CustomerJourney Mapping:




An McorpCX Guide | Customer Journey Mapping: 10 Tips for Beginners

Most executives know the
importance of becoming more
customer-centric. They’re also
aware of the increased
significance of differentiating
on customer experience, as
competitors focus on better
understanding and serving
their customers.

At the same time, “smart”
customers are increasingly
leveraging digital innovation to
rewrite the traditional
relationships between
themselves and the
companies that wish to

serve them.
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Together, these trends have
driven broad recognition that
embracing “customer
experience management” is
the critical path forward in an
ever more complex business
landscape.

Which leads us to one
increasingly popular piece of
the customer experience
puzzle: customer journey
maps.
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Improve the experience you deliver
to your customers, by mapping out
your customer journeys.
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Using customer journey maps
to improve customer experience

Customer journey maps are visual diagrams that illustrate
the steps your customers go through as they interact with
your company, across different journeys, interactions,
channels, and devices.

The more complex your customer relationships are — the
more segments, journeys, channels etc. — the more
necessary journey maps become.

Journey mapping can be a complex, research-driven
endeavor, so this guide isn’t meant to make you an expert.

But it can help you better understand customer journey
maps, and how they might help you and your organization
better understand and serve your customers.

Happy mapping.
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In a world of radically changing customer expectations, there is only one sustainable
competitive advantage: Deliver a better customer experience, across all channels
and interactions. Journey maps are one of the tools that can help you do so.

What is a Customer A customer journey map is a As markets, customers and
Journey Map? tool that fits into the broader systems change over time,
context of your customer maps must be managed and

Customer journey maps allow
you to “walk in your customers’
shoes” by traveling with them
as they interact with your

experience strategy. Effective updated accordingly.
mapping requires that you
incorporate inputs directly
from research-driven customer

The results? Actual,
measurable improvements in
customer experience, and

company. o _
insights, and have internal happier, more loyal customers.

When based on sound buy-in to use journey maps to

research, they provide an better meet customers’ needs.

accurate “outside-in” view,
focusing on desired outcomes
from the customer’s
perspective.

Which is why the most
effective maps are part of a
broader effort that uses these
insights to drive action across
You'll see what customer the organization.

needs are at each interaction,
how well you meet them and
where opportunities for
improvement lie.

It’s also important to keep in
mind that journey maps aren’t
static.
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Ten customer journey mapping tips for beginners:
A quick guide to help you and your organization get
the most out of your journey mapping efforts.

There are many things that any
company contemplating a
customer journey mapping
initiative should consider. With
that, these ten tips can help
beginners get started (and
provide a useful checklist for
those further down the journey
mapping path).
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One. Be clear on what
you wish to accomplish

Customer journey maps are
excellent at showing the gaps
between customer expectations
and perceptions of the actual
experience at key steps along
the journey.

They also help identify
iImprovement opportunities,
and communicate with
employees the “why” and the
“how” you’re meeting (or not
meeting) customer
expectations across channels,
silos and functions.

In journey mapping as in so
many things, beginning with
the end in mind will define the
path for getting there.

So know what you want and
keep your strategic goals in
the forefront to guide you in
your employment of journey
maps.

By following our customers’
journey, we can learn...

What He’s Thinking

= What are his expectations
across the journey?

= Are we meeting his needs?
What He’s Doing

= What is he doing at each
stage of the journey?

= What touchpoints does he
encounter?

= Which are most important?

What He Wants or Needs

= What is he doing, and why
is he doing it?

= What does he want or
need to accomplish?

How He’s Feeling

» |s the experience easy?

»= Does he feel great?

= Are we causing him “pain”?
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Persona help put a “face” to your customers, so you
can better understand (and empathize with) them as
people, rather than segments or targets.

Two. Know whose
journey you are mapping

The power of a journey map is
its ability to effectively
illustrate the journey of a
customer as they work towards
achieving their goals.

To do this, you need to look
through the eyes of a single
customer, most effectively
represented by a research-
based customer persona, that
represents a broader
segment’s unique wants,
needs and objectives.

Without this context, the map
cannot as effectively represent
the customer relationship.
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“I know | should be planning for the
future and start thinking about

saving, but | want to enjoy life now.”

Hillary “Young Digerati’ Sanderson

“Ideally I'd never have to go the branch - it'd be great if | could do
all my banking on my time, from wherever - mobile, or online.”

About me: My goals are:
d young professional, = Now thal I'm makin
Iving In New York start pay
« | work at CBRE, ‘mtrainingtobea *
C ker
gh college., |

yours - that | can juggle quite well.
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My Banking Journey, in my words:

| never really thought The website could be
about it; yours was the more user friendly, and
first bank | saw whan | marketing info was
2ot to Mew York. totally full of fluff

The three touchpoints | use most, at each lifecycle stage:
= WOM Referral = Websile Promotion
= Call Canter Call
= Email Promation

= Branch Signage
+ Online Search

Discover Consider =

© 2005 MCOrpCX. www mEorp.cx il rights rsaned

I opened my account at the
branch, and the advisor

= Branch Officer Meeting

» Branch Officer Phone Call

I wish we spent more
time talking about my
specific needs, rather

than all the products you closes all the ime. Seems  aven need a carl

offer. (| don't carel)

= New Account Packets

(Paper and Digital)

* Promo Email
* Follow Up Call

Onboard ®

ly of options.”

pectations: I'd be a vocal advocate
& and no erors for your bank if you:
Bervice « Made banking more convenient
by best interests at heart  « freat me like a valued customer
land mobile bankingare  « Offered ligher interest rates
 smart and easy to use = Give me incentives or freghies of
lorite apps: some kind for my loyalty

: n @ and are forthright about fees,

mcorplRy

Meet Hillary. Persona help put a “face”
to your customers, so you can better
understand and empathize with them.
Serving as “stand-ins” for customers
who share a series of common traits or
attributes, persona make it easier to
see your customers as people.

you, on my terms.

* Prove you're a bank | can trust,

Online and mobile options Quit sending me auto
are horrible. The mobile lean approval and ather
app is a real pain and force  junk mail. Hello? | don’t

like a basic function.

= Onhne bankimg = Text Alerts

= Mobile banking = Email Alerts
= Branch visits = Email Promotions
Use @ Engage ®
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Customer journey maps are...

= A tool and a technique, to
inform the design, creation
and delivery of better
customer experiences.

= Customer-focused, and
based on qualitative and
guantitative customer
insights rather than internal
perceptions.

= Persona and segment
driven, uniquely
representative of specific
persona and segments, and
their interactions with you.

= Omnichannel views of the
experience, communicating
touchpoints and
interactions across
channels, devices and key
interaction moments.

= End-to-End, comprehensive,

views of the journey
customers take to search,
interact and transact.

Outside-In views,
summarizing customer goals,
emotions, interactions,
moments of truth and pain.

Inside-out views, which
summarize an organizations
processes, data, and
technology as it supports the
customer journey.

McorpCX can help

McorpCX is expert at driving
customer experience
transformation in an
increasingly connected world.

Are you interested in learning
how we can help you better
understand and improve your
customers’ experience with
your organization?

Then give us a call at 1-866-
526-2655, or visit
Www.mcorp.cx/contact.

Our customer journey
mapping related services
include:

Customer understanding,
including research
(interpreting existing
customer research, or
conducting new qualitative or
quantitative research)

Journey mapping workshops
at your location or ours - we
work together to map your
customer journeys and
identify opportunity.
Training and capabilities
development, helping you
and your team become best-
practice-driven experts at
mapping and improving
customer journeys.

And more...
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Persona and journey maps are research driven, and

can include qualitative, quantitative, descriptive,
perception and outcome data.

Good:

Voice of the Business

You can learn a great
deal by talking to your
people

Alone, these can be
informative - though
you’ll have little ability
to monitor results

Internal workshops
with customer-facing
teams and subject
matter experts.

Informative

Little or no ability to
monitor results

Better:
Qualitative

Interviews and online
focus groups provide
directional insights

Adding the customer
view can drive some
decision making and
prioritization guidance

Add one-on-one
customer interviews,
social listening, and
focus groups

Directional

Limited ability to
monitor results
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Best:
Quantitative

Surveys and analytics
give you highly
defensible data

Statistically
projectable data is a
solid foundation for
widespread efforts

Add web surveys,
multiple interviews or
unstructured data
mining

High Confidence

Ability to monitor
results over time

Three.
Talk to your people

Once you’'ve identified whose
journey you’'re mapping, build
an internal view of the
relationship.

Bring together a cross-
functional, customer-facing
group to map out their view of
the journey, including
touchpoints, opportunities,
transitions, issues and more.
Internally driven maps are a
great step to mapping the
relationship, and for identifying
key interactions, inputs and
outputs. But you cannot stop
there. You need to...

mcorpm

Four.
Talk to your customers

Many companies don’t
regularly gather “outside-in”
customer perspectives - or
broadly share the insights
when they do.

But without an outside view
on what is and isn’t important,
and what does and doesn't
work, your maps will lack an
accurate view of the customer.

Leveraging only an inside-out
view can cause you to make
decisions based on incomplete,
missing or flawed information.
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Five. Must haves

It’s a journey, right? So start by
understanding your unique
customer relationship lifecycle,
in the context of customer
interactions.

For example, what do they want
and need from each interaction
as they move through the
journey? How do they transition
from one stage (such as
consideration) to the next (such
as purchase)?

Lastly, articulate what
customers think and feel.
Communicate their expectations
at each step - and how well you
are (or aren’t) meeting them.

© 2015 McorpCX, Inc., All Rights Reserved
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The goal of customer journey mapping is to understand what occurs
in each stage of the customer journey, and what moves (or impedes)
customers as they move from one stage to the next.

Types of journeys Descriptions

Relationship A high-level view of a customers entire relationship with your company, over the “end to

end” lifecycle from initial awareness to advocacy or dissolution.

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

customer service to resolve an issue.

Physical A physical journey, like following a customers as they walk through a mall to a retail store,
then following them as they walk through the store itself.

Emotional While most journeys are emotional, focusing entirely on how a journey makes someone
feel —- like the hiring or firing of an employee -- can drive deep insights.

Personal A view of an entire personal relationship, for example that of a financial advisor working

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

What journey are you tracking?

There are many different ways to define
journey maps, dependent on the issues
you want to understand and resolve.
The examples above are among the
most common types.
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A retail banking journey.
Retail Banking Customer Journey Map

Page 1 0of 2

Hillary ‘Young Digerati’ Sanderson’s Journey

Discover

She has determined her

Consider

=I'm 25 years old, living
in New York

= I'm a (Junior but super|
motivated!) commercial
real estate broker

= Now that I'm making
money, | know its time to
start paying better
attention to it

= | have a credit card, a
checking account and a
deposit account with you

= | have several credit
cards - including yours -
that | juggle quite well

joyable?

© 2015 McorpCX | www.mcorp.cx

| | Doing | | Stage

Thinking

Top Touchpoints by Phase

need, and finds banks.

Sees a bank with local
branches; searches the
web...

I'm fed up with the big
banks, but at least their
websites work. Good Lord,
was this built in the 90's?

( 1~ ) @
Branch @
Signage

Website

@ Online
Search
Place to post and review

other customer comments
to tell me how you're

different from other banks.

Make the website more
user friendly.

5 WOM
~ Referral

She is considering more
than one bank. Ours is one.

Calls customer service,
and immediately reaches a
very helpful banker...

| wish the website was more
informative. Good news,
though; | called - and the
Rep was great; answered all
my questions, with a smile!

Rel;x Phane
Ccall

Website

Pro
® Dlre::l Mall

Make it easier to find the
needed information on your
website | want to easily
see and quickly understand
your products and
customer benefits.

Having decided to use our
bank, she opens accounts.

Goes into the branch to
finish the process, and
meets with a manager...

| opened my new accounts
and the branch manager
couldn't have been more
helpful. | really appreciated
her knowledge and follow-
through.

Application
(@) actount
(Branch),

Manager

:‘— Meeting

QOver the next 90 days, we

help orient and “onboard” her.

Gets new customer
materials, and talks to the
service center...

| got a promotional email,
but it didn't treat me like a
customer. But, the phone
reps are terrific. | feel like
they know me and are very
helpful.

New Account

® Packet (Paper)

(O}

7 Manager
Y eal

Application

nggn (Branch)
Make it super simple to
apply online without a
branch. Be available

(chat/call center) after hours

because this is when | make
my financial decisions.

New Account
Follow Up Call

O ®
Guide me In setting up my
online accounts and how
can use my benefits. What
do | need? Tell me what |
should know but didn't
think to ask!

Now a customer, she uses her

products and our services.

Now a customer, she uses
our products and our
services...

| do have trouble with the
online banking and mobile
1s a joke. I'm glad | can
always go into my branch
for help; if they move (or |
do) I'm likely gone___.

Online Bank Acct ® Online
Summary Banking Acct

Histary

(1) Teller

While | don't mind the
occasional email, I'd love to
hear from my advisor
periodically. Offer points/
rewards or "good customer”
fee discounts for loyalty.

* To hear from others
about the bank

* That it's easy to find you
on the web

= I'll see you in my
community giving back

« Convenient ATMs and
branch locations

* Knowledgeable staff

= Clear benefit, product
and rate information on
your website

+ Simple, easy and fast
applications

+ The best rates and fees

+ Honest communication
and info about money
management

* That it'll be easy 10 set
up all my accounts

* Proactive guidance on
what | really need

= You to have my best
interests at heart

= Up-to-date mobile and
online banking

= No/low fees

* Relevant offers and
highly personalized
communications

Key: Meets Expectations

() Exceeds Expectations  (¥) Does Not Mest Expectations

@ 2014 MCars

WEW.mearpConsutting com

@ Size indicates relative number of respondents who use touchpoint at each stage of this phase.

KI'M 40 198

0n|mesean:h 43 35 08:

Consider

about access to a
Br branch and ATM
prK in SoCal, where |

ormation is easy to

d, and easy to assess
Bnvenience and access
rough branches, ATMs,
obile and the web

Retail Banking Customer Journey Map

I need you to be faster and
be much easier to work
with than the bank | have
my money with now.

| need you to be

transparent with me; no
surprises or hidden fees:
Must have fast, efficient

apps and transactions

Help me get the most from
you - be proactive on my

Page 2 of 2

Quit sending junk mail that
| don’t need. At least target

behali. If you help me, Flilbe  what you send me to my

worth it to you.

i » Get to know me

{ « Don't surprise me - just

: be straight about it
i = Help me understand
how to get the most

Mew Account
Packet (Paper)

T2

h Exterior 5.1

ollsteral 61

romo: Website 6.2

00}

Hew Account
Packet [Digital)

FSR Meeting 6.2

61

Proma: Email - 5.1

FSR Email 5.4

situation.

= Always make me feel

valued and welcome

= Fast, efficient, "anytime,

anywhere" access to my :
money and my accounts:

Imp Eff Gapi

Cha nnel

Channel Imp

iBranch 35 41 .
ﬁl’M 40 19 ;

Ky @ Excitement Fector

Parformence Driver

‘Branch 62 68
Il Center 43 5.8

Effi Gap:

?.'}ha nnel Imp
Branch 53 &84
Call Genter 34 51

Eff Gap:

@ BasicFactor @ Secondary Factor @ Size indicates relgtive number of respondents Who US2 tauchpaint st esch Stags of this phese.
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You can bring different kinds of data into your maps, showing (for
example) how different journeys, journey stages and individual

touchpoints perform, based on customer perceptions.

Six. Nice to haves

Customer journey maps can
provide enormous amounts of
data, because customer
journeys can be complex.

Brand perceptions, individual
touchpoints, operational
performance metrics, moments-
of-truth, customer pain points,
improvement opportunities and
other customer-facing elements
can provide great insight into
your customers’ experience.

Journey maps can also include
“behind the scenes” or inside-
out people, processes,
technology and information.

© 2015 McorpCX, Inc., All Rights Reserved

Seven. The
importance of design

A journey map is a widely
shared artifact. There are
dozens of ways to approach it
depending on your goals, your
brand, the depth of data
displayed and the breadth of
the journey mapped.

Regardless of your approach,
it should look and feel
important to your
organization.

Use “your” identity and

language, and ensure it is
easy to understand for the
people who need to use it.

Eight.
Socialize and share

Journey maps need to be
effectively socialized and

shared across your business.

Again, this means creating
maps that are easy to
understand.

It also means involving key
stakeholders early, and
consulting them often.

And it means showing the
bad and the good; while a
primary goal is to close
performance gaps, it's
important to identify those
“best practice” areas where
things are going right.

mcorpm
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Nine. Take action

Journey maps aren’t meant to
be purely illustrative. They need
to drive action as well.

A typical early exercise should
identify a few quick fixes,
including specific opportunities
to simplify and improve the
customer journey.

In brief, mapping the journey
should help lead to specific
actions - actions that improve
the experience, and drive the
ROI to justify the effort and
increase internal support.

© 2015 McorpCX, Inc., All Rights Reserved

And of course, most firms
discover that the process
helps drive broader customer
experience improvements, as
customers and their needs are
better understood.

Fix dissatisfiers first. Improving customer
loyalty is the ultimate goal of must
customer experience improvement
experts. It's difficult to move customers to
loyalty when their basic needs aren’t
being met.

So when it’s time to take action, eliminate
“dissatisfiers” first. Journey mappingis a
good tool to find customer pain - and fix
it, opening the door to greater loyalty.

mcorplRy

Advocate
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While journey mapping is just one aspect - an artifact -- in )
the broader discipline of Customer Experience Management, ,/
it is a great place to begin. Pl
Ten. Avoid Often times, it can be enough  Final thoughts \ ’,I \‘
analysis paralysis to identify your customer, and _ _ y , - i

_ what's most important to them ~ 1H€r€ is no single ‘right way’ to I
Given the depth of data ~ bringing the data (and your create a Custonrlmerjlourn(.ay, and J
f:l,Jstomer research.can surface, customers) “to life” as they your own.organlzatlon will ,/
it s easy ’Fo try and mclgde. lots oursue their goals. need to find .what w_orks.best /
of it - quickly descending into . o for your particular situation. /
dizzying complexity. For many firms, these insights _ »

’ are the result of getting But the frameworks provided ) JE
Don't. multiple perspectives - internal  "€'e should give you a head e
Remember that journey maps and external - together inone ~ Startatbetter understanding PR
are just a tool to help you more  place for the first time. the:ourneytthat ?’fhur h l,
: customers travel through as
easily upderstand customers So use this opportunity to they engage with your i
and their needs - and that core identifv | -
: y issues that will make @ ompany, brand, products, |

message can get lostin the difference to your customers, partners, and people. | |
details. and do something about it. \
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And be sure you’ve read and
understand the other nine tips
in this guide...
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Additional resources

There are many online
resources to help guide your
journey mapping efforts; a
Google search on the term
delivers over 100,000 results.

Of course, our goal is to help
you understand our expertise,
and how we can help you - so
keep our objective in mind as
you review this guide, and the
resources below and at right.

= Recorded Webinar:
Customer Journey Mapping
for Better Customer
Experiences

© 2015 McorpCX, Inc., All Rights Reserved

= Recorded Webinar:
Customer Journey Mapping
2.0: Improve Customer
Experience, and Align the
People, Processes, and
Technologies that Support It

Recorded Webinar:
Experience Blueprinting:
Bringing your Customer
Journey Maps to Life with
Execution-Ready Customer
Experience Blueprints

Get Customer Centric:

Enjoy this collection of
articles from our President
Michael Hinshaw, in his
regular column for CMO.com

“No other company delivers on customer
experience like McorpCX—they drive measurable
results, and can prove it.” - cx birector, Fortune 500 Technology

McorpCX is a leading customer experience management
company, delivering consulting and technology solutions to
customer-centric organizations since 2002.

Visit us at www.mcorp.cx


http://www.mcorpcx.com/customer-journey-mapping-webinar/
http://www.mcorpcx.com/journey-mapping-2-0-webinar/
http://www.mcorpcx.com/experience-blueprinting-webinar/
http://www.cmo.com/cmo-insider/get-customer-centric.html

McorpCX, Inc.
1.866.526.2655

1.415.526.2655
WWW.MCOrp.cx
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