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What is customer journey mapping

“Customer journey mapping is the
process of tracking and describing
the experiences that customers
have as they interact with a
service, taking into account not
only what happens to them, but
also their responses to their

experiences.”
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Would journey mapping help me?

Are you sure you fully
understand the
experience that
customers have at the
moment?

Do you have
intractable policy
challenges — where
you keep trying things
but without getting
anywhere?

e, Sponsored By Salmat

Would it help you to
have high impact
feedback to challenge
conventional thinking?

Do you need to
convince colleagues in
other functions about
the importance of a
customer-focused
approach?
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Better Customer Experience
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Greater Efficiency
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HEART MONITOR MAP: Use this tool to record the highs and lows of the customer experience throughout

their journey, to express it in a visual way that clearly identifies problem areas.

service: a joumey through “tauchpaints |, across
channels and over ime
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Building Journey
Maps




What is involved in customer journey mapping

Track and Customer What Customer
Describe Experience happens response

Understand ldentifying Uncovering
the exactly what both the
experience customers physical and
they have go through, emotional
with you as every step of response to
If we lived it the way. the service
ourselves. we provide.

Follow and
monitor,
high level of
detail, from
customer
viewpoint.
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Identify key users and their knowledge base
help

Identify additional stakeholders and the
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m Set clear, measurable ob
m Confirm the budget and t

m Align expectations re. process and outputs
m Do an

m Agree how they will be involved
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The very first step
about the context.




The starting point for journey mapping must always be the

customer, and the initial step is to decide which customer.

Use non-technical /

customer language.
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We now move into the research phase to understand your

customer’s journey.

Get customers to
. O X e walk through the
It Actual Customers [ < journey in real time in

the real world

Recruit real customers §
ustomer Recall ' to recall the journey in
N = § focus groups or
interviews

; Knowledgeable staff
SN S A ‘walk the journey’,
‘Staff Walk Journey = s recalling needs and

emotions they see in |
customers.

s Construct the journey
T g using past research &
onstruct The Journey - and staff input, ideally

In a workshop setting
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Getting to the heart of what really drives customers is like
peeling an onion...

m What people do
= Why — what's
driving them?

m What are they
feeling? Trust?
Comfort? Irritation?

m What's causing this?

m What people say
m Why — what's
behind the words
m How honest are
they being?

Paaaaa

m What are their real
loves and hates?

m Where are the passion

points?

m How people say
things

m What words do
they use?

m What's the body

language?
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There are 5 steps to developing the map:

Step 1
Confirm the journey and
customer

Step 2:
Identify key journey steps

Step 3:
Actions, feelings, thoughts
and reactions

Step 4:
Touch points

Step 5:
Moments of truth
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Customer Journey Map: Home Insurance Claim —Walk through

q )
Objectives,
) . . Customer .
scope & journey Home break in claim Over 55 and part time workers
segment
type
Moments
of truth
Key journey Notify of Submit Await M|nor QUOtPTS Await Receive
. . items for major :
steps claim claim response . processing payment
approval items
Ups and /\ /\
downs of
the
customer
experience
Ease of Proactive Earl Scheduling, Proactive
Addressing the Forms, email || notification y SLAsS, notification
: access to awareness of . ; _
issues comms Improve s proactive improve o
someone eligibility all, & .
processes comms processes
J Uy

\
e, Sponsored By Salmat

VOICE LEADERSHIP FARUM



Where do | start ?
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"EACH OF YOU HAS BEEN GIVEN A SIMPLE,
YET POWERFUL TOOL..."
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Questions
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