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SOMETIMES YOU NEED TO SLOW 
DOWN TO GO FASTER…

let’s first discuss journey management at a high level… 



WHAT IS CUSTOMER 
JOURNEY
MANAGEMENT?
“Journey management enables you not only to measure, 
monitor and optimize customer experience, but align your 
entire organization with your customers’ goals.“

Customer journey management is an approach that enterprises 
leverage to improve customer experience, delivering value to both 
your customers and your organization. It’s the process by which 
customer-centric organizations:

•

•

•

•

• Identify journeys that matter based on client goals and 
business success

Measure and monitor the in-journey signals that predict journey 
success

Orchestrate corrective actions when needed
Track journey success using journey success scores, and 

Prioritize underperforming journeys for investment

It’s the means to correlate client behaviors with preferred business 
outcomes. Companies that excel in differentiating their client 
experiences are now adopting client journey management to 
prioritize change, actualize results, and continuously improve CX to 
maintain their market position.



CX IS DRIVING THE NEED FOR 
JOURNEY MANAGEMENT

Customer experience is everywhere.

From customer service to the boardroom, business leaders recognize that personalized,
efficient, and engaging customer experience (CX) helps improve client acquisition, brand loyalty, 
and lifetime value. As companies strive for a unified view of how each customer interacts with our
company, pressure is growing to personalize experiences across lifecycle stages and interaction
channels.

Customer journey management is a shift in mindset. It’s a change from optimizing single 
interactions at each touchpoint to managing the journeys clients take as they seek to achieve a 
goal. Journey management enables us to measure, monitor and optimize CX, as well as align 
our entire organization with our client’s needs.

Getting a complete view isn’t easy. That’s why traditional analytics approaches need to evolve—
from retrospective reporting to real-time, behavior-driven, data fusion and analysis.

Journey management is specifically designed to continuously improve the 
end-to-end experience in an agile way.

Business moves fast and reaction times are faster. The power of journey management is how 
rapidly the company strategy reflects actual customer movements—seeing where they are at any
point in time, viewing them individually or collectively, and quantifying movements and resulting
impacts. These insights also help us prioritize ways to impact business goals like increasing
revenue, share of wallet, and improving the customer experience.
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MONITORING TOUCHPOINTS 
ISN’T ENOUGH

The focus of experience management has shifted from touchpoint-
specific monitoring to creation of a unified view as the customer
interacts with the company. The goal is to improve and personalize
experiences across channels, locations, and time.

Recent research shows that companies with a journey mindset that 
provide a positive experience along the entire journey can expect to
have significantly higher revenues and better CX than those that
don’t.

Journey management is the means to enable client experience 
transformation. It reveals pathways that lead to a satisfying
experience, and which prevent high-quality results.

THE CHALLENGE

Toprovide a truly unified view, traditional analytics must 
evolve from retrospective and disparate reporting to real-
time, continuous, behavior-driven management.
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ARE JOURNEY ANALYTICS AND 
JOURNEY MAPPING THE SAME?

A journey map is a visual illustration of a customer’s 
experience with a business. Journey analytics is so 
much more.

Customer journey mapping has been growing in popularity over the past 
decade. But the unfortunate reality is that many companies sink a lot of 
time into creating beautiful maps—often released with great fanfare—only 
to see them gather dust as employees go back to work. Oftentimes, when 
customer-facing employees put themselves in their customer’s shoes, it
results in an imaginary journey that fails to reflect the variety of real-world
paths customers actually take.

Why? The answer may lie in the journey map itself. Journey maps are 
highly effective at illustrating a macro-level journey (e.g., from initial 
awareness to long-term relationship), or zooming in on a micro-level 
journey (e.g., steps taken to make an online purchase). But, they don’t 
cover both. By their very nature, journey maps are static, point-in-time 
representations. Journey maps tend to assume the same cadence for all 
customers. They’re unable to capture various permutations by customer
type, channel, location, and complexity.

Mapping is the underpinning tool that enables the smart coordination of 
intersections/transitions across both business segments and journey 
stages – and is brought to life through data-driven delivery.



JOURNEY MANAGEMENT 
FRAMEWORK

Journey Mapping is a way 
to visualize and 
communicate your 
customer’s experience 
across touchpoints and over 
time as they seek to achieve 
a specific goal.

Journey Analytics is the 
science of analyzing 
customer behavior data 
across touchpoints and over 
time to measure the impact 
of customer behavior on 
business outcomes.

Journey Orchestration is a 
way to use each customer’s 
entire experience to inform 
and personalize interactions 
that will improve customer 
experience and drive 
desirable outcomes.

Journey Insights are the 
quantitative and qualitative 
information that provides 
an understanding of the 
behavior of your customers 
as they seek to achieve a 
goal.

Journey Optimization is a 
closed loop approach that 
uses AI and machine 
learning to improve the 
experience of each 
customer, so they can 
achieve their goal more 
efficiently.

Journey Design is the 
process of defining the 
experience a customer has 
as they seek to achieve a 
goal and the interactions 
the company will take at 
each step to promote 
progress towards the goal.



LET’S DIG DEEPER INTO THE
JOURNEY MAPPING COMPONENT…



1. JOURNEY MAPPING

Journey mapping is a method many enterprises use to visualize
and communicate your customers’ experience across touchpoints
and over time.

Journey mapping is a widely used practice, not only with CX
professionals, but also within marketing, customer service,
experience design (XD) and product management.

Enterprises use journey mapping to:
•Establish a customer-first culture
•Visualize customer journeys
•Identify “make or break it” moments in the overall journey
•Project a “future-state” customer experience to spur 
innovation

THE CHALLENGE

Customer journey mapping has grown in popularity 

over the past few years. But the beautiful journey 

maps that you release with great fanfare are probably 

gathering dust, as employees go back to the ‘real 

work’ that they’re measured by.
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JOURNEYS AREN’T CREATED; 
THEY’RE DISCOVERED THROUGH 
RESEARCH 

To create this framework and level the playing field, first identify
all our customer journeys at a high level. This aggregate view of
journeys effectively summarizes how our customers interact with
your company. From this global perspective, we can see how all 
the journeys fit together, how they inform the broader experience,
and how they fit into our customer experience vision and
strategy. This makes it much easier to see the relative
importance of each journey and how it shapes the client
experience.

THE BENEFIT

Millions or even billions of individual interactions can be 
captured over time and integrated into a single, unified 
view of the real client experience.
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ALWAYS START WITH RESEARCH 



STEP BY STEP 

STEP 2: Conduct Qualitative Research

You may be tempted to use existing quantitative data as the basis for your journey
map. While quantitative data can give you a high-level understanding of
customers’ general attitudes and levels of satisfaction for specific interactions
(think: NPS), it is less appropriate for understanding emotions, mindsets, and
motivations at the level required for effectively depicting the entire journey.

STEP 3: Complement Qual with Quant
Aside from highlighting potential problem areas to help shape qualitative research
efforts at the onset of a customer-journey mapping initiative, quantitative data can
also add another layer of evidence to your insights to make your narrative even
more compelling.

For example, after the qualitative research study has been completed, you may
choose to supplement or reinforce findings in the following ways:

•Follow up customer interviews with a survey to understand the frequency and
magnitude of any of the behaviors you uncovered in your conversations

•Use digital analytics (e.g., page views or exit rates for relevant web pages) to
add credibility to your claim that certain points in the journey are frustrating to
users

•Supplement high or low areas depicted in the journey map with satisfaction
metrics that align to specific interactions.

STEP 1: Look for Existing Data First
Before beginning research for your journey-mapping initiative, spend some
time looking for existing, relevant data within your organization. There is often
existing (though disparate) information about the journey buried throughout
various past internal efforts. This data, both qualitative (e.g., data from past
focus groups, customer-support call logs, etc.) and quantitative (analytics,
customer-satisfaction scores, etc.) can give you clues about how to shape and
focus the content of your research efforts.



COMPONENTS OF A JOURNEY MAP To determine your customers’ buying process, you’ll want to 
pull data from all relevant sources (prospecting tools, CMS, 
behavior analytics tools, etc.) to accurately chart your 
customer's path from first to last contact.

However, you can keep it simple by creating broad 
categories using the typical buying journey process stages 
— awareness, consideration, and decision — and mapping 
them horizontally.

What is the customer wanting to accomplish and what 
channel are they using to accomplish that goal 

What emotions are the customers experiencing as they 
navigate the journey phases



What is the business looking to accomplish during this 
journey phase? What metrics of success for the phase

What are the specific activities, what department is 
responsible for them, and what systems are working together 
to deliver these activities during each journey stage 





SCALING JOURNEY 
MANAGEMENT…

“When you piecemeal processes, it breaks your ability to scale.”



A COMPLETE VIEW
Each customer takes their own unique journey when interacting with 
the organization. Journeys may share certain characteristics or differ
wildly from the norm. Some customers zig and zag through different
paths as they reach a goal, while others use a more streamlined
approach.

Customer journeys are interconnected. It’s common for customers
to “jump” multiple times across online and offline channels, and
even intertwine with other journeys.

Journey platforms let you connect the dots between 
interactions and outcomes in seconds, rather than weeks 
and months.
While CX practitioners are adding technology at a furious pace, many
of these technologies remain underutilized. Customer journey platforms 
can unify and improve the effectiveness of existing technology stacks to 
maximize the ROI of the technologies.

THE BENEFIT

By using a customer journey platform equipped with 
sophisticated machine learning algorithms, we can quickly 
discover the most frequent paths from Point A to Point B.

We have the ability to compare and contrast different paths
and correlate them with customer and business outcomes.
We also have the ability to predict behavior in real time and
decide on the most appropriate method of engagement.
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Webs ite

Mobile 

app 

Back 

off ice

S ocia l

Voice

Text

Cha t

Analytics

Customer engagement profile

Inbound

Actionable insights and

next best action predictions

Business 
rules

Routing and 
orchestration

Customer 
experience 
optimization

Ba ck-of f ice sys tem s

Outbound communication

1. Collect

Identify customer and
interactions across channels.

2. Engage 

Analyze in real time to understand
customer behavior, intent, engagement 
profile, opportunities, etc.

3. Optimize

Drive personalized and proactive engagement 
based on customer context, business rules 
and predictive next best actions.



SO WHO’S DOING IT WELL?…



WHEN IT ALL COMES TOGETHER
• ZARA - DATA GENUISES - They successfully combine fashion

and IT processes with complex logistical operations to ship
products to customers and process returns, while redefining
what modern retail is and what it can become.

• TRADER JOES – COHESIVE BRAND AT EACH
INTERACTION - does a remarkable job creating a long-term
customer experience that is reinforced at every touchpoint. By
thoughtfully creating and constantly reinforcing their brand’s
persona, they easily contrast themselves from major competitors
such as national players such as Whole Foods and regional
grocery chains. I often point to Trader Joe’s as a brand that
brilliantly aligns their visual and verbal identities. All touchpoints
drive home the fact that they are serious about food but not so
serious about anything else.

• NORDSTROM – EMPLOYEE AGENCY - Nordstrom continues
to see great success in both CX and sales. Why? The team
members are fiercely passionate and hugely creative when it
comes to taking the very best care of their customers. The
freedom to take whatever measures needed to exceed customer
service expectations is supported at the highest levels of the
organization. Tires were accepted as a return once. Nordstrom
doesn’t even sell tires!
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ACTIVATING PEOPLE, PROCESS, & 
TECHNOLOGY

Incorporating into organizational functions 

This work can be activated by the Customer Feedback Management 
system, particularly the data that which will offer product owners and 
marketing leaders tools to set customers on automated journeys & also 
guide the 'next best action' we coach employees to deliver to
customers. Furthermore, journey designs will inform standard operating 
procedures, coaching customer-facing employees what to know, do &
say in front of the customer & behind the scenes in preparation in order
to deliver the desired business outcomes.

High performing teams can be established across functional 
capabilities (product management, change, marketing, experience 
design, etc.) supporting each journey, with the leader being either a 
member of a business segment or functional capability team. This 
team prioritizes journey success ahead of functional organizational 
responsibility. Success criteria are established with Marketing 
leadership, product owners, and journey owners are held accountable 
for performance & outcomes (not activities).

THE BENEFIT

Journey managers & Marketing leaders will have 
transparency into real-time KPIs, encompassing client 
satisfaction, journey interactions & company outcomes. 
These leaders hyper-personalize the experience by 
leveraging audience, journey management, products 
and services & communications tools to dynamically 
test, listen and optimize experience(s) across journeys.
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ABOUT THE AUTHOR

“Providing thought-leadership in a way that 
delivers outcomes is my jam.”

Dr. Nikki Smith is passionate about all things people and creating unique 
and unmatched experiences. Bringing forward client-centricity that 
elevates strategy and delivers business outcomes is her speciliaty.
Serving in diverse roles in the innovation space, Nikki is a confident leader 
who is adamant about bringing the voice of the customer into the board 
room and ensuring the experiences we deliver are inclusive, accessible, 
and equitable. "As I reflect on how the world around us is changing and
has changed, I concluded that one mantra has remained the same 
throughout my career; People. First. Always. My work centers around
much of what Jeff Bezos and Steve Jobs has taught us, that you start with 
the client experience first and work backward towards the technology and 
business processes. "A native St. Louisan, Nikki is an experienced 
researcher, strategic designer, and people leader. Receiving her BA in 
Strategic Communications from the University of North Texas, MBA-
Market Research from Webster University, she is most proud of recently 
receiving her Ph.D - Business Management with a concentration in 
business model innovation and experience design.
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