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Your Host: Michael Hinshaw

President, McorpCX

 Teacher (and student) of customer experience 

and digital innovation 

 Mapping customer journeys and improving customer 

experiences since 1998

 CMO.com columnist and best-selling author: 

Smart Customers, Stupid Companies: Why Only Intelligent 

Companies Will Thrive, and How To Be One of Them  

 Mentor and Richard H. Holton Teaching Fellow in 

Entrepreneurship at UC Berkeley’s Haas Business School
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I (and my firm) advise across industries with leading brands
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Helping the companies we work for do three things: 

Build 
Customer-Centric 

Capabilities

Improve
Customer 

Experiences

Understand
Their 

Customers
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Experience strategy, design and process leaders since 2002 

Media recognition 
for thought 
leadership

Best-selling book on 
digital innovation

Analyst Recognition 
as one of 15 global 

customer experience 
consultancies 

“One of the most exciting 
business books I’ve ever read.” 

- Don Peppers

Founder, Peppers & Rogers
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We’re going to discuss: Why and 
how to journey map; It’s use as a 
prioritization and decision 
making tool; and why you must 
Align your people, processes, 
information and technology to 
deliver on your maps. 
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Customer experience occurs every time a customer 
interacts with your products, services or devices…

The challenge: 
Her expectations of 
the experience drives 
how she feels about it. 
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When customer expectations aren’t met, they leave. 

Expectation: Reality:

89% of consumers and 66% of B2B customers leave after 1 bad experience
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Yet customer expectations 
are radically changing. 

Today’s “smart” customers have 
greater expectations of: 

 Service

 Choice

 Speed

 Accessibility

 Experience

 Customization

 Personalization 

 And more....
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In a world of changing customer expectations, there 
is only one sustainable competitive advantage: 

Deliver a better customer (employee, partner, etc.)
experience - across all channels and interactions 
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How? By giving customers the experiences they want. 
Which means “seeing” the journey through her eyes, across… 

Different 
Segments

JourneysInteractions

Devices and
Channels

Discover

Consider

Purchase

Onboard

Use

Advocate
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This requires an outside-in view of the customer experience

Discover Consider Purchase Onboard Use Advocate

Customer Perspectives of their experience 
(An outside-in view of the journey)

Internal view of people, processes, information and technology 
(Aligned to customer journey)

And an inside-out view of and alignment to enabling systems
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We need tools and a defined approach accomplish this.
Which is where customer journey maps come into play… 

Wanting

What is she doing, and 

Why is she doing it? 

What does she want or 

need to accomplish? 

Doing 

What is she doing at each 

stage of the journey? 

What are the touchpoints 

she encounters? 

Thinking

What are her expectations and 

perceptions across the journey? 

Are we meeting her needs?

Feeling

What is she feeling? Does she feel 

great? Is she unhappy? 

Are we causing her “pain” or anger? 
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They tell the story for an individual’s experience: A persona 
Research based persona and maps bring customers and their journeys to life

Representing your key 
customer segments
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There are many different ways to look at journey maps

Types of journeys Descriptions

Relationship A high-level view of an entire relationship with the company, over the  

“end to end” lifecycle

Transactional An actual transaction, like an online purchase or the experience of    

calling customer service to resolve an issue

Physical An actual physical journey, e.g. walking through a mall to a retail store, 

then walking through the store itself

Emotional An entirely “mental” journey, for example the follow-on effects of hiring   

(or firing) an employee, or how a promotion affects co-workers

Personal A view of an entire personal relationship, for example a BDO or Financial 

Advisor working with a business owner or high-net-worth client over time

Dependent on the issues you want to understand and resolve. For example: 
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Outside-in journey maps are driven by customer perceptions…

What she wants

What she’s thinking

How she feels

What she’s doing

The touchpoints 
she encounters 

Where expectations 
are met– and aren’t.
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Bringing data into play to support decision making

Exactly where expectations 
are met– and aren’t.

Where you can 
improve

Which interactions 
correlate to business 
outcomes (e.g. NPS)

What’s most 
important to her

The channels she uses

And how well they 
meet her needs
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To best understand what drives and how to improve 
experience, align your processes to the customer view 

Discover Consider Purchase Onboard Use Advocate

Delighters Emotions EffortDissatisfiers Touchpoints

People TechnologyInformationProcesses 

Outside-in Journey maps are driven by customer perceptions

Inside-out maps connect your processes, data and 
systems to the customer journey 
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The inside-out view links and aligns people, processes, 
information and technology to the customer journey

Your processes

Technology that supports 
the experience

Your information 
and customer 
data

Your people and 
partners

Business Related 
Journey KPIs
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They can look different, and be simple or complex depending on their goals

There is no one way to create a customer journey map



Customer Journey Mapping 2.0: Improve Customer Experience, and Align the People, Processes and Technologies that Support it

© 2015 McorpCX and Touchpoint Metrics.  All rights reserved. Do not replicate, copy or distribute. Page 21

Since persona and journey maps must be research driven, 
get the best “outside-in” customer data you can get…

Good: VoB/Voice of Business (Much) Better: Qualitative Best of All: Quantitative

Limited resources and/or 

commitment, and/or lower 

priority (Or: A CX Test/Pilot…) 

Highlights needs and pain; 

Driving some decisions 

around investment and 

prioritization

Goes deep on drivers; High 

value segments, initiatives;

potential significant 

investment

Customer-facing, SME-driven 

workshops provide data

Add customer Interviews, 

social listening, focus groups: 

smaller sample size

Add web surveys, data mining, 

multiple interviews: 

Large sample size

Informative Highly directional Confidence to drive significant 

investment

Little or no ability to monitor 

results

Limited ability to monitor 

results

Ability to measure results 

(Monitor over time) 
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To start? Journey mapping workshops are low fidelity, but 
effective at providing the “voice of the business” view

[Hint don’t forget customer data…]
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We’re going to discuss: Why and 
how to journey map; It’s use as a 
prioritization and decision 
making tool; and why you must 
Align your people, processes, 
information and technology to 
deliver on your maps. 
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In the Fortune 1000… What percentage of customer-related 
decisions depend on data to inform those decisions? 

11%
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Customer data analyzed and presented in customized dashboards 

Collect Info 

Poll customers to see how 

they feel about your 

experience, and why

Take Action

For greater customer 

loyalty and value 

(with ROI of 10x plus)

Analyze Data 

Find out why customers leave, and keep 

them by better meeting expectations 

and improving experience

Use research-driven customer data to quantify the journey, and:
Predict behavior. Stop churn. Boost loyalty. Engage customers. 
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Advanced analytics can help you find and fix first things first. 

Dissatisfaction 

drivers: Got to get 

these right. (But not 

more than needed.) 

Loyalty drivers that 

surprise and delight 

because they’re 

unexpected
D

e
ri

ve
d

 I
m

p
o

rt
a

n
c
e

Stated ImportanceLow High

Fix Third:
Exciters and 
Delighters

The better you deliver 

on these, the greater 

loyalty you’ll drive. 

Fix Second: 
Key Loyalty 

Drivers

Fix First: 
Basic 

Factors

L
o

w
H

ig
h

Address Last:
Lower Value

Factorse.g. Kano 
Analysis
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Across and for each 
Customer Journey

For each and at every touchpoint 
and attribute within each stage

Married to data, journey mapping enables informed 
prioritization, and customer-focused decision making 

For each stage of the journey
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So you can manage experience across your customer journey
Quickly identify where customer expectations aren’t being met – so you can fix it. 

You can see which journey 
stages are underperforming, 
and for which segments
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Looking at the journey stages that underperform the most
Giving you the ability to identify the channels and interactions with the biggest gaps 

And examine the touchpoints 
least capable of meeting 
customer expectations 

Type: Channel

See which channels 
are most problematic
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Finding the touchpoints that most underperform at each stage…

To identify and 
eliminate the greatest 

dissatisfiers first...
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Then prioritizing loyalty drivers, and delighting customers

Hint: Don’t try to “delight” all 
your customers all the time
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Making customer experience easier and loyalty more predictable
With actionable Voice-of-the-Customer insights across segments and journeys
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To measurably improve experience, drive ROI and boost value

1.
Get more 

customers, 
driven by positive 

word-of-mouth

2.
Decrease churn, 
by keeping more 

customers 
longer

3.
Drive more 
business 

from current 
customers

4.
Reduce spend 

with better 
resource 
allocation

KPIs include:
 Likelihood to recommend

 Loyalty (e.g. NPS)

 Net positive WoM

 Brand perception

KPIs include:
 Satisfaction (e.g. NSAT)

 Service (CES)

 Likelihood to remain

 % Long-term (Tenure)

KPIs include:
 Likelihood to re-purchase

 Actual re- or 
additional purchase

 Frequency of purchase

 Amount of purchases

 Reductions in 
operating costs

 Efficiency 
improvements

 Experience metrics span multiple ROI outcomes (Overall, Journey, Journey Stage, MoT 
and touchpoints, including gap scores on Basic, Excitement and Performance Factors )

KPIs include:
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We’re going to discuss: Why and 
how to journey map; It’s use as a 
prioritization and decision 
making tool; and why you must 
Align your people, processes, 
information and technology to 
deliver on your maps. 
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Whenever 
I Want

Wherever 
I Am

Whatever 
I Need

In our mobile-first, omni-channel, digitally-driven world… 
technology, systems and customer needs must align.
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How? Your People. Processes. Information. Technology. 
Aligning across the journey to deliver a seamless, end-to-end experience

People Process Information Technology

How customer centric 

is your organization?

Do you have and support 

the right technologies?

How much do you know 

about your customers?

Are your processes simple 

& easy to navigate?

Aligned to customer journey…
Internal view of people, processes, information and technology
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People: The Heart of the Customer Experience 
How customer-centric is your organization? 

People

Your 
Employees

Your
Customers

Your 
Company

Driven by your vision…

 CX is a competitive advantage

 Formal CX programs

 Listens to customers

 Measure performance

A customer-centric culture…

 Your people know their roles

 Rewards are aligned with 

customer needs

 Have access to the right 

information at the right time 

 Believe the company is 

customer centricYour customers..

 Think you’re easy to do 

business with

 Trust you

 Actively tell others

The people, partners, capabilities 

and culture that develop and 

deliver customer experience
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Process: How experience delivery is actually enabled 
They should be simple and easy for customers (and employees) to navigate.

Processes support customer 

engagement, interaction and 

transaction with your company
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Order 

Generated

Order 

Completed

Order 

Received

Credit 

Checked
OK?

Order 

Entered

Problem 

Addressed
OK?

Order 

Stopped

Credit OK
Invoice 

Prepared

Packages 

Assembled

Order 

Picked

Order 

Shipped

Invoice 

Sent

Process 

Payment

Yes

No

Yes

No

Example of a simplified Business Process Map for the customer “buy” process, aligned to a transactional journey
Process

Aligned to the customer 

journey, Process Maps…

 Outline workflows 

 Define Accountability

 Enable loyalty-driving 

activities

 Defines dependencies

 Highlights inefficiencies 
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Information

Information: The source of competitive advantage 
Using what you know about your customers to actually serve them better

Information identifies and 

describes customers, their value, 

history, preferences, wants and needs.

Their 
Potential

Their 
Value

Their 
Loyalty

How They 
Interact

Who They 
Know

What they 
Say

How They 
Use It

What They 
Buy

Who They 
Are

360o

Customer 

Insight

Customers expect …

 That you to use this data to 

understand and anticipate 

their needs

Your company must…

 Have timely and accurate 

visibility into their needs

Employees require…

 Easy access to these 

insights
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Technology

Technology: Connecting the Experience
Do you have and support the right technology?

Technology enables seamless, omni-

channel experience for customers, 

and enables you to deliver them

Your Employees Your CustomersYour Technology

Require a single, simplified,

real-time view of the 

state of the customer

Expect that you anticipate their

needs and deliver a personalized 

and “connected” experience across 

all channels of interaction

Needs to support internal 

employee and external 

customer requirements in an  

integrated way

At Work

At Home

On The Road

From Any

Device

Cloud

Networking
Data

Applications

In-Person
Chat

Phone

Web

Retail

Email

Event

Technology

Infrastructure
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Experience 

Strategy

Customer 

Understanding

Experience 

Design

Governance Culture Technology

Developing better customer experiences requires: 

Delivering better customer experiences requires: 

Measurement

Get there: Model best practices of customer-centric leaders
Eight key capabilities, interlinked with business and brand strategy 

Processes
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Becoming a more customer-centric organization…

Interested

Invested

Committed

Engaged

Optimized

Stage 1:

Undeveloped

Stage 2:

Ad-Hoc

Stage 3:

Repeatable

Stage 4:

Systematic

Stage 5:

Embedded

Organizational Adoption and Maturity 

C
u

s
to

m
e

r
V

a
lu

e
 

Customer 
Experience (CX) 

may be important, 
but there is no 

formal approach

CX is important, 
and some formal 

programs emerge, 
though CEM 

is ad hoc

CX is very 
important; 

CEM practices 
implemented 

regularly, but not yet 
systematic 
or scalable

CX is ingrained in 
culture or “DNA” 
of the company, 

CEM practices are 
performed regularly 
and systematically, 
and systems are in 

place to drive 
ongoing 

improvement

CX is a core 
piece of the 
company’s 

strategy, and 
CEM practices 
are performed 
regularly and 

systematically,

Page 42
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Organizational Adoption and Maturity 

Interested

Invested

Committed

Engaged

Optimized

Stage 1:

Undeveloped

Stage 2:

Ad-Hoc

Stage 3:

Repeatable

Stage 4:

Systematic

Stage 5:

Embedded

By building on existing capabilities to support transformation

Page 43

Core Capabilities 

for Delivering 

Better Experiences

Core Capabilities 

for Designing 

Better Experiences

Customer experience strategy

Customer understanding

Customer experience design

Governance

Culture

Experience measurement

Technology

Processes
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Because the ways business is done are changing
Driven by digital innovation and rapidly changing member expectations 

Think mobile-
led omni-
channel vs. 
Just digital

The status 
quo in your 
industry 
is changing

In this world 
Customer 
Experience 
is the only 
sustainable 
advantage

Your ability 
to manage 
processes, 
data and 
technology 
drives success

Intelligent 
personalization 
will become 
routine (and 
expected)

Page 44
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Any questions? Let’s talk…
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Michael Hinshaw
President, McorpCX
1-866-526-2655, Ext. 705
mhinshaw@mcorp.cx

Thank you! 


