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INTRODUCTION

You were a customer first, before a business. You experienced different customer services,
where some are satisfactory, some are disappointing. Now that you have a business yourself, you want to make the experience great for your customers. You have a clear vision,
but do not know where and how to apply strategic customer interactions in your
customer’s journey.
Here is everything you need to know to delight your customer:

IS CUSTOMER EXPERIENCE THE SAME AS CUSTOMER JOURNEY?
They both focus on customers, but they are not entirely the same.
Customer experience refers to customers’ feelings during their entire lifecycle with
your business. The customer journey focuses on customers’ touchpoints as they engage
with your business.

Your customers’ journey begins when they first connect with your brand or business,
often this is when they search for a product or service online. Their experience of the
entire journey, from the first touchpoint to the last, is critical to your business success. Convenience and satisfaction are important metrics to achieve along the journey. Easy to use,
fast shipping, hassle-free payment methods, and a personal message from your brand or
business is highly appreciated by customers. In fact, 86% of customers are willing
to pay more to receive this experience.

Now, how do you ensure a great customer experience? By mapping your customers’ journey and delighting your customer at each interaction point along their journey with
your business.

WHAT IS A CUSTOMER JOURNEY MAP?
A customer journey map is a visual representation of your customer experience
while they interact with your business.
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A good customer journey map avoids customer disconnection through a combination of
sales and marketing strategies. It should represent the experience your customers have
with you across all channels and devices, and identify the customer sentiment at
each touchpoint of the journey - frustration, confusion, satisfaction, or delight.

IMPORTANCE OF A CUSTOMER JOURNEY MAP
Remember, the best way to retain customers and build loyalty with them is by knowing
them well. Having a concrete customer journey map is one of the most cost-efficient
ways to grow as a business. Understanding your customers lets you create a better experience for them, giving you a clear vision of what to improve and where to innovate.

A well thought out customer journey map results in:
Solid customer engagement
Better customer experience investments
Correct channel optimisation
Strategic marketing campaigns for
specific customer personas
Employee accountability for different
customer touchpoints
Closing of interdepartmental gaps

HOW TO CREATE A CUSTOMER JOURNEY MAP?
The best way to create a customer journey map is by staying focused. Your other business goals may get in the way and can make it overwhelming, but focus on your
customer goals first. Create a customer persona, visualise a scenario with it, then do
your research.

01.

SET SPECIFIC GOALS

Ask yourself why you are mapping a customer journey.
Here are some guiding questions to help you:
Who and what is it for?
What goals do you want to achieve after creating it?
What experience is it based upon?
You can then create a customer persona after answering such questions and setting
specific goals. Customers are all different, but you can consider gathering insights
within your team. Ask their opinions or gather unique perspectives from them as
they likely touch different points of the customer experience too.

02.

CONDUCT A PERSONA RESEARCH

Get as much information as possible about the persona your customer journey map is
based on.
You can gather valuable customer information in these ways:
Interviews

Monitor social media discussions

Questionnaires

about your business

User testing
Survey
Scour your customer support
and complaint logs

Utilise your web analytics
Talk to your employees who regularly
interact with customers

Then, make sure to get information about:
Where and how they heard about your business
What attracted them to your channels
How long do they usually stay on your website and other channels
What problems are they trying to solve with your product or service
If they have made a purchase or not with your business
Their deciding factor in making a purchase or not
How easy it is for them to use your channels
How helpful your customer support is

The best business outcome stems from real customers’ voices. So, make sure to
collect both qualitative and quantitative information throughout your customer
persona research to make better and data-driven business decisions.

03.

DEFINE AND LIST YOUR CUSTOMERS’ TOUCHPOINTS

Touchpoints are all the places on your channels your customers can interact with.
List all the ones your customers are using and the ones you think they should use
based on your research.
Define how and where customers interact and experience your business, as this will
make up the majority of your customer journey map. Include all information of action,
feelings, and potential challenges your customers may have.
Snoop into your competitors and see what channels they are using and how they are
utilising them. What types of content are they using on each touchpoint e.g. images,
videos, blogs, infographics etc.
This is a critical step in mapping your customer journey as it tells you how your ideal
customers are consuming content on each platform and what gaps you may need
to fill. It might be the case that you are not utilising enough touchpoints. It could
also just be that you are not using the correct type of content on those touchpoints.

Whatever the case, your customers’ touchpoints are guides to help you understand
their journey. After defining and listing these touchpoints, start arranging them on
your customer journey map.

04.

MAP YOUR CURRENT CUSTOMER JOURNEY AND
DETERMINE YOUR RESOURCES

Map what you believe is your current customer journey and organise it with your
gathered data and touchpoints.
There is no certain way to create a customer journey map, but you should prioritise
valuable information over design. Make sure to include the touchpoints, actions,
channels, and touchpoint ownership like sales, marketing, customer service,
creatives, etc.
Mapping your customer journey will highlight your current position and how the customer experience you deliver looks. This will then give you a pathway to fill the gaps and maximise effectiveness in attracting, retaining, and generating more value from each
customer.
Your map may highlight gaps in your customer service and the tools you do not have
to properly address customer concerns, guiding you on what and where to invest for
a better service.
Once you determine your resources and how they affect your customers’ experience,
then it is easier to assess their business impact and if they create value.

BUY NOW

05.

TAKE THE CUSTOMER JOURNEY YOURSELF

Now that you have mapped out your current customer journey and determined your
resources, it is time to take the journey yourself.
Here are some questions to answer with your finished map:
How many people visit your channels,
but turn away without a purchase?
What causes people to click out from your
channels?
How can you make your process easier
for a better customer experience?
What tools bring value and what can
you invest in?
What customer needs are you not meeting?
Mapping your customer journey will remain hypothetical until you take it yourself.
Analyse the results and see where and how you can improve your overall customer
experience. This will ensure you bring value to your customers – that you are the
answer to their concerns, interests, problems, and that you are an expert in your
industry.

06.

IMPROVE AND MAKE NECESSARY CHANGES

Your gathered data and results should give you a clear vision of what to improve in
your channels and business itself, and your customers’ pain points will determine
what changes you should make.
Perhaps you need to:
Optimise your website for mobile
Have clearer call-to-actions
Create brand consistency
Offer more perks for your loyal customers
Address, improve, and make the necessary changes using your visualised map. Whatever changes they may be, you have the assurance that they will be effective as they came
directly from your customer’s experience.

TYPES OF CUSTOMER JOURNEY MAPS
01. CURRENT STATE
These customer journey maps are the most popular and widely used. They represent
and visualise customers’ current actions, thoughts, feelings, and emotions while
interacting with your business.
Current State maps are best used for the continuous improvement of your
customers' journey.

2. DAY IN THE LIFE
These customer journey maps represent customers’ pain points in real life. They
visualise your customers’ current actions, thoughts, feelings, and emotions in all their
activities and daily routine, whether or not it includes your business.
Day in the Life maps are best used for identifying and addressing unmet customers’
needs while exploring new development strategies for your business.

Name:
Age:

Motivators

Tasks

Devices

in the morning

DAY IN THE DIGITAL LIFE
A Day At Work

On The Way Home

The Evening at home

3. ASPIRATIONAL MAP
3. FUTURE STATE
These customer journey maps represent and visualise the ideal state of your customers’
These customer journey maps represent and visualise your customers’ future actions,
future actions, thoughts, feelings, emotions, and experiences while interacting with your
thoughts, feelings, emotions, and experiences while interacting with your business.
business.
Future State maps are best used when setting strategic goals as they give clear
Future State maps are best used when setting strategic goals as they give clear
visions on where your business fits in based on your customers’ current experience.
visions on where your business fits in based on your customers’ current experience.

4. SERVICE BLUEPRINT
These customer journey maps begin with a blank version of the other maps. Then, they
lay out the elements and factors responsible for the customer experience including
tools, people, processes, technologies, and policies.
Service Blueprint maps are best used for identifying the cause of current customer
journeys and attaining desired future customer journeys.

SUMMARY AND KEY POINTS:
Customer experience and customer journey both focus on customers, but are not
entirely the same.
Customer journey maps vary from business to business.
Setting specific goals makes customer journey mapping easier and attainable.
Focus on valuable information and content rather than design when mapping.
Valuable customer information comes from real and prospective customers.
Your resources are crucial in customer experience.
Mapping your customer journey will remain hypothetical until you take it yourself.
Changes that correlate with your customers’ needs, wants, and interests are the
most effective.

CLAIM YOUR FREE DIGITAL MARKETING BLUEPRINT TO DOUBLE,
TRIPLE, OR EVEN QUADRUPLE YOUR BUSINESS (WORTH $1,000)
Getting the stuff in this report right is the only way to start becoming super
successful online. If you're serious about dominating your market and maximising
down to the last dollar, you must address the customer experience. If you're not,
then you're probably spending more money on marketing than you need to... but
getting less return than you should. For example, when you work with us, we
target a 3.1 ROI on your marketing spend. That's right. Our goal is to get $3 into
your business for every $1 you spend on marketing.
I’ve given you what you need to get started. But if you have any questions, or would
like our help on implementing any of the above, get in touch today. Even better for
a limited time, we're offering you a 30-minute strategy session where we discuss your
business goals and challenges and draw up a Digital Marketing Blueprint for you for free.
Please note this is NOT a sales call. You will be speaking with one of our highly
experienced Digital Strategists, not a salesman.
Claim your no-obligation free 30-minute strategy session now and get your $1.000
custom Digital Marketing Blueprint, FREE!
WARNING. Before you claim your free strategy session you must understand that this
is only for people serious about setting their business for long term success. We'll do
the brunt of the work, but to truly get your sales figures skyrocketing, we need your
commitment and dedication. If you're not ready for that please don’t waste our time.
But if you are ready to kick your business into overdrive and skyrocket your profits,
book your FREE strategy session call now.

CLAIM YOUR FREE 30-MINUTE STRATEGY SESSION

