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Overview

After reading this ebook you will understand what a customer journey 
map is, what to include, who to involve and the buying decision process 
a customer will go through. Mapping your customer journey will improve 
your business performance, customer acquisition and promote customer 
advocacy.

Customer journey mapping can be intensive, so start by breaking down 
each section and making your changes over a period of time. This method 
allows you to refine and test areas to optimise and improve the experience 
before moving on to your next section – it also makes the change process 
more manageable. 
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Why create a customer 
journey map?

“ “Exceed your customers’ 
expectations. If you do, they’ll 
come back over and over.

Sam Walton,
Walmart Founder

Gaining insight into your business through 
a deep understanding of how your 
customers think and behave, will help you 
offer products and services your 
customers truly want. It will also provide 
you with the opportunity to change parts 
of your business and match your 
customers’ needs or wants.

Through mapping your customers’ 
journey, it will help you to understand 
what they want, what their pain points 
are, how your products and services 
address their requirements, and what 
you need to change to ensure a great 
customer experience across all areas of 
your business. Defining your 
customers’ journey across all 
touchpoints, and making any necessary 
improvements will deliver competitive 
advantage in your marketplace. 

The modern workplace can no longer 
operate in silos; if businesses want to stay 
ahead of the competition then business 
goals need to be joined up. Through 
creating a customer journey map that 
runs throughout the entire business, it will 
provide a clear understanding of

your customers’ goals and the expected 
customer experience. To ensure business 
success everyone involved in the 
customer journey should be included in 
the mapping stage.

1



Why is it important to include other 
business areas?

If the right departments are not included in 
the customer journey mapping process, 
then you risk failing your customers, 
resulting in dissatisfaction – possibly an 
increase in complaints and your 
customers choosing to move away to your 
competitors – impacting your bottom line 
through loss in revenue and higher costs. 

Not only that, consider all the effort and 
expense that is spent on promoting your 
products and services for the customer 
experience to fail due to a poor delivery or 
customer service experience. What impact 
does this have on your customers’ view 
of your business? How likely are they to 
recommend your products and services or 
make another purchase?



What is a customer 
journey map?

Brand values will help attract your ideal 
customers and provide a tailored customer 
experience. A company that does this well 
is Amazon.

Amazon's vision is to be the most  
customer centric company; to build a 
place where people can come to find and 
discover anything they might want to buy 
online.1  

When we interact with Amazon we have 
high expectations, from finding what we  
want quickly, to making a purchase easily, 
to receiving a first-class delivery service; 
and should any problems arise, that they 
are dealt with politely and efficiently.

Amazon meet their customers’ needs 
by ensuring every part of the customer 
journey is mapped out, and that their 
vision and brand values are embedded 
in their organisation. To deliver an 
excellent customer experience their people 
understand the importance of their role 
in delivering and meeting customers’ 
expectations. They are ranked number five 
in the customer experience excellence 
report, and they’re the number one 
online retailer.2

“A product can be quickly 
outdated; a successful 
brand is timeless.”

Stephen King
UK advertising executive
(1931-2006)

A customer journey map is a visual  
presentation of every interaction a  
customer has with your business. The 
map can be quite complex, reflecting 
how your customers interact with your 
company. For example, they may start by 
making a request that was influenced by 
a blog, or they found you via search, or 
you caught their attention through more 
traditional forms of advertising. Whatever 
your customers’ journey, capturing their 
interaction on a visual map will provide 
valuable insight into how your customers 
interact with your business as well as 
uncover key improvement areas. In time 
you will improve the customer experience, 
and in turn your sales. 

Customers have high expectations when it 
comes to dealing with businesses. The 
digital age has changed the way people 
make their buying decisions;  customers 
want to get to know you, what you stand 
for and how you match their views and 
values. Therefore, one of the first areas to 
review is your company’s brand values.

Brand values are a great way to 
communicate the type of company you 
are, how you act and why you’re different; 
making sure the values and messages are 
embedded in your organisation is key. 
Through doing so, a customer feels what 
it’s like to deal with your business and your 
people at every stage of the buying 
process.  
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Benefits of a 
journey map?

Involve all relevant people from the very         
beginning, and ensure everyone  understands    
their role in the process. It’s important that they 
understand what will be expected of them at   
their stage of the customer journey. 

It’s worthwhile commissioning research to find     out 
how your customers feel at each stage of their      
buying journey with you – this way you avoid making 
assumptions and have some tangible    
feedback to work with. You’ll gather some    great 
insights from both the positive and less    
than positive comments - giving your business     
the chance to show it listened, acted and   
improved its offering. 

EXPERT CORNER

There are many benefits of mapping out your customer journey. Here are 
our top reasons.

1. You will be able to understand successful touchpoints and what needs to change in
the journey to improve your customers’ experiences

2. A map will enable you to understand your customers’ needs at each stage, allowing
you to create engaging content and messaging

3. It will help you focus on the key priorities for your business

4. It will help create an effective marketing strategy at all relevant touchpoints, which
will make your budget work smarter
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Starting your customer journey mapping project.

Firstly, you will need to identify your end goal(s). What 
do you want to achieve? Is it to improve part of the current 
process? Is it to solve a problem? Or do you want to 
create a new customer experience?

• Once you’re clear on where you need to end up, start
gathering the information below to complete your map

• Identify stakeholders and how they can impact and
benefit the customer journey

• Create customer personas to help visualise your
customer types

• Understand the actions that your customers take to buy
your product or service

• Understand how your customers feel at each stage of
their journey

Once you’ve identified all the elements that you need to 
include in your journey, you will need to set out the scope 
of work and list the tasks to complete.  

4How do you start your 
customer journey mapping 
project?



Customer personas help you create an image of who you’re communicating with 
and will allow you to make some calculated assumptions on their behaviours. 
Creating customer personas enables smarter and more specific targeting, 
providing everyone in the organisation with a clear understanding of who your 
customers are.

Once you have developed your personas you will need to identify your primary 
targets. It’s tempting to target everyone that fits your audience but your 
messaging will become fragmented and the journey diluted. For example, 
you wouldn’t speak to Jenny who is a 45-year-old career woman with a very 
demanding job and spends her free time in the gym, in the same way you’d talk 
to Danny a 22-year-old that has a hectic lifestyle and enjoys socialising.  

We’d recommend picking no more than two personas to focus on for your 
journey mapping. Start by identifying the behaviours that they will typically go 
through at each stage of their buying journey.

Do you have customer 
personas, if not, why not?
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THE 
CUSTOMER 

BUYING 
PROCESS

AWARENESS
When a person realises 
they have a need for a 

product or a service CONSIDERATION
When the potential customer 
starts to consider brands 
that can fulfil their needs  

EVALUATION
When they search online, 
turn to social influence 
and ask for 
recommendations

PURCHASE
The moment they buy the  
product and become
a customer 

POST  
EVALUATION
When your customer           
evaluates their purchasing 
decision and experience  

CUSTOMER 
FEEDBACK
When your customer  
tells your how happy  
they are with your 
product and service  

Why understand the 
customer buying process?
1. The key buying stages will help you map the customer journey and make 

improvements to increase conversions, sales and the overall customer experience

2. Understanding what fuels your customers’ buying decisions will help you identify how 
to be more specific in your targeting and create a plan to inspire brand advocates

3. To ensure your customer journey reflects the latest decision-making process; the 
digital age has changed how customers interact with brands, consume media and 
make purchases  

Once you fully understand the stages of the buying journey then you can start to plan 
each stage.
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Why understanding micro-moments is important during the 
customer journey.

What is a micro-moment?

Micro-moments are described when people instinctively 
turn to a device to act on a need to learn something, do 
something, discover something, watch something, or buy 
something. They are intent-rich moments when decisions 
are made and preferences formed. These micro-moments 
are fully entwined with the consumer buying process.

According to emarketer3 global mobile ad spend 
is expected to double from $100 billion to $200 billion 
in 2019.  This growth reflects the rapid growth in mobile 
devices - it’s not just about the phone – it’s about capability 
and how smartphones are integrated with day-to-day life 
from banking, gaming, search, purchases and reading - you 
can even adjust your heating from your phone. Most people 
would be lost without their mobiles and other smart devices. 
Just think about it, when was the last time you were on a 
train and didn’t see most of the carriage with their head 
looking down at their device? 

It’s more important than ever to deliver the right messaging 
to address the customer intent, we can only do this by 
understanding the micro-moments along the customer 
journey.

Google describes these moments as4:

• I-want-to-know moments
• I-want-to-go moments
• I-want-to-do moments
• I-want-to-buy moments

What are micro-
moments?
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Example of a micro-moment customer:

Dave is hungry and doesn’t want to cook (awareness stage), 
now Dave is looking at food options (consideration stage), he 
has decided he wants to buy a pizza and has moved into the 
‘I-want-to-buy moment’ (purchase stage), he is at the point 
where his journey could take him in several directions. For 
example, if Dave is away from home then his customer 
journey will more than likely see him turn to a search engine 
to find the nearest pizza place. 

If you’re a previous pizza supplier, and Dave is at home, you 
will know that he has a pattern of ordering pizza every Friday 
- this is where data driven targeting could influence Dave’s 
buying decision. As a supplier of pizza you could text or email 
him with promotional incentives to encourage Dave to make a 
repeat purchase.

A micro-moment is not only understanding the 
stage of where your customer is but to understand what need 
and experience you should fulfil for the customer at that very 
moment.



 A customer journey map  
 helps us provide a positive 
 framework for customer 
 experiences and will enable 
 you to become agile on their 
 customer journey. 



Hopefully you have a greater understanding of what a customer journey map 
is, who should be involved, and how and where to start in the creation of your 
map.

It’s important to revisit the customer journey map regularly to adjust and 
improve sections, and align to changes in your customer's behaviour and new 
technology. 

The key is to continually adapt, change and optimise their journey to stay 
ahead of the game. 

Contact us today if you’d like to find our more about Customer 
Journey Mapping.

Lorraine Fowler - Founder

0330 333 8718
hello@allwaysmedia.com
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