Journey Maps Aren’t Enough: Unleashing
CX Potential with the Journey Management
and Orchestration Framework

Elevate your CX ROI and discover the untapped potential of
customer journeys with journey management and orchestration.
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Introducingyour hosts for today...

Diane Magers, CCXP
CEO Experience Catalysts
& Emeritus Chair of CXPA

One of the most highly
regarded CX experts
globally, leading CX for
and advising major brands
on their CX programs

for over 25 years.

Taylor Fitzpatrick, MBA
Experience Management,
McorpCX

With 15 years
experience, Taylor drives
organizational success
by developing data-
driven experience
optimization programs.

Pavlina Bergan, CCXP
Director of Consultancy
and Operations, Cemantica

Serving for more than two
decades as a change
management consultant,
Pavlina specializesin
large-scale CX digital
transformation.

Graham Clark
Vice President of Market
Development, McorpCX

36 years in experience
transformation of
multichannel digital first
experiencesincluding the
growing Al/ML experience
impact movement since
2000.



Today we will...Discuss how to move
from journey mapping to management,
See how to leverage technology to
demonstrate ROI, and Hear from

(and talk to!) ourJourney Management
and Orchestration practitioners



We know t's critical to make the most of the work you do...

20%0ofCX b4%are 86% of
programs  struggling customers
atrisk’ with ROI'  will leave’

Leaders and teams are Many CX teams lack If they have a poor
disappearing because they traceability to prove their experience at any

are unable to tie their efforts are worth the touchpoint, customers
efforts to business impact iInvestments won’t hesitate to move on
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https://www.mcorpcx.com/e3t/Ctc/OF+113/bc1q04/VWvZdT8Gfw1yW53x9gW4ywjfwW3wqskQ51cbZ2N4Pt_Nc3q3n_V1-WJV7CgDH5W1LVXKm7ddKVZW3j46q32SCR_-W8xH52D5v2HXgW7T2vpf79hzzBW2r-Wcw6dkYTbW4KBl6v7g7YyNW8DTw462nvZXbW4P7Vpn7bbFGtW4064rx34K1tVW6p-cmm3PjJCgF4rMBmZwd9_VbYq2w8MPDBSW3cC_Hc56-zKtW4SVzhN5ZdtblW5LVpPW2KrFQkW853_D16zbT3RW8_tx6k6LGzhMVgjB1-5QxhQCW7NSVvK2PfPLRN91S1_rx_ZLlW7w7dBJ4HtZyJW4YVhpq1j57YvW1LlgSQ3PlZBNW6NRBVV3RnbQcW10g15z9dSPwcVg1ZRs8zD3Z6311j1

{ N\ It starts with the considerable
power of joumey mapping.

Journey maps help cross-functional
teams rally around customers:

= Their expectations, across the journey
= The experiences they have

= Their wants and needs

= Specific pain points and challenges

= What they say they think and do...
and what they actually do
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But journey mapping alone won’t improve experience, or drive
value and ROI. That requires coordinated insights, and actions.

Where are
the biggest
pain points?

Stage

/What is the

financial impact
of this journey on
our company?

Are there any
“Quick Wins”
we can do now?

Expectations

Who needs to
be on board?

About mi

job and plan to stay in thy

long as | can

AWARENESS

Biscams a1rs ol s s i
MG ST T
Fesipration noods ang solitises

-0.22

)

HowTlis senring me toda

[ ———
different

e and l:.k;
ﬂEL!I|

ud';' aids, and aren't

preparing me for the actual exam

RESEARCH/
PLAN

) PURCHASE/
REGISTER

Envatl anlive £ purchass and
rapiFtar for coursas and sams

D)

0.09

Cwerall stage pertormance, calculated a5 he aggregaed swerage Touchpain and WantNeed perfamance gap by skge

SaarchingLrowsng
it aniine.

Sesting! =,

Biszarch and safoct toguirad
courar and SRamS 10 B
asignation
-0.43
Researching
programeiocurzas cira
Searching!
tymwsing

= Q)

B Excecdny

et dtailked b my manager sbowt
professizeal g st
suggestad gotting @ Tl dusipration,
il for i - st hape it synperts
oy goal "

F appracists mp company ¥

oy mstagror s supart o g
e

+ Oiffer prafessional education
resaurces from a trusted provider
[on that iz highly recommended by
athers onling, in my professional
netwarks, andby my company and
manager]

 Offer 37 tion that will help me stay
raly 3 changing industry

P i will be 3 goad use of my

o will help selvance my career
anstrate u high rate of success

ing Expectations
Company Print
Online (T1) |

e

ail

Social

s Wrzng Gosignation poth o

spurses,

Wi 3 et dost o s variihedne s witd
B indarmation, I Worricd ot
SR e OGO S Courres that

are right for me, "

* Show me how different offerings will
increase my vale and marketability

» Guidde me to the dezignation and
courses that are right Far me

» Make your website cazy ba navigate
and find infa, with dlear descriptions
about cach program and course

= Wlake it clear what | will be required ta
da and how much time this will take

= Show me why your materials are the
bzt ones ko prepare for the sam

Customer
Success

Evalu-
OF:A

Saifing  Racaning
uponine  pomas
account lana
= offers s
)
(3]

esting!
atving support =i
-
sppot
ww:x an f":"’g ‘z“""" ‘ """;’:;’m Wi salectivg my cotrses and study
. pesd Fomeane . meaterials on TRorg, § nish thers ware
il o heough Shis o PSR XPIE L L b e o e materite dibe

s and more mobile sptives.

“That wasnt dog dadd once iured

vt svarpthivg fncoded b oo, i

AR thap ot b vl o
ot alive Watos. "

* Wlake it <asy ta zign up and purchaze
items on your webite

* Dffer content in 3 varicty of formats,
20| can find what warks best Far me

* Offer afforduble materials and
caurzes, with clear pricing

* Tell me what ta expact when | go ta s
kesting center For the sxam

* Connect me quickly with knatwlsdge
able service reps when | run into
issues or questions

Viichelle "Claims Specialist" Davis: Current State Designation Journey

(@)

How Tl can serve me bette:
= Enhanc

Loyalty and Experience Metrics

Help I'|'|E L--: etier prapar d for the exam:
ral iestions and mara
itent and study materials in

more formats and va

) SCHEDULE EXAM )

oty e siam o0 5
it course

Whine o gl betineen sites fo
sebealule my s bedors the cxom
Wi axpires. This showla be zasiar
st do onlng, bt {map bave to catl s

“Tihat s quite 3 process Vot syper
i, Fm raived o be got mp
sam schoduied "

+ Make it sazy and intuitive an your
wabsita ta find cverything | need to
knaw about wxam registration

+ Offer convanicnt times [including
carly or ite options] o take the exam

+ Pravide hassle-frae, self-service
anline wxam scheduling

+ Confirm my proqress ot sach step

+ Connect me quickly with knowledge-
able serice reps when | run into
issues or quastions

Partner

STUDY

ot course matariats Sacy
and prapare for the cxam

-0.42

Tuking coursesising
cau arias

Searchig

Ercruesing

Info ariine:

Recaving studylexam
Infalacice

Vi using the fextbosk, but woui ke
to dare modil ey and cram S
aptians, The contant i & fitthe o, but
Iguces i i fnarance 1 b fatking
adowt "

e 3 dummer thay don ¥ dave aual -
that Wouia be porfoct for ma fm gled
Feame seross Sip Dudp Lniversity -
i it mars shgaging and it my
R ——

* Wlake content available in multipls
tarmats (boaks, audio, anling]

* Kaep content up-ta-date with
smerging trands in the market

» Show me how | can apply what |learn
in my rals and day-ta-day wark

* Enzure practice axams raflzct the
typas [and difficulty] of questions an
the actual exam

) TAKE EXAM

T the 200 fot & SpoCilic coMET

Gatting axam resuls

e civom ez hardor than { thought i
Wow's'de aina wnderiaeadoly £ alah ¥
e o mp st o wish foould sa
& braatdion 4o sos Wher {poed 4
e mare time Wit She matariads, "

U Fals andair! i ot cxpecting the
i 85 b sy o anpthing, Sut it ol
Mo thore weve 3 Mot of Yrick’
uetions dstood of baing abte t
S Wt Hsarnogt

* Wlakie it clear what iz coverad an the
wxamz, and provide Study materials
and practice questions that help me
fael canfident and prepared

» Wlake sure | know what to expect ot
the testing center

* Includa xam quastions that reflact
the courze and study materialz

* Share my detailed axam reults
vin email and online 2o | con s
wwhere | did well or where to focus

—

) RE-TAKE EXAM
i previsushy faited cram}

e rRe e LT FS T
specific course

-1.55
Recaving studylesam
Intalaciica

©

Saamning

Which solutions can
have the biggest
impact for the
customer and us?

Cafatrating desgnation
compsticn

Do we have data
. to back this up?

Engaging T and
oiher stuents

Wi ot e et dappanad Wk {

ot the aavat e st dime - vk

M e praotics ULEtiTes Wars
to cazy and mads e rercondidnt,

i ot tim { it g and

4l e i comptataly snmativated

£ G Shink Sbou trping G 3gaint
ot think { can af¥ord it anpay.

* Give me 3 debailed breskdewn of my
previous results, and send me study
tipz and resources 5o | know where
ta focuz for the rertake

# Mlake it eazy o Find re-test info on
your website, and cazy ford-
abls to re-arder the repeat

® e flasible cxam re-tak times

* Include exam questions that reflact
the caurse and study materisls, and
align ta my role

ks doem ¥roam i dane the

" | How will we
Zeiesns measure sSuccess?

* Pramate desiguations 5o the
are widely racagnized in my field, and
have 3 lasting impact on my carcer

* Hanor and acknotwlsdge my achicve-
ment in 5 meaningful wap For me

* Understand my profess

development goals

What is our
operating model
to deliver this
experience?

© 2023 McorpCX, LLC. All rights reserved.

J

Page 6



Why many CX practitioners are embracing journey management
and orchestration; to coordinate insights, and actions

Moving From: Moving To:

One-Off Mapping Efforts ‘Business as Usual’ Mapping

Intensive, large-scale efforts Fast, Agile, Actionable Insights

Used in Functional Silos Used Across the Organization
Journey Mapping Journey Management (and Analytics)

Regularly Improving Journeys Optimizing Journeys (in Real Time)

Soft Value Metrics (NPS, CES, CSAT) Defensible ROI (Revenue, Cost Reduction)

Driving Understanding Driving Activation

’
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Delivering greatervalue as your practice progresses, with
the Journey Managementand Orchestration Framework

Journey Practice Progression

Journey
Orchestration

Journey
Management

Journey
Mapping
Launch + Systematize + Integrate +
Strengthen Operationalize Embed

Value to the Customer and the Business



Building new capabilities, as you leverage existing capabilities

Journey
Mapping

© 2023 McorpCX, LLC. All rights reserved.

Journey
Management

Experience Capability
Strategy Maturity

Operating Journey

Model Management

Organizational
Change
Management

Experience/
Service Design

Journey
Orchestration

Journey
Analytics

Journey Journey
Orchestration Optimization

Live

Automation : :
Experimentation
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Today we will...Discuss how to move
from journey mapping to management,
See how to leverage technology to
demonstrate ROI, and Hear from

(and talk to!) ourJourney Management
and Orchestration practitioners



The right tools matter: The best way to move from journey
mappingto journey managementis to leverage technology.

We're going to share a quick

Infuse maps .
N Cemantica demo...a tool that
time data can help you make this shift.

Measure
your
success!

Share and
standardize
maps

C/.cemantica

|dentify
high value
opportunities

Build your
business
case

Prioritize
solutions to
action




Today we will...Discuss how to pivot
from journey mapping to management,
See how to leverage technology to
demonstrate ROI, and Hear from

(and talkto!) ourJourney Management
and Orchestration practitioners



Continuing the conversation! Let’s chat....

{

Diane Magers, CCXP Taylor Fitzpatrick, MBA Pavlina Bergan, CCXP Graham Clark
CEO Experience Catalysts Experience Management, Director of Consultancy Vice President of Market
& Emeritus Chair of CXPA McorpCX and Operations, Cemantica Development, McorpCX
\ J \ J

| |

Our Panel Your Moderator



A few things you can start doing tomorrow. [Hint: Start
where you are and build a foundation for the future].

£ 77

Evaluate
Journey Tools

Prioritize Your
Portfolio

Identify a
Quick Win

Be sure to use data
to articulate the
customer and
business value to
connect ROI

Not all journeys are
equal. Build a
hierarchy of
importance + inter-
journey connections

Designed by those
who have faced
these challenges
too, these tools can
help you progress

Journey Management
Journey Orchestration

Journey Mapping

© 2023 McorpCX, LLC. All rights reserved. Page 14






Join us fo/r/t es
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- SR

Demys fy Al MLJournéy Orc
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www.mcorpcx.com/transform-your-customer-journ



www.mcorpcx.com mcorpm

Graham Clark

Vice President of Market Development
M: 404.660.1609
gclark@mcorp.cx
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