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Today’s workshop session plan
SESSION ONE – Customer Journey Mapping – Foundation Knowledge

SESSION TWO - The Customer’s Journey – Moving from Expectation to Perception to Advocacy

SESSION THREE - Customer Journey Mapping - As a Useful and Effective Tool

SESSION FOUR – Customer Journey Mapping – Supporting your Thinking and Business’s Culture



Masterclass guide to 
customer journey mapping



Overall Workflow For the Day
The Basics of Customer Journey Mapping
Map Framework Options
Mapping Considerations and Types of Maps
Building Customer Journey Maps
Current and Future Mapping
Using Your Map to Design Incredible Customer Experiences



Source: Forrester
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Multiple Contexts



Customer Experience Strategy

Source: May 18, 2011, “Why You Need A Digital Customer Experience Strategy” Forresterreport
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There are many ways to map…
 Some maps are more visual (like a storyboard)

 Others are more data-driven for the purpose of touchpoints analysis

 Some maps are more high level, while others are very granular

The bottom line is…
There is no right or wrong way to map – we are all learning together.  But—depending on how you 
plan to use and share your map and its findings— some methods work better for you than others.

Customer Journey Mapping

Customer experience is complex. Journey mapping can help bring your customer experience to life
and assist with having a dynamic and action related insight into your customers overall engagement 
with your business or organisation.



An experience focused Customer Journey map is a strategic tool for capturing and presenting key 
insights into  the complex customer interactions that  occur across experiences with a product,  service, 
or ecosystem. At the heart of an  experience map lies the customer journey  model, an archetypal journey 
created from  an aggregate of all customers going from  point A to point B as they attempt to  achieve a 
goal or satisfy a need.

The activity of mapping builds knowledge  and consensus across teams and  stakeholders, and the map 
as artifact  allows you to create and support better  customer experiences. In short, experience  mapping is 
a journey that can involve and  impact your entire organisation.

The Value of Experience in Journey Mapping



Regardless of the design you use, all  maps should include (at a minimum) the  elements listed on the 
checklist to the  left. This will provide a solid framework  for building a robust customer journey  map packed 
with priceless insights about  your customers, your processes & your  overall operations

3 Basic Things to  Include in any Journey Map

 Quantitative Data &  Qualitative Customer &  Employee Feedback

 Customers Segments  (Personas) – define & segment  them to identify whose journey  you want to map

 A Touchpoint Inventory &  Customer Journey – The steps  customers take & all the touchpoints they 
encounter as  they progress through your  lifecycle stages & channels

A map in & of itself is just a pretty picture  illustrating how your customers interact  with your business. It’s 
what you put into  your map that will ultimately determine  how valuable it will be & help you truly  drive 
change for your organization.

Basic Requirements of any Customer Journey Map



Be Approached as an Ongoing Discipline, NOT as a One and Done
Project!

BeCollaborative
A cross-functional team from all areas of your organisation should be involved in the mapping process & 
have ongoing access  to the map to use it, make updates, & monitor performance & progress.

BeCustomer-Focused
A map must be developed from the customer’s perspective, not the organization’s. It should 
contain both quantitative & qualitative research.

 Quantitative: Dig into your existing data—scour web analytics, surveys & other data sources 
that reveal how customers interact with your organization

 Qualitative: Observe & talk to customers & front line employees. Allow them to tell a story of
their experience. Document their actions, thoughts &  feelings & match them up with touchpoints, 
channels & lifecycle phases

Basic Characteristics of an Effective Customer Journey Map



 BeMulti-Faceted
A good map provides an eagle-eye view of the holistic customer journey and…

 Helps you identify your most important touchpoints

 Provides a way for you to attach customer research and data to touchpoints

 Makes edits & updates easy

 Allows you to pull out specific sections of the customer journey that  require the most 
attention and create “micro-journeys” of individual  scenarios. These “micro-journeys” can all 
be rolled up into the master  map that encompasses the customer experience from start to
end

Basic Characteristic of an Effective Customer Journey Map

 Be Easy to Understand, Share & Update



Basic Elements of Journey Mapping



Basic Mapping Framework - Map/Analyise/Present

Just as there are multiple ways to design a map, there are a variety of ways  to approach 
the mapping process. However, for the most part, all approaches tend to follow some 
variation of the well known MAP framework.





Basic Mapping Framework: MAP
 Identify your mapping method, team & ingredients
 Involve keystakeholders:

Remembering that, mapping should always be collaborative. Get everyone on the 
same page from the very beginning. Here are a few ways to involve key stakeholders:

 Host formal journey mapping workshops & involve everyone in the actual  data 
gathering, analyzing & map building process.

 Organize an informal meeting or call to discuss the project’s scope,  objectives, 
goals and timelines, & assign roles and responsibilities.

 Interview stakeholders on key capabilities – this will surface touchpoints,  key 
interactions (moments of truth) & pain points.

 Start building your map
Bring the customer journey to life by adding your touchpoints and related business & 
customer data.



Basic Mapping Framework: ANALYZE
The mapping method you choose will greatly impact your ability to  efficiently and 
thoroughly analyze your map & data and share your  findings. At this stage your data 
& your map are synched together and informed through the bringing together of 
disparate sources of insight and data.

Identify what’s most important to your customers and business & what 
creates or detracts from value and drives loyalty
Use charts to help visualize &  understand customer  experiences
Score your touchpoints & develop and prioritize action plans
(i.e. if a touchpoint’s value is high  but isn’t effective, you’ll know it  requires immediate attention.)

 Build a compelling case for change



Basic Mapping Framework: PRESENT
Readout phase. This is where you share your map & findings 
with stakeholders.

Use you journey map to create compelling stories 
to share

Create versions to be able to share the whole map or 
only specific map views & reports so that you can 
tailor and share only what’s  most relevant to your
audience

Look to create a sharing platform to give you the 
capability to socialize the map with stakeholders



Basic Mapping Considerations
When approaching a Journey Mapping project, there are several considerations that need to be 
addressed:

 Structure of maps
Maps can be touchpoint-specific, or you can map a ecosystem  (where you outline how data, technology, 
people & processes  work together in the phases of the customer journey).

How do you Define a Touchpoint?
How granular should I get in defining the touchpoint? For example, is each direct mail piece its own 
touchpoint, or is it sufficient to just have one  touchpoint called "direct mail"? There is no right or wrong 
answer here  either, but you should gain consensus before starting the mapping  activities.

 Which Touchpoint Attributes Should you Capture?
At a bare minimum…
 Customer Lifecycle Stages
 Channels
 Key moments of truth
 Some method of evaluating or scoring the touchpoints, such as…

 Emotion, Score, Frequency, Pain Point, etc.



Add Depth & Insight to Your Customer Journey Map and Touchpoints to make your map more functional and 
useful by Capturing these Additional Attributes:

 Customer or stakeholder comments

 Department/Owner

 Products and Processes supported

 Back office systems and IT assets  
supporting touchpoints

 Scenarios where touchpoint is used (based
upon customer goal/need)

 Importance

 Cost, time, and/or impact if pain points are  
resolved

 Root cause of pain point

 Do’s and Don’ts (your golden touchpoint  
standards)

Add Additional Depth and Insight



1. Start Small

Consider picking a specific scenario  (application, enrollment, onboarding, etc.)  to get started.

When doing so, it’s a common practice to create a separate view that uses the columns as the steps in the 
scenario and the emotions/score for the rows

Place the touchpoints in a certain order in order to represent a hypothetical  journey/path a customer would 
likely take for this scenario

2. Map the Current State First:

 Then, validate the current state

Map with real customer feedback and insights

 Later you can map the future state

Creating a Basic Customer Journey Map



Customer Experience Journey Map Format
Broad Mapping Objectives

To identify all possible touch points that make up your 
customers’ experience, in order to improve your 
company’s impressions at these touch points.

To understand the emotional impact of interactions in 
your existing customer experience.

Types of information we want to map

• Objectives and Tasks. What is the customer 
trying to achieve at this stage

• Questions. What does the customer want to 
know at this stage?

• Touchpoints. How does the customer interact 
with the organisation and its offering at this 
point?

• Emotions. What is the customer feeling at this 
stage in the process?

• Weaknesses or Breaks. How does the 
organisation let the customer down at this stage?



Prevent your journey map from becoming a dust collector!

 Have a long-term plan in mind

 Appoint map “owners” who are  committed to keeping projects on  track

 Remember, mapping is not a “One  & Done” project. Businesses are  always evolving & maps 
should too  to reflect the current state of the  customer experience

 As you complete your initial  assignment, we challenge you to  think beyond the “project.”

A few ways to expand the use of your map to keep your customer experience 
initiatives moving forward:
Measure touchpoint performance and add additional detail

 Use your map for employee training

Map upcoming product launches or your desired future state

Keep Your Map Alive, Useful and Relevant

Have a plan to:





Research and Discovery for Experience Journey Mapping 

Source- Adaptive Path
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Customer-Centric Research Techniques provide depth of understanding and Insight into your 
current and future customers that is at the heart of a successful Customer Journey Map   

Source: Adaptive Path



Customer Research - Insights

Source: Adaptive Path

Qualitative Research
Having conversations with customers is a common and reliably  
successful method used to gain insights for an experience map.  You'll 
want them to focus on a story that is relevant to the  product, service, 
or problem area you are investigating. When  possible, interviewing or 
observing customers in their natural  setting will provide you with the 
richest data.

Follow a directed storytelling development technique that guides 
the conversation with a series of open-ended questions.  Your goal is
to encourage the paticipant to share their story. Foster an engaging 
conversation, rather than pointed questions,  and focus your 
observations on the experience mapping building  blocks. Remember 
that the core building blocks are doing,  thinking, and Feeling.



Customer Research - Insights
Customer Interviews
Ethnography & Contextual Inquiry
Customer Surveys
Customer Support/ComplaintLogs
WebAnalytics
Social Media listening 
Competitive Intelligence

Shadowing
Service Safaris
The five Whys
Cultural Probes
Mobile Ethnography
A Day in the Life
Expectation Maps
What if?
Customer Lifecycle Maps
Business Model Canvas
Stakeholder Maps
Customer Journey Maps

Personas
Idea Generation
Design Scenarios
Storyboards
Desktop Walkthough
Service Prototypes
Service Staging
Agile Development
Co-Creation
Storytelling
Service Blueprints
Service Roleplay



Customer Research - Insights
Quantitative Research
Many insights can be drawn from  reviewing web analytics and 
digging  deep into data sources that reveal what current 
customers are doing when they  interact with your organisation. 
paired  with customer satisfaction data, you can spot issues in 
your customer funnel or see which channels and touchpoints 
generally  get higher or lower marks.

In addition to analysing existing data,  you may find it useful to
create a survey  targeted at existing and prospective  customers. 
A survey can answer basic questions, help validate what you learn 
in  qualitative studies, or yield insights that  help prioritize the 
focus of your customer  interviews. it may also make stakeholders  
feel more comfortable that the experience  map is based on a 
large enough sample  size of customer data.



Customer Research - Insights
Individual activity : Experience labs prep (10min) (WEBSITE)

•Write down what (think) you already know about your customer. (assumptions)
•Write down areas you need to find out more. (interview objective)

Who are they?
Demographic, profile, values

Why?
•What is their motivation in using
your product / services?
•Why are they using web?

What are goals and tasks?
•What are their goal using your  
product/ services?
•What are the key tasks when using  
your website?

When / where?
•When do they use your product/ services?
•When / where do they use your website?
•What do they do before or after using your
website?

How?
•How do get to know your product? How are they
making a decision?
•How are they using the web currenlty?
•How do they expect using your website to be?

What you want to find out more:  
1.
2.
3.



Customer Research - Insights

Source: Adaptive Path

Activity in pair : Interview your customer (10 min x 2) (WEBSITE)
•Introduce your product / services using elevator pitch
•Ask customers ‘open - ended’ questions using following probes. It’s a user-led  
conversation, not a questionnaire.

Who are they?
Introduce yourself (job, family...)  
How would you describe as a...

Why?
•What is your motivation in using
<kind of product/ service>?
•Why are they using web?

What are goals and tasks?
•What is your goal in using < >
•What is the main thing you want to
do on < > website?

When / where?
•When do you need < >?
•When / where do you use < > web?
•What do you do before or after using < >
website?

How?
•How do you get to know < >?
•How are they using the web currently?
•How do you expect using < > website?

Useful probes:
1. Tell / show me how you usually do?
2. What’s most important to you? Why?
3. How do you feel?
4. (lots of) why?



Persona Profiles



1. create their personaCreate your Customer’s Persona Profile
Persona Profiles describe your key customer types so that you, your team, and everyone 
else can keep real people clearly in mind as they improve the experience



Persona Profiles





Customer Empathy Mapping
An empathy map is a collaborative tool teams can use to gain a deeper insight into their customers. Much like a user 
persona, an empathy map can represent a group of users, such as a customer segment.



Customer Empathy Mapping
How Would I Use an Empathy Map?
A sample empathy mapping session may be as follows: Assemble your team and have them bring any 
personas, data, or insights about the target of your empathy map. Print out or sketch the empathy map 
template on a large piece of paper or whiteboard. Hand each team member sticky notes and a 
marker. Each person should write down their thoughts on stickies. Ideally everyone would add at least one 
sticky to every section. You might ask questions, such as:

•What would the user be thinking & feeling? What are some of their worries and aspirations?
•What would their friends, colleagues, and boss be likely to say while the user is using our product? What 
would the user hear in these scenarios?
•What would the user see while using our product in their environment?
•What might the user be saying and/or doing while using our product? How would that change in a public 
or private setting?
•What are some of the user’s pain points or fears when using our product?
•What gains might the user experience when using our product?



Types and Variants of 
Journey Maps



Ethnographic Journey Maps

• WHAT: Hand-drawn sketches that answer a core question
• WHY: To capture deeper, more relevant stories from customers
• WHEN: During interviews, as a tool to spark a conversation
• WHO: Current customers and non-customers
• HOW: Ask person to draw their answer to the core question; 

then debrief







l.D.



Activ ity  – Ethnographic  Journey Map

• Ask one open-ended question, “How do/did you…?”  
to frame the journey map activity

• Allow 5- 10min to draw: 15min to describe
• Use open/closed questions to fill in knowledge gaps  

and probe for thinking, feeling, doing data
• Record the interview session for later referral



AS IS Journey Maps
• WHAT: Data visualization derived from customer data, business data,

trend data, analytics, etc. Reveals  of what is happening now.
• WHY: Reveals opportunities for a business; catalyzes  customer-centric

thinking
• WHEN: Prior to embarking on a transformative  initiative; when

customer feedback indicates
• WHO: Stakeholders from the business; customers;  prospects
• HOW: Data collection and analysis; affinity mapping;  data visualization



Business
•Process/Lifecycle
•Goals
•Brand Impression
•Touch points

Customer
•Objectives

•Goals
•Emotions
•Touch points

T
im

e

Characteristics – A balance between Customer and Business



Elements of an AS IS Journey Map
• Experiencephases
• Customertypes
• The journeyitself
• Points ofdelight/opportunities
• Points of pain/servicebarriers

• Specific touch pointsand  interactions

• What the experience is like; the highs and lows
• Keyto explain the map



Customer JourneyMap

• Stages
• Touch Points

• Customer Needs
• Customer Expectations
• Customer Activities
• Emotional State

• Opportunities



Persona-based Journey

Comcast experience map, nForm











Platform

Nick Finck, Übermind



Touch Points

getallyourducksinarow.com



Internal Processes
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Future State Journey Maps

• WHAT: Data visualization based on a goal-state  3 to 5 
years inthe future

• WHY: Informs technology roadmap; informs content  
strategy and staffing to fulfill on the desired goal

• WHEN: Periodically, to keep the business focused on  the 
goals andfuture

• WHO:Stakeholders from the business
• HOW: Brainstorming, roleplaying and connected  

thinking. For example, write a letter from the future  
(storytelling parsed into touchpoints)



@volleyballbarb @oneill_colin





Elements of a Future State Journey Map

• Tell a story from a customer’s perspective
• Outline specific touch points
• Describe the expected experience for each  

touch point
• Identify triggers to start thejourney
• Focus on transitions between the steps in  

the journey





map out
WHAT YOU THINK  

WILL HAPPEN

Over 80% of the time, the maps don’t match.

GHOST MAPPING

map out
WHAT ACTUALLY  

HAPPENS

overlay
THE MAPS

Advanced Journey Mapping by way of Ghost Mapping, is a great way to  
remind your internal teams where the consumers are coming from.



Recap on Map Types
• Journey Maps are a powerful tool to align and  

manage customer/user experiences across  devices,
channels
and time

• Ethnographic Maps help you quickly capture  real-
world stories frompeople

• “As is” Journey Maps reveal business  
opportunities through a customer lens

• Future State Journey Maps help make a vision  seem 
achievable and identify the evolution  required and 
the potentialbenefits



What is a Customer Journey Map?

©2016 iimagine Pty Ltd – All Rights Reserved

Customer journey maps go by different names, such as customer 
experience maps, journey maps, and touch point maps. 

Journey maps serve as a visual means to identify the steps your 
customer goes through as they experience your product or service 
and the impact of each. With the rapid proliferation of cross channel 
interactions, touchpoints and experiences between you and your 
customer ‘living’ journey mapping has become an invaluable tool to 
remain connected to the customers experience as they engage with 
you

Customer journey maps chart your customer’s experience and help 
you target changes, improvements and service innovations with the 
greatest impact and return. 

By identifying those steps in your customer experience with the 
greatest impact, your journey map becomes a centerpiece of your 
customer experience planning process.

17/11/2016 68



The Anatomy of an Experience Map
Experience maps have become more prominent 
over the past few years, largely because 
companies are realizing the interconnectedness of 
the cross-channel experience. It’s becoming 
increasingly useful to gain insight in order to 
orchestrate service touchpoints over time and 
space.

Build Deeper Empathy
Its about telling your customers story

Make Smarter Decisions
It’s a catalyst, not a conclusion

Bring Teams Together
It’s the activity, not the artifact

Clarify the Big Picture
It’s a tool to identify opportunity



Experience Mapping

The four steps to making sense of cross-channel customer journeys

UNCOVER THE TRUTH

study customer behavior
and interactions across 
channels  and touchpoints

CHART THE COURSE

Collaboratively synthesize
key  insights into a journey
model

TELL THE STORY

visualize a compellingstory  
that creates empathy and  
understanding

USE YOUR MAP

Follow the map to new ideas
and better customer experiences

The Activity
experience mapping is a collaborative, iterative process for synthesizing and
visualizing the holistic customer experience. the activity of experience mapping 
results in an  artifact – an experience map.

The Artifact
An experience map presents, with richness and 
depth, key  insights into your customers' complete 
experience. it is a  tool that supports charting new
courses of action.

Source: Adaptive Path



Five dimensions to a map are the 
The lens 
The journey model 
Qualitative insights 
Quantitative information
The takeaways

The Five Dimensions



Two key criteria: 
1. The Journey Map can stand on its own, can it be circulated across an organization and doesn’t 

need to be explained, framed or qualified. Like others, we make our experience maps large, often 
greater than five feet long. They’re meant to engender a shared reference of the experience, 
consensus of the good and the bad.

2. The Journey Map is clearly a means to something actionable—ideally something to design 
around—and not an end in and of itself. A good experience map feels like a catalyst, not a 
conclusion.

Thinking behind the Journey Mapping Process

Touchpoints supported by quality customer research:
If the experience journey has a good number of touchpoints, then it becomes hard to highlight every 
touchpoint in the experience map. The map would start to lose focus and meaning. Instead, we start with a 
touchpoint inventory, cataloguing all touchpoints a customer has with the product or service, great and small. 
But, beyond some logical groupings I don’t worry how they relate to each other, save for identifying the nature 
of each touchpoint or the phase in which it lives.



 A map should have some qualitative and quantitative information in order for it to take shape in 
a meaningful way. In the case of Rail Europe, we created a survey that garnered over 2,500 
responses, while also conducting field research with Rail Europe customers.

 If the experience journey has a good number of touchpoints, then it becomes hard to highlight 
every touchpoint in the experience map. The map would start to lose focus and meaning. Instead, 
we start with a touchpoint inventory, cataloging all touchpoints a customer has with the product or 
service, great and small.

 Once you start to synthesize your research you can start matching your insights with the critical, 
complementary and superfluous touchpoints from the inventory. With that groundwork laid, five 
dimensions to a map are the lens, the journey model, qualitative insights, quantitative 
information, and the takeaways.





 The lens is an overriding filter through which you view the journey. If you have clearly different 
personas, or user types with fairly different paths, then the lens will likely be a summary of the 
persona—in which case you’ll make multiple maps for each persona.

The Lens

 Often the core of the experience (and the opportunities and pain points the map highlights) will 
be the same because you may be focusing on core touchpoints that apply to each persona, in which 
case the lens could be some overarching principles, such as design principles or a value proposition.

 Ask yourself… “Does this match up to the principles?” “Does this meet the needs for this persona?” 
The key is thatyou want to look at the journey against some type of criteria—and personas, value 
propositions, or principles are that criteria.



 The illustrated journey is called the journey model because it doesn’t always have to look 
the same, it all depends on the nature of the journey. Which means it could be rendered, or 
modeled, in a number of different ways.

The Journey Model

 It should also illuminate the most important dimensions—which could be the transition 
from phase to phase, or the switching between different channels.

 Should not be simply illustrating the journey step-by-step, but ideally revealing something 
about it based on how you model the data, e.g. how many people use one channel over the 
other, which part of the experience is blatantly broken, or which part of the experience 
hasn’t been considered much?





When applying qualitative insight, we use a framework of “doing, thinking, feeling” with 
the “doing” being the journey model, the thinking framed as Can I use this? Will this work?

Qualitative Insight

 The feeling utilizing responses such as frustration, satisfaction, sadness, and confusion. It’s 
an important component in order to understand the importance and value of a particular 
touchpoint for your customers.







 Quantitative information is also important but can be easy to overlooked. Perhaps your research 
included a survey, or maybe it’s just gleaned from web traffic reports. But ideally you can illuminate the 
journey through quantitative information.

Quantitative Insight

 It can be used to emphasize certain parts of the journey (only 10% encounter this touchpoint, 
while 70% encounter that touchpoint).

 For Rail Europe, we conducted a survey and were able to get three really telling data points—
the enjoyability of this particular phase of the journey, the relevance of Rail Europe to that phase 
(for example, Rail Europe was very important in the booking, but not as important after the trip), 
and the perceived helpfulness of Rail Europe in that phase. This highlighted gaps as well as 
showed where there was a good alignment between relevance and helpfulness.

 Quantitative information can be shown through arrow density, used to communicate how much 
channel switching was occurring at a particular touchpoint.

 The data could be almost anything—a sparkline illustrating the enjoyment level of each 
phase or step, or the usage level, or traffic.







 The map is meant to be a catalyst, not a conclusion, the takeaways drive the next phase of the 
design or strategy by illuminating the journey, and helping to identify the opportunities, pain 
points, and calls to action. This will depend on what your next steps are, driving strategy or 
tactical design.

Takeaways

 Experience maps aren’t limited to multi- or cross-channel experiences. It’s about orchestrating 
multiple touchpoints that occur over time.

 There’s no right way to do an experience map. As with everything, context is important, and 
your needs may necessitate something similar, yet different.

 Adaptive Path rarely apply the same set and sequence of methodologies and processes on 
projects, because they all present a unique challenge.

 But this set of guidelines is used to identify when to use an experience map, what I should 
get out of it, and how it fits into the overall research and design process.







Taking Your Customer Journey Map through to a Service Blue Print



Journey Mapping Process
1. Review Goals
Consider organisational goals for the product or service you are reviewing of designing, and specific goals for a customer journey mapping initiative. Are 
you mapping a potentially new product or service, and existing one? Are you looking to remedy or innovate or both?

2. Select and Develop Customer Personas

3. Gather Research
Review all relevant customer research, which includes both qualitative insights and quantitative findings to provide insights into the customer 
experience of your Persona. Some useful research methods include; 

 customer interviews, 
 ethnography & contextual inquiry, 
 customer  surveys, 
 customer support/complaint logs, 
 web analytics, 
 social media listening, 
 and competitive  intelligence.

4. Touchpoint and Channel brainstorms
As a team, generate a list of the customer touchpoints and the channels on which those touchpoints occur today. Then brainstorm additional 
touchpoints and/or channels that can be incorporated in the future journeys you will be mapping.



Journey Mapping Process
The Customer Journey Mapping Process

5. Empathy map
Empathy maps are a depiction of the various facets of a persona and his or her experiences in a given  scenario. This exercise helps organize our 
observations, build a deeper understanding of customers’ experiences, and draw out surprising insights into what customers need. The goal is to 
get a well-rounded sense of how it feels to be that persona in this experience, specifically focusing on what they’re thinking, feeling, seeing, 
hearing,  saying and doing.

6. Brainstorm with lenses
The goal of lensed brainstorming is to generate as many ideas as possible in a short period of time. These ideas can be used to improve, adapt, 
innovate or create the customers journey. To gain focus as you generate ideas you use “lenses”—words representing key concepts, brand 
attributes or mindsets that  help us look at a problem or scenario in a different way. This activity ensures that every voice on the journey mapping 
team is heard and generates a huge inventory of ideas.

7. Affinity diagram
This is a method to visually organize ideas and find cohesion in the team’s concepts. Affinity diagramming  helps us shift from casting a wide net 
in exploring many possibilities, to gaining focus on the right solutions  for this audience.  This assists in considering where and how you might 
combine, refine, and remove ideas to form a cohesive vision of the future customer experience.



Journey Mapping Process
8. Sketch the journey
This is  where we bring together all the pieces:  timeline, touchpoints, channels, emotional highs and lows, and all the great new ideas you have  
generated for how to improve the future customer journey. Get creative with how you lay it out—it doesn’t  have to be a standard left to right 
timeline. It could be circular or helical. It could be one large map or it could  be an interactive, clickable piece with embedded video. There are no 
templates, and there are infinite  possibilities.

9. Refine and digitize
Journeys don’t always become a sophisticated deliverable—sometimes they begin and end as sticky notes on  a wall or sketches on a whiteboard. 
But most of the time, when you go through the activities to arrive at a  solid customer journey map, you want to polish it, leverage it in your work 
and share it with colleagues across the organisation.  While journey maps are usually a tangible deliverable, like the one above, the process of 
journey mapping is  what’s most important – it pushes us to think deeply about how we can use experience design to have a  positive impact on 
our customers.

10. Share and use
It can be beneficial to maintain journey maps over time. For example, you could set a time each quarter or  year to evaluate how your current 
customer experience matches your documented vision journeys. If your  organization tracks quantitative KPIs, you can integrate these into a 
journey benchmarking process.  Socialising journeys among stakeholders is critical in moving your organization toward action.
In addition to prioritization, the output of a journey map can serve as a backbone for strategic  recommendations and more tactical initiatives. 



Journey Mapping Process
Required components to create an effective a Customer Journey Map

One or More Personas 
The main characters that illustrate the needs, goals, thoughts, feelings, opinions, expectations, and pain points of the user;

A Timeline
A finite amount of time (e.g. 1 week or 1 year) or variable phases (e.g. awareness, decision-making, purchase, renewal);

Emotions
Peaks and valleys illustrating frustration, anxiety, happiness etc.; touchpoints: customer actions and interactions with the organization. This is 
the WHAT the customer is doing; and Channels: where interaction takes place and the context of use (e.g. website, native app, call centre, in-
store if this is where they are interacting

Moments of Truth
A positive interaction that leaves a lasting impression, often planned for a touchpoint known to generate anxiety or frustration; and

Supporting Characters (not vital) peripheral individuals (external suppliers, family, friends, colleagues, etc) who may 
contribute to the experience.



4 51 2 3

9 106 7 8

14 1511 12 13

16 17 18

The Customer Journey of Tom

Source: servicedesign.smaply.com



Emotional Journey Map
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Tom
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Negative

Source #1
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Customer Satisfaction

1 2 3 4 5 6 7 8 9 10

Pre-Service Period Service Period Post-Service

expectations experiences Satisfaction

Out metal process of formation and realisation 
of expectation of our experiences is a live and 
on-going conscious and unconscious process 
that never stops evolving and updating in real 

time. Our expectations are changing as 
experiences are actually being delivered 

It is completely feasible and possible 
to positively impact a customers 

expectation and perceived experience 
gap live and in real time if a business 
is so customer centric, is mindful of 

the delivery environment and 
organised to take action 

The level of achieved satisfaction 
as perceived by an individual is 
the #1 driver and determinant of 

a willingness to refer, 
recommend or return. 

The research is also strong around high levels 
of satisfaction and declared satisfaction (such 
as in written positive reviews) is a significant 

influencer on increased spend levels



Customer Satisfaction

1 2 3 4 5 6 7 8 9 10

P R E  - S E R V I C E S E R V I C E P O S T- S E R V I C E

expectations experiences Satisfaction
Positive

Negativ
e The CUSTOMER’S EXPECTATIONS where 

relatively neutral and overly not high but the 
delivered experience as perceived by the customer 

met expectations leading to a happy, satisfied 
customer

In this case the customer appears HAPPY and possibly DELIGHTED with 
what they received as it met their expectations. You would expect that this 
customer may or may not choose to refer or rate this experience to others 
including to FAMILY and FRIENDS. You would expect that they may rate 

their experience in the range of 7 to 9 out of 10. 



Customer Satisfaction

expectations experiences Satisfaction

1 2 3 4 5 6 7 8 9 10

P R E  - S E R V I C E S E R V I C E P O S T- S E R V I C E

Positive

Negativ
e In this case the customer had high expectations 

of the up-coming experience. There is a clear 
expectation gap here leading to general 

dissatisfaction in the delivered experience as it 
didn't meet the customers high expectations

In this case the customer appears DISSATISFIED with what they received as it 
BENEATH their expectations. You would expect that this customer may or may 
not choose to refer or rate this experience to others but definitely not to family 

and friends. Giving the probable disappointment with the experience you would 
expect a medium low rating of 4 or 5 out of 10. ©2016 iimagine Pty Ltd – All Rights Reserved17/11/2016 96



Customer Satisfaction

expectations experiences Satisfaction

1 2 3 4 5 6 7 8 9 10

P R E  - S E R V I C E S E R V I C E P O S T- S E R V I C E

Positive

Negativ
e The customers expectations of the 

experience where neutral and as expected 
the delivered experience was underwhelming 

and was in-fact was much worse than 
expected leading to overall dissatisfaction

In this case the customer appears VERY DISSATISFIED with what they 
received as it BENEATH their expectations. You would expect that this 

customer may or may not choose to refer or rate this experience to others but 
definitely not to family and friends. Giving the probable disappointment with the 

experience you would expect a very low rating of less than 4 out of 10. 
Source #1
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Customer Satisfaction

expectations experiences Satisfaction

1 2 3 4 5 6 7 8 9 10

P R E  - S E R V I C E S E R V I C E P O S T- S E R V I C E

Positive

Negativ
e The customer had neutral expectations of thier upcoming 

experience where in this case the customer was pleasantly 
surprised with the experience being much better than expected, 

leading to a high level of customer satisfaction

In this case the customer appears DELIGHTED with what they 
received as it EXCEEDED their expectations. You would expect 
that this customer may choose to refer or rate this experience to 

others including FAMILY and FRIENDS. May rate their 
experience in the 8 to 10 out of 10 range because they were very 

positively surprised with their experience . 



Customer Satisfaction

expectations experiences Satisfaction

1 2 3 4 5 6 7 8 9 10

P R E  - S E R V I C E S E R V I C E P O S T- S E R V I C E

Positive

Negativ
e The customer had very low expectations of the upcoming 

experience during the pre-service phase. Even though the 
experience delivered at a neutral level it was well above the 

customers expectations thus resulting in a positive and satisfied 
customer

In this case the customer appears HAPPY with what they 
received as it EXEEDED their expectations. You would expect 
that this customer may or may not choose to refer or rate this 

experience to others. May rate their experience in the 7 to 8 out of 
10 range because they were positively surprised with their 

experience 



Emotional Journey Map

1 2 3 4 5 6 7 8 9 10

PRE -S ERVICE S ERVICE POST-S ERVICE

Tom

Positive

Negative

Source #1
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Emotional Journey Map

1 2 3 4 5 6 7 8 9 10

PR E -S ERVICE S ERVICE POST -S ERVICE

TomPaul

Positive

Negative



Emotional Journey Map

1 2 3 4 5 6 7 8 9 10

PR E -S E R V I C E S ERV I C E PO S T-SER V I C E

TomPaulSally

Positive

Negative



A Very well know example of 
Customer Journey Mapping

Doug Dietz for GE and Patent Sofia



Source: Oracle http://dschool.stanford.edu/student/doug-dietz/

Great Engineer

http://dschool.stanford.edu/student/doug-dietz/


Great Product
The new GE Optima MR360

is well suited for a wide range

of MR scanning needs – with

the ease of operation to help

make a clinician’s staff more productive. For  

streamlining routine scans, the Optima MR360 

incorporates an express exam approach to MR. 

It includes many intuitive and automated  

functions that help increase patient comfort,  

operator confidence, image consistency, and 

professional satisfaction of MR staff.



SofiaAge 6½





{ The Experience }
Journey Mapping the Patient Experience
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Select a specific customer
persona to map
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Behaviors
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Re-examine issue / opportunity based on deep customer understanding
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The new GE Optima MR360
is well suited for a wide range

of MR scanning needs – with

the ease of operation to help

make a clinician’s staff more productive. For  

streamlining routine scans, the Optima MR360 

incorporates an express exam approach to MR. 

It includes many intuitive and automated  

functions that help increase patient comfort,  

operator confidence, image consistency, and 

professional satisfaction of MR staff.



O l   CX St t  & D i  W k h  D i i CX

Great Experience
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ResultsBehaviors deliver
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ResultsAttitudes drive Behaviors deliver
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Results

experiences
influence

Attitudes drive Behaviors deliver
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{ The Experience }
Understanding & Reimaging the Patient Experience
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Crash Course in Journey Mapping



Rapid - How To Map a Customer’s Journey
1. Select a specific customer 

persona to map 
2. Map your customer’s step 

by step experience

3. Map touchpoints and 
interactions (direct and in-

direct) 

4. Add customers attitudes 
and needs

6. Identify problems and 
opportunities and prioritise 

5. Map the emotions 
through the journey 



Identify a specific customer Persona
New prospects, frustrated customers, etc

Work from point A toB
map upstream and down

Keep it collaborative
use post-it notes, storyboard, photos, etc

Focus on moments that matter (MoT’s)
start low res, use appropriate detail

Start with assumptions
then validate and gather more data

CX Journey Mapping Tips



O
n

St
ag

e

4. Attitudes

Back
Stage

1. Actions

2. People

3. Things

5. People

6. Things

Select a specific
customer to map



Evaluate and Prioritize
Look for issues and opportunities



Understand & Empathize
Ask why, create empathy maps

Why?

W
hy

?

W
hy?
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Reframe the Problem
Use a deep understanding of needs



Redesign Experiences
Ideate, Prototype, Test



Redesign Experiences
Influence Attitudes to Change Behaviors

In
flu

en
ce

In
flu

en
ce

In
flu

en
ce
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When Can Journey Mapping Be Used?

• Understanding & diagnosing experiences

• Designing experiences (redesign existing, create new)

• Implementing (as blue prints)

• Communicating (align, train, orient)



Use a Customer Experience 
Design Canvas to highlight an
opportunity.

Thanks to Oracle at www.DesigningCX.com for
the inspiration for this Canvas.

Customer Experience Design Canvas

http://www.designingcx.com/


Start with your existing
experience

Enter your  existing  
experience into  your Design  
Canvas. You can  simply move

your Post-It Notes, or  use 
new ones.



Focus on your customer’s
Needs – Amanda is 24 wants to sign up 
with a health fund for the first time…

Enter your insights  on your 
customer’s  needs. Remember –
describe these  needs from her  

perspective. What  does she 
need from  the journey to fulfill  

her emotional  needs?

Amanda needs
to be able to…

Amanda needs  
to feel…



Brainstorm Ideas

What can you do to fulfill your
customer’s needs?



Design your new
experience

Build out your new  experience. 
If you  have time, update  your 
journey map  with your new  

experience. If not,  simply place 
the  items here using  new Post-

It Notes.



What new attitudes/  
emotions and  

behaviors do you  
want your customer  

to have?

How do you want her
experience to change? Relaxed, and at

ease feeling like
I know what  
I’m doing.

Quickly get  
through process,  
and tell my  
friends how easy  
it was. I have no  
reason to quit  
halfway through
– it’s too easy!



Calculate your business impact
Call reduction * Cost/call = Cost savings

Additional purchases * Average purchase = New revenue

Increased loyalty * Revenue/month = Increased revenue

Additional Referrals * Revenue/referral = New revenue

Lower cancellations * Revenue/month = Increased revenue

Increased conversion  rate
* Average sales = Increased revenue

Fewer giveaways to
angry callers *

Reduced angry
callers = Cost savings



What is the business impact?

25% less customers  
will abandon the  
enrollment process,  
resulting in 2,000 new  
members each year,  
creating $94,000 in  
monthly revenue.

Detail the business impact. 
Use dollar  impact whenever  

possible to help  create a 
customer- centric ROI.



What needs to change?

Detail what  changes need to  
be made to  accomplish your  
change. Who do  you need to 
reach  out to? Ideally, they  are 

on this  mapping team.

We will need to create  
the Webinator, and  
update the website  
with it.

Bob, IT Director

Product will need to be  
onboard; marketing will  
give input.



What needs to
be done next?

Who will lead the charge?

Who will help?

What’s next?
Put together a funding
request to start design
of the Webinator.

Jill, Director of  
Product Management

Betty from Product  
Jack from Call Center  
Cindy from Marketing



Oracle . CX Strategy & Design Workshop . DesigningCX.com

The Goal: Aligning Brand Promise and Reality



Today’s Customer Journeys are Complex
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Broken Journeys drive customers away
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BUY
Market & Sell

OWN
Support & Serve

Improving CX 1: Identify and Solve weak points



Improving CX 2: Enable seamless journeys
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Resulting In Significant Business Impact

• Harder to acquire new  
customers to drive revenue

• Increasing complexity to  
achieve and retain profitable  
relationships

• More difficult to leverage and
grow investments efficiently

Creating An Inability to Sustain Grow & Profit

Disruptive Change

Increasing Complexity

Ineffective Execution



Embrace The Opportunity To Change

• Gain the confidence to reimaging Customer Experience

• Learn the discipline to find, prioritize and evaluate CX gaps

• Drive innovation to achieve and sustain leadership
Change Your Approach, For A Different Result

Increasing Complexity Ineffective Execution

Through all of your organization

Disruptive Change



1. Science and Research before adventure
It shows the research and surfaces the evidence.

2. Focus on Experiences and Touchpoints
It gives insight to experiences customers have with your
touchpoints

3. Take everyone along with you
It’s a process that takes the whole team along. Top to 
bottom!

4. Compel Action
It’s designed to be a catalyst. It influences strategy and
tactics.

Key Takeaways 



We Can Help!

Let’s have a chat…

Email: ray@iimagine.com.au

http://www.iimagine.com.au

Does your latest project need assistance or support with Customer Experience 
Strategy and Implementation, Customer Journey Mapping or Service Design?

We are always just a phone call or email away… 

Phone: +61 439039279

mailto:ray@iimagine.com.au
http://www.iimagine.com.au/


Thank You!

iimagine Creative Innovation
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