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This graduation project aims to create a 
solution, which will enable customer-facing 
employees to increase employee engage-
ment and customer satisfaction. It does so 
by optimizing digital supportive resources.

The solution tries to resolve the gaps 
between current supportive resources and 
ideal supportive data & tools. By bridging 
the gaps, the solution also could affect 
information overload and the limitation 
from the data privacy. Ideally, we should 
have a workable aligned customer infor-
mation structure across supportive data & 
tools and real-time, optimized customer 
status with the corresponding working 
procedures. These will engage customer-
facing employees to show their empathy 
for increasing customer satisfaction.

The gaps in the current stage are this 
dutch aviation company does not have an 
approach to make sure they can have an 
aligned, prioritized, real-time, full custom-
er status and they do not have a summary 
of customer situation and mood in their 
supportive tools. 
To find these gaps, this project establishes 
one assumption based on the literature 
of the relationship between information, 
employees and customer satisfaction. The 
assumption is the real-time, optimized 
customer information enables empathy 
from customer-facing employees in their 
working context, via which the level of cus-
tomer satisfaction will be increased. 

Meanwhile, there are challenges faced by 
customer-facing employees, which have 
been identified through customer research 

and employee research for their pain 
points and needs. Challenges are cus-
tomer’s empathetic expectations, dynamic 
status and lacking real-time, aligned and 
prioritized customer status.
 
Obviously, this dutch aviation company has 
gaps between ideal supportive resources 
with the real situation. Thus,the ambition 
of this project is defined as to find solu-
tions to define and deliver the real-time 
and optimized customer information in 
employees’ working environment, in this 
project, it is known as “customer status”.

The method to conduct this project is 
X-Way,  it is one working process in this 
company. The core value of X-Way is that 
always research and test in the real work-
ing context with the real users, which 
matches the ambition of this project.

Finally,  a solution includes a principle and 
a set of tools are presented. That includes 
the “JET principle” to align the information 
structure of customer status across sup-
portive tools. A set of tools “JET banner” 
“Live JET” and “Empowered JET” indicate 
real-time customer status in supportive 
tools, and suggest improvements in service 
procedures. Through those solutions, the 
customer-facing employees will have ac-
cess to the real-time optimized customer 
status. That could enable and engage those 
customer-facing employees to offer more 
empathy in their working context, which 
will, in turn, improve customer satisfac-
tion.

Executive summary
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How to read this report?
 
In this report, the highlighted quotes and important insights will be shown like 

this:

 
Quotes from customers and customer-facing employees will be shown like this:

 
The definition and explanation of some company terminologies and aviation 

proper nouns will be shown like this:

This is an important quote or insight

“This is customer words”

X-Way is a sprint way that this aviation company are using inside. 
X-Way means rapid testing of new ideas with real passengers in real 
time.
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1-1. About this project
 
This is a TU Delft Strategic product design 
master graduation project in cooperation with 
a dutch aviation company. This company wants 
to increase its customer satisfaction by engag-
ing its customer-facing employees by improving 
their awareness of customers’ needs and desires. 
They would like to explore the data require-
ments from customer-facing employees and get 
the design suggestions based upon the findings 
of this project.

1-2. Introduction of the company

This dutch aviation company is the flag car-
rier airline of the Netherlands. It is a service-
oriented enterprise, and customer experience 
is the most important factor to differentiate 
its services. Their vision  “moving your world 
by creating memorable experiences” is in their 
DNA. Delivering desired customer experience, 
making customers feel recognized and having 
the personal touch are in their strategy com-
pass. However, customer experience needs vary 

Chapter 1, Introduction

Figure 1.1 Value discipline model
Note: Tracey & Wiersema Value Discipline Model (1993). Value discipline model. Retrieved from  https://slidemodel.com/templates/
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from basic requirements to those emotional 
requirements and it is hard for this dutch avia-
tion company to use established solutions and 
methods to meet high-level requirements and 
achieve total customer satisfaction. Thus, as an 
airline with 35,000+ employees, they rely on 
their customer-facing employees who interact 
with customers directly, to deliver a human 
connection with customers. Ensuring employees 
feel empowered and enabled are crucial points 
in their strategy compass. So, third company 
aims to achieve customer satisfaction through 
employee-customer engagement.

1-2-1, Win strategy in value discipline model

This dutch aviation company defines its win 
point as customer intimacy from the Value Dis-
cipline model. So they focus much on customer 
intimacy and customer satisfaction measure-
ment.  Net Promoter Score (NPS) has been 
seen as the main key performance indicator 
(KPI) in every department of this company. The 

use their compass as a tool to explain how to 
achieve customer intimacy.

1-2-2, Compass of this dutch aviation company

Compass is a statement and introduction of the 
vision of this dutch aviation company, which 
is “moving your world by creating memorable 
experiences”

For a memorable experience in aviation service, 
personal touch points are so important, so they 
emphasize optimal staff behaviour and optimal 
working climate in this compass. They identi-
fied that they should deliver an empowered and 
enabled working climate to their employees to 
encourage them to take ownership of their role 
and go further. That supports the purpose of 
this project to enable customer-facing employ-
ees through supportive data & tools for employ-
ee engagement and customer satisfaction.

Moving Your World
By Creating Memorable Experiences

We are aviation pioneers,
Dutch at heart.

I feel
recognized

Reach
out

I feel
appreciated

Connect

Desired Customer Experience
KLM cares for me

Optimal Sta�  Behavior
I am the best of me

Optimal Working Climate
I own the experience

Optimal Leadership
I am the change

Easy to 
deal with

Take
ownership

I am
empowered

Set-up for
succes & result

I feel
comfortable

Be
competent

I feel 
enabled

Guide

I feel 
touched

Go
further

I feel
encouraged

Challenge 
& inspire

WHO
Our identity

WHY
Our purpose

AMBITION
Our goal

WHAT
Our o� ering

HOW
KLM spirit

To become the most customer-
centric, innovative and e�  cient 
European Network carrier.

We bring our customers the world,
taking them anywhere, anytime.

We dare to reach out, initiate 
and explore new horizons. 
We are KLM for you!

Figure 1.2 The compass of this dutch aviation company
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1-2-3, Data and tools trend in this company

In this dutch aviation company, the digitaliza-
tion trend is obvious. Today in the company 
most customer-facing employees already have 
applications in their IPad or computer to sup-
port them in their operations. The development 
of data technology makes it possible to cap-
ture, analyse and label customers in real-time. 
Airlines know the customer profile, customer 
interaction with their social media and their 
digital channels, customer journey and disrup-
tions from different channels. They have the 
technology to capture, extract and expose this 
real-time customer data. At the same time, 
after General data protection regulation (GDPR) 
released, they have to evaluate the usage of 
customer data and solutions between personal 
privacy and personalized service.

To summarise, this dutch aviation company 
has the passion from their strategy and their 
compass to support its employees via data and 
tools. They also have created some systems, 
processes, and technology to support their 
employees and want to improve these support-
ive tools through better using available data in 
accordance with GDPR.

1-3. Project Approach

1-3-1, Method

The main structure of this project follows X-
Way, X-Way(Appendix 1) is a sprint way that 
this dutch aviation company is using internally. 
X-Way means rapid testing of new ideas with 
real passengers in real-time. In this project, 
this characteristic strongly links with real-time 
information and the real working context of 
employees.

Why did I select X-way? One of the reasons is 
that this process emphasizes real passengers 
in real-time. Then that means all of the prob-
lems and concepts should be based on the true 

environment, based upon this we can see that 
the final solution will be strongly supported by 
feasibility. The second reason is that X-Way is a 
working process based on a typical design pro-
cess and has the flexibility to modify the steps 
based on projects, which fits the requirements 
of this graduation project. The third reason is 
that X-Way is the current working process in this 
company, as a designer, I should present this 
project method and plan with a lot of stakehold-
ers, X-Way forms the basis to build up the initial 
understanding of the approach of this project.

1-3-2, Scope of research

Even though the starting point of this research 
is that this company wants to increase customer 
satisfaction by engaging their customer-facing 
employees through improving their awareness 
of customers, the scope of this research is still 
huge and vague. In this project, the customer-
facing employees mean the main employee 
groups who interact with customers directly via 
face to face or digital ways. In this Dutch avia-
tion company, it includes cabin crew, ground 
agents, phone and social media agents from 
the common understanding. However, there 
are many questions which surround this cen-
tral focal point: When is a good opportunity to 
improve the employee’s awareness of custom-
ers in airlines’ customer journey? What are the 
main touch points to meet customer’s expec-
tations?  One research (Appendix 2) has been 
conducted on customers’ behavior to support 
the definition of the scope of this project. The 
results narrow down the scope to the human 
interaction between main customer-facing em-
ployees and customers with perceived disrup-
tions before they are on-board. As Figure 1.3, 
the orange arrows.
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1-3-3, Project layout

The project layout figure 1.4 explains the whole 
approach of this project.

This graduation project consists of three phas-
es, each phase has one main research question 
linked with X-Way.

The first phase has defined the ambition of this 
project, meanwhile, it is the ambition of two 
rounds of X-Way. It explains why it is important 
to show real-time and optimized customer 
status in order to engage customer-facing 
employees for customer satisfaction. This 
phase includes a literature review, the custom-
ers’ research, and the employees’ research. 
The conclusion of the research indicates what 
could be the ideal combination of supportive 
resources. After that, there is one comparison 
between the ideal situation and current sup-

portive resources, to show the missing points 
or gaps.

The final ambition of X-way is “Deliver the real-
time and optimized customer status to engage 
customer-facing employees for customer satis-
faction”, its aim is to resolve the gaps that we 
have identified.

The second phase is the first round X-Way, it 
explains what should be shown in the customer 
status for different groups of customer-facing 
employees. This phase includes internal & 
external research, surveys and interviews with 
employees, Co-creation workshop to explore 
and validate the alignment concept of the 
customer status. The final conclusion of the 
first round X-way is the “JET principle”, which 
is a principle of information structure to align 
customer status.

Figure 1.3 Scope of research
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The third phase is the second round X-Way 
which explores solutions of how to show the 
customer status to customer-facing employees. 
This phase includes several opportunity ex-
plorations, Co-creation workshops and brain-
storming to convert opportunities to design 
ideas.  Based on these ideas, prototypes like 

“the JET bar” “Dedicated service experts” “Su-
per PNR”  have been created. After that, these 
concepts have been iterated and validated with 
employees. The final conclusion is a design 
roadmap for a set of “JET” tools.

The further step of this project has two direc-
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tions, firstly based upon the empowerment to 
employees, for example, it could be empathet-
ic gesture recommendations based on dynamic 
customer status. Secondly, looking at extend-
ing this research to self-service, for example, 
it could be after implementation of customer 

status in this dutch aviation company, which 
dynamic self-service can be delivered? Or 
when the automated system should transfer 
customers to customer-facing employees?

Figure 1.4 Project layout
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Define the ambition of X-Way

This part explores why it is necessary to show the customer status to customer-facing employees 
for employee engagement and customer satisfaction, and it also defines the ambition of X-Way. The 
conclusion comes from the comparison of real situation and ideal situation, which is assumed from 
literature review, customer research and employee research. Consequently, ambition has been de-
fined to solve gaps from this comparison. The research questions of following X-Way are explained 
in more depth at the end of this part.

 

Why to show
Define the ambition of X-Way

Literature review

Customer research

Employee research

Internal research

Chapter 2

Chapter 3 

Chapter 4 

Why to show

14PAGE 14PAGE



In order to meet the requirement of this dutch aviation company: Increasing customer satisfaction via 
enabling customer-facing employees through optimizing support resources in employee engagement. 
This section refers to a lot of related research, while many pieces of research on support resources 
and customer satisfaction have been conducted, few pieces have actually  taken their relationship into 
consideration.

The main takeaway as figure 2.1,

1, Optimized information enhances customer-facing employees’ empathy for increased customer satis-
faction. 
2, Correctly optimized information in employees’ working context can enable customer-facing employ-
ees. This information is used to understand customers and facilitate problem-solving in a more effi-
cient way. 
3, Customer status, as a summary of customer information, can be a valuable resource to engage 
customer-facing employees with their customers, in a professional and prompt manner.

Figure 2.1 Assumption model

Chapter 2, Literature research
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2-1, Relationship between employ-
ees and customer satisfaction: High 
employee empathy = High customer 
satisfaction

Customer satisfaction is a measure of how prod-
ucts and services supplied by a company meet 
or surpass customer expectations(Wikipedia. 
n.d). Kano model(Kano, N,1984), a theory for 
product development and customer satisfac-
tion, classified those expectations into three 
distinct categories, each of which affects cus-
tomer satisfaction in a different way, that are 
Must-be Quality, One-dimensional Quality, and 
Attractive Quality. Another research (Basfirinci, 
C., & Mitra, A. 2015) about an investigation of 
airline service quality indicates empathy from 
airline employees belongs to attractive quality. 
Empathy, which is mentioned in Wieseke’s study 
(Wieseke, J., Geigenmüller, A., & Kraus, F. 2012) 
plays an important role in service quality and 
impacts on customer satisfaction. In general, 
empathy is defined as “identification with and 
understanding of another’s situation, feelings, 
and motives”( Daniel Kahneman,2011). Evi-
dence exists for empathy impact the employees’ 
behavior and attitude, and this is “one of the 
most significant drivers of customer satisfac-
tion”  (CultureIQ. n.d.) 

For my study for customer satisfaction in the 
aviation area, empathy has been proved is one 
factor of a high-quality service via which it im-
pacts customer satisfactions (An, M., & Noh, Y. 
2009), even impact customer loyalty (Caruana, 
A. 2002). That is to say higher employee empa-
thy higher customer satisfaction.

Nevertheless, how to increase empathy through 
supportive resources? One case research intro-
duces enriched customer’s personality profile 
can improve the employee’s empathy and 
the service quality between the interactants. 
(Wieseke, J., Geigenmüller, A., & Kraus, F. 2012).
 
2-2, Enable employees by optimized 
support resources: Right optimized 

information = Enabled employees

From employee engagement research, job re-
sources are important. A job with high demands 
and no resources can cause employees to burn 
out and fail in their roles. (Taris, T. W., Schreurs, 
P. J. G., 2001, Bakker, A. B., & Demerouti, E. 
2007). Different works of literature have listed 
the different scope of job resources, to sum 
up, those resources should include 1) Access 
to the resource (Hakanen, J. J., Bakker, A. B., & 
Schaufeli, W. B. 2006).  2) Control of demands 
and time costs (Bakker, A. B., & Demerouti, E. 
2007). 3) Functional job resources to achieve 
their working goals (Hakanen, J. J., Perhoniemi, 
R., & Toppinen-Tanner, S. 2008). 4) Autonomy 
and coaching (Bakker, A. B., & Demerouti, 
E.,2007). 

To understand the scope specific in service 
area,according to the research of Wirtz (Wirtz, 
J., & Jerger, C. 2016),these are necessary re-
sources: 1) to enable customer-facing em-
ployee, 2) understanding of customer needs 
and wants, 3)knowledge to facilitate problem-
solving, and 4) the empowerment to control the 
service quality.

A similar point of view can also be found in CMS 
Wire 
 

To summarise, based upon the information 
about customer satisfaction and support re-
sources in the service-based companies like air-
lines, correctly optimized information includes 
enriched customer profiles in employee’s work-
ing context to allow understanding of customers 
and facilitate problem-solving which can enable 
customer-facing employees and improve their 
empathy, therefore leading to improved cus-
tomer service and satisfaction.

“Engaged organizations provide 
front-line workers with access to the 
right information in a timely manner 
within the context of their daily work 
environments.”
(Lindsey Goodchild,2018)

Why to show

16PAGE



2-3, Customer status: the enriched 
customer profile

What is an enriched customer’s profile that can 
enable employees’ empathy?

From the definition of empathy, “Empathy is the 
ability to understand and share the feelings of 
another.” Psychologists Daniel Goleman and Paul 
Ekman divide the concept of empathy into three 
categories(Bariso, J. 2018). 1)Cognitive empa-
thy is about knowing and understanding how 
someone else feels. 2) Emotional empathy, that 
is experiencing the feelings of another person. 
Like when we see someone’s hurt, we feel pain 
too. 3)Compassionate empathy, involves feeling 
and understanding what another person is go-
ing through, and being moved to do something 
about the situation. In this research, because 
emotional empathy and cognitive empathy are 
more close to a physiological response, the main 
focus is compassionate empathy. That means

 

So, customer situations, motives and feelings 
from customers should be considered in the 
enriched customer profile.

Another research indicates that mood impacts 
customer behavior and personality character-
istics have a correlation with customer satis-
faction. (Liljander, V., & Mattsson, J.2002). So, 
mood, customer behavior, customer personality 
should be linked with enriched customer profile 
as job resources too.

Herger’s definition of “customer status”, which 
is the summary of emotion, demanding, journey 
life, experience, profile (Jerger, C., & Wirtz, J. 
2017). It is highly consistent with the content 
we have discussed for the enriched customer 
profile. Finally, we use “customer status”, which 
is the real-time description of the passenger, it 

includes passenger’s demands, behavior, situ-
ations, mood and profile with personality to 
describe all of the customer-relevant informa-
tion, which enables employees’ empathy in their 
working context for customer satisfaction.

2-4, Support resources and customer 
satisfaction

Studies show that empathy is a key point to 
increase customer satisfaction and correctly 
optimized information is a necessary condition 
to enable customer-facing employees (Wirtz, J., 
& Jerger, C. 2016) as the job resources in their 
working context. Customer status is a key re-
source to enable empathy. But how to optimise 
the use of this supportive information, espe-
cially customer information to engage customer-
facing employees for customer satisfaction, 
remains unclear. The same situation happens in 
this dutch aviation company’s internal research. 
One internal research shows that there is a cor-
related relationship between employee engage-
ment and customer intimacy. The other two 
research projects mention that the support tools 
can engage employees, but these tools focus 
on increasing team feeling and identification 
of work roles. While there is no research about 
solutions from customer information to foster 
employee engagement to achieve customer 
satisfaction.

So, the assumption from literature research is 
the real-time, optimized customer status can 
enable customer-facing employees’ empathy in 
their working context, via which the customer 
satisfaction will be increased. Based on this 
assumption, this research mainly focuses to 
solve how to use optimized customer status, 
the summary of customers’ demands, behavior, 
situations, mood, and profile with personality, to 
engage customer-facing employees in a timely 
manner within the context of their daily work 
environments to strengthen their empathy. As a 
result, customer satisfaction will be improved.

 “Empathy is the identification with and 
understanding of another’s situation, 
feelings, and motives” and then doing 
something. 
(Michael Hinshaw,n.d)
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In order to understand the challenges of the customer, this chapter includes researches from the cus-
tomer’s side and the employee’s side. In their working context, they are facing several challenges.

The main takeaway from this chapter,

1,  Customer status of airlines has own characteristics, which is dynamic, personal, high expectation 
after self-service failed, and empathy from employees is becoming a performance attribute.
2, Employees have to understand customers in a timely manner, however they do not have real-time, 
optimized customer information to support their understanding, and enough action suggestions to 
show their concern

Chapter 3, Challenges of employees 

in their working environment

Why to show
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3-1,Understanding of customers

To understand what are the characteristics of 
the airline’s customer status, what impact cus-
tomer satisfaction in personal interactions with 
customer-facing employees, the two following 
research methods have been used: 

• Customer satisfaction comments analysis 
for understanding deeper what customer 
expectations are relevant to customer satis-
faction 

• The customer journey for describing cus-
tomer behavior, feelings, pain points and 
needs

3-1-1, Customer comments analysis

To understand real customers of this dutch 
aviation company, 2000 newest (July 2019) com-
ments from the customer satisfaction survey 
are used as the research sampling, in which, 
566 staff-related comments have been ana-
lysed based on the ground theory(Morse, J. M., 
2016). The code list(Appendix 3) of this analysis 

includes the main negative experiences, positive 
experiences and customer improvement sugges-
tions to different customer-facing employees.

The main findings from customer comments 
analysis:

1, Main needs from customers for customer-
facing employees

• I want staff who are polite and professional
• I want useful and right information from 

staff
• I want staff to consider my loyalty in their 

service gestures
• I want staff to fulfil the promises from dif-

ferent touch points
• I want staff who are empathic and helpful, 

who are concerned and attend to my situa-
tion

• I want to have flexible procedures and dedi-
cated staff to deliver enough empathy

2, The main improvement suggestions to ground 
agents and cabin crew are shown in Figure 
3.1, which are  related to considering passen-
gers’ situation and dedicated staff to deliver 
the human connection. This finding is similar 
to the finding of Basfirinci, C., and Mitra, A.’s 
research “Responsive ground and cabin crews 
in meeting customer needs and willing to help 

customers”(Basfirinci, C., & Mitra, A. 2015), 
which is an attractive quality in Kano model.

3, As Figure 3.2 shows, compare with cabin 

Figure 3.1 Analysis result of improvement suggestions
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Figure 3.2 Analysis result of Negative experience

Figure 3.3 Empathy in Kano model

crew, ground agents and customer contact/social 
media agents have more negative comments rate 
from customers. From content analysis, except for 
the performance issue, the main complaints are 
related with empathetic with customers, consider 
their situation and be helpful is the main reason.

So, compare the findings from Figure 3.1 and Fig-
ure 3.2, there is a time effect from the Kano model

“Over time delightful innovation becomes 
another basic need”
(Kano,1984).

Why to show
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 Look back Basfirinci, C., and Mitra, A.’s research 
in 2015, in the aviation area, emotional con-
nection or we say empathy is becoming per-
formance needs in the interactions between 
customers and employees, as Figure 3.3 shows.

3-1-2, Customer Journey

To understand the real customer status in this 
dutch aviation company service, this section 
analyses a real customer journey, which in the 
diagram below is facilitated by photos, notes, 
and observations’ records from real customers’ 
interaction experience with customer-facing 
employees.

The main findings in Figure 3.4 the customer 
journey before on board are:

• The feeling, behavior, demands, and situa-
tion, which belong to customer status are 
dynamic in the interaction with customer-
facing employees

• When customers feel that they are in control 
of their trip the emotion line of the journey 
reaches the peak of the whole experience.

• The expectations of customers– extra 
service, more information, and empathetic 
gestures, impact the satisfaction of custom-
ers and show as an emotion change result. 

• Every customer has their own definition of 
the perceived disruption. When perceived 
disruption happens, the journey slides to 
low points. In this journey, when Lisa finds 
she cannot select the (desired) comfort seat 
by herself, there is the first low point.

• Customers look at all of the customer-facing 
employees as a group, every time they have 

Figure 3.4 Customer journey before on board 
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to explain their negative experience again 
to an employee it causes the journey to 
become worse (e.g. the lowest points in this 
journey).

• Lack of emotional connection and extra sug-
gestions from customer-facing employees, 
based on their knowledge, cause the jour-
ney not to reach the expected high point 
even after the problem has been solved 
(e.g. A lower point after the problem solved)

So, the customer status in airline service is a dy-
namic, changing, personalized status. It changes 
based on customers’ perception of service. 
When perceived disruptions happen, the per-
ception is impacted especially by the connec-
tion with customer-facing employees.

3-1-3, Characteristics of the airline customer 
status

We can see here an overview of findings of 
customer comments analysis and customer 
journey, some characteristics of the airline cus-
tomer status have been revealed.

• Empathy and emotional connection is 
becoming the biggest performance need 
that impacts customer satisfaction of airline 
services

• The customer of the airline service has a 
dynamic, changing, personalized status. It 
changes based on customers’ perception of 
service.

• Passengers have high expectations from 
employees in the situations that they failed 
to self-service, these expectations link with 
emotional connections, fulfilling the prom-
ise and extra actions from customer-facing 
employees.

3-2, Pain Points of customer-facing 
employees

We know highly satisfied employees deliver 
high-quality service (Chamberlain, A., & Zhao, 
D. 2019). To explore how to engage employees 
in this company, understanding their pain points 
in their working context is necessary. This sec-
tion includes the following research methods 
for this purpose:

• Observations and open interviews for col-
lecting insights about customer-facing em-
ployees’ working context, their interactions 
with customers, their main working goals 
in their working context and their needs for 
information

• Work as a volunteer to feel the real feeling 
as a customer-facing employee

• Personas of customer-facing employees to 
describe who they are and their stories

• The backside employee journey to sum-
marize what are the needs and pain points 
from customer-facing employees about sup-
portive resources.

Consequently, the main pain points and needs 
of customer-facing employees have been identi-
fied.

3-2-1, Insights of observations and open inter-
views

To explore the real working context of cus-
tomer-facing employees, observations or open 
interviews have been conducted with customer-
facing employees in their working contact when 
they interact with customers or prepare to 
interact with customers.

Totally, 26 customer-facing employees from 
different departments have been observed 
or interviewed. Appendix 4 includes all of the 
records of touch points, insights into their work-
ing context, interactions, and their needs for 
information. Employee’ journey, and the final 

As a conclusion, 
customers have high expectations for 
customer-facing employees to become 
aware of their changing mood, dynamic 
situation and requirements, and loyalty 
to this company, as well as based on 
these to deliver their expected services.
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Figure 3.5 The long queue of passengers 
Note: euronews (2019). Operations resume at Schiphol airport but delays continue. Retrieved from https://www.euronews.
com/2019/07/24/delays-and-cancellations-amid-fuelling-problem-at-amsterdam-s-schiphol-airport

3-2-2, Volunteer as a floorwalker

To feel the pain points and feelings as a custom-
er-facing employee, I got an opportunity to be a 
volunteer in Schiphol to communicate with real 
passengers directly when an unpredicted major 
disruption happened on 24-25 July 2019 for fuel 
supply. The following are my insights in this expe-
rience.

• When there is not enough time to train em-
ployees to communicate with passengers, the 
only word has been emphasized is empathy, 
to understand passengers’ situation, express 
sorry and try to help them by any way.

• To locate who is the highest priority in a long 
queue (As Figure 3.5) is frustrated, the only 
way is trying to use eye contact and then ask 
passenger proactively. The similar background 
supports me a lot to understand Asian pas-
sengers’ feelings and needs.

conclusion of pain points and needs in the fol-
lowing sections.

Long story short, the main summary is:

• Customer-facing employees have different 
working contexts.

• They interact with customers in different 
ways and different touch points.

• Their main working goals in their working 
context and their needs of information 
have a common part but also differences.

• They all use their supportive tools less or 
more to find the information that they 
want and support their services.
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• Data & Tools become very important sup-
portive resources to support passengers’ re-
quirements, IPad with Appy2Help is the best 
resource in this case, but a phone with the 
internet and even laptop (Show in Figure 
3.6) with the internet are good resources 
too.

• When I see passenger was crying in front of 
me (a strong negative emotion), I can feel 
my empathy was growing and want to try 
my best to help this passenger.

• Even I cannot solve the re-book issue of pas-
sengers, but after showing understanding of 
passengers’ situation, help them to check-
in or just search the flight information for 
them. A big part of passengers calm down 
and show understanding back.

• The feeling of recovering customer mood 
or solve their requirements is the charming 
part, it engaged me to stay as a volunteer 
until the end of the day.

3-2-3, Personas of employees

To describe customer-facing employees’ stories, 
three personas are created based on findings in 
section 3-2-1 and 3-2-2. 
There are three groups of customer-facing em-
ployees that have been identified. Social media 
and customer contact agents have been consid-
ered as one group because both of them deliver 
customer service via Non-face-to-face interac-
tion and customers recognize them as the same 
group. Besides this, they are using or will use 
similar tools to operate customer requirements. 
Ground agents who include check-in agents, 
floorwalkers, and gate agents have been con-
sidered as one group for a similar reason. Cabin 
crew includes one-strap crew, two-strap crew, 
purser and senior purser, who deliver in-flight 
service has been considered as one group.

Figure 3.6 One volunteer supports passengers 
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To summarize these three perso-
nas, they have different main pur-
poses, annoyances in their specific 
working context. All of them have 
a need to understand their cus-
tomers and customer information 
requirements.
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3-2-4, The backside journey of employees

This section shows the backside employees jour-
ney to give a map to understand the challenges 
of customer-facing employees. It has been used 
to link three personas,the findings of observa-
tion about interactions, and the customer jour-
ney that has shown in section 3-1-2.

This backside employees’ journey Figure 3.7 
explains employees’ actions, which directly 
related to the actions of the customer journey. 

And plus the average time that every customer-
facing employee spends with the interactions 
with customers and the time for understanding 
context with the customer requirement. Finally, 
it describes employees’ pain points and needs. 
This journey gives a deeper insight to consider  
customer-facing employees’ challenges under 
the understanding of what are their working 
context, who are they, and their feelings.

Figure 3.7 The employees’ backside journey
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3-2-5, Pain points and needs of employees

The main pain points of employees have been 
summarized from all of the research findings 
in Chapter 3

• Employees sometimes have to guess the 
customer’s current mood by their lan-
guage, tones, or from the frequency of 
claims. (e.g. For different background 
customers)

• Employees do not have enough back-
ground information(e.g conversation his-
tory) to understand customer’s behavior, 
situation, and context to facilitate their 
service gesture.

• Data is everywhere in different channels 
without an aligned structure. It is impos-
sible to read all of them, judge the priority 
of them and get an aligned understanding 
in a very short interacted and preparation 
time.

• Employees are supposed to know more 
and have more options when perceived 
disruptions happened, but actually they 
are just following their regulations and 
their tools do not have the information 
that passengers have.

• Customers come with promising from 
other employees or channels but custom-
er-facing employees cannot achieve it via 
their procedures.

• Employees (Non face to face) want cus-
tomers to know that they are being dealt 
with by a human rather than an automat-
ed response robot.

As a conclusion, 
Employees want to aware customers’ 
mood, behavior, situation, and require-
ments in a timely manner with aligned, 
prioritized, enough information and 
have options to show their concern.
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This chapter summarizes the ambition of X-way and defines the research questions from comparison 
between the ideal situation and current supportive resources. The ideal situation comes from the as-
sumption in literature review, the expectations of customers and the needs of employees. After the 
gaps have been identified, the ambition is submitted as “Define and deliver the real-time and opti-
mized customer status to engage customer-facing employees for customer satisfaction”

The main takeaway topics from this chapter,

1, Gaps in current supportive resources
2, Ambition of X-Way and research questions 

Chapter 4, From gaps to research 

questions

Why to show
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4-1, Current support resources to 
employees

To explore customer-facing employees’ sup-
port resources, this section mainly focuses on 
exploring data, tools and working procedures 
as supportive resources. The following research 
methods have been used.
1, Internal analysis to understand employees’ 
data and tools resources
2, The service blueprint before on board for 
exploring employees’ supportive procedure

4-1-1, Internal analysis of data and supportive 
tools

From the previous observation in 3-2-1, one 
table(Appendix 5) has been created to list the 
main supportive tools for customer-facing em-
ployees to view customer information and the 
main database to support these tools.

From this table,besides knowing this company 
has a lot of customer information and support-
ive tools, the current situation of the supportive 
data and tools has been identified. That is
• Every customer-facing employee group has 

its own tools’ system and every system has 
several tools to view customer-relevant 
data, but no tool has a summary view of this 
data.

• The database delivers a lot of possible data 
feeds, different tools have selected different 
raw data feeds to show based on their pref-
erences. But there is still too much to read 
by employees in their limited preparation 
time and more importantly to decide which 
information or message is the most impor-
tant in the employees limited time frame to 
understand customers.

• In supportive tools, normally they have 
customer profile, sometimes customer re-
quirements and records of customer behav-
ior. Plus, situation relevant information is 
everywhere.

• The database of this company has a full 
customer profile, some descriptions of 
customer requirements, behaviors, situa-

tion relevant data, and satisfaction score. 
However, there are no real-time customer 
emotions and satisfaction data, summary 
of customer from data mining results, and 
priority property of all these data.

4-1-2, The service blueprint

After the real situation of supportive data and 
tools has been identified, real connections are 
continually explored between supportive data 
& tools and working procedures of customer-
facing employees.

The service blueprint Figure 4.1 has been cre-
ated for this purpose. It collects the relationship 
among front of stage interactions, back of stage 
interaction, and support processes. All of the 
lines in the service blueprint are confirmed by 
the product owner, data & tooling manager, and 
internal working procedure documents.

The service Blueprint reveals:
• There are a lot of vertical information links 

from customer actions to back to stage 
interactions and support processes, but only 
several horizontal information lines exist to 
link information and outputs between differ-
ent departments, which indicates employees 
exchange more information in their depart-
ment than across different departments. So, 
they seldom align and share their under-
standing of customers across departments.

• Passenger name record (PNR) is one of the 
most important information from custom-
ers to connect with the ticket records in 
the data pool. Besides PNR, Flying Blue 
number(the account of the customer loyalty 
records system) is also can be an entrance 
to connect with the customer information in 
the database. Then it decides without PNR 
or Flying Blue number, employees hardly 
have the opportunity to access to the data-
base to get support.

• There is not a procedure about the prior-
ity of the customer status in the customer 
journey, or an option to give action sugges-
tions to customer-facing employees based 

29PAGE

Customer  status



on customer status. So, employees always 
refer customers to the next touch point to 
solve their requirements when they cannot 
make the judgment.

To summarise the current situation of current 
customer data, supportive tools and relevant 
working procedures:

This dutch aviation company has a lot of cus-
tomer-relevant data, some supportive tools, 
and supportive procedures to customer-facing 
employees. However there are some existing 

(PNR) is a record in the database of a computer 
reservation system (CRS) that contains the itinerary 
for a passenger, or a group of passengers travelling 
together

Figure 4.1 Personal service blueprint before on board
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issues:
• Customer information overload and no 

summary or ranking of the passenger to 
customer-facing employees. So there is less 
an aligned plan of customer data usage and 
selection across different tools.

• Different supportive resources and working 
context cause little consistent understand-
ing of customers among different groups of 

employees. And there are few procedures 
to support them align understanding and 
exchange it.

• No real-time mood collection and storage 
even though employees have a lot of inter-
actions with customers.

• No clear action requirements for all of the 
information they get and no following ac-
tions suggestions to employees.
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4-2, Gaps between ideal supportive 
resources and the real situation

To describe gaps between ideal supportive 
resources and the real situation, one compared 
figure was drawn, as figure 4.2 describes.  Gaps 
are existing after comparing the summary of 
the assumption from the literature review, the 
expectations of customers and the needs of em-
ployees with the current situation of supportive 
resources.

As a detailed explanation, In Chapter 1, cus-
tomer satisfaction is the win point of this 
company, and from Chapter 2, the assumption 
is the real-time, optimized customer status can 
enable customer-facing employees’ empathy in 
their working context, via which the customer 
satisfaction will increase. From the literature, 
optimized customer status should include cus-
tomer demands, situation, mood, behavior, and 
profile.

On the other hand, from Chapter 3, from the 
customer side, customers want empathy, more 
than before, when they have perceived dis-
ruptions. They want employees of this dutch 
aviation company to know their requirements, 
understand their situation and behavior, feel 
their feelings and consider their loyalty to this 
company. Their status is dynamic and demands 
are changing based on interactions. From the 
employee side, customer-facing employees want 
to understand customers in a timely manner 
with aligned, prioritized information and be em-
powered in these perceived disruptions to show 
their concern.

Ideally, this Dutch aviation company should de-
liver supportive sources as the assumption and 
meet these needs, however gaps are there. One 
is that there is not an approach to make sure 
customer-facing employees can have an aligned, 
prioritized, real-time, full customer status across 

Figure 4.2 Gaps between ideal supportive resources and the real situation
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their supportive tools. This is one is the basic 
tools to exchange the employees’ understand-
ing internally. Another one is, except customer 
profile, there is not a summary of customer 
situation, behavior and demands, plus no mood 
and satisfaction in employees’ supportive tools. 
Not to mention that there is no action sugges-
tions based on these.

Look back to Chapter 2, this research is about 
solutions from customer information to foster 
the employee engagement to achieve customer 
satisfaction. The identified gaps match the re-
search blank in this company.

As a result, the ambition of X-Way is defined as  
“Define and deliver the real-time and optimized 
customer status to engage customer-facing em-
ployees for customer satisfaction.”

The research problems of following two rounds 
of X-Way are deepened explanation as:

1) What information of customers status should 
be shown to customer-facing employees, that is 
related to the gap of no approach to align, sum-
marize and prioritize customer status.

2) How to show the optimized customer status 
in the service process and employees’ digital 
tools, that are relevant with no real-time mood 
or satisfaction information, no summary of 
customer situations and behaviors, and follow-
ing action suggestions in employee’s supportive 
tools.

Ambition of X-Way:
 “Define and deliver the real-time and optimized customer status to engage 
customer-facing employees for customer satisfaction.”
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After the ambition and research questions have been defined, the following part implements the 
first round of X-Way for what should be shown to customer-facing employees as customer status.
The research process starts from the Sherlock phase to define the missing part of the information 
structure of customer status and explore the ranking of customer status elements. Then, to consider 
customer-facing employees who are not familiar with information structure and have a time limita-
tion. Mickey and Dummy stages have been combined in one co-creation workshop to test the con-
cept of alignment and explore their suggestions about it.

Finally, the alignment approach of the customer status “JET principle”and ranking of customer status 
elements are released. This approach solves the first gap in making aligned, summarizes and prior-
itized customer status’ possible.

 

What to show
The first round X-Way

Internal & external analysis
Observation/Interview
Survey

Co-creation

Test with employees

Chapter 5 / Chapter 6

Chapter 7

What to show
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In order to find what should be aligned as customer status structure for organizing data, this chapter 
includes research from both internal and external sides to define what data this dutch aviation com-
pany has, will have and should have for customer status. And then a list of customer status elements 
has been created with examples to describe these data set.

The main takeaway topics from this chapter,

1, The information structure of customer status for this company 
2, The list of customer status elements with examples

Chapter 5, Categorize customer in-

formation
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5-1, Internal & external analysis

To draw the full map of customer status relevant 
information in databases, several internal docu-
ments have been explored, as well as an internal 
data manager and one data scientist have been 
consulted. The complete list of customer infor-
mation and relevant database are enclosed in 
Appendix 5-3. 

After discussing with several researchers, this 
list also includes some ongoing projects about a 
prediction of the passenger journey, location of 
passengers and employees’ feedback.
To locate more possible information that should 
be included in this map, other aviation-related 
data models or tools have been explored.
One Airline Data Model from Oracle ( 2012) 
built up a passenger data model that includes 
reference, base, aggregations and derivations in 
every part of the customer journey to drive the 
customer experience. From this data model, it 
indicates the separates satisfaction of interac-
tions in different parts of the customer journey, 
customer consumer behavior prediction and 
Non frequent flyer profile in data mining should 
be included in the customer status, that means 
it also can enhance the understanding of cus-
tomers of airlines employees.

Apart from this data model, some changes 
happened in aviation to improve customers’ 

awareness of airlines’ operation. IATA released 
the data communication standard ONE Order to 
support across airlines’ operation, a lot of flight 
tracker applications in App store try to make 
aviation operations transparent. These changes 
should be considered in the explanation or mo-
tivation of customer requirements.
To sum up, the reason for requirements, real-
time satisfaction, customer consumer habits, 
Non frequent flyer profile should be added into 
the information list of customer status.

5-2, Categorized customer status 
structure

Based on findings from internal analysis and ex-
ternal analysis, one categorized customer status 
structure is established as Figure 5.1.
All of this customer information has been di-
vided into four groups, customer needs, custom-
er situation, customer feeling, and background 
information. Customer needs include all data 
feeds or information fragments which describe 
customer requirements or demands. The cus-
tomer situation includes all of the information 
that describes the customer journey life. Cus-
tomer feeling includes all mood, satisfaction 
related information. Background information 

ONE Order is a data communication standard 
to support the vision of simplified and enhanced 
airline distribution (IATA, 2018)

Figure 5.1 Categorized customer status structure
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includes all trip-related information, records of 
behavior and customer profile.

5-3, Customer status elements

In order to explain those customer status rel-
evant information more detail for understand-
ing and have similar granularity for subsequent 
research, “Customer status elements” have 

been suggested by stakeholders to describe all 
of this detailed information. The following table 
5.1 are all of 35 customer status elements with 
examples. They have been identified from the 
previous categorized customer status structure. 
All of them have been reviewed with at least 
two employees per group to align the under-
standing. The priority of those customer status 
elements is discussed in the following chapter.

Customer needs Customer situation Customer feeling
Background
information

Request to let the Cabin Crew take 
action (e.g. Could I change my seat?) Flight information

Customer satisfaction regarding the 
interaction with social media agents 
or customer contact Basic customer information

Description of the customer's 
problem (e.g. My daughter and I are 
not sit together)

When and how the customer has 
booked the ticket 

Customer satisfaction regarding 
online self-service

Customer travel document 
information

What has been done by customer 
with other channels Booking class and fare condition Customer current mood Customer contact information

Other employees support actions 
(e.g. Check-in agents have tried, but 
failed)

The customer has bought a special 
service Customer current satisfaction Special note in PNR

Conversation history of the customer 
with different KLM staff (e.g. Has 
asked twice with social media agents 
and once with customer contact )

In what part of his/her trip the 
customer is

The previous flight satisfaction score 
of the customer on KLM owned 
channels Personalities of the customer

Customer preference
Whether the customer has 
experienced any disruptions

Explanation of the customer's 
previous flight satisfaction score Consumption habits of the customer

Number of requirements Customer complaints
The previous flight satisfaction in 
other channels Milestone of the customer

Already handled requirement 
including answer

Walking or waiting time prediction to 
the next step Flying blue status

Actual duration of each phase of the 
customer's trip Flying blue miles

Location of the customer Flying blue years of loyalty

Table 5.1 Customer status elements
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After getting the output from Chapter 5, it becomes possible to align the information structure of 
customer status. But for solving the first gap from Chapter 4, this information structure should have 
priority property. So, In this chapter, the main focus is to collect what is the ranking of customer sta-
tus elements from customer-facing employees for empathy and their suggestions to customer status 
elements. Then, the alignment approach could be completed. Three surveys(Appendix 6) based on the 
information structure in chapter 5 have been conducted. The conclusion of these surveys shows the 
first version ranking from three customer-facing employees and their insights of customer status ele-
ments.

The main takeaway topics from this chapter,

1, Insights from the ranking result
2, The extra customer status elements from open questions

Chapter 6, Data ranking f rom em-

ployees

What to show
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6-1, The survey in customer-facing 
employees

To collect what is the priority of customer sta-
tus elements to enable employee’s empathy, I 
designed three questionnaires (Appendix 6) for 
social media/customer contact agents, ground 
agents, and cabin crew. Following the X-Way, 
all of these surveys happened in employees’ 
working environment. The results release some 
common and different parts of priority prefer-
ence across three groups.
For cabin crew, 120 cabin crew have filled in the 
questionnaire in the crew center in Schiphol by 
one to one survey. The online questionnaire has 
been shown to cabin crew after getting their 
personal permission.

Figure 6.1 Survey with ground agents

For ground agents, 100 ground agents have 
filled in the questionnaire.  24 of them filled it 
by shared on-line survey link in their closed on-
line community, others have filled in the ques-
tionnaire by the same way in their relaxing area 
in Schiphol.

Figure 6.2&6.3 Workshop of customer contact 
agents

25 customer contact agents have filled in the 
on-line questionnaire in their on-line working 
community. For completing the ranking informa-
tion for this group, I observe and analyse one 
workshop about the information requirements 
of the new working platform in the customer 
contact agents group. The findings from the 
workshop have been combined with the find-
ings from the survey to evaluate the priority of 
customer status elements.
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The ranking is mainly based on the number of peo-
ple selected for the element and the number of 
times highlighted and mentioned in the workshop. 
More than half of the respondents choose to be 
marked as high priority information, and less than 
half of the respondents are selected as a middle 
priority. Moderate information, less than 20% of 
people choose to be marked as low priority infor-
mation.

The first version of ranking (as figure 6.4) has been 
shown in Appendix 6-4.After the concept from it 
has been validated with employees,the final rank-
ing results from three groups are shown in the 
following chapter.

6-2, Results and analysis

To summarize findings from ranking result and the 
open question’s feedback:
• The backside reason for customer action 

requirements, flight information, the current 

mood of customers and the basic customer 
information are necessary pieces of customer 
status elements to customer-facing employees. 
That can be seen as PNR+Mood+Problem.

• Compare with the current experience of cus-
tomers, customer-facing employees pay less 
attention to the previous experience. (e.g. The 
NPS of the previous flight, solved cases)

• Employees at different touch points also have 
different information preferences. Ground 
agents like to know the travel document infor-
mation, cabin crew like to know the flying blue 
status, and customer contact agents like to 
know disruptions and customer personality. 

• Two more customer status elements have 
been identified from the open question “Do 
you need more passenger information to 
empathize(engaging) with passengers in the 
conversation? Please specify”. That two ele-
ments are “Promise from other staff” and 
“What happened(whose fault)”
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Figure 7.1 Card sorting in workshop

To explore more ideas of how to align the information structure of customer status across different 
customer-facing employee groups and validate the ideas from Chapters 5 and 6, this Chapter includes 
one concept proposal and one co-creation workshop with two social media agents, two ground 
agents, and two cabin crew. In this workshop, the concept of customer information structure has been 
tested and the new alignment principle has been proposed by employees.

The main takeaway topics from this chapter,

1, “JET principle” for customer status information structure
2, Customer status elements ranking in “JET” structure 

Chapter 7, The principle of aligned 

customer status
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7-1, Concept of customer status 
alignment

Based on the structure for the customer status 
in section 5-2, and the analysis results from 
section 6-2. One alignment concept has been 
built up as the “DEEP” principle, D as demands 
to present customer needs, double E present 
customer experience(situation) and customer 
emotion(feeling) and P as customer profile to 
present backside information. And the principle 
to define the priority has been proposed in the 
following table 7.1

7-2, Validate the alignment concept 
and explore more

To validate the concept of alignment, at first, 
the card sorting method has been used. Partici-
pants, who are divided into two groups across 
function(Figure 7.1), have been asked to catego-
rize customer status elements in cards that in-
clude elements from section 5-3 together with 
two new elements from section 6-2, and define 
the name of each category.

Figure 7.2  The card sorting stage
After that, the concept of alignment “DEEP” has 
been shown to participants and discussed. Then 
they are asked to create their principle to de-
fine high priority status and low priority status 
and organize them below in the categories that 
they have built up. 

Figure 7.3&7.4 The alignment principle con-
cepts

Demands Experience Emotion Profile

High priority Necessary
Based on the backside 
problem of customer

Negative experience Strong emotions
(Negative or positive)

Important customer

Low priority Nice to have Improvement Medium intensity 
mood

Normal customer

Table 7.1 Concept of alignment principle
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This validation indicates that the emotion/ex-
perience should be categorized in one group, 
participants of the workshop name the custom-
er situation with customer needs as “ Customer 
Journey”, and all of the customer information 
which exists in PNR or booking related infor-
mation should be in one category. For prior-
ity, the result is similar with the findings from 
the survey, the common important part are 
problem,mood and basic travel information. 
And every part should has its own status to 
show priority. They emphasize again except the 
common part, every customer-facing employee 
group has their unique preference in some cus-
tomer status elements.

7-3, Final principle and information 
ranking

After the validation, the first round X-Way 
about “ What to show” is ended in one prin-
ciple. Customer status can be organized by 
the “JET” structure and defined by the “JET 
principle”(Figure 7.5). 

As a principle to align the information structure 
of the customer status, it consists of three cus-
tomer status element categories “story in Jour-
ney”, “Emotion and Experience” and ”Ticket 
fact”, as well as detail principles for defining 
the priority of customer status. The priority of 
customer status in every category will follow 
high priority, middle priority and normal.

Figure 7.5 The JET structure and JET principle
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The flow in Figure 7.6 explains how the cus-
tomer status will be described via the “JET prin-
ciple” in the personal service of the customer 
journey. The customer status will be shown in 
different touch points by the same structure of 
“JET”, the status will be updated based on the 
real-time customer information updating, and 
the status will be the same in different tools of 
different employees’ group at the same time. 
The detailed information that is used to explain 
the customer status could be organized based 
on the ranking of different customer-facing 
employee groups.

Figure 7.6 Usage of the JET principle

Finally, the ranking of customer information of 
three customer-facing groups has been up-
dated based on the “JET” information structure 
and show in Table 7.1,7.2,7.3. Orange means 
important to customer-facing employees, light 
blue means normal, white means that elements 
are not important to customer-facing employ-
ees.

To sum up, the “JET principle” gives the oppor-
tunity to align and optimize customer status, 
it can be used to describe real-time customer 
status. The detailed ranking of customer status 
elements indicates every customer-facing em-
ployees’ group has their preference of custom-
er information, but the main high priority part 
is similar. The main high priority part indicates 
the main focus should be the summary of the 
situation part and the real-time mood part of 
the second gap, which identified in Chapter 4. 
After that, keep the difference of supportive 
tools for the different working contexts should 
be considered too.

What to show
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Customer journey Feeling/Emotion/Mood Ticket facts 
Description of the customer's problem (e.g. My daughter 
and I are not sitting together)
What happened?( the problem caused by passengers or by 
KLM staffs) Customer current mood

Basic passenger  information(full name, age, gender, 
family)

Conversation history of the customer with different KLM 
staff (e.g. Has asked twice with social media agents and 
once with customer contact ) Customer current satisfaction Flight information

Whether the customer has experienced any disruptions Personalities of the customer Current booking class and fare condition

The promise from other staff
Customer satisfaction regarding the interaction with 
social media agents or customer contact The customer has bought a special service

Walking or waiting time prediction to your position/the next 
step Customer satisfaction regarding online self-service Flying blue status

Request to let you take action (e.g. Could I change my seat?)
Explanation of the customer's previous flight satisfaction 
score Flying blue years of loyalty

Actual duration of each phase of the customer's trip
The previous flight satisfaction score of the customer on 
KLM owned channels Special note in PNR

Number of requirements The previous flight satisfaction in other channels Customer contact information

What has been done by customer with other channels Customer travel document information
Complaints received from the customer(e.g. Customer has 
complained about flight cancellation) Milestone of the customer
Other employees support actions (e.g. Check-in agents have 
tried, but failed) When and how the customer has booked the ticket 

Already handled requirement including answer Customer preference

Location of the customer Consumption habits of the customer

In what part of his/her trip the customer is Flying blue milesRa
nk

in
g 

fr
om

 c
us

to
m

er
 

co
nt
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Customer situation/journey Feeling/Emotion/Mood Ticket facts 
Description of the customer's problem (e.g. My daughter and I are 
not sitting together)
What happened?( the problem caused by passengers or by KLM 
staffs) Customer current mood Customer travel document information
Complaints received from the customer(e.g. Customer has 
complained about flight cancellation) Personalities of the customer Flight information

Whether the customer has experienced any disruptions
Customer satisfaction regarding the interaction 
with social media agents or customer contact The customer has bought a special service

The promise from other staff
Customer satisfaction regarding online self-
service

Basic passenger  information(full name, age, gender, 
family)

Requests from the customer for the agents (e.g. Could I change my 
booking to KL0123?) Customer current satisfaction Customer preference

Self-service support history (e.g. Tried my trip, but failed)
Explanation of the customer's previous flight 
satisfaction score Flying blue status

Conversation history of the customer with different KLM staff (e.g. 
Has asked twice with social media agents and once with customer 
contact )

The previous flight satisfaction score of the 
customer on KLM owned channels Current booking class and fare condition

Already handled requirement including answer
The previous flight satisfaction in other 
channels Consumption habits of the customer

Other employees support actions (e.g. Check-in agents have tried, but 
failed) Special note in PNR

Location of the customer Flying blue years of loyalty

Actual duration of each phase of the customer's trip Flying blue miles

In what part of his/her trip the customer is When and how the customer has booked the ticket 

Walking or waiting time prediction to your position/the next step Customer contact information
Number of requirements Milestone of the customer

Ra
nk
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g 

fr
om

 C
ab

in
 C

re
w

Customer situation/journey Feeling/Emotion/Mood Ticket facts 
Description of the customer's problem (e.g. My daughter and I are 
not sitting together)
What happened?( the problem caused by passengers or by KLM 
staffs) Customer current mood Flight information

Request to let you take action (e.g. Could I change my seat?)
Customer satisfaction regarding the interaction 
with social media agents or customer contact The customer has bought a special service

Whether the customer has experienced any disruptions Personalities of the customer Flying blue status
Complaints received from the customer(e.g. Customer has 
complained about flight cancellation)

Explanation of the customer's previous flight 
satisfaction score Customer preference

The promise from other staff
The previous flight satisfaction score of the 
customer on KLM owned channels

Basic passenger  information(full name, age, gender, 
family)

Other employees support actions (e.g. Check-in agents have tried, but 
failed)

Customer satisfaction regarding online self-
service Consumption habits of the customer

Conversation history of the customer with different KLM staff (e.g. 
Has asked twice with social media agents and once with customer 
contact )

The previous flight satisfaction in other 
channels Flying blue miles

Walking or waiting time prediction to your position/the next step Flying blue years of loyalty

What has been done by customer with other channels Milestone of the customer

Already handled requirement including answer Customer travel document information

In what part of his/her trip the customer is Current booking class and fare condition

Number of requirements Special note in PNR

Location of the customer When and how the customer has booked the ticket 

Table  7.1,7.2,7.3 Ranking from employees
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After the alignment principle of customer status “JET principle” has been defined, this part explores 
how to show the optimized customer status in the service process and employees’ digital supportive 
tools to enable their empathetic gestures. The second round of X-Way has been conducted. 

As a result, one design roadmap has been released. It includes one set of tools to show customer 
status indicators in all of the supportive tools, the relevant improvement suggestions of services and 
procedures, and the implementation plan of the customer status indicator. 

These solutions match the main focus that comes from the second gap in Chapter 4 and the result of 
Chapter 7. The main focus is a summary of customer stories, real-time mood or satisfaction informa-
tion, and keep the difference in employee’s supportive tools. 

 

How to show
The second round X-Way

Trend research
Interface analysis

Design brainstorming
Co-creation

Test with employees

Interaction design
Service design

Evaluate with product owners

Chapter 8 / Chapter 9

Chapter 10

How to show
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Figure 8.1 Trend-Service robot
Note: Future travel experience  (2019). Retrieved from https://www.futuretravelexperience.com/2019/01/10-technology-trends-airlines-airports-2019/

In order to explore opportunities for “how to show”, there are the trend research of technology, ser-
vice design, interface analysis, and the theory review of empathy in this Chapter . Some opportunities 
have been identified from these researches.

The main takeaway topics from this chapter,

1, Opportunities from trends
2, Opportunities in internal interaction design
3, Opportunities from turn-on empathy

Chapter 8, The opportunity identif i-

cation
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8-1, Opportunity in trend research 

To identify opportunities in future trends, this 
section invests technology trends in aviation, 
design trends in the future five years and match 
them with internal promoted trend. The op-
portunities from these trends have been sum-
marized.

8-1-1, Technology trend

Future Travel Experience (2019) posts their 
prediction of the technology trend in Aviation, 
among them, 1) Biometrics, as Figure 8.2. 2) 
Artificial intelligence (AI),3) Robotics & Autono-
mous Vehicles,as Figure 8.1, 4) Onboard con-
nectivity, 5) Assistive technology will or have 
supported the digitalization trend in this dutch  
aviation company and will give the opportunity 
to build a new touch point or add-on in the old 
touch points. 

One more trend is discussed in data scientists 

for a long time, that is 6) Artificial Empathy.  
OM Malik (2013) believes “Data without a soul 
is meaningless. The problem with data is that 
the way it is used today, it lacks empathy and 
emotion”. Bill Mark, president of Information 
and Computing Services at SRI International, 
whose AI team invented Sir,  said “We don’t 
understand all that much about emotions, to 
begin with, and we’re very far from having 
computers that really understand that. I think 
we’re even farther away from achieving artificial 
empathy”(InformationWeek,2018). Till now, the 
Machine cannot really understand emotions or 
deliver empathy. So, there are some Machine 
plus human opportunities “For the next decade 
(at least) the machine + human opportunity of-
fers more. Think about the awesome power of 
scaled computing doing the grunt work whilst 
the evolved human brain works through the 
most complex end of the spectrum” (Freestone, 
O. 2019). This trend can link back to the internal 
trend of real-time and relevant customer data to 
support employees in everywhere.

Figure 8.2 Trend-Biometrics
Note: Future travel experience  (2019). 10 technology trends for airlines and airports to focus on in 2019. Retrieved from 
https://www.futuretravelexperience.com/2019/01/10-technology-trends-airlines-airports-2019/
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8-1-2, Design trend

John Knight (2018) releases twelve service 
design trends to predict 1) Data can enable 
every experience of the customer to be per-
sonalized 2) Service design will need to move 
from delivering usability on interactions to 
more complex domains that blend human and 
technology 3)”Getting out of the abstraction 
business”,move to smaller, data-driven service, 
(John R Knight ,2018) and join existing sub-
service instead of a new one to create tiny mo-
ment value. Other trend comes from the Service 
Design Network Finland’s National Conference 
is 4) More empathy and action (Kuudes, 2018), 
explained by a decision of customer is “a sophis-
ticated process consisting of both emotional and 
rational aspects”.Service design should put more 
focus on the emotional aspects.

Mixing technology trend and design trend, 
following opportunities are attractive to this 
project.
• Machine + human opportunity
• Small moments of value rather than big wow 

delight as User Experience tackles profit and 
value

• Customer data mining
• Supporting employees everywhere
• New touch points and proactive interaction

8-2, Opportunity in internal

To analyse opportunities in user experience 
design, the “JET principle” has been used to 
examine several main interfaces of supportive 
tools(Appendix 7)

From this analysis, summary are some sugges-
tions to improve current supportive tools
That is:
• Consider using the“JET principle” to sum-

mary customer status on interfaces
• Give the emotion indicator on interfaces of 

every tool

• Increase the “story in Journey” part in 
App2Help

• Link different information areas to the sum-
mary

• Show the following action options based on 
different customer status

8-3, Opportunity from theory of em-
pathy

As definition and research of empathy have 
been analysed in Chapter 1,this Chapter summa-
ries opportunities to foster empathy from the 
theory and customer suggestions.

The book “Six habits of highly empathic people” 
(Krznaric, R., 2012) introduces some ways to 
enable empathy, that is 1),turn on the switch of 
empathy, 2) facilitate empathy by other one’s 
stories, 3), spend time and increase ability to 
explore and practice empathy, and 4), try to 
expand empathy in your world.

And following quota lists abilities to achieve 
empathy from the company side,

“In order to detect and respond to 
shifting customer needs, companies 
need to show more, not less, empathy 
with their customers. Some companies 
have found an approach that achieves 
that — one that joins three important 
capabilities: the ability to optimize 
business processes and technology, 
the ability to foster emotional connec-
tions and the ability to use data em-
pathically.”
(Ritu Agarwal,Peter Weill, 2012)
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Even customers of this dutch aviation company 
have some great suggestions. 

To sum up, for aviation service, how to foster 
customer-facing employees’ empathy? The follow-
ing can be opportunities in the future.

• Facilitate them by customer information or 
story for understanding customers more

• Let them have time and ability to explore and 
practice empathy to build emotional connec-
tions

• Try to empower them by optimized process 
and action options 

• Let them expand their empathy in their work-
ing context 

“Implement a service in the app so we 
can send a message to the boarding gate 
that we might be late…” 

“I believe the best way to improve ser-
vices would understand more how these 
circumstances truly affect people and 
compensate them more generously”

How to show
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After the exploration of opportunities, this section consists of the synthesis phase of this project to 
explore how to transfer opportunities to design. All information is gained in previous sections is ana-
lysed and key topics are selected in order to inspire design ideas to enable employees to deliver their 
empathy. Finally, the main design directions, future vision and design goal are released.

The main takeaway topics from this chapter,

1, Design opportunities
2, Future vision and design goal

Empathy

Clear and
enough

information

Time and
ability to

understand

Turn on and 
drive the
empathy

Empowered
employees

• Linking customer information 
together

• Giving the emotion indicator on 
interfaces 

• Use the “JET” principle to 
summarize every customer 
status on interfaces

• Biometrics

• Machine + human opportunity
• New touch points and pro-active
• Create tiny moment value by· joining 

existing sub-service
• Opportunity to explore and practice their 

empathy in their working context.
• Assistive technology

• Create method or opportunity to 
turn on

• Customer data mining
• Supporting employees

everywhere
• More empathy and action 

• Supporting employees
everywhere

• Empower employees to 
empathize customers

• Artificial intelligence (AI)

Chapter 9, Synthesis
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9-1, From opportunities to design

In order to start designing to enable customer-
facing employees to deliver empathy for cus-
tomer satisfaction,it is important to filter the 
most important opportunities out and define a 
design goal. As it is clear, even the information 
structure of customer status has been aligned, 
“JET principle” makes the alignment across 
different supportive resources are possible. 
Empathy of customer-facing employees is still 
complex. Because the second gap is still existing 
that there is not a real-time summary of cus-
tomer story and mood data in their supportive 
tools, and following action option suggestions. 
The synthesis of opportunities should be able to 
bridge this gap.

The following opportunities summarized from 
Chapter 8 is interesting for this phase.

Clear, organized and aligned customer status in 
every tool

As the design should consider linking customer 
information together, giving the emotion indica-
tor on interfaces of every tool, and use the “JET 
principle” to summarize every customer status 
on interfaces. This opportunity is about clear 
and organized customer information to enable 
customer-facing employees to understand cus-
tomers more .

Time and ability to explore and practice empa-
thy 

The design should build up support or inspire 
the ability of employees to corporate for empa-
thy. And design should consider blending human 
and technology in service design to improve 
employees’ time to understand customers. For 
example, using new technology, like AI, assistive 
technology even artificial empathy to support 
customer-facing employees. Meanwhile, create 
small moment value by joining existing sub-ser-
vice and put more focus on human’s emotional 

connection. Overall, try to combine the advan-
tage of technology with humans to facilitate 
customer-facing employees by time, ability and 
opportunity to explore and practice their empa-
thy in their working context.

Empathy can be turn on

The design should try to create a method or op-
portunity to turn on the empathy of customer-
facing employees. Because everyone has em-
pathy, but it can be recessive when there is no 
suitable soil. Research has proved that empathy 
can be turned on and increase by training or a 
similar background (Krznaric, R. 2012). 

Empower employees to empathize with cus-
tomers

The design should enable customer-facing em-
ployees to do something in service or procedure 
about the customer situation. That means, after 
information to foster empathy, time and ability 
to explore and practice it, a method to switch 
it on, the last pace should be empowerment, 
giving customer-facing employees options to do 
something for their customers.

9-2, Future vision

To inspire ideas of how to show the optimized 
customer status in the service process and em-
ployees’ digital tools to enable their empathy, 
one future vision, Figure 9.1, has been created 
to describe the destination of the design, and 
show the unlimited solution in the future (Si-
monse, L., Iwanicka, B., & Whelton, J. 2018). 

Future vision:

Give back to Human what is Human’s 
and to Machine what is Machine’s by 
enabling employees with a real-time, 
optimized, empathetic data.

How to show
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In the future, there is a balance between per-
sonal service and self-service from machine. 
The machine is good at data mining, match 
information and operate service efficiency. 
Humans are good at building relationships, 
understand the feelings of customers and show 
empathy. Technology can recognize the sta-
tus of customers, deliver the information that 
customers want, arrange the customer journey 
automatically and summarize that information 
to employees in time. Then, employees have 
enough information and time to foster their 
empathy and proactively build an emotional 
connection with customers.

9-3, Design goal

From the four main opportunities from synthe-
sis, the design goal has been selected and or-

ganized based on the defined ambition, which is
 “Define and deliver the real-time and optimized 
customer status to engage customer-facing 
employees for customer satisfaction”. Therefore 
it is decided that the design goal of the “How to 
show” part is the following:

Design solutions for employees to access and 
contribute real-time optimized customer status 
and empower their empathy based on custom-
er status

”We believe that in most unpredicta-
ble business environments, success-
ful growth will hinge on the combi-
nation of optimization, emotion and 
empathic use of data.” 
(Ritu Agarwal,Peter Weill, 2012)

Figure 9.1, Future vision
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This Chapter outputs design solutions for how to deliver real-time and optimized customer status in 
employee tools to support them to empathize with customers.
This section has conducted two workshops separately to explore ideas with six employees from three 
customer-facing groups and design students who have experienced this dutch aviation company pro-
jects. After that, concept iteration has been done based on feedback from customer-facing employ-
ees. And those concepts and iterated concepts have been validated with the product owners of those 
employees supporting tools. The final delivery consists main concept in three horizons, which will be 
introduced in the next Chapter.

The main takeaway topics from this chapter,

1, Design concepts for three horizons
2, Iterated concept
3, Validation outputs

Chapter 10, Design proposition

How to show
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10-1, Ideation with employees and 
students

In order to explore ideas based on defined fu-
ture vision, design goal and main design oppor-
tunities, this section includes two workshops.

Co-creation with employees

One co-creation workshop with customer-
facing employees is about ideas of “clear and 
enough information”. It is organized in this 
aviation company CX lab with two cabin crews, 
two ground agents and two social media 
agents after they categorized the customer 
information. They have been divided into three 
groups based on their department. They were 
asked to build up one customer status in the 
working interface based on the customer jour-
ney, which is created in 3-1-2. The framework 
of their current main supportive tools and 
other creative items (stickers, color pens, scis-
sors) were prepared for them as materials.

Figure 10.1 Doing in co-creation workshop

Figure 10.2 Discussing in co-creation workshop

Figure 10.3 Results of Co-creation

After doing and discussion the customer status 
in their main supportive tools structures, as 
Figure 10.1&10.2 shown, The results like Figure 
10.3, participants explain their ideas and the 
meaning of items.

Their ideas and their presentation show they 
prefer the visualization of real-time customer 
mood, special service and highlight different 
information by color.

Brainstorming with students

Another brainstorming workshop has been 
conducted in the TU Delft library meeting room 
with six design background students who have 
at least three months of project experience of 
this dutch aviation company. This workshop in-

55PAGE

Customer  status



cludes two rounds of brainstorming, one round 
is role play. After the introduction of this gradu-
ation project assignment, the customer expecta-
tions, and personas of customer-facing employ-
ees, role-play has been conducted among these 
students following the service blueprint. Ideas 
have been generated to enable customer-facing 
employees to deliver empathetic gestures. The 
second round of brainstorming is conducted to 
inspire deeper and more focused ideas after the 
introduction of the future vision, design goal 
and the main four directions from the synthesis 
section.

Finally, their ideas have been analysed based on 
these matching with this dutch aviation com-
pany strategy and the time pacing based on the 
technology trend timeline, as Figure 10.5.

Figure 10.4 Workshop with students

Figure 10.5 Matching ideas

Figure 10.6 ideas

A lot of valuable ideas (e.g. Figure 10.6) were 
gained during this session. In figure 10.7, the 
main ideas are shown on the strategy and time 
pacing map. The most valuable ideas that have 
strong links with identified opportunities are 
divided into concepts in Horizon 1, 2, 3 based 
on this map, those concepts will be presented 
in the next paragraph.

Figure 10.7 Main ideas map

How to show
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10-2, Concept & Prototype

The ideas have been designed as concepts at 
different time pacing. The following part intro-
duces the first version of the concept in dif-
ferent horizons. Horizon 1 is for the following 
one year, horizon 2 is for 2-5 years, and horizon 
3 is for 5-10 years based on the possibility of 
technology and resources in this dutch aviation 
company.

Concept 1, The JET banner

As Figure 10.8, in this concept for horizon 1, 
there are six indicators represent the main 
common high priority customer status ele-
ments in “JET” categories, which are customer 
journey, experience, and ticket facts. The data 
resources of those indicators list as following 
table 10.1.

Figure 10.8 Concept 1-the JET banner

Proposition for the horizon 1

 - Allow the machine to maximize the value of customer data by implementing the customer status 
into the employee’s tools and align information structure of interfaces based on the JET principle
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Information Data resource in Horizon 1 High priority Middle priority

Perceived 
disruptions

Disruptions records in flight 
operation system in recent 
one month

High perceived disruptions in 
system. (e.g. cancelation)

Middle perceived disruptions 
in system. (e.g. delay)

Problem/Action 
requirement

Action & Attention message 
and special comments in 
Ground
Touch point message in social 
media
Crew message and 
passenger related trip reports

Urgent or high priority 
messages

Current mood The emotion description in 
Action & Attention messages 
and special comments from 
employees

Strong emotion words in 
message content (e.g. 
Upset, frustration,fear)

Emotion words in message 
content (e.g. happy, boring)

Satisfaction The E-score from this 
customer previous journey

Promoter Detractor

Level of customer Flying blue status Platinum
Gold

Sliver

Special service Special service records in 
operation system

Wheelchair
Infant

Paid seat
Paid meal

Concept 2, The “JET” Exam tool for 
designers and product owners

To support the customer status, the informa-
tion structure of passenger related informa-
tion in supportive tools should be improved 
based on “JET principle”. One tool as Figure 
10.9 is proposed for this purpose. The designer 
or product owner who decides how the “JET 
banner” will show in the application. They can 
use this tool to evaluate their current informa-

tion structure or future plan of new versions to 
build up their information structure.

Follow this tool, they can select their persona, 
check this persona’s working goal and then de-
fine the information category of the customer 
information page in their application based on 
the “JET principle”. For some new elements 
that do not belong to the customer status 
elements list, they can measure the priority 
by comparing it with the sample element to 
decide is it important or not to employees.

Table 10.1 Icons definition and data resources
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Figure 10.9 Concept 2-the “JET” Exam tool
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Proposition for the horizon 2

 - Enrich the job resources of customer status from customers’ input from new touch points and en-
hance the opportunity for employees to understand the customer and take actions accordingly

Figure 10.10 shows concept 3-5 in horizon 2, 
following are detailed concept explanations.

Concept 3, Super PNR

In horizon 2, the “Super PNR” concept is cre-
ated to summarize and transfer customer 
status via the customer. Customer-facing 
employees can summarize their understand-
ing of customer status as a QR code before this 
customer has a real PNR, this QR code is named 
as “Super PNR” because after customers have 

booked a ticket, this “Super PNR” will have all 
of the information of the traditional PNR plus 
the customer status. In this stage, customers 
can use “Super PNR” to ask for support from 
any customer-facing employee from this dutch 
aviation company and this employee will get 
the permission to view this customer status in 
their supportive tools. “Super PNR” is a tool to 
transfer understanding of customers through 
the interaction between customers and cus-
tomer-facing employees.

Figure 10.10 Concepts in Horizon 2
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Concept 4, Dedicated service employees in 
service procedures

Customers can make the reservation with their 
requirements and prefer a time block though 
the customer application. The option can be 
activated based on the judgment of customer 
status by system or customer-facing employees. 
After the reservation is successful, the dedi-
cated customer-facing employee in the airport 
for this type of requirement will have one step 
in their working process to view requirements 
from customers to prepare their empathy. And 
these dedicated customer-facing employees 
should be the service expert for this type of 
requirements to make sure they have enough 

ability to show their empathy to customers.

Concept 5, Live JET

Live JET means after the JET banner has been 
added in those supportive tools, customer-
facing employees can reflect the customer’s 
current emotion after the interaction. And cus-
tomers can mark their real-time satisfaction for 
every stage of the journey. Plus the real-time 
data feeds in the operating system. Then on 
horizon 2, the customer status is approaching 
real-time via the contributions from both the 
customer and employee side.

Proposition for horizon 3

- Empower employees by empathetic gestures’ suggestions and emotion predictions from improved 
algorithm of the customer status from the full journey’s information

Figure 10.11 Concepts in Horizon 2
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Figure 10.11 shows all concepts in horizon 3, 
following are detailed explanations.

Concept 6, Improved algorithm of customer 
status

Through the development of Nature Language 
Program (NLP) and biometrics of emotion de-
tection, the chatbot in digital channels and the 
service robot in the airport can recognize real-
time customer emotion immediately and judge 
their satisfaction after the interaction. Then a 
smooth emotion line and satisfaction line can 
be drawn through the customer journey. The 
algorithm should be improved based on both 
lines to define the priority of customer status.

Concept 7, Empowered JET

In this horizon, the system can inform custom-
er-facing employees the priority of customer 
status and what are the recommendations for 
those high priority customers. The system will 
open some personalized options to the agent 
as empowerment. So, on this horizon, the “JET 
banner” becomes “empowered JET”.

10-3, Concept testing 

To collect feedback from employees, concepts 
have tested with customer-facing employees 
and discussed with product owners. The main 
test questions come from the assumption in 
Chapter 2 and challenges in Chapter 4. That’s 
about the identification of icons, usage of the 
customer status indicator, the impacts of under-
standing of customers(turn on empathy), and 
effects of proactively do something to custom-
ers based on customer status(showing empa-
thy).

For Concept 1, I created the JET banner proto-
type and asked employees(social media agent, 
cabin crew and ground agent) to put it on their 
tools with the real passenger information inter-
face, as figure 10.12.

The identification of the JET banner and the 
usage of the banner have been discussed in this 
situation.

Figure 10.12 Concept testing
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We discussed the identification of the JET 
banner,usage of it, information links between 
the current interface of the customer infor-
mation and the JET banner, and possible data 
resources. The information ranking in the JET 
banner has been discussed too.

The concepts of horizon 2 and 3 have been 
consulted usage and benefits with employees 
after explaining the concepts about the service 
procedure and tools. New screen prototypes 
with customer status indicator have been com-
pared with current similar screen in their tools, 
it shows in Figure 10.13.

Figure 10.13 Concept test of Horizon 2

For concept 2,3,6, they are mainly tested 
with relevant product owners (social media 
to customer tool’s product owner, data&tools 
manager,customer contact product owners) 
through showing these concepts in presentation 
and observing their reflections for these con-
cepts. After the presentation, we discuss about 
their feedback on these concepts.

After the concept testing with customer-facing 
employees in their working context, and test-
ing with relevant product owners, some insights 
have been collected to iterate concepts.

For concept 1 - The JET banner:

• Employees  believe the customer status in-
dicator can support them aware and under-
stand customers in their working context.

• The first icon of perceived disruptions is not 
clear, but after an explanation, they can rec-
ognize it. Flying Blue icon should inherit the 
visual language from other applications.

• For the social media agent, the detail spe-
cial services like infant with family does not 
have such a high priority, and the extra lug-
gage has a higher priority in their working 
context.

• All of them agree the experience part es-
pecially current mood will have high prior-
ity in the future and help them understand 
customer status.

• Emotion should only have two status, nega-
tive as a high priority and positive as a mid-
dle priority, it is more efficient to agents.

• They want to have links between the status 
banner and detailed information in their 
working interface.

• They like to have recommendations about 
which status they should take action.

• For cabin crew, disruptions of current flight 
are not so important because they receive 
the information when they sign in the flight, 
the history of the disruption is more impor-
tant.

• For cabin crew, they like to get the customer 
status indicator in the seat map, because 
their working procedure starts from the pas-
senger list or the seat map.

• For ground agents, they like to get the 
customer status in the detail page because 
when one passenger approaches them, they 
start to check the passenger detail informa-
tion.
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For concept 2 - The “JET” Exam tool for design-
ers and product owner

• Product owners look confusing to under-
stand this tool, normally they only focus on 
their product users. And the tool structure 
looks redundant with the JET principle.

• They like JET principle and the ranking list, 
they believe that will contribute to their 
work

For concepts 3,4,5, - Super PNR,Dedicated 
service employees in service procedures,and 
Live JET

• Concept 3, Super PNR will help a lot in 
communication to transfer information. But 
there is a login issue and whether customers 
want to share their status and want to know 
about which information has been shared in 
Super PNR in employees.

• The reservation part from customers of con-
cept 4 has the opportunity to move to the 
onboard part. It can highlight one customer 
from the customer side, then employees 
have the opportunity to know who needs 
their help.

• Employees think concept 4, dedicated ser-
vice employees can deliver more opportu-
nity to show empathy to customers.

• Concept 5, live JET in the future can have 
a combination version based on one algo-
rithm, to give a direct indicator of the most 
important status

• Employees agree concept 3, 4, 5 in Horizon 
2 will support them more to deliver empa-
thize service, real-time experience(Live JET) 
is the key. But they like to know which parts 
of it come from colleagues and which parts 
come from customers

• They like the idea in concept 5 to have a 
summarized version of JET banner in the 
seat map

• Product owners think Live JET use the ad-
vantage of airline’s service, which is airline 
always has employees in their services, then 

there is a huge opportunity to collect cus-
tomer feeling and feedback. “We should use 
this advantage,” they said.

For concepts 6,7 - ,Improved algorithm of cus-
tomer status and Empowered JET

• For cabin crew, the real-time emotion line 
from concept 6 can give the background in-
formation to support their decision of next 
step gestures.

• For concept 7, empowered JET, all of them 
think that will improve their services. But 
employees want to have the flexibility to 
make their decision based upon those em-
powerment. They do not want the recom-
mended options to limit their service. They 
believe they should be the expert in their 
working context to make the final decision.

So, the main insights from the testing part sug-
gest that the indicator of customer status can 
improve customer-facing employee’s under-
standing of customers and increase the possibil-
ity to show their empathy. 

It suggests me to focus more on the JET banner, 
I decided not to iterate Concept 2, the exam 
tool and Concept 3, Super PNR continuously. 
Concept 4, dedicated service employees are 
seen as a support procedure of Live JET. And 
Concept 6 has been merged into Live JET and 
Empowered JET. Then I should iterate the JET 
banner to detail design concept in every hori-
zon rather than keeping the banner in the same 
rule. 

10-4, Iterated concept

To improve the indicator of customer status, the 
iterated concept of it in horizon 1, 2, 3,has been 
visualized as Figure 10.14, and the table 10.2 
shows detail definition of icons.
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Figure 10.14 Iterated concepts
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Table 10.2 Iterated icons definition

Icon Information Data resource in 
Horizon 1

Data resource in 
Horizon 2 High priority Middle priority

Summary of 
customer status

Calculate result 
from customer 
status algorithm

The top 20% range 
of customer status. 
Suggest to take 
actions

Without the 
breakheart icon and 
orange frame.But 
the background has 
orange part.

Perceived 
disruptions

Disruptions 
records in flight 
operation system 
in recent one 
month

One-month 
disruption 
records + Data 
Mining of 
interaction 
records for 
perceived 
disruptions

High perceived 
disruptions in 
system. (e.g. 
cancelation)

Middle perceived 
disruptions in 
system. (e.g. delay)

Problem/Action 
requirement

Action & Attention 
message and 
special comments 
in Ground
Crew message

Data Mining 
result of customer 
real-time 
requirements 
summary

Urgent or high 
priority messages

Mood The emotion 
description in 
Action & Attention 
messages and 
special comments 
from employees

Real-time mood 
remarks from

Strong negative 
emotion

Strong positive 
emotion
Strong negative 
emotion or month 
ago(for horizon 1)

Satisfaction The E-score from 
this customer 
previous 
journey(In recent 
three months)

Real-time 
satisfaction 
remark from 
customers

Detractor Promoter
Detractor three 
months ago( for 
horizon1)

Level of 
customer

Flying blue status Flying blue status Ultimate Platinum Sliver
Non-Frequent flyer

Special service Special service 
records in 
operation system

Special service 
records in 
operation system

Wheelchair
Paid seat

Infant
Baggage
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To sum up, 
• Disruption, flying blue icons have been 

updated for the understanding issue. The 
number of disruptions in the previous one 
month has been marked on the icon to indi-
cate the history. The priority of the special 
service part has been modified based on the 
suggestions.

•  Define validity period for part of customer 
status in horizon 1.

• The idea of algorithm moves to Live JET to 
create a summary of customer status, and 
give a direct indicator for the suggestion 
of taking action based on the result of the 
algorithm.

• The short version of the customer status 
banner has been designed to support the 
usage in seat map or another required con-
text.

• The detail interactions has been designed to 
support checking details, modifying the cus-
tomer demands, and stressing the customer 
mood.

• The detail page of empowered JET has been 
designed to show the relationship between 
the status line and the suggested possible 
gestures.

10-5, Evaluation and Validation

To validate new tools of customer status and 
design concepts of this project, This section 
includes discussion and validation for new func-
tionality, visualized status bar, and the interac-
tion design concepts. They have been discussed 
with the product owners, business owners and 
designers of employee’s tools from social me-
dia, ground and Inflight department separately 
by meetings. The JET principle, design proposi-
tion, concepts, and iterated concept have been 
shown in meetings. After that, one email with 
three open questions has been sent to them to 
collect their feedback(Appendix 8). Overall, I 
get their positive feedback about the usage of 
the “JET principle”, the customer status toolset. 
They also give some suggestions that I should 
consider in the final design.

Figure 10.15 Validation with product owners

Sum up the Insights and learns from the face 
to face feedback and email feedback from the 
product owner, business owner, and designer, 
the suggestions are:
• The previous failed project has shown, the 

emotion remark without defined usage in 
working procedure only added workload to 
employees. So it is important that the de-
sign includes the relevant improvement of 
procedures and the corporation with differ-
ent touch points.

• How to solve the fault issue between differ-
ent touch point?  The history and the detail 
page of explanation of customer status are 
very nice to solve this issue. But the aware-
ness of the working mechanism should be 
aligned in different departments.

• It will be better to have one case to explain 
how to use the “JET principle”. Product own-
ers are certainly looking into it to structure 
customer information.

• The direction of empathy is an inspiration to 
customer data management and social me-
dia tools’ plan. “ We always focus on quan-
tity but forgot the quality of social media 
cases” one product owner said.

• How showing passenger mood/satisfac-
tion impacts the way the agents handle the 
case? We should measure it in following 
research.

• Empowered JET should have bounda-
ries to control the flexibility of 
employees.“Empowerment is crucial, of 
course within boundaries”

• Except for procedure improvement, the 
organization plan should also be considered 
for this purpose. 
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Figure 11.1 Final design roadmap

Chapter 11, Final roadmap of the 

customer status indicator
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To explain how to implement the real-time, optimized customer status by time pacing, the final output is a 
design roadmap (Figure 11.1) of customer status.
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This roadmap has four layers, the first layer 
shows the vision and goal by different horizons. 
The second layer shows the identified trends 
and opportunities. And the third layer below it 
shows the final concept of JET banner, LIVE JET, 
and Empowered JET and the improvement of 
procedures to support the implementation of 
the customer status bar.

The last layer is the resources layer, it includes 
humans, data, in house resources, big data 
algorithms, Artificial intelligence and biometrics 
technology. 

All of these layers have been connected by lines 
to show the relationship among resources, new 
tools and procedures, trends and future vision.
Then this roadmap can be seen as an imple-
mented plan of the new toolset, the customer 
status indicator, to show real-time, optimized 
customer status to customer-facing employees 
to engage them for their empathy, which will 
impact customer satisfaction.
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This chapter is the final one to summarize the conclusion, limitations of this research, and recommen-
dations for the following research directions. The conclusions come from the summary of the assign-
ment, the research purpose, and the validation results. Limitation part submit from the challenges and 
scope of this project. The final recommendations are a summary of unfinished directions and sugges-
tions from stakeholders. 

The main takeaway topics from this chapter,

1, Conclusion
2, Limitations and recommendations

Chapter 12, Conclusion, limitations 

and recommendations
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12-1, Conclusion

The findings of this graduation project, aim to 
solve the research blank that is “What could be 
the solutions to bridge the knowledge gap of 
fostering employee engagement and customer 
satisfaction through customer information”. The 
final solutions meet this research blank in this 
dutch aviation company. 

Solution 1, JET principle

First of all, the output from the first round 
X-way is the “JET principle” plus the detailed 
customer status elements ranking, which makes 
it is possible to align the information structure 
of customer status across supportive tools. That 
is a solution which could solve the first gap that 
this company does not have an approach to 
make sure they can have an aligned, prioritized, 
real-time, full customer status. “JET principle” 
has been tested with product owners, business 
owners, and designers. Results of the test show 
that it can support them optimize the support-
ive tools’ plan and design.

Solution 2, Toolset of customer status indicator 

In the second round X-Way, a toolset is released 
to show customer status that comes from sum-
mary and data mining of customer informa-
tion in the customer journey. Furthermore, it 
delivers relevant improvement suggestions of 
working procedures to support the implemen-
tation of itself. The first tool in this toolset is 
“JET banner”,which can facilitate understanding 
of customers. And the second tool ”Live JET” 
includes real-time mood and satisfaction from 

customers and dedicated service employees. 
Feedback shows that it will increase the em-
pathy of customer-facing employees. The last 
tool is “empowered JET” that gives the possible 
options automatically. From the employees’ test 
feedback, they agree it will engage them with 
their tasks to proactively understand customers 
and take empathetic actions. So, as Figure 12.1 
shows, this set of tools will solve the second 
gap that this dutch aviation company does not 
have a summary of customer story and mood in 
their supportive tools,and less customer status 
relevant action suggestions.

Customer status foster empathy

From the feedback of employees, empathy and 
customer emotion status are like two sides of 
a coin, employees believe real-time mood and 
satisfaction of customers from the toolset of 
“JET” will be one important resource to support 
their service. Some product owners agree they 
will consider it in their future plans. All partici-
pants of the validation stage agree that empathy 
is a very important part of airline service and 
they are glad to have some improvement sug-
gestions to foster empathy. We believe through 
the implementation of this set of tools, finally, 
we can increase employee engagement for cus-
tomer satisfaction.

As a conclusion,  the “JET principle” and the 
toolset of “JET” can be one solution to solve 
the majority of gaps between this dutch avia-
tion company’s supportive resources and their 
customer-facing employees’ facing challenges. It 
makes delivering real-time, aligned, prioritized 
and empowered customer status to customer-
facing employees possible. Those tools will 

Figure 12.1 Toolset “JET” in three horizons
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increase their awareness of customers, control 
the time spent on information overload, and 
follow the regulations of data privacy. By doing 
this, the approach will engage customer-facing 
employees to proactively deliver their empathy 
to customers when they have perceived disrup-
tions. As a result, customer satisfaction will 
increase.

12-2, Limitations

There are two limitations in this research, one is 
time and resource limitation. Another one is the 
research scope limitation.

Time and resource limitation

From the start of this project, the scope has 
been defined based on twenty working weeks, 
the research scope only focuses on the jour-
ney before on board and for those customers 
with perceived disruptions. The measurement 
of increasing customer satisfaction is not in 
the scope of this research for the time issue. 
To measure how much empathy of customer 
employees can be impacted through the “JET 
banner” and “JET principle”, the quantitative 
research method needs more time and resourc-
es to conduct. So, in this research, all of the 
feedback of validation are qualitative resources. 
Some interesting concepts cannot be continued 
because of time and resources too. Apart from 
that, some resources have been limited because 
of company regulations. The planned survey 
with social media agents has been stopped due 
to resource limitations and regulations in the 
company, and the observation in cabin crew 
briefing has the same situation too. But to be 
a volunteer is a surprise to me to understand 
the employees’ feeling in their working context. 
These limitations show again, status is always 
dynamic, but if the goal is clear, solutions will 
come through the goal.

Research scope limitation

The second limitation is the set of tools and 

the principals which are designed for this dutch 
aviation company based on the research of their 
employees, working procedure and supportive 
resources. It has limitation to expand the us-
age of it to other companies and organizations. 
However, I believe to consider real-time and 
optimized customer status in supportive tools’ 
design to increase empathy can be considered 
by other service-oriented companies. 

12-3, Recommendations

Although the toolset customer status indicator 
and “JET principle” have been validated with 
employees and stakeholders, and it is believed 
that they can engage employees for customer 
satisfaction, there are still a lot of possibilities 
to increase employee engagement and custom-
er satisfaction through data and tools.
As I planned in Horizon 3, in the future, auto-
matic empowerment in employees’ tools and 
the balance between personal service and self-
service will become critical for using customer 
status to impact customer satisfaction.

Empowerment of employees for empathy

The next step research in this dutch avia-
tion company in this direction should be the 
research about a roadmap to define specific 
empowerment of employees, as one product 
owner suggested:” A lot can be done by bots 
or AI, but I see both of those implementa-
tions merely as a supporting framework for the 
human agents that can deliver empathy and 
emotion. Of course, this can only happen when 
the service agents are empowered to make a 
difference” What should be the principle to link 
different levels of empowerment and the levels 
of customer status? How to balance the em-
powerment to employees and remain within the 
boundaries of company regulations? This can be 
one following research.

Balance of self-service

Another direction is an extension of this re-
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search, this research focuses mainly on personal 
service, but it cannot be ignored that there is 
a sharp increase of self-service.  Based on the 
priority of different customer status, how to 
define the rule to deliver dynamic self-service, 
and in which level of customer status, the sys-
tem should enrol employees to deliver personal 
service.

Besides these two follow-on research direc-
tions in this dutch aviation company, we should  
explore more about the relationship between 
job supportive resources and customer satisfac-
tion, this could be an interesting topic in the 
academic world.
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