensive initial UX 
discovry studio 

• Involve more business groups
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